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Trends in Long Beach’s res-
idential and commercial real 
estate markets are in line with 
those in surrounding areas in 
Southern California, according 
to economic and market ana-

gle-family and retail markets 
appear to be shifting.

“We’re seeing a slowdown in 
the single-family for-sale mar-
ket not just in Southern Califor-

In This Issue

lysts. While some long-term 
trends remain in play – extreme-
ly low industrial space vacan-
cy, rising rents for multi-family 
units and high office vacancy 
rates, for example – the sin-
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Long Beach’s newest shopping center, 2nd & PCH, is slated to open in October. Economist Robert Kleinhenz of 
Beacon Economics said that the center is opening at an ideal time, economically speaking, with employment low and 
wages increasing. (Photograph by Brandon Richardson.)

A month ago, I included “The Handmaid’s 
Tale” in a list of suggested television shows to 
help Millennials escape the stresses of the real 
world. Sure, it was a dramatic choice, but I jok-
ingly pointed out that it’s arguably escapist be-
cause our society would never become that ex-

treme. I also suggested “Call The Midwife” as a 
cathartic post-war tearjerker, not realizing that 
the overarching plotline of this season, which 
deals with the dangers of back alley abortions, 
would come to hold very relevant significance 

Millennial Women Could Decide Next 
Election – If They Show Up
  By Editor SAMANTHA MEHLINGER

Around 200 members of a 
labor bargaining group repre-
senting about 700 City of Long 
Beach employees walked out of 
an annual luncheon on May 22 
when City Manager Pat West got 
up to speak. According to Wen-
dell Phillips, general counsel for 
the Association of Long Beach 
Employees (ALBE), the workers 
were expressing their discon-
tent about a prolonged contract 
negotiation; since the organiza-
tion was officially recognized in 
2016 after splitting off from the 
International Association of Me-
chanics and Aerospace Workers 
(IAM), they have yet to secure a 
contract. 

In e-mail correspondence 
with the Business Journal fol-
lowing the walkout, which oc-

Visitors to the cannabis shop-
ping portal Weedmaps find the 
website’s map of Long Beach dot-
ted with small, turquoise car sym-
bols, signifying delivery services 
that offer a wide range of cannabis 
products. What many shoppers 
may not know – or choose to ig-
nore in pursuit of a good deal – is 
delivery-only cannabis sales are 

When Azul Sanchez was a 
teenager, she wanted to attend a 
concert with a friend, but nei-
ther of them had enough money 
for the ticket. Not a problem, her 
friend told her, there was a cash 
advance lender right around the 
corner where they could borrow 

the money until their paychecks 
came in the following week. 
With the meager pay from her 
part-time job, it took her three 
months to pay back the loan, 
Sanchez remembers.

Today, Sanchez works as 
an assistant vice president and 

regional branch manager for 
Orange County’s Credit Union. 
She offers financial literacy 
training to students in the Long 
Beach area, but she hasn’t for-
gotten her own experience of 
being stuck in a high-inter-
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With 18 years as a garage attendant at the Port of Long Beach and a prior tenure 
of 10 years with the Compton Unified School District, Luis Ortiz has a lot of expe-
rience in fleet management. While working on cars is something he’s done since a 
young age, it’s his interactions with people that he enjoys about his position with the 
port, where he currently works out of the interim administrative building on Air-
port Plaza Drive. “You get to meet a lot of the people in the building,” Ortiz said. 
“You get a lot of one-on-one, personal relationships with your customers.” With 
the upcoming move into the new headquarters at the Long Beach Civic Center, the 
demand on his department has increased as port employees require transportation 
from there to the port and other off-site meetings, he said. The move to add more 
electric vehicles to the fleet has also had an impact on his day-to-day, Ortiz noted. 
“It’s actually made my job easier. The electric vehicles don’t need as much main-
tenance,” he said. “It’s a good thing.” Charging stations in the parking lot of the 
port’s interim offices have inspired more employees to buy electric vehicles of their 
own, Ortiz added. 

PortSide: Keeping Up 
With The Port Of Long 
Beach

  By ALENA MASCHKE
Staff Writer

MONDAY 
MORNING 
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BIZBRIEF



24794

10x14

4c

Keeping your business rolling forward
Every small business needs help with the essentials — developing a business plan, marketing 
services, and managing cash flow. Visit wellsfargoworks.com to get the strategic insights 
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Business owners and entrepreneurs 
in the City of Long Beach can now take 
advantage of free mentoring and work-
shops provided by SCORE, a nonprofit 
association funded by the United States 
Small Business Administration. 

Founded in 1964, SCORE was orig-
inally an acronym for “Service Corps 
of Retired Executives.” Dennis Wright, 
SCORE assistant district director for 
Los Angeles, Ventura and Santa Bar-
bara counties, said the organization’s 
volunteers include entrepreneurs and 
former members of Fortune 500 compa-
nies. These volunteers host workshops 
and are available to meet with clients on 
a private one-on-one basis. While some 
workshops charge a small fee to attend, 
most are offered free of charge, as are 
the mentoring sessions. “We’re fund-
ed by Congress with taxpayer dollars,” 
Wright explained. 

SCORE was first established with 
50 chapters, one for each state, but has 
expanded into more than 300 chapters 
that are staffed by almost 11,000 unpaid 
volunteers. Nine chapters are based in 
Southern California. Its most recent, 
the Long Beach chapter, was formed 
on October 1, 2018. SCORE meets pro-
spective clients at the Ironfire cowork-
ing space near Long Beach Airport, 
and has partnered with the city to use 
its economic development offices down-
town. The Long Beach Area Chamber 
of Commerce also allows the organiza-
tion to use its conference room.

In essence, the purpose of SCORE is 
to help grow the economy, Wright said. 

SCORE Offers Long 
Beach Business 
Owners Free Mentoring 
And Workshops

  By PIERCE NAHIGYAN
Staff Writer

“More specifically, to help owners es-
tablish businesses that avoid the pitfalls 
both new and existing businesses step 
in. In other words, to do what we can to 
make them more successful, and at the 
same time create jobs.”

Through workshops and mentoring, 
the volunteers at SCORE offer business 
owners their years of expertise and ex-
perience in a variety of fields. This in-
cludes expertise an entrepreneur may 
not realize they lack, Wright said. He 
explained it from the perspective of 
someone trying to open a shoe store. 
This client may already understand 
shoes, but what they may not understand 
is how to select the best location for 
their store. “So now you need [a men-
tor] with leasing experience,” he said. 
“Then they need to apply, perhaps, for 
additional working capital. Now they 
need to talk to somebody with banking 
experience. They don’t have a lot of un-
derstanding in marketing, so now they 
should be talking to someone who has a 
lot of years in marketing.”

Wright concluded: “Yes, it would be 
nice to have someone who was success-
ful in the shoe business, but what you’re 
really looking for is mentors that will sit 
down to work with you for free as often 
as is necessary. . . . We have some clients 
that have been with us for seven, eight, 
nine years, who have met with eight or 
nine SCORE volunteers over that time.”

SCORE served 138,394 clients 
across the U.S. last year, Wright said. 
Of that number, 61% were women, 36% 
were minorities and 11% were veterans. 

Those clients received 291,535 men-
toring sessions, with 86% saying they 
would recommend SCORE to their 
family and friends, according to a Fis-
cal Year 2018 survey from Pricewater-
houseCoopers. The same survey stated 
that in FY 2018, SCORE volunteers in 
Southern California helped to start over 
1,200 new businesses and created more 
than 6,800 non-owner jobs.

Seyed Jalali, an economic devel-
opment officer at the City of Long 
Beach, said the city was excited to host 
a SCORE chapter. “The city’s partner-
ship with SCORE allows us to broaden 
our capacity to deliver free technical 
assistance and mentorship to local en-

trepreneurs. As part of this partnership, 
the city is providing meeting space for 
SCORE at city-owned facilities, includ-
ing the local libraries,” Jalali said. 

SCORE’s next workshop is being 
held at the Michelle Obama Neigh-
borhood Library at 5870 Atlantic Ave. 
Wright said the workshop will focus on 
creating content for social media mar-
keting, including photos, graphics and 
video. The presenter is Roni Ramos, 
founder and president of online video 
production company Harmony 3 Pro-
ductions. Beginning at 5:15 p.m., the 
workshop is free to attend. 

For more information on SCORE, 
visit longbeach.score.org. 

Dennis Wright is the assistant district director for Los Angeles, Ventura and Santa Barbara coun-
ties for SCORE. One of the key goals of his organization is to ensure that small businesses do 
not fail in the first 18 months. “The City of Long Beach is very business friendly,” he said. “They 
welcomed us, they helped us get set up.” Wright is pictured at the Michelle Obama Neighborhood 
Library. (Photograph by Brandon Richardson.)
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curred during a public works department 
appreciation event, ALBE Administra-
tor & Benefits Specialist Sheri Steven-
son alluded to the possibility of a strike. 
“To be clear, no one wants a strike, but 
ALBE Members have been waiting too 
long for Raises, Rights, and Respect they 
deserve,” she wrote. “That should include 
modest cost of living increases and a 
schedule of equity increases to begin to 
adjust their compensation to the average 

(Continued from Page 1)

(Continued from Page 1)

Cannabis Retailers

Municipal Labor Group

illegal in the City of Long Beach. But en-
forcing those rules has proven to be tricky 
for the city, and some in the legal canna-
bis industry are asking officials to step up 
their game or lose out on large amounts of 
tax revenue.

Adam Hijazi, CEO of two licensed dis-
pensaries in Long Beach and president of 
the Long Beach Collective Association, 
said he estimates the market share of illicit 
cannabis businesses to be around 85%. “The 
illicit market, they don’t pay for workers’ 
comp. They don’t pay for general liability 
insurance. They don’t pay livable wages and 
they don’t have lab-testing requirements,” 
Hijazi said. And most importantly, for the 
city’s finances at least: they don’t pay taxes. 

Without the burden of taxes, the cost of 
compliant facilities and the various fees re-
quired to become a licensed cannabis sell-
er, unlicensed delivery services can offer 
more competitive prices than their licensed, 
storefront counterparts. “What they’ve es-
sentially done by overtaxing the industry 
is they’ve strengthened, in a lot of ways, 
the black market,” Elliot Lewis, who holds 
licenses for several dispensaries in Long 
Beach, told the Business Journal. “They’ve 
put a protective tariff on the black market.”

Lewis is among several dispensary 
owners who would like to see the city rein-
vest more of the tax revenue collected from 
legal dispensaries into the enforcement of 
its cannabis ordinance. “If they want a legal 
cannabis market, they need to take some of 
the revenue we’re producing and put it back 
into enforcement,” he said. 

The city, in turn, finds itself in a bind. 
As tax revenues from the legal cannabis 
industry trail behind expectations – large-
ly because of illicit competitors, according 
to legal sellers like Lewis – funds for en-
forcement initiatives remain low. “Right 
now, it’s difficult,” City of Long Beach Can-
nabis Program Manager Ajay Kolluri told 
the Business Journal. “The amount we’ve 
collected from our licensed businesses has, 
at least for the one year we’ve had a full op-
eration, not been enough to offset the cost 
to the city for regulating these businesses.”

Meanwhile, the burden of fees and 
penalties falls largely on legal operators. 
According to city officials, licensed busi-
nesses paid $375,000 in fees and penalties 
in the last fiscal year. Unlicensed busi-

We support you.
Each relationship is tailored to 
fit the needs of our clients. 
Let us help you drive your ship!
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nesses paid a total of $25,000 in penalties. 
When the city shuts down illicit cannabis 
businesses, there usually isn’t a fee that’s 
charged to offset enforcement costs, ac-
cording to Kolluri. “It’s just been a real 
burden,” Lewis said. “I think we’re oper-
ating in the worst of all worlds right now.” 

The decriminalization of illegal can-
nabis sales, a component of Proposition 
64, means the consequences for illicit 
businesses are minimal, while the finan-
cial rewards are high.

“We don’t want to see anybody go to 
jail, we don’t believe in criminalizing it, 
but we would like to see fines and enforce-
ment. And the part that’s frustrating is the 
tax money,” Lewis explained. Hijazi also 
noted that going after small fish, like in-
dividual delivery drivers, won’t solve the 
city’s issue with unlicensed delivery ser-
vices. “They’re just trying to have a job. 
It’s more about the higher-ups,” Hijazi 
said. “We have to be able to figure out how 
to enforce on a higher level with regards to 
the illegal commercial production.”

According to Kolluri, the city is current-
ly in the process of developing enforcement 
mechanisms that would allow them to go 
after delivery services more efficiently, al-
though he said he was not at liberty to share 
more details at this point. The city’s FY 
2019 budget for Measure MA funds includ-
ed a $145,700 allocation to the city prosecu-
tor’s office. “We wanted to explore oppor-
tunities for criminal enforcement against 
these license types,” Kolluri said.

Ultimately, a diminished illicit mar-
ket would not only benefit city coffers, 
but consumers as well, industry mem-
bers argued. “You really don’t know what 
you’re consuming if you’re not getting it 
from a legal facility,” Hijazi said, compar-
ing cannabis sold by unlicensed retailers 
with homemade liquor, or moonshine, 
produced during Prohibition. “If I made 
that moonshine in my bathtub and I never 
clean my bathtub, and I’m giving you a 
jug of it – would you really take it?”

Lewis drew a similar comparison. “You 
wouldn’t let guys go around delivering vod-
ka or tobacco or anything else that’s highly 
regulated,” he said. In contrast, he noted 
that “what you’re buying at the legal dispen-
saries has been through some of the most 
rigorous testing on the planet. Legal can-
nabis is probably the safest thing that you’ll 
ingest. It’s safer than your water, it’s safer 
than your food, it’s safer than your poultry, 

it’s safer than your fruit and vegetables.”
Meanwhile, even branded products sold 

by unlicensed delivery services might not 
be what they appear. Stacy Loucks’ Long 
Beach-based company, TKO Edibles, 
produces psychoactive baked goods. She 
said many legitimate manufacturers don’t 
take the risk of doing business with un-
licensed retailers, and as a result, knock-
offs have taken their place. “We have peo-
ple knocking off our product everywhere 
in the black market. Same labels, same 
everything,” Loucks said.

The city is just finishing its second 
fiscal year of legal recreational cannabis, 
and all sides agree that city staff has been 
successful in curbing other types of illicit 
businesses seeking to participate in the 
profitable industry. “Long Beach is one 
of the best cities for preventing [illegal] 
brick-and-mortar [stores], so they de-
serve a lot of credit for that,” Lewis not-
ed. “They’ve been very effective shutting 
down brick-and-mortars, but the delivery 
services [are] really what they need to fo-
cus on. And I think a strong presence ear-
ly on would do a lot to discourage people 
from delivering in Long Beach.”

Kolluri said a review of the types of li-
censes offered by the City of Long Beach 
might also be in order. Currently, deliv-
ery-only providers wouldn’t be able to ob-
tain a retail license in Long Beach. “For 
them, it’s either: operate illegally or don’t 
operate at all,” he explained.

Most retailers remain hopeful that with 
the right strategy and appropriate financial 
investments, the city will be able to com-
bat what Lewis called a “a major illegal 
delivery epidemic.” But, “until something 
changes, it’s going to be tough for a little 
while,” Hijazi said. 

of the 10 agencies the city chose to use for 
comparison purposes.”

According to a study conducted by 
ALBE last year, its members make less 
than those in similar positions across all 
10 government agencies the City of Long 
Beach uses as a basis of comparison for 
salary and benefits.

Since it split off from IAM – which 
ALBE contends was not fighting hard 
enough for its members – ALBE agreed 
to abide by IAM’s memorandum of un-
derstanding with the City of Long Beach 
while its own contract was negotiated, 
according to Stevenson. She said that 
ALBE met with the city more than 20 
times in 2016 and 2017 to try to reach an 
agreement. The city, however, offered the 
same terms as those IAM received in its 
2016-2019 contract as its last, best and fi-
nal offer. In other words, as Stevenson put 
it, the city proposed that ALBE members 
“adopt essentially the same MOU as the 
union they had worked so hard to break 
away from.” These terms were imposed 
on ALBE, although no contract has been 
agreed upon.

Negotiations resumed in October 
2018, according to Stevenson, but no 
headway was made. The city and ALBE 
entered into mediation, but this process 
ultimately did not result in an agreement. 

According to Phillips, the city manag-
er abruptly ended mediation on May 13, 
and the ALBE members that walked out 
of the breakfast on May 22 were protest-
ing that decision. Phillips said he hoped 
the breakfast walk out sent a message to 
the city manager. “I think we’re headed 
for probably the most serious labor dis-
pute the city has ever seen. I think these 
people are just tired of it,” he said.

Alex Basquez, director of human re-
sources for the City of Long Beach, told 
the Business Journal that, at ALBE’s re-
quest, the city is entering a fact-finding 
process. This involves convening a neu-
tral panel that will hear from both sides in 
the matter and then issue a report with a 
recommendation. 

Stevenson said the process would be-
gin June 3. Once it is concluded, the re-
port will go before the city council in a 
public hearing no earlier than July, she 
said. “The council’s answer will deter-
mine if that May breakfast was the only 
thing ALBE members need to walk away 
from,” she said. 
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New Chamber Chair 
John Bishop Outlines 
His Priorities

  By SAMANTHA MEHLINGER
Editor

John Bishop, president and CEO of 
MemorialCare Long Beach Medical 
Center and Miller Children’s & Wom-
en’s Hospital Long Beach, is the in-
coming chair of the Long Beach Area 
Chamber of Commerce. He is the fourth 
CEO of these hospitals to serve in this 
role. The Business Journal sat down 
with Bishop to discuss his priorities for 
the chamber and his thoughts on its role 
in the city, as well as his views on the 
business climate in Long Beach.

LBBJ: What are your priorities as 
chair of the chamber?

Bishop: The focus and emphasis is 
really on supporting small businesses. 
I firmly believe that small businesses 
are the engine of any city’s economy. 
There has been a good amount of work 
around supporting small businesses at 
the chamber, and this will be the third 
year that our Small Business Coun-
cil will be having an expo in October 
where we will bring in small businesses 
to share with them best practices. This 
year, in particular, there is going to be 
an emphasis on what we call “the good 
life,” which is healthier living. We 
[MemorialCare] have had very signif-
icant success in reducing our employ-
ee health insurance costs by having a 
healthier workforce. And that includes 
everything from making unhealthy 
things like French fries more expen-
sive in the cafeteria to having walking 
challenges. We have gyms at all of our 
campuses. We have seen a noticeable 
impact through our good life program. 

LBBJ: So this is something you’re 
going to be informing small businesses 
about?

Bishop: Yes. The Small Business 
Council will sponsor an expo, and it’s 
going to have a health care focus. If you 
want to have a healthier employee base, 
reduce your costs, reduce your sick 
days, reduce your leaves of absence, 
these are things that have been proven 
to work.

LBBJ: How can small businesses 
practice that? Those sorts of benefit 
programs are more common among 
larger companies because it can be 
hard for smaller businesses to have the 
resources.

Bishop: Well some [strategies] are 
smaller. Employees get their 10-min-
ute break; encourage them to go on a 
walk. You can do simple things, like 
have fresh fruit available. You should 
encourage your employees and let them 
know that as an employer you are in-
terested in their health. It’s not a grand 

plan. It’s just a lot of little things. You 
know, having people take the stairs in-
stead of the elevator. 

LBBJ: How do you feel about the 
chamber’s relationship with city hall? 

Bishop: Obviously they work very 
closely together because the cham-
ber can be influential, whether they 
support or oppose something that the 
mayor and the councilmembers are 
bringing forward. The city council is 
maybe a little bit less conservative than 
the chamber – the chamber is purely 
pro-business. They are sometimes at 
odds around some of the initiatives 
that come forward, because the cham-
ber is exclusively focused on business 
growth. And that can at times be at 
odds with some of the city council’s 
initiatives, particularly as it relates 
to labor unions and other social pro-
grams.

LBBJ: Do you think that the cham-
ber has fairly good standing with the 
city and elected officials?

Bishop: I think they do. To my 
knowledge, they work together very 
collaboratively. John Keisler, the eco-
nomic development director, came and 
spoke at our retreat to talk about all the 
things going on in the city. He attended 
the annual board meeting. So it’s col-
laborative, but some times folks have 
to agree to disagree.

LBBJ: What is your impression of 
the makeup of the Long Beach City 
Council? Do you think overall they’re 
business friendly, or not?

Bishop: I think the council has a 
lot of competing priorities, and they 
can’t afford to be as focused on any 
single aspect to the overall benefit of 
Long Beach. So it’s more challenging 
for them to always see eye to eye with 
the chamber. I think they have done an 
awful lot of things that have been ex-
tremely impressive, and they were ac-
tually the inspiration for my theme this 
year, which is “the road to success is 
always under construction.” I have lived 
in this city for almost 25 years now, and 
it’s completely different. Downtown 
has been revitalized. The number of 
projects that are ongoing – the Queen 
Mary revitalization, the Aquarium [ex-
pansion]. There has been so much that’s 
happened that it’s really elevating our 
city. Long Beach is a city that is uncom-
mon in that you have so many genera-
tions living here. You have grandpar-
ents, parents, kids, grandchildren. That 
creates a sense of pride in the city that 
truly is uncommon.

LBBJ: So with this theme ‘road to 
success is under construction,’ were you 
inspired by the actual construction go-
ing on around town?

Bishop: Yeah. It matches our phi-
losophy here in health care. You’re ei-
ther continually improving or you’re 

moving backwards. We’re very strong 
advocates of a vision that says you 
need to get a little bit better every day 
because if you stop and rest on your 
laurels, you’re likely going backwards. 
So it matched up not only our hospi-
tal’s vision, the MemorialCare vision, 

John Bishop is the fourth CEO of MemorialCare’s Long Beach hospitals to serve as chair of the 
Long Beach Area Chamber of Commerce. In his role at Long Beach Medical Center and Miller 
Women’s & Children’s Hospital Long Beach, he oversees a staff of nearly 6,000 people. (Photo-
graph by Brandon Richardson.)
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but it matched up with what the city 
council was trying to do.

LBBJ: What do you view as areas 
the chamber needs to improve upon? 

Bishop: That’s an excellent ques-
tion. I think any chamber can continual-
ly improve, which means finding a way 
to improve their influence, whether it’s 
with the elected officials with respect 
to legislation in Sacramento, or locally 
to improve on the traction that they get 
supporting the business community.

LBBJ: Is the chamber much in-
volved with issues and legislation in 
Sacramento?

Bishop: They are. We generally take 
positions. There is a government affairs 
committee that is a delegated commit-
tee of the board that assesses issues and 
legislation, both locally and in Sacra-
mento, that could potentially impact 
the Long Beach business environment. 
They take positions and then present 
them to the board. And then we will 
discuss whether there is any dissention. 
But generally speaking, they take issues 
that are pro-business, and it’s a small 
business-dominated board.

LBBJ: How is the chamber doing 
with membership? Is that something 
that needs to be worked on or grown?

Bishop: Well, you always like more 
members. There are always a few that 
leave every year, whether it’s for finan-
cial reasons or maybe they don’t see the 
value. But there are always new ones 

that come in. To me, what’s really en-
couraging and speaks to the quality of 
the chamber is that you have so many 
long-term members who are members 
at a higher level – it’s called the chair-
man’s circle – because they are seeing 
the value that they are getting from the 
chamber. 

LBBJ: What is your impression of 
the current business climate in the city 
of Long Beach?

Bishop: I think it’s a thriving busi-
ness environment. It continues to im-
prove. It can be challenging though 
for small businesses, because as the 
economy improves and the prospects 
of businesses improve, rents go up. It 
can be challenging if you have a busi-
ness model based upon rent at a certain 
level and suddenly the rents in the area 
go up. It either causes you to grow or 
change your business model, or there is 
going to be a new business that’s going 
to come in.

LBBJ: What would you say are 
some of the main challenges the busi-
ness community is facing in Long 
Beach?

Bishop: Many small businesses 
have relatively low margins, and so 
as the minimum wage increases [and] 
health care costs increase, it becomes 
more challenging just to maintain an 
adequate margin and to stay in business. 

LBBJ: What is your view of the 
Chamber PAC? Should the Chamber 

have an affiliated PAC and make en-
dorsements?

Bishop: The chamber is very selec-
tive in who they endorse. It is not in-
tended to be a political chamber, but it’s 
one that judiciously supports candidates 
based upon their pro-business plat-
forms. . . . I think it’s a benefit to have a 
PAC to consider when they should lend 
their endorsement. And the best deci-
sion may be not to endorse anyone.

LBBJ: Are you involved with the 
PAC at all?

Bishop: I am not.
LBBJ: How would you describe the 

chamber’s role in Long Beach? 
Bishop: It’s a very important part 

of the business environment because 
it is exclusively pro-business in Long 
Beach, and it has demonstrated its val-
ue over the years by its membership 
and its long-term members. Many of 
the events, like the State of the County, 
grow every year. And it just continues 
to have an increasing influence on the 
business community every year.

LBBJ: Are there any areas you’d 
like to see the chamber become more 
active?

Bishop: I think the chamber is head-
ed in the right direction. In talking with 
[President/CEO] Randy Gordon and his 
successor, Jeremy Harris, they realize 
that they need to continue to grow and 
expand their influence, and they are 
committed to doing that.

LBBJ: Are you going to be the last 
chair under Randy?

Bishop: I am Randy’s last chair, 
which is quite an honor.

LBBJ: You going to throw some 
parties?

Bishop: [We’ll] send him on his 
Kobe Bryant farewell tour. [laughs]

LBBJ: What are the Long Beach 
business community’s greatest needs?

Bishop: There are many different 
areas of Long Beach that have different 
needs, and certain areas are ahead of 
others. So I think trying to ensure that 
business growth isn’t targeted to any 
one area of Long Beach, but to Long 
Beach as a whole. 

LBBJ: What have you gotten out of 
your chamber membership?

Bishop: I have gotten exposure to 
many very impressive entrepreneurs 
who help me appreciate their perspec-
tive on the economy, on the challenges 
that they are facing. And it has been a 
very rewarding relationship from that 
perspective.

LBBJ: Is there anything you would 
like to add or emphasize?

Bishop: I would just like to add that 
I am very proud to be Randy’s last chair, 
and also very excited about Jeremy Har-
ris coming in. He is very experienced, 
and had the experience to study under 
Randy’s tutelage for six years now. I 
think the chamber’s impact is going to 
continue to increase. 

(End of the Rainbow, Glorious!)

International City Theatre
Your Award Winning Professional Regional Theatre

caryn desai, Artistic Director/Producer

A WORLD PREMIERE COMEDY!

Previews: June 12 & 13  Run: June 14 - 30
Thurs, Fri, Sat 8 PM; Sun 2 PM

Beverly O’Neill Theater at Long Beach Performing Arts Center, 330 East Seaside Way

Tickets: 562-436-4610   Online: www.InternationalCityTheatre.org

Summer Youth Conservatory!
Kids ages 7-15 can learn to sing, dance, act, 

and write their own plays! 4 weeks 
(Jul 8 - Aug 1) of theatre fun!

Info/Apply: ICTLongBeach.org/SYC

Directed by
Jane Page
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top of our policies.” He would like that to 
change. “I think we’ve got to take a step 
back from sprinkling it on top and talk 
about baking it in,” he said. 

As an example, Richardson cited 
the experience of a local business own-
er who had to prove her heritage in or-
der to certify her business as African 
American-owned. He noted that contract 
procurement processes are often differ-
ent depending on the agency a business 
owner is trying do business with. In Long 
Beach, for example, the city government, 
Long Beach Unified School District, 
Long Beach Transit and local college 
and university all have their own contract 
procurement policies, he said, explain-
ing that they could also require differ-
ent methods for businesses to certify as 
minority-owned. “Imagine if you had to 
go through five or six different processes 
just to prove that you’re a black person,” 
he said. “There should be some process 
where you can simply certify once, and 
that counts for all the agencies that are do-
ing business here. That’s a simple thing.”

Another component of the inclusion 
plan is to create a municipal small busi-
ness council that would connect local 
small business owners to services and 
resources. “What if simply by having a 
business license in the city you are auto-
matically eligible to participate for free in 
a municipal small business council that 
has regular meetings, has a staff person, 
has the opportunity to branch off and 

have a minority business council or an 
African American Business Council?” 
Richardson queried. 

Richardson suggested that the cost 
to hire someone to run the council’s pro-
grams could be paid for by adding a small 
fee, perhaps $3, to the business license 
cost in Long Beach. Aside from that, the 
council’s services would be free, unlike 
those of other business agencies in the 
city, such as the Long Beach Area Cham-
ber of Commerce or the various business 
improvement districts, he explained. 

Also included in the plan is a recom-
mendation to establish a community de-
velopment corporation, a nonprofit agency 
that would focus on economic develop-
ment at the community level. A priority 
for this corporation would be creating a 
U.S. Department of Housing and Urban 
Development (HUD)-certified counseling 
center for homebuyers. 

Long Beach has for generations been 
“a tale of two cities,” as Richardson put it, 
with diverse communities clustered along 
major freeways. These areas experience 
more pollution and tend to have fewer re-
sources and services such as banks and 
medical offices, he continued. In these ar-
eas, many residents struggle to afford to 
buy homes or keep their existing homes, 
and creating a HUD center would help 
those residents by advising them on how 
to keep their homes or stay within their 
communities, he explained.

The Long Beach Community Action 

City Council To 
Consider New 
Economic Inclusion 
Strategies

  By SAMANTHA MEHLINGER
Editor

At the June 11 Long Beach City Coun-
cil meeting, 9th District Councilmember 
Rex Richardson plans to present recom-
mendations for new economic inclusion 
strategies that would address housing and 
homeownership, small business, city pro-
curement processes, workforce and youth 
development, diverse entrepreneurship 
and economic resiliency. At the same 
meeting, he intends to propose creating 
economic incentive zones to promote 
growth in areas of the city experiencing 
economic inequity. 

The recommendations are outlined in 
the Everyone In Economic Inclusion Im-
plementation Plan, which Richardson will 
ask his fellow councilmembers to adopt 
and subsequently direct the city manager 

to work on implementing. The plan was 
developed through a series of community 
and stakeholder workshops as part of the 
Everyone In economic inclusion initiative 
spearheaded by Richardson, the Long 
Beach Economic Development Depart-
ment and the nonprofit Los Angeles Local 
Initiatives Support Collation.

There are four major recommenda-
tions included in the plan, including cre-
ating a procurement strategy for city con-
tracts that focuses on local businesses and 
inclusivity. Richardson told the Business 
Journal that the city council’s method of 
ensuring that city procurement is inclu-
sive – whether that be of LGBTQ individ-
uals, minorities, veterans or other groups 
– has been to “sprinkle a preference on 

2800 Cherry Avenue   Signal Hill    (562) 492-1000

2850 Cherry Avenue  Signal Hill   (562) 595-6076

BOULEVARD U.com 4
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Nonprofit Aims To 
Address Succession 
Gap Among Long 
Beach Businesses

  By PIERCE NAHIGYAN
Staff Writer

Privately-held companies in Long 
Beach that are 20-years-old and older 
represent more than 2,500 of the city’s 
businesses and employ almost 47,000 
individuals, according to data released 
by the nonprofit Project Equity. That’s 
an estimated 36% of the jobs in the 
city’s private sector, according to Evan 
Edwards, the organization’s director of 
strategic partnerships and business en-
gagement.

“It’s really important that we pre-
serve these businesses and these jobs, 
and Long Beach is one of those core 
communities that has long-standing in-
dustries,” Edwards explained. 

Project Equity helps retiring busi-
ness owners transfer ownership of their 
companies to their employees, and plans 
to begin local outreach this month. The 
organization is attempting to get ahead 
of the “silver tsunami,” a popular term 
used to describe the wave of retirements 
among the Baby Boomer generation that 
is anticipated to sweep across the Unit-
ed States over the next two decades. For 
businesses without succession plans, 
these retirements could have a major im-
pact on local economies. 

According to Edwards, owners tend 
to establish or acquire their businesses in 
their late twenties or early thirties. This 
is why Project Equity’s research focused 

on businesses that were formed 20 years 
ago or more, as their owners are more 
likely to be considering retirement. For 
potential retirees who do not plan to leave 
their businesses to a relative or successor, 
Project Equity offers what is essentially a 
“buyout” on behalf of the employees.

For the next two years, Project Eq-
uity is partnering with the City of Long 
Beach, the Local Initiatives Support 
Corporation (LISC) and Citi Commu-
nity Development to identify and meet 
with businesses that are interested in 
transitioning into a worker-owned coop-
erative. Citi has committed $300,000 to 
the effort, Edwards said. 

“It’s a significant investment because 
they see the value in this work, both 
from the perspective of preserving local 
economies but also through the lens of 
creating greater equity for workers,” he 
went on. 

James Alva, senior vice president 
and market manager for Citi Community 
Development’s Southern California and 
Texas operations, said his division focus-
es on ways to expand economic oppor-
tunity for lower-income and underserved 
households. For this population – and 
most of America – building wealth was 
traditionally achieved through home-
ownership, which has become increas-
ingly expensive. “Particularly for com-

munities of color,” Alva pointed out. 
The second-best way that households 

can build wealth is through small busi-
ness ownership, and employee owner-
ship is an innovative approach to achiev-
ing that quintessential American dream, 
Alvin said.

When Project Equity was looking 
to expand into the Southern California 
area, it was Alva, a former Long Beach 
resident, who suggested it focus on Long 
Beach. After meeting with city staff to 
discuss the possibility of bringing Proj-
ect Equity to the table, Alva said he was 
impressed with the economic develop-
ment department and its efforts to pro-
mote economic inclusion.

“One of the brilliant things that the 
guys at the Long Beach Economic De-
velopment Department have figured out 
is – as valuable as incubators and other 
resources that apply to startups are – the 
real crown jewels of a city’s business 
ecosystem are its long-time business res-
idents,” Edwards said. “The city wanted 
to make an investment in ensuring that 
its business ecosystem is sustainable.”

To achieve this goal, Project Equity 
offers businesses three succession op-
tions: employee stock ownership plans 
(ESOPs), worker-owned cooperatives 
and employee ownership trusts. ESOPs 
offer tax advantages for companies of 
about 20 employees and $2 million in 
revenue by transferring a company’s 
shares into a trust for the employees. 

Partnership, a nonprofit in North Long 
Beach, has agreed to spearhead the pro-
cess of creating a community develop-
ment corporation. According to Richard-
son, Wells Fargo will soon be announcing 
that it is providing a grant for this initia-
tive.

Youth and workforce development are 
also a part of the plan, which suggests 
integrating workforce programs into the 
city’s teen centers. There are five of these 
centers, which are operated by the parks 
department, located throughout the city.

In addition to asking the city council 
to adopt these strategies as part of the 
plan, Richardson intends to make a sep-
arate motion to establish economic in-
centive zones in the city. This would be 
a strategy for addressing Long Beach’s 
economic divide in areas with fewer re-
sources by incentivizing businesses that 
provide needed services to move into the 
area, as Richardson explained it. 

“It’s been the same story for many 
generations now that we have a tale of two 
cities in Long Beach,” Richardson said. 

“Other cities, other states, other countries 
have taken approaches where they look at 
treating their economics a bit differently 
in these areas in the hopes of creating a 
change in the narrative a little bit.” 

If the city government is aware that 
certain areas are in need of resources 
such as banks or grocery stores, it could 
designate those areas for incentives to at-
tract those business types, he explained. 
These could include incentives related to 
taxes, utilities, business licenses and pub-
lic infrastructure, for example. “Every de-
partment that affects businesses is going 
to have to think about what they are doing 
in those areas. That may take a while to 
shape,” Richardson said. 

Richardson emphasized that closing 
the economic gap in Long Beach is just 
as worthy of the type of attention the city 
paid in building its new civic center and 
trying to attract Major League Baseball’s 
Angels to build a new stadium here. “It 
needs to become a part of the service phi-
losophy of this city,” he said. 

These shares are free to employees and 
gifted as a retirement benefit. 

Worker-owned cooperatives estab-
lish a board of directors that is primar-
ily comprised of employees, who then 
have equal votes on strategic decisions. 
Employees pay an equity buy-in. By con-
trast, an employee ownership trust does 
not require employees to pay for their 
ownership benefits and provides them 
with a share of the company’s annual 
profits. These shares are not circulated, 
but stay within the trust.

Edwards’ organization operates on 
three basic tenets, he said: providing a 
fair market value exit for current business 
owners, job stability and economic resil-
iency for employees, and the preservation 
of economic resources for communities 
like Long Beach. “A part of our commit-
ment to the city is to keep these businesses 
rooted in the community,” Edwards said. 

Historically, worker co-ops were 
viewed as “sort of communistic,” Ed-
wards said, but Project Equity’s mission is 
to serve all of the stakeholders involved, 
from the retiring business owner to the 
employees and their customers. “[Own-
ers] don’t want to see their folks lose their 
jobs,” he said. “By the same token, if they 
want to sell their business, they can’t be 
sure the new owner is going to take care 
of them. So this gives business owners an 
opportunity to exit, see a return on invest-
ment, and make sure that their long-time 
employees stay in place.” 
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When It Comes To Preparing Community 
College Students For Future Employment, 
Nothing Beats Providing Them With Real Life 
Work Experience

  Guest Perspective By SUNNY ZIA

When it comes to learning, n¬othing 
beats experience.

That is why the Long Beach Commu-
nity College District (LBCCD) recently 
reached out to our local business commu-
nity to create The Center for Community 
and Industry Partnerships, an innovative 
new program created to connect its com-
munity college students with local busi-
ness and community members through a 
one-stop shop type effort, to assist them 
with important internships, mentorships, 
and job opportunities.   

In its short existence, the program, 
which was the joint brainchild of the 
Long Beach Community College District 
and the Port of Long Beach, is already 
proving to be tremendously successful, 

receiving widespread support and partic-
ipation.

More than six months ago, the Port 
of Long Beach, motivated to strengthen 
its education partnership with the Long 
Beach Unified School District, Long 
Beach Community College District, and 
California State University, Long Beach, 
became the Long Beach College Prom-
ise’s first formal industry partner.   

Hoping to better train and prepare the 
port industry’s next generation of lead-
ers, the Port of Long Beach took their 
effort even one step further, deciding to 
strengthen their support by hiring and 
supporting the College District’s stu-
dents. 

What resulted from a joint brainstorm 

between the two organizations’ board 
presidents was the creation of The Cen-
ter for Community and Industry Partner-
ships, a groundbreaking initiative that 
further expands the bond between the 
two organizations to other agencies and 
businesses who would like to participate.

The Center for Community and In-
dustry Partnerships provides a number 
of important benefits for community col-
lege students and its local business com-
munity partners through:

•	 INTERNSHIPS – The Center facil-
itates invaluable internship oppor-
tunities for our LBCCD students.  
This real life work experience helps 
students explore various career op-
tions, allows them to gain important 
job related experience, and helps to 
better prepare them for employment 
after their education.  At the same 
time, the program provides em-
ployers the opportunity to groom a 
future workforce in a way that best 
meets their business needs. 

•	 MENTORSHIPS – Matching stu-
dents with local business and com-
munity leaders allows them the op-
portunity to learn and be mentored 
by folks well experienced in both 
work and real life.  It also allows 
the students the opportunity to gain 
important contacts who can be in-
valuable later during job searches 
and work challenges.

•	 CAREER OPPORTUNITIES – 
Partners are provided the oppor-
tunity to post job openings with 
the Center, allowing them access 

to well-educated community col-
lege students who have majored in 
everything from Logistics, Cyber-
security, and Engineering, to Ad-
vanced Manufacturing, Transporta-
tion Technology and more. 

•	 ACCESS AND EXPOSURE – 
Members of the Center for Commu-
nity and Industry Partnerships gain 
access to a great network of busi-
ness, agency and industry partners. 
Members will also receive mass 
regional and national media expo-
sure for their part in stimulating the 
local economy, and taking part in 
investing in the future of the greater 
Long Beach community. 

With participation from a variety of 
different industries like healthcare, local 
government, high tech, and non-profit 
management, The Center for Communi-
ty and Industry Partnerships already has 
more than 50 committed local business 
and community partners.  

We are optimistic that The Center for 
Community and Industry Partnerships 
will not only have a tangible impact on 
students’ economic prosperity, but that 
of our local business community as well 
and invite any organization who would 
like to take advantage of this great op-
portunity to contact the Center and join. 
For more information contact Marcia 
Parker at mparker@lbcc.edu. 

Sunny Zia is President of the Long 
Beach Community College District 
Board of Trustees. President Zia has been 
serving on the LBCCD Board of Trustees 
since 2014. 



WIOA Title I-financially assisted program or activity is an equal opportunity employer/program.  Auxiliary aids and services are available upon request to individuals with 
disabilities.  To request a reasonable accommodation, please call 562.570.3748 or TTY 562.570.4629 at least 72 business hours prior to event.

CONTACT: 

Lucius Martin • (562) 570-3678 • lucius.martin@pacific-gateway.org

pacific-gateway.org/business
A free business service from the City of Long Beach.

Our team connected Echo Global Logistics to Will and saved them
thousands while he learned on the job.

We can facilitate On-the-Job Training and reimburse 
you for 50% of your new hire’s wages.

On-the-Job Training is just one of the many services we provide local businesses.
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nia but nationally,” Robert Kleinhenz, 
economist and executive director of 
research for Beacon Economics, told 
the Business Journal. Home sales have 
been decreasing since early 2018, he 
noted. “The ostensible reason for that is 
what we saw happen with interest rates 
starting in 2017 and rolling through 
2018, when we saw interest rates edge 
up,” he explained.

Toward the end of 2018, the Federal 
Reserve indicated it would raise its fed-
eral funds rate, which dictates interest 
rates for home loans. “They got to a five-
year high back in November,” Kleinhenz 
said of interest rates. The Fed ultimately 
changed course and decided to keep its 
federal funds rate stable, thereby ensur-
ing the same for loan rates. “We hope that 
later on in the year that will give some 
ammunition to home sales,” he said.

According to data Kleinhenz pro-
vided from CoreLogic, sales of existing 
homes in Long Beach decreased by 11% 
in the first quarter of 2019 compared to 
the same period in 2018. Home pric-
es increased by 3.4% during the same 
time. Comparatively, when home sales 
were stronger, the median price of a 
single-family home in Long Beach in-
creased by 5.4% from the first quarter 
of 2017 to the first quarter of 2018, 
Kleinhenz said.

(Continued from Page 1) “One thing that is perhaps having an 
effect on home sales in California in a 
more pronounced way than other plac-
es is the new income tax limitations of 
state and local tax deductions,” Klein-
henz said, referring to changes made by 
the new federal tax law that went into 
effect last year. “It used to be you could 
deduct the full amount of your state and 
local taxes. . . . But now it has been lim-
ited to $10,000.”

The retail market in Long Beach 
is also undergoing changes. Two new 
shopping centers – the Long Beach 
Exchange and 2nd & PCH, which is 
opening in the fall – are providing new 
options to locals and visitors. “The in-
teresting question, in my mind, is what 
will happen with 2nd & PCH coming 
online later this year,” Kleinhenz said. 
“Geographically, the shopping center 
is about as well-positioned as you can 
get, because it’s on the east side where 
you have a lot of households with 
more purchasing power. . . . To enter 
the marketplace now or over the next 
several months, you can’t really do any 
better than this because you’re at the 
peak of economic activity right now. 
Having said that, when times get lean-
er, the question is how are people going 
to choose to spend their retail dollar?”

Existing brick and mortar retailers 
continue to be challenged by online 
retailers, Kleinhenz observed. Petra 

Durnin, CBRE’s director of research 
for its Pacific Southwest region, of-
fered perspective on how retailers 
ought to adapt. “For larger retailers, 
an online presence goes hand in hand 
with a brick-and-mortar presence and 
retailers must adapt to the omnichan-
nel environment to survive. Smaller 
retailers with niche offerings can still 
find an audience but may need to get 
creative in how they sell goods,” she 
said. 

When it comes to the office market 
in Long Beach, not much has changed 
in recent months. According to Durnin, 
the vacancy rate of office space in 
Long Beach was 18.9% at the end of 
the first quarter of 2019. The suburban 
office market, however, had a vacancy 
rate of just 10%. Kleinhenz noted that 
the vacancy rate in the South Bay as 
a whole was 18.2%. He attributed this 
rate to an ongoing trend in the office 
market for several years now – work-
ers need less space for the computers 
and papers, if they have papers at all, 
he noted.

The vacancy rate for industrial 
space in Long Beach, and the South 
Bay as a whole, remains low even as ex-
ports through the San Pedro Bay ports 
have declined due to the trade war with 
China. Imports are holding steady, 
however, Kleinhenz noted. “As long as 
our economy is doing well, people and 

businesses are going to want goods, 
whether they are manufactured here or 
abroad. So that should support inbound 
container activity,” he said.

When it comes to the local multi-fam-
ily market, the headline stories in Long 
Beach continue to be rising rental rates 
and the ongoing development of more 
than 6,000 new units. Rental rates in 
Los Angeles County increased by about 
6% from 2017 to the end of 2018, but 
wages did not increase by the same per-
centage, Kleinhenz noted. 

“Even with the flood of new rent-
al units, L.A. still has a large housing 
deficit and the perpetual tight vacan-
cy will put further upward pressure on 
rental rates,” Durnin predicted.

Kleinhenz, however, believed that 
rental rates in Long Beach could soft-
en a bit due to the number of new units 
coming online. “The increase in the 
number of units almost assuredly has 
to have some sort of softening effect 
on rents,” he said, adding that most of 
them are located downtown. “We’re re-
ally offering one flavor right now with 
the new rental units that we’re bringing 
online,” Kleinhenz said. “And we sure 
know that Long Beach is full of varied 
kinds of households. So it’s not clear at 
all that the housing needs for would-
be renters, especially new arrivals, are 
going to match up with what’s being 
offered right now.” 



2369 PACIFIC AVENUE, LONG BEACH, CA
2,951SF Mixed-Use Property on a 7,261 SF Lot 

1621-1637 LONG BEACH BLVD. 
29,638 SF Creative/Retail/Office Building on a 
41,450 SF Lot - Potential Redevelopment Site

1066 ATLANTIC AVENUE, LONG BEACH, CA
Owner User or Redevelopment Opportunity

1142 EAST 1ST STREET, LONG BEACH, CA
14-Unit Multi-Family Property Cap Rate: 4.6%; GRM: 14.6

2204 EAST BROADWAY, LONG BEACH, CA
2,513 SF Rare Retail/Office Opportunity
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FOR  SALE

4716 EAST 2ND STREET, LONG BEACH, CA 90803
Historic Mixed-Use Property on Signalized Corner in the Heart of Belmont Shore

FOR  SALE

FOR  SALE

FOR  SALE

FOR  SALE

UNDER CONTRACT

827-835 E. WASHINGTON BLVD., PASADENA, CA
8-Unit Multi-Family Property Cap Rate: 4.94%, GRM: 13.86

FOR SALE

350 PINE AVENUE, LONG BEACH, CA 
28,575 SF Unique Property on Historic Pine Avenue 

JUST SOLD

FOR  SALE

2601 N. BELLFLOWER BLVD., LONG BEACH, CA 90815
 4,000 SF Prime Retail Center With Ample Parking

COMMERCIAL PROPERTIES FOR SALE & LEASE    |   LOCAL EXPERIENCE. GLOBAL STRENGTH.
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Single-Family Real 
Estate: Still A Sellers’ 
Market In Long Beach

  By PIERCE NAHIGYAN
Staff Writer

Maruja Tosses is a real estate agent at Keller Williams Coastal Properties. She told the Business 
Journal that single-family homes in the $550,000 range are currently available in North Long 
Beach and across from the Long Beach Exchange. (Photograph by Brandon Richardson.)

Beatrix Whipple, realtor and CEO of The Whipple Group, said Long Beach is still a seller’s market 
for owners who list their homes appropriately. “If a property isn’t priced correctly, it will suffer price 
reductions and longer days on market,” she explained. (Photograph by Brandon Richardson.)
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Fast And Easy

1031 EXCHANGE EXPERTISE

Before the Exchange

Call us for a free exchange analysis of your property.

562-269-4844

Property had been in the family for 
nearly 30 years

1930’s construction

Low rents, deferred maintenance with 
no leverage or depreciation left

Family felt “comfortable” and “couldn’t 
do better”

After the Exchange

Well maintained, 70’s construction 
property in Anaheim

More cash flow and more depreciation 
to shelter income

Easy to manage; no rent control, no “just 
cause” eviction, no tenant relocation

In the Long Beach single-family 
real estate market, sellers still hold 
the advantage. Realtors who spoke to 
the Business Journal said the market is 
showing signs of evening out, but de-
mand for homes continues to exceed 
supply. 

Whereas a balanced real estate 
market, in which buyers have more 
room to negotiate, holds at least six 
months of stock, the most recent data 
for single-family detached homes in 
Long Beach places inventory at about 
2.8 months, according to Phil Jones, 
president and CEO of Coldwell Bank-
er Coastal Alliance. Comparatively, 
during April 2018, inventory was at 2.1 
months, he noted. 

When compared to the start of 2018, 
the increase in supply is even more 
significant; at the time, the inventory 
of homes for sale in Long Beach was 

just 1.7 months, according to Beatrix 
Whipple, CEO of Long Beach real 
estate agency The Whipple Group. 
During that time, sellers could list their 
homes at more “aspirational” prices and 
probably find a buyer, she added. 

Pending sales for single-family 
homes have decreased 10.5% compared 
to April of last year, with closed sales 
down 8.6%, Jones said. “Slower rate of 
sale and a few more listings coming on 
the market leads to the inventory grow-
ing,” he explained. The slowdown is a 
little surprising, he added, because in-
terest rates have not risen. 

Maruja Tosses, a real estate agent 
at Keller Williams Coastal Properties, 
confirmed the slower rate of sales. 
In her experience, the homes that she 
shows are averaging about 30 to 45 
days on market – a major dip from last 
year. “About 12 months ago they would 

go over the weekend,” she said.
The current market is softer than it 

was a year ago, but Whipple said buy-
ers should not be mistaken and think 
they have more leverage to underbid on 
properties. The sale-to-list ratio of sin-
gle-family homes, which compares the 
price at which homes are listed to what 
they ultimately sell for, decreased only 
0.6% between April 2018 and April 
2019, she explained. The same was true 
for the condo market sale-to-list ratio, 
which saw an almost identical drop 
over the last 12 months. 

The median price for single-fami-
ly homes in April 2019 was $633,000, 
Jones said – a 1.3% increase compared 
to April 2018. The condo market has 
been much more inviting to first-time 
buyers, he said, where the median price 
is currently about $380,000. “Many 
young families, young individuals, be-
gin in condos,” he said. 

Tosses said she’s beginning to see 
a generational shift in home buyers. 

“The Millennials, they’re starting to 
come in. . . . They are not concerned 
about getting married so much, but 
they want their retirement set first. So, 
knowing that purchasing a home would 
get them to retirement quicker, they 
seem to be getting that message and 
they’re jumping in.”

West and North Long Beach are 
generally more affordable areas to 
look for a house or condo, Jones said. 
The 90803 zip code, which encompass-
es Belmont Shore and Naples Island, 
has some of the most expensive homes. 
Yet all real estate agents that spoke to 
the Business Journal noted that Long 
Beach is probably the least expensive 
beach city in Southern California. 

“Especially if the house is in Bel-
mont Shore where they’re going for 
over $1 million . . . those same houses 
in Orange County would have gone for 
$3-4 million,” Tosses said. “I often tell 
people, if you want better-priced beach 
living, this is probably your spot.” 
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New Tenant Policy, 
Additional Units Could 
Ease Apartment Rental 
Rates 

  By PIERCE NAHIGYAN
Staff Writer

Low vacancy rates and limited 
inventory have made Long Beach a 
“landlord’s market” in recent years, 
according to George Bustamante, vice 
president at Coldwell Banker Com-
mercial BLAIR WESTMAC (CBC-
BW). Rents have risen by about 5% 
annually over the last few years, he 
said, but that may soon change. The 
AMLI Residential building at 245 
W. Broadway brought 222 Class A 
residential units online, and another 
1,200 units from other developments 
are slated to open within the next 
year. Bustamante and his fellow CB-
CBW Vice President Steve Warshauer 
said the increase in inventory could 
lessen the pressure on B and C Class 
units down the line.

“There are people in B and C 
[Class] properties that would like an 
A [Class unit], but until recently there 
was none of that available in Long 
Beach,” Warshauer said. Most of this 
new development has been focused in 
Downtown Long Beach, where park-
ing and amenities are more available, 
he added. Already, the AMLI building 
is about 30% leased up, according to 
his firm’s data.

“The need and the demand for 
housing in the downtown area seems 
to be pretty good, because people who 
rent, they want the amenities close 
by,” Bustamante said. “They want to 
be able to walk to a restaurant, they 
want to be able to walk to a grocery 
store, they want . . . public transpor-
tation.”

Despite the yearly rent increases, 
Bustamante noted that current Long 
Beach rents are still “a bargain” com-
pared to neighboring Orange County 
and Los Angeles. The median mar-
ket rent for the City of Long Beach 
is $1,515, according to Robert Stepp, 
president and founder of multi-fami-
ly brokerage firm Stepp Commercial. 
The average rent across all classes 
and sizes of apartment units is about 
$1,800 a month, Bustamante said. 
That’s significantly more affordable 
than the average rent in Huntington 
Beach ($2,235 per month) or the great-
er Los Angeles-Long Beach-Anaheim 
metropolitan area ($2,360/mo.), he 
said.

“We’re getting people and busi-
nesses moving here because the sale 
prices and the rent prices are very, 

Coldwell Banker Commercial BLAIR WESTMAC (CBCBW) Vice President Steve Warshauer and 
his colleagues stand at the intersection of 2nd Street and Park Avenue. Multi-family units in 
Belmont Shore are among the most desirable residences in Long Beach, Warshauer told the Busi-
ness Journal. From left: Austin Carr, associate at CBCBW; Christa Revetto, associate at CBCBW; 
Warshauer; George Bustamante, vice president at CBCBW. (Photograph by Brandon Richardson.)

very competitive,” Warshauer said. 
Long Beach offers a diversity of 

multi-family housing options and pric-
es, Bustamante continued. Of the new 
product coming online, he said studios 
average about $2,000 per month for 
500 square feet, or $4 per square foot. 
Older product in West Long Beach is 
$2 per square foot and below, by com-
parison. “And you’ve got everything in 
between,” he said.

The average vacancy rate for all 
multi-family inventory in Long Beach 
is hovering between 3.9% and 4.5%, 
Stepp said. Vacancy rates are low-
est in East Long Beach, he went on. 
“The most affordable rental locations 
in Long Beach are the north and west 
submarkets due to the older, un-reno-
vated inventory,” he explained.

Bustamante and Warshauer es-
timated that the recent approval of 
a tenant relocation assistance ordi-
nance by the Long Beach City Coun-
cil would adversely impact the real 
estate market. The ordinance, passed 
on May 21, requires landlords to as-
sist tenants with relocation costs up to 
$4,500 if their rent is raised more than 
10%. Warshauer said that, follow-
ing the council’s decision, CBCBW 
clients withdrew about $4-5 million 
in investment offers for Long Beach 
multi-family properties. Investors are 
afraid that policy changes like these 
could lead to rent control, which could 
further hamper new investment, he ex-
plained. 

Steve Bogoyevac, senior managing 
director for Marcus & Millichap, said 
he had heard similar concerns. “I’m 
curious to see how it’s going to play 
out. [In] other cities that have rent 
control, landlords stop investing in 
their buildings because they’re capped 
on what they can rent them for . . . and 
it makes it harder for them to maintain 
their properties,” he said. 

However, Stepp said it was too 
early to know how tenant protection 
policies will affect the market in the 
long term. “There are still many un-
answered questions and undetermined 
specifics,” he told the Business Jour-
nal. “While some sellers have decided 
they would like to move away from the 
Long Beach market . . . many owners 
are trying to determine what the new 
tenant protections policies really mean 
for their investments.” 

±13,147 SF •  Cannabis Overlay Zoning
Food Processing Facility & Cold Storage
Truck High & Ground Level Doors
(: Garrett Massaro / Brandon Carrillo

±1,179 SF - ±3,388 SF Available
Creative Space Possible •  Heart of Downtown
Walking Distance to Dining, Retail, & More!
(:  Noel Aguirre / Jeff Coburn

Suites Ranging ±591 SF - ±13,462 SF 
Newly Renovated Common Areas

Full Floor Opportunity • Retail/Dining Nearby  
(: Jordan Mannisto / Shaun McCullough

±7,308 SF Building•  Major Price Reduction
Previous Use: Automotive Repair Shop

Bow Truss Roof - No Columns w/ Drive Thru  
(: Garrett Massaro / Brandon Carrillo

±4,180 RSF Freestanding Restaurant Building
High Visibility Location • High Traffic Counts
Large Lot With Ample Surface Parking
Occupied By Cambodian Town Food & 
Music By Sophy’s
(: Sean Lieppman / Trauger Ralston

845 W 16TH STREET 
LONG BEACH • FOR SALE / LEASE

200 PINE AVENUE
LONG BEACH • FOR LEASE

4500 + 4510 E PACIFIC COAST HWY
LONG BEACH • FOR LEASE

353 W PACIFIC COAST HWY
LONG BEACH • FOR SALE

3240 E PACIFIC COAST HWY 
LONG BEACH • FOR SALE

562.354.2500
5000 E. Spring St. Suite 600 | Long Beach, CA 90815

www.lee-associates.com | CalDRE Lic # 01069854

PROPERTIES AVAILABLE NEAR YOU
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Commercial Real Estate Is Business 
As Usual Across All Markets

  By BRANDON RICHARDSON
Senior Writer

All sectors of commercial real estate 
remain stable in terms of average asking 
rents and vacancy rates, with only mi-
nor changes occurring from the fourth 
quarter of 2018 through the first quarter 
of this year, according to local real es-
tate firms. The Long Beach office mar-
ket continues to struggle more than the 
retail and industrial markets, which are 
both experiencing added inventory with 
several new development projects.

New Retail Centers Cause 
Slight Vacancy Increase

The Long Beach retail real estate 
market is in constant flux, with busi-
nesses shuttering and new ones open-
ing in their places. The Long Beach 
Exchange retail center at Douglas Park, 
where businesses began opening their 
doors one year ago, and 2nd & PCH in 
Southeast Long Beach are the newest 
additions to the retail market and have 
attracted many local, chain and high-
end tenants. Retailers along 2nd Street 
in Belmont Shore, where there is a mix of 
local small businesses and chain stores, 
have voiced concerns about the new lux-
ury center opening down the road. How-
ever, Centennial Advisers Partner Doug 
Shea thinks the development will only 
bolster business in the area.

“I think the only reason it feels [like 
residents] like the local small business 
atmosphere is because that’s all they 
ever got,” Shea said. “And I think [2nd 
& PCH] is going to bring a ton more 
people to 2nd Street who haven’t seen 
it before or forgot about it. I think it’s a 

Escrow on the now-defunct music venue at 350 Pine Ave. closed on April 25, with Wayne Chaney 
Jr. and the Antioch Church of Long Beach as the buyer. The 28,575-square-foot building will host 
church services for its more than 2,000-member congregation. The space also will serve as a 
multi-functional event space for the community, including music events. (Photograph by Brandon 
Richardson.)

Long Beach-based 2nd Street Beauty is closing at least two of its Long Beach locations: Los Altos and its flagship on 2nd Street in Belmont Shore. 
The company has a third Long Beach location on Spring Street and another in Seal Beach. The owners did not respond to inquiries as to whether or 
not its final two stores will remain open. Pictured at the Los Altos location are Centennial Advisers Founding Partner Justin White and Partner Doug 
Shea. (Photograph by Brandon Richardson.)

good thing for 2nd Street.”
Lee & Associates Principals Noel 

Aguirre and Sean Lieppman shared a 
similar sentiment, stating that support 
for small business is ingrained in Long 
Beach’s DNA but that the new develop-
ments are the “shiny new toy” for lo-
cals and visitors alike. For established 
or new businesses looking to enter the 
Long Beach market, the new retail cen-
ters are achieving much higher rental 
rates, with some spaces costing tenants 
anywhere between $6 to $8 per square 
foot, according to Aguirre.

Vacancy rates have increased slight-
ly due to new construction, according 
to Lee & Associates data. During the 
fourth quarter of last year, both down-
town and suburban vacancy rates were 
at 5.3%. In the first quarter of this year, 
downtown vacancy increased to 5.4%, 
while the suburban vacancy rate in-
creased to 5.6%. As of the first quar-
ter, average asking rents have increased 
1.1% and 1.4% in the suburban and 
downtown markets, respectively, year-
over-year.

There has been an increase in new 
food concepts, Lieppman noted. “I 
do think that it is important for them 
to differentiate themselves from their 
competition,” he said. “In certain areas 
you’ll see so many restaurants offering 
a lot of the same – gastro[pub] food or 
burger spots. It’s important for the new 
businesses to offer something differ-
ent.”

William Morris Commercial Vice 
President Catherine Morris agreed, 

stating that shops and restaurants must 
become destinations by creating an at-
mosphere that is shareable on social 
media. Morris used the example of 
an ice cream shop or bar that has one 
particular dessert or drink that is pho-
to-worthy, attracting guests seeking to 
share the experience with their Insta-
gram followers.

Online shopping and the experiential 
evolution of retail continue to claim ca-
sualties within the soft goods industries. 
Major retailers have shuttered some or 
all their brick-and-mortar locations, in-
cluding Charlotte Russe, Payless Shoe-
Source and Gap, which are all set to 

close hundreds of stores in 2019. Even 
Starbucks announced the closure of 150 
locations within saturated markets in 
2019, according to moneywise.com.

“People want higher quality,” Morris 
said. “I think we’re entering into a more 
quality-driven era versus quantity.”

Leasing and sales activity by ser-
vice companies, such as small branches 
of insurance or investment management 
companies, has increased in the re-
tail market, according to Shea. He ex-
plained this is because finding a small 
space in a retail center is easier than 
finding one in an office building, de-
spite retail space being more expensive 
in most cases.

Lower Demand For Office 
Continues, Potentially More 
Conversions To Come

Despite increased office vacancies, 
rental rates remain strong in Down-
town Long Beach and have increased 
in the suburban market, according to 
a Cushman & Wakefield report. Aver-
age asking rent in the suburban market 
increased by nine cents to $2.38 per 
square foot in the first quarter compared 
to the previous quarter, while rents in 
the downtown market decreased two 
cents to $2.43 per square foot. 

The downtown vacancy rate in-
creased from 18.8% overall in the 
fourth quarter of 2018 to 19.9% during 
the first quarter of this year. Vacancy 
in the suburban market increased from 
8.1% during the fourth quarter last year 
to 9.3%.

While the suburban market is seem-
ingly stronger than the downtown mar-
ket in terms of vacancy and rent growth, 
it is important to note that two large 
buildings are being vacated within the 
next 18 months: the Port of Long Beach 
interim offices and the Epson America 
headquarters. The port offices at 4801 
Airport Plaza Dr. are being vacated 
within the next several months when 
the port transitions to its new building 
at the Long Beach Civic Center. The ad-
ministrative offices currently encompass 
all eight stories of the 176,375-square-
foot building. Epson currently occu-
pies a five-story building totaling about 
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A 7,308-square-foot industrial building located at 353 W. Pacific Coast Hwy. is listed for sale for 
more than $1.13 million by Lee & Associates Principals Brandon Carrillo and Garrett Massaro. 
Carrillo, left, and Lee & Associates Associate Maximillian Ceseña Robles are pictured at the prop-
erty. (Photograph by Brandon Richardson.)

In partnership with Lakewood Regional Medical Center, urgent care operator MedPost celebrated 
the grand opening of its second Long Beach medical office at 3559 E. South St. on May 21. Pic-
tured from left: Dr. Henry Schumaker, MedPost market medical director; Linda Mattson, MedPost 
division vice president; and John Grah, CEO of Lakewood Regional Medical Center. (Photograph 
by Brandon Richardson).

136,000 square feet at the Kilroy Air-
port Center, but recently announced it 
will vacate the building in summer 2020 
when it moves to Los Alamitos.

A third, but uncertain, loss in Long 
Beach’s suburban office market looms, 
according to CBRE Senior Vice Presi-
dent David Smith. He explained that Mo-
lina Healthcare is likely to vacate a “fair 
amount of space” at 1500 Hughes Way.

“It’s up in the air right now. They 
are currently occupying about 170,000 
square feet,” Smith said. “It’s to be deter-
mined how much they will actually va-
cate, but I would say at least half. Maybe 
all of it.”

Despite the loss of major tenants, 
Smith noted that full-building vacancies 
could open up opportunities for proper-
ty owners to renovate the properties into 
more creative and inviting spaces, which 
are not widely available in the suburban 
market. He described creative office as 
having more open floor plans, amenities 
for employees to enjoy, outdoor spaces 
and common areas for employees to col-
laborate in a relaxing environment.

Regardless of what happens with the 
buildings, Smith noted that having spac-
es vacate on a staggered timeline will 
make it easier to backfill them than if 
all properties were to hit the market at 
the same time. Brian Russell, vice presi-
dent of Kinnery’s Brokerage House, said 
it is unlikely that the vacated buildings 
would be taken over by a single tenant. 
He agreed with Smith, noting that the 
buildings will likely be renovated for 
smaller users. Russell added that it will, 
optimistically speaking, take a year for 
the suburban market to recover once 
these buildings are vacated.

Of all commercial real estate sec-
tors, Russell said office space is the one 
still lagging behind in terms of vacan-
cy. “The Chase Bank building is being 

sold for . . . residential development,” he 
noted. “Switching it to residential shows 
you the lack of demand for office.”

Located at 401 E. Ocean Blvd., the 
Chase building is currently listed for 
sale on loopnet.com for $32 million. The 
134,773-square-foot building is listed as 
a redevelopment opportunity, perhaps 
for residential or hospitality use. Russell 
added that a conversion of the building 
to residential would add it to a length-
ening list of converted downtown office 
space over the years, including the for-
mer Verizon Building, the Edison build-
ing and the former Security Pacific Na-
tional Bank building.

As entire buildings are removed 
from the office market, others – mostly 
downtown’s Class B and C properties – 
are being converted into creative spac-
es to remain competitive, according to 
Coldwell Banker Commercial BLAIR 
WESTMAC President Becky Blair. Va-
cant retail spaces are also being convert-
ed, she noted.

“Larger retail businesses that are try-
ing to compete with Amazon are having 
big vacancies,” Blair said. “As an exam-
ple, there’s a building . . . in Los Angeles, 
a department store, that’s recently been 
transformed to creative office space. It 
shows some of the different uses that are 
happening.”

In March 2017, Long Beach-based 
Retail Design Collaborative opened its 
new office inside a former Nordstrom 
Rack location. The architecture firm 
moved out of a Class A office building 
into the 34,300-square-foot space, which 
now provides its employees with a cre-
ative work environment.

Companies in the market for smaller 
office space, around 5,000 square feet or 
less, are still looking to buy, Blair said. 
She explained that current sales prices 
coupled with relatively low interest rates 

make purchasing a building more attrac-
tive than renting if the company can af-
ford it. An example of this trend is the 
Terminal development at Douglas Park. 
The project consists of 100,000 square 
feet of new for-sale office condomini-
ums, which broke ground in October 
2016 and sold out as of March of this 
year. In some cases, Blair said compa-
nies are buying their own buildings and 
leasing out portions of them to other 
companies to generate income.

Industrial Market Likely 
Unchanged Despite New 
Construction

Due to continued demand and a lack 
of supply, the industrial real estate mar-
ket has been busy and active, accord-
ing to INCO Commercial President Bill 
Townsend. New projects, including Pa-
cific Pointe Northwest at Douglas Park 
and Pacific Edge, are set to add nearly 
700,000 square feet of Class A industri-
al space that has garnered much interest, 
Townsend said.

“There’s just such limited supply and 
limited amount of land but people still 
want to be here,” Townsend said. “Those 
[new projects] are phenomenal locations 
– by the airport, by the freeways, close 
to Orange County and L.A. But I don’t 
think they’re going to have a huge impact. 
We’re in one of the most dynamic areas 
in the country, so [the new space] will get 
absorbed pretty quickly.”

In Long Beach, interest from cannabis 
users has decreased because more cities 
have approved cannabis uses, Townsend 
explained. While cannabis businesses 
continue to pay higher rents than tradition 
industrial users, he said the peak pricing 
for these businesses was hit about a year 
ago, with rental rates since decreasing. 

The potential effects of tariffs on port 
activity is one factor Townsend said could 

potentially have a negative impact on the 
industrial market, should imports decline 
and less warehouse space be needed.

Tight supply and high demand contin-
ue to put upward pressure on average in-
dustrial rents, which increased from $1 
per square foot in the fourth quarter of 
2018 to $1.02 per square foot in the first 
quarter of this year, according to Lee & 
Associates’ reports. However, while av-
erage rents continue to increase, the av-
erage sales price continues to decrease, 
falling for the second quarter in a row 
from $186.06 per square foot in fourth 
quarter 2018 to $179.92 during the first 
quarter of this year. Average sales price 
reached a peak during the third quarter 
of 2018 at $259.88 per square foot.

“Our biggest challenge is the prod-
uct shortage. The lack of product in the 
marketplace is having an effect on deal 
volume,” Lee & Associates Principal 
Brandon Carrillo said. “[Some] startup 
companies, as well as companies look-
ing to expand into this market, are hav-
ing a real difficult time justifying the 
lease rates.”

Municipal government policies 
are impacting the ability of truck and 
trailer operators to find space in Long 
Beach and surrounding areas, Carrillo 
explained. Unless a site already has a 
permit for trucking or trailer use, com-
panies have to go through the process 
of obtaining a conditional use permit, 
which takes time and money.

Total sales transactions decreased 
from $176.83 million during the fourth 
quarter of last year to $153.96 million 
during the first quarter of this year. 
Carrillo explained that new environ-
mental laws coming into effect is mak-
ing sales more difficult. Costly require-
ments for additional environmental 
reviews may cause total transactions to 
decline further. 
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California Legislators Offer Spate Of Proposals 
To Deal With Housing Crisis

  By PIERCE NAHIGYAN
Staff Writer

To address California’s ongoing 
housing crisis, Gov. Gavin Newsom has 
called for the construction of 3.5 mil-
lion new housing units by 2025. That 
would equal an average of 500,000 new 
units every year – or more than six times 
the number of homes California actu-
ally builds each year, according to the 
state’s department of housing and com-
munity development. Yet the governor 
has taken this goal seriously, proposing 
a $1.75 billion economic package to 
deal with the housing crisis and even 
directing his attorney general to sue the 
City of Huntington Beach for failing to 
meet its housing allocation goals. 

But what of the legislature? Have 
California’s assembly and senate risen 
to the governor’s challenge? Senate Bill 
(SB) 50, the most sweeping housing re-
form yet attempted, was postponed last 
month by the Senate Appropriations 
Committee until 2020. SB 50 would 
have changed zoning laws to allow the 
construction of taller buildings and 
multi-family housing in areas current-
ly dominated by single-family homes. 
The bill was opposed by Long Beach 
Councilmembers Al Austin and Stacy 
Mungo, who claimed that the bill would 
negate local laws in favor of a “one-
size-fits-all” state solution that would 
reduce parking and increase density 
in single-family neighborhoods. They 
asked their colleagues to oppose the 
bill, and the council ultimately made a 
formal vote to that end.

Several more proposals that aim to 
address facets of the housing crisis re-
main active in the legislature. SB 330 
was proposed by Senator Nancy Skinner 
(Senate District 9) and has the support of 
the Pacific West Association of Realtors. 
The bill would make it easier for new de-
velopments to obtain permits, eliminate 
a host of fees on low income units, and 
prohibit restrictions on certain types of 
housing construction as well as the dem-
olition of rent-controlled units. 

Skinner told the Business Journal 
that the bill was inspired by her first-
hand observation of what happens when 
a city suddenly loses many units, such 
as during the Oakland firestorm of 1991 
while she was on the Berkeley City 
Council. To replace the destroyed units, 
the cities streamlined their permitting 
process in order to build more quick-
ly, she said. “We are in a housing crisis 
up and down the state. All of our local 
governments have zoned for more hous-
ing than has yet been built, so I thought, 
okay, let’s just let local governments do 
what they’re doing, but do it faster and 
more efficiently,” she said.

Laura Foote, executive director of 
pro-development advocacy group YIM-

BY Action, said she was a “passionate 
supporter” of SB 330 for its attempt to 
streamline and simplify housing pro-
duction in areas that need it. “Really, 
it’s just a grab bag of ‘don’t make the 
problem worse.”

Assembly Bill 1763, proposed by 
Assemblymember David Chiu (Assem-
bly District 17), would eliminate den-
sity limits for affordable housing units 
located near specified transit corridors 
and enable the construction of taller 
buildings. The bill also offers subsidies 
to developers building housing develop-
ments that are 100% dedicated to low-
er-income households. “It’s a great bill,” 
Foote said. “You need a certain amount 
of density to make a subsidized proj-
ect worthwhile. And making sure that 
you can actually build to that density, 
and especially near transit, is really im-
portant. It would be great if we could 
apply that same kind of philosophy to 
all kinds of housing, but if we can agree 
about subsidized affordable, that’s a 
good step forward.”

Three housing bills proposed by 
Assemblymember Phil Ting (Assembly 
District 19) were approved by the assem-
bly last week. AB 68 and AB 69 focused 
on accessory dwelling units (ADUs), also 
known as “granny flats,” by streamlining 
their permitting process and expediting 
their construction respectively. 

“Accessory dwelling units are prob-
ably some of the fastest, cheapest ways 
that we can build moderate income hous-

ing,” Ting said. “It fits right into neigh-
borhoods, so it doesn’t stick out. It’s ac-
tually density that most people are fine 
with because it just adds a slight amount 
of density to any neighborhood.”

Ting said he doesn’t anticipate much 
opposition to the bills in the senate. 
“Given all the issues we’re facing re-
garding housing, this is really one of the 
most popular methods.”

A co-author of SB 50, Ting said it 
was unfortunate that the bill has been 
put on hold. “But the pause on SB 50 
made this legislation even more import-
ant,” he said of AB 68 and 69. “There’s 
almost no legislation talking about 
streamlining and production of housing. 
We’re doing tax credits, we’re doing 
subsidies, and we’re doing some tenant 
work, but there’s actually very little 
that’s helping on the production side.” 

Ting also proposed AB 1486, which 
prioritizes affordable housing projects on 
public land near key transit sites, schools 
and employment centers. To become law, 
Ting’s three bills would need the gover-
nor’s signature by mid-September. 

AB 1484, proposed by Assem-
blymember Tim Grayson (Assembly 
District 14), would require local gov-
ernments to clearly state all fees asso-
ciated with housing developments on 
their websites. The California Associa-
tion of Realtors is a co-sponsor of this 
legislation, stating that it promotes clar-
ity on all development fees. 

Foote summed up her opinion on 

AB 1484 succinctly: “Anybody who op-
poses this bill is against transparency,” 
she said. Foote went further, calling the 
arguments against the bill “laughable.” 
It should not be difficult for govern-
ments to list all their fees online, she 
said. “Right now, when someone wants 
to propose a housing project . . . it is un-
knowable at the beginning of that pro-
cess what the total amount of fees are 
going to be. So you get this problem of 
permitted buildings that don’t get built.”

The official stance of the Pacific 
West Association of Realtors is that 
California should build its way out of 
the housing shortage, CEO Phil Haw-
kins said. This also has the added ben-
efit of creating more construction jobs 
and economic activity for the state. By 
contrast, proposals that aim to regulate 
housing are likely to have unintended 
consequences and create more govern-
ment bureaucracy, he said. 

In Hawkins’ estimation, the best 
proposals are those that pave the way 
for more construction. “For instance, 
more streamlined and accelerated 
land-use approvals for homebuilding, 
greater flexibility in the construction 
of accessory dwelling units, zoning 
that supports mixed-use and infill proj-
ects, and enhanced voluntary incentive 
programs for the development of low to 
moderate-income units are all housing 
approaches that can contribute to ad-
dressing home supply and affordabili-
ty,” he said. 

Pictured under construction, The Beacon is an affordable housing development located in Downtown Long Beach. It consists of two buildings, 
Beacon Place and Beacon Pointe, which will provide housing to homeless veterans and low-income seniors, respectively. (Photograph by Brandon 
Richardson.)
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Realty Views:
Refi Boom May Be 
Ending for Lenders

  Perspective By TERRY ROSS

The days in which lenders see a large 
portion of their business volume com-
ing from homeowners refinancing their 
mortgages may be coming to an end as 
the economy and housing market are in 
the process of changing.

Even though mortgage rates have 
dropped a little since last November, 
mortgage industry leaders at the recent 
Mortgage Brokers Association (MBA) 
National Secondary Conference in New 
York City pointed out that during the 
last decade rates stayed between 3.5-
4.5%, during which time the bulk of 
those owners who could benefit from 
getting a new mortgage went through 
the process.

“It is structurally a different mort-
gage market than we’ve seen in the 
past,” MBA Chief Economist Mike 
Fratantoni said at the conference. “That 
long period of refi activity concentrated 
the entire market into a narrow band. 
There was a much wider spread in rates 
in the ‘70s, ‘80s, ‘90s and ‘00s, provid-
ing a greater opportunity for refinanc-
ing activity. We’re close to a floor in 
refis. We will get these little boomlets 
when rates drop.”

He noted that the more stable rate en-
vironment we are currently in will help 
first-time buyers, as will the fact that the 
housing market is not what it was even 
less than a year ago. Home prices are 
starting to stall or even come down a bit.

According to the MBA, the volume 
of refinanced mortgages came out to $97 
billion in the first quarter of this year and 
will grow to $146 billion in the current 
quarter. Moving forward, however, the 
third quarter is probably going to drop 
to $100 billion and the fourth quarter of 
this year will drop down to $95 billion.

With the concentration in the mort-
gage industry toward purchase origina-
tions, the shortage of homes available on 
the market is a concern in the industry, 
and has been for a while. 

“My biggest worry about the housing 
market,” said Laurie Goodman, co-di-
rector of the Housing Finance Policy 
Center at the Urban Institute, who also 
spoke at the conference, “is the lack of 
supply both now and in the future.”

She revealed that there are 1.28 mil-
lion new units being created annually. 
But homes becoming obsolescent re-
duces that to just 855,000 on a net basis. 
New household formation is running at 
a 1.2 million annual pace. The average 
home in this country was constructed in 
1977, meaning more houses are aging 
and becoming obsolete.

Over regulation and land use issues 
are the largest obstacles to building more 

homes, added Goodman, who noted that 
these factors are driving up the land cost 
at a faster rate than the cost of the actual 
construction. “Building codes are more 

stringent than they can be, which adds to 
the cost,” she said.

This trend is impacting the lower 
tier of the market, where there is only 
24.5% of the supply, said Goodman. At 
the highest price levels is where 44.8% 
of the inventory lies, meaning move-up 
buyers have a lot more to choose from 
that those at the entry level.

Another factor that has had an im-
pact on the market since the beginning 
of the recession is the trend for older 
homeowners to not move as much as 
they have in the past. The experts at 
this conference noted that this aging in 
place trend has constricted the supply of 
homes, especially larger ones that would 
accommodate families. Many older 

owners who used to sell and downsize 
have found that financially their best 
options are to stay in place – especially 
in a home that could be paid off and is 
in an area that they are familiar with.

Most of those at the conference be-
lieved that new construction is going to 
be the key for the mortgage market and 
will present the most opportunities for 
industry growth, since the refi segment 
may have exhausted itself during this 
cycle that has run its course over the 
past decade.

Terry Ross, the broker-owner of TR 
Properties, will answer any questions 
about today’s real estate market. E-mail 
questions to Realty Views at terryross1@
cs.com or call 949-457-4922. 
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Building A Better Long Beach: 2nd & PCH 
Bringing New Food, Shops And Services 

  By PIERCE NAHIGYAN
Staff Writer

The 215,000 square-foot develop-
ment at the southwest corner of East 
2nd Street and Pacific Coast Highway 
(PCH), the aptly named “2nd & PCH,” 
is scheduled to open in October 2019. 
Owned and developed by CenterCal 
Properties, the shopping center replaces 
the SeaPort Marina Hotel and is slated 
to feature a host of amenities, including 
fire pits, wi-fi stations and bicycle lanes. 

In addition to generating sales tax 
revenue for the city, the center has the 
potential to become a major gathering 
place for city residents, 3rd District 
Councilmember Suzie Price told the 
Business Journal. “Beyond having a ma-
jor aesthetic improvement to the south-
east entrance to Long Beach, this new 
shopping center will provide a place 
for residents and visitors to the area to 
enjoy the waterfront,” she said. “I have 
been waiting a long time to have a place 
to go to with my family for an evening 
out where there are lots of great dining 
options and shops to visit. I know many 
of my friends and neighbors feel the 
same way.”

CenterCal President Jean Paul 
Wardy said he and his firm are looking 
forward to the center’s opening. “The 
community has been wonderful, the 
city has been a great partner for us, and 
we’re really excited about how the proj-
ect is resonating with tenants,” he said.

On May 20, CenterCal released a list 
of 20 confirmed tenants for the develop-
ment, including the shops Urban Outfit-
ters, Free People and Linne’s Boutique; 
service businesses Chase Bank, HSBC 
Bank and AT&T Mobility; fitness and 
beauty tenants Barry’s Bootcamp, Hawt 
Yoga, Motion Stretch Studio, Sephora, 
Holly and Hudson Nail Lounge and The 
Solution; and eateries The Bungalow, 
Hungry Angelina, Shake Shack, Tocaya 

Organica, Mixt Greens, Ola Mexican 
Kitchen and Caffe Luxxe. Whole Foods 
Market & Café is relocating from its 
current PCH address at Marina Shores 
shopping center into a 45,000-square-
foot space in the center. 

CenterCal has developed several 
shopping centers across the western 
United States, but Wardy feels 2nd & 
PCH is special because of its idyllic lo-
cation facing the marina and the fam-
ily-oriented feel of the surrounding 
neighborhood. Wardy said his firm’s 
goal was to honor those elements by 
creating a destination that appealed 
to multiple types of consumers – from 
mothers with their children to some-
one just stopping by to grab a coffee 
or groceries. 

“We spend a lot of time thinking 
about lighting and seating areas and 
landscaping, and the things that really 
support a trip to our project,” Wardy 
said. “How does the parking function? 
What’s the walkway from one part to 
another?” The finished development is 
set to contain approximately 1,100 park-
ing spaces, with close to 80 on the street. 
Wardy said CenterCal is also consider-
ing how the center could host outdoor 
activities and events.

Price said the communication be-
tween her office and CenterCal has 
been great. “The developers met with 
me prior to even submitting plans to the 
city. They wanted to make sure the de-
velopment was the right size, scope and 
vibe for the area,” she said. 

While Price’s constituents have voiced 
concerns about possible traffic impacts, 
she said the city is attempting to mitigate 
that through a variety of measures. “Most 
people are excited to have more shopping 
and dining options, despite the added 
traffic,” she commented. 

3rd District Councilmember Suzie Price said CenterCal has been open and communicative 
throughout the development process. “We talked often, and they were very open to my sugges-
tions on retailers and businesses they should try to recruit to the city,” she said. (Image courtesy 
of CenterCal LLC.)
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est loan. “Having that experience has 
helped me be empathetic and under-
standing, and know how to talk to dif-
ferent groups of people about how I’ve 
been there, I know, and I was able to 
succeed and give them the information 
that helped me,” Sanchez explained. 

A person’s level of financial litera-
cy is likely to have a significant effect 
on their chances of success and quality 
of life. “It affects every aspect of your 
life,” David Koch, a senior wealth ad-
visor with Long Beach-based wealth 
management firm Halbert Hargrove, 
told the Business Journal. “So being 
able to navigate the system should be 
part of every American’s education.” 
Still, many Americans lack financial 
literacy and are unaware of the impact 
this knowledge gap could have on their 
future, Koch noted. “The whole coun-
try has a pretty large subset of people 
who aren’t familiar with credit terms 
or banking structure or how your credit 
score, for example, can impact you in 
many different ways,” he said.

Personal finances have not been 
part of the public education curricu-
lum. “Learning those skills is depen-
dent upon other resources in the com-
munity,” Koch, who volunteers with a 
local financial literacy program, said. 
“I think most people learn it from their 
families. So, if their family’s not famil-
iar with those skill sets, then it’s often 
not passed down to the next generation.” 
In 2017, the California Senate passed 
Senate Bill 583, asking the Instruction-
al Quality Commission, an advisory 
body to the state board of education, 
to develop and publish a curriculum on 
financial literacy for instructors to use 
on a voluntary basis. In the meantime, 
financial institutions, nonprofits and 
volunteers are trying to fill in the gap.

Parents are increasingly aware of 
the importance financial literacy has 
for their children’s success. “I’m seeing 
a trend even just with the conversation, 
the subject matter becoming prevalent 
in schools because it’s being demanded 
by parents of students. They want them 
to be educated on this,” Crystal Bout-
iette, director of integrated marketing 
and communications with the financial 
literacy nonprofit Junior Achievement, 
told the Business Journal. “Parents are 
asking for this to happen. They don’t 
understand why these life skills aren’t a 
requirement in the classroom.”

Today, Millennials and succeeding 
generations are especially in need of fi-
nancial education, as student loans have 
become more prevalent. “We’re going to 
see amounts of student debt that we’ve 
never seen before because the cost of 
attending college is just so high,” Kat 
Delgado Kirkwood, senior vice pres-
ident of programs at Junior Achieve-
ment, noted. “That’s a unique situation 
that [prior] generations have never seen 
before and haven’t had to deal with.”

The American financial system has 

(Continued from Page 1)

Financial Institutions 
Step In 

grown increasingly complex since the 
1990s, when general-purpose cred-
it scores first became widely adopted. 
“When you don’t have a good credit 
score, you can’t purchase a home, you 
can’t purchase a car; it cripples you, 
where you can’t be a financially sound 
individual,” Kirkwood said. “Early ex-
posure and de-mystifying credit score 
points is really the way you break the 
barriers and the way you inform stu-
dents.”

With the naissance of cryptocur-
rencies like Bitcoin, another piece 
has been added to an already crowded 
and complicated mosaic of investment 
opportunities. The level of technical 
know-how required to trade and invest 
in cryptocurrencies, their novelty status 
and volatile trade-in values offer a fer-
tile breeding ground for fraud. “When 
I was growing up, there was no bitcoin 
or cryptocurrency,” Sanchez recounted. 
“The type of fraud that we’re experienc-
ing now is completely different from the 
type of fraud that happened back in the 
day.” As financial transactions become 
more digitized and cash becomes less 
prevalent, balancing a checkbook can 
become more challenging as well. “It’s 
so much easier to spend money when 
you’re using plastic than when you have 
cash in hand,” Sanchez noted. 

All in all, Sanchez said, younger 
generations’ struggles aren’t inher-
ently worse, but different from their 
predecessors’ – and financial literacy 
education should respond to that. “Fi-
nancial literacy is more than a program 
or a class, it has to be tailored,” San-
chez said. “Sometimes I feel like people 
think of financial literacy as a workshop 
or a one-time class, but it’s more of a 
mentorship and guidance.”

A 2014 graduate of the City of Long 
Beach’s Neighborhood Leadership Pro-
gram, Sanchez leads financial literacy 
initiatives at several Long Beach high 
schools. Using the Bite of Reality pro-
gram, Sanchez helps guide students 
through a simulated financial reality, in 
which they are given a fictional occupa-
tion, salary, spouse and family, student 
loan debt, credit card debt, and medical 
insurance payments. Students are then 
asked to budget for housing, transporta-
tion, food, clothing, household necessi-
ties, day care and other needs. 

The program has been promoted by 
credit unions across the country, and 
Sanchez said familiarizing students 
with credit unions is an important part 
of her mission. “A lot of people don’t 
even know what a credit union is. Cred-
it unions are not-for-profit financial 
institutions,” Sanchez said. “When a 
member opens an account with a credit 
union, they’re not a customer, they’re a 
member.”

For-profit financial institutions also 
offer programs to promote good finan-
cial habits and inform potential clients 
about the various financial products 
available to them. Wells Fargo is cur-
rently piloting a new program tailored 
to the Latino community that will pro-
mote strategies for financial health on 
social media with the help of Latina in-
fluencers. The bank also offers a Span-
ish-language online resource for finan-
cial literacy, El Futuro En Tus Manos 
– the future in your hands. 

“Today, any mass brand in the Unit-
ed States, if they want to continue to 
grow, if they want to continue to have 
business, they need to be deliberate in 
understanding the needs [and] under-
standing the pain points that diverse 

consumers are trying to address,” Wells 
Fargo Hispanic Segment Leader Xo-
chitl Leon told the Business Journal. 
“So it behooved us – and my role – to 
try and build programs to increase con-
fidence and create awareness around the 
tools and resources that we have to help 
our community succeed.”

Nonprofits like Junior Achievement 
often partner with financial institutions 
to provide financial literacy education 
in schools. The organization also of-
fers resources on the topic at their Fi-
nance Park facility in Los Angeles. 
While students are the focus of Junior 
Achievement’s programming, Kirk-
wood said they often share their newly 
acquired knowledge with their commu-
nities. “We like to think that when we’re 
teaching our students, they’re taking 
that back to their families, helping them 
along the way,” Kirkwood said. “So, we 
don’t necessarily teach adults, but in a 
way, we’re still getting that education 
out there to them.”

In Long Beach, David Koch is spear-
heading a formal collaboration between 
Halbert Hargrove and Operation Hope, 
a local provider of financial education. 
Koch, who has personally participat-
ed as a volunteer in the organization’s 
Banking for Our Future program, said 
connecting educators with those in 
need of financial education is one of the 
biggest challenges. “You might have a 
group that wants to learn and a group 
that’s willing to teach, but if they can’t 
find each other, nothing’s going to hap-
pen,” he said. Making that connection 
benefits everyone, including local busi-
nesses, Koch noted. “I think if you have 
a higher level of financial literacy, you 
have a higher level of business acumen 
in the community,” he said. 

Isela Panizo, branch manager at Orange County’s Credit Union in Yorba Linda, explains the app-based Bite of Reality financial literacy program to 
students. The complimentary program is designed to teach teenagers real-world skills they may not receive in traditional school settings. (Photograph 
Courtesy of Orange County’s Credit Union.)
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Financial Service 
Providers Ahead Of The 
Curve On Data Privacy

  By ALENA MASCHKE
Staff Writer

The data consumers share with 
their financial institutions is some of 
the most sensitive information around. 
Monthly income, shopping habits, so-
cial security numbers and much more 
are stored on the servers and in the file 
cabinets of banks, wealth management 
companies and accountants. Because of 
the sensitive nature of this information, 
financial institutions already face a high 
level of scrutiny and regulation when it 
comes to their handling of clients’ per-
sonal data. 

The 1999 Gramm-Leach-Bliley Act 
(GLBA), also known as the Financial 
Modernization Act, requires financial 
institutions to explain how they share 
their clients’ data, give them the option 
of opting out of any sharing agree-
ments and devise safeguards to protect 
personal information. In addition to 
this federal law, a new California stat-
ute, the California Consumer Privacy 
Act of 2018, is now causing companies 
across the country – including local 
and national financial institutions – to 
review the way they collect, handle and 
communicate the use of client data. 
The new state law goes into effect on 
January 1, 2020.

“Right now, the way that the statute 
reads, it covers all personal informa-
tion collected about California resi-
dents,” Dominique Shelton Leipzig, a 
partner at the Los Angeles-based law 
firm Perkins Coie LLP, told the Busi-
ness Journal. This includes California 
residents who aren’t customers of the 
financial institution, but have merely 
browsed their website or otherwise in-
teracted with their services and shared 
personally identifiable information. 
Online, “cookies” stored on person’s 
computer by a website they visit are 
an example of a unique identifier that 
would qualify as personal information 
under the new law.

“The GLBA covers customer re-
lationships,” Leipzig explained. “So 
if you have somebody visit a website 
that you have assigned a persistent 
identifier to their device, so that you 
can tell whether they visit or not, but 
they never become a customer – that’s 
still personal information. And while 
it wouldn’t be covered under GLBA, 
it would be covered under the CCPA.” 
Those unique identifiers, with the help 
of third-party services like Google 
Analytics, are often used by digital 
marketing teams to advertise specific 
products to consumers likely to pur-
chase or sign up for them. 

Cookies and other non-client iden-

tifiers are only one new subset of in-
formation that hasn’t previously been 
covered by laws governing financial 
institutions’ handling of personal data. 
“Employee data, unless that employee is 
a customer of the bank or the financial 
institution, that’s another bucket of data 
that’s not incorporated,” Leipzig noted. 

W. Henry Walker, president of Farm-
ers & Merchants Bank (F&M), said fi-
nancial institutions are already much 
more aware of the sensitive nature of 
their clients’ and employees’ personal 
data than many other companies, giv-
ing them a leg up in the preparation for 
new data privacy regulations.

“Unlike many other businesses, 
banks and other financial services 
have been required since 2001 under 
federal law to provide disclosures, 
implement policies and practices, and 
train staff to address consumer privacy 
protection issues,” Walker explained. 
“Even on the employee side, we keep 
our information confidential. So, the 
confidentiality of what we do as a fi-
nancial institution has always been at 
the highest level and we will continue 
to do that.”

Companies handling the personal 
information of international consumers 
have been affected by a groundswell of 
data protection laws in previous years. 
Following the implementation of the 
European Union’s General Data Pro-
tection Regulation in 2018, companies 
like Facebook and Google have been 
the subject of investigations and hefty 
fines for their handling of consumers’ 
personal data, and many others have 
changed their protocols to comply.

“There’s a lot of other companies 
out there, large national and interna-
tional companies, that have a whole lot 
of data on people. How we purchase, 
what we buy, what we like, when we 
turn our lights off at night,” Walker 
said. “There’s a lot of data out there 
that, candidly, should be confidential. 
And it’s beyond just the financial ser-
vices side. That, I think, is concerning.”

Still, Walker said, F&M hasn’t seen 
increased interest in data protection 
in light of the new regulations among 
their client base. “I think there’s always 
a small percentage that have a high 
sense of urgency around these topics, 
but the vast majority presume institu-
tions are handling their data correctly,” 
Walker said. “There’s an expectation 
that we will keep their data private.”

Michael Miller, president and chief 
executive officer of International City 
Bank, echoed that assessment. Miller 

said that in some cases, it’s even nec-
essary to communicate to clients why 
certain measures are taken to protect 
their data and what could happen if 
their data wasn’t properly protected.

“We also try to help our customers 
understand these threats and explain 
how they can keep their data safe by 
ensuring that they are sending confi-

Farmers & Merchants Bank President W. Henry Walker, pictured in the vault of the bank’s main 
building in Downtown Long Beach, said financial service providers have long been held to a 
higher standard than other companies when it comes to the handling of consumers’ personal 
information. (Photograph by Brandon Richardson.)

dential or sensitive information through 
our encrypted messaging system, and 
recognizing these security exploits and 
potential risks in their own business 
practices,” Miller said. “When custom-
ers question why we take security mea-
sures that may seem time-consuming or 
extraneous, we explain that it’s to pro-
tect their data and their business.” 
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in the coming weeks.
Given the current news cycle, I feel I 

owe an apology to anyone who actually 
took me up on these suggestions. Clearly, 
I spoke too soon. 

At its core, “The Handmaid’s Tale” 
is a warning for what happens when ex-
tremists are allowed to rule with dogma 
rather than democracy. The result, at 
least in the case of Margaret Atwood’s 
dystopian universe, is that women are 
forced to bear pregnancies in order to 
help select affluent couples, rendered 
sterile by a recent nuclear war, have 
children. 

We don’t live in a country governed 
by dogma (let’s assume I don’t have to 
say, “yet” yet). We aren’t separated in 
a caste system and forced to wear uni-
forms denoting our class, as the charac-
ters do in “The Handmaid’s Tale.” But 
soon, if legislators in more than a doz-
en states have their way, women across 
the United States may be forced to bear 
unwanted pregnancies – included those 
caused by rapists. That’s kind of a ma-
jor aspect of the TV show so yeah, es-
capist? Not so much.

I am not going to bring my personal 
opinion into this, so try and bear with me. 
My point in delineating all of this is the 
following: as the 2020 election approach-
es, the topic at the forefront of country-
wide political debate is one centered on 
women. If the politicians representing us 
are going to be the ones telling us what 
we must do with our bodies, shouldn’t we 
make sure we have a say in that?

In Alabama, every single one of 
the legislators who voted for the state’s 
near-total abortion ban was a man. Most 
of them were Baby Boomers. Is that 
who Millennial women want to decide 
their futures?

Maybe it is. And if so, I guess go out 
and vote for those dudes. And if it isn’t, 
go out and vote for someone else. The 
point is, Millennial women: Go Out And 
VOTE. If your body is going to be the 
center of political debate in this country, 
you better make sure you’re participating.

In Congress, women account for 25% 
of the senate and 23% of the house. 

Only nine – 18% – of U.S. governors 
are women, according to the Center for 
American Women and Politics. One-
third of U.S. Supreme Court Justices 
are women. Among members of state 
legislatures, just 28.8% are women. I’m 
sure I don’t have to tell you, but I’d be 
remiss not to point out that we’ve never 
had a female president or vice president.

Yet women make up just over half 
of the U.S. population. Most voters in 
America are women, too – which I guess 
either means that we continue to vote in 
men because we prefer their political 
platforms, or because not enough wom-
en run for Congress (which, as we saw 
with last year’s mid-terms, is changing). 

While Millennials make up the larg-
est living age cohort in America, they 
do not make up the largest voting co-
hort. We are well out-voted by the Baby 
Boomer generation, in particular. While 
our generation’s voter turnout increased 
from 27.6% to 42.1% between 2014 and 
the 2018 midterms, our 26.1 million 
votes accounted for just 21% of votes 
cast, according to Pew Research Cen-
ter. Baby Boomers’ votes accounted for 
36%, the highest percentage among all 
living generations.

In essence, here are the facts, fellow 
Millennial women: our elected repre-
sentatives are mostly male and signifi-
cantly older than us. Is that how we want 
it, especially at a time when our bodies 
are at the center of political debate?

I’d also ask as the election season is 
nigh: Are women happy with the status 
quo? I dare to surmise that the massive 
women’s marches held the past three 
years in a row would suggest otherwise. 

No matter where you stand, you 
should vote. If you want agency over 
your future, that’s the simplest solution. 
And it would be an effective one. About 
55% of the female electorate turned out 
to vote in the 2018 midterms, and fewer 
than half of the Millennial generation 
showed up. 

Could you imagine how different the 
results might be if those percentages sig-
nificantly increased? We could decide 
the next election. So, why don’t we? 

(Continued from Page 1)

Women march down Pennsylvania Avenue in Washington, D.C., 2017. (Photograph by Vlad 
Tchompalov.)
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