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EXECUTIVE SUMMARY
Kenmore Boulevard is a traditional neighborhood main street in southwest Akron, Ohio. Once
the center of a thriving streetcar suburb, the street boasts excellent freeway access, good
quality commercial building architecture, a 10-minute drive time to downtown Akron and the
University of Akron, and a burgeoning music, cultural and entertainment cluster that attracts
visitors and patrons from across Northeast Ohio.
Map 1 Kenmore Neighborhood

ESRI, KM Date

The Kenmore Neighborhood Alliance, a collaboration of merchants, property owners and
residents, has been working with locatl foundations and the City of Akron to focus attention on
planning for a bright future. Current and recent projects include a Better Block pop-up street
visioning festival, City-led neighborhood planning and form-based commercial zoning update
efforts, a neighborhood crowd-sourced mural planning project, and a commercial district plan
underway by consulting firm MKSK, funded by the Huntington Akron Foundation, with
associated neighborhood collaboration opportunities. This retail analysis, funded by the Knight
Foundation, was completed to supplement these efforts by evaluating and highlighting
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potential local and specialty retail, entertainment and dining investment opportunity on the
Boulevard.

Kenmore’s Assets

Kenmore Boulevard has excellent assets, making it a good location for revitalized main street
development. Key findings are as follows:













Excellent freeway access from three directions within two minutes
10-minute drive time to downtown Akron
10,000 average daily traffic on Kenmore Boulevard
21,000 residents in the Primary Market Area in 8,600 households
up to 90,000 workers within a 10-minute drive of Kenmore’s core
Good quality architecture, street design and overall high quality building construction
Excellent parking capacity behind buildings
Multiple anchors drawing people to the Boulevard including a new branch of the AkronSummit County Library, First Glance youth center with 90 adult volunteers weekly, and
Cozzoli Plaza with a Rite Aid, Subway, and Family Dollar in one consolidated neighborhood
center
A critical mass of existing, established specialty retail businesses with sizeable regional and
interstate clientele
Existing local music cluster with musical instrument sales and repair, lessons, recording
studios, and evening performance venues
Existing hobby/entertainment cluster with cards, comics, games, trains, and models
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Strong neighborhood loyalty, identity, participation, and return visits among regional
households with existing and former connections to the neighborhood
Working relationships between the Kenmore Neighborhood Alliance, City of Akron, and
area foundations, with current street renovation projects, rezoning and urban
design/revitalization strategy planning underway
27,000 first floor commercial square feet available in the 5-block Kenmore Core area

The Kenmore Boulevard Trade Area

The Kenmore Boulevard Primary Local Market Area (PLMA)(see map) is defined by gravity
competitor analysis, confirmed against neighborhood perception of actual use boundaries. The
boundary roughly fits a 5-minute drive time from the Boulevard’s center at 1017 Kenmore
Boulevard. An additional evaluation was performed on a 10-minute drive zone from the
Boulevard center.
Anchors on the Boulevard include a new neighborhood library; a neighborhood retail plaza
(Cozzoli Plaza) with a Rite Aid, Subway, H&R Block, Family Dollar store, and convenience store;
First Glance, a thriving youth center that attracts a 150 individual adult volunteers every week;
and a cluster of longstanding retail businesses with regional walk-in clientele coming from as far
away as Toledo, Pittsburgh, and Detroit.
Map 2 Kenmore Primary Local Market Area and Competitors

ESRI, KM Date
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Key findings:
 21,000 people, in 8,600 households, live within the Kenmore Primary Local Market Area
boundary, with total present annual buying power of $392 million
 114,617 residents, in 46,680 households, within the 10-minute drive time area, with total
present annual buying power of $2.43 billion
 Up to 90,000 workers within the 10-minute drive time area
 Median age, household income, households with young children, senior-led households,
and other demographics fall between the City of Akron and Summit County as a whole
 According to analysis of 1500 zip codes collected by neighborhood merchants during
February, 2018, 86% of walk-in customers came to the Boulevard from outside the
neighborhood trade area and from across Northeast Ohio and the lower Great Lakes region.
 Key thriving businesses on the Boulevard include Kenmore Komics and Games; Lay’s Guitar
Repair; Guitar Department; E&S Trains and Hobbies; the Rialto Theatre; two barber shops
and a beauty salon; Etta Mae’s School of Dance; Pierre’s Pizza; Freedom Tax Service;
Dragon’s Mantle spiritual goods; and others.
 The Primary Local Market Area boasts 530,000 square feet of first-floor retail space, with
11% vacancy; the 5-block Kenmore Core has 159,000 first-floor square feet of retail space,
with a 17% vacancy.

Retail Net Demand

Demand was evaluated for dining, local retail goods, and consumer services. Neighborhood
demand was supplemented by estimated visitors for selected regional-drawing businesses;
dining was supplemented by estimated worker demand within the 10-minute drive zone from
the Kenmore Core. Demand was compared to existing supply in each area to arrive at net
demand. All demand analysis was conservative, assuming a 40% capture rate for available
dollars spent within the trade area.
Key Findings:
 There is net demand for 7 full service restaurants (about 23,000 square feet) within the
neighborhood PMA, about $3.9 million in net leakage of available full service dining dollars;
bars/taverns are oversupplied, and limited-service restaurants are slightly oversupplied
 Net demand within the 10-minute drive time supports up to 8 full service and up to 26
limited-service restaurants, up to about $25.7 million in net leakage
 Additional categories of net demand in the neighborhood PMA include clothing and shoes
($3.4 million), general merchandise ($7.9 million), home furnishings ($1.6 million), other
retail ($.9 million), health/beauty ($.7 million), sporting goods ($.7 million).
 Areas of net oversupply include most consumer services, gas stations/convenience, grocery,
and computer/electronics/phone. Toy/craft/hobby and musical instruments are also
technically in oversupply but are in a special category due to their substantial existing
regional draw.
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Household spending nationwide on food consumed outside the home, adjusted for
inflation, has been expanding steadily since 1955, and this trend is expected to continue
into the foreseeable future
The US Household Healthy Eating Index, an indicator supporting full-service restaurants and
fast-casual limited service restaurants, also continues to increase annually

Music and hobby/entertainment clusters

With existing businesses Kenmore Komics, E&S Trains and Hobbies, Guitar Department, Lay’s
Guitar Repair, the Rialto Theatre, and four sound recording studios, Kenmore is positioned to
draw an expanding crowd of music and hobby enthusiasts. Both industries were examined to
identify trends and indications for cluster enhancement on the Boulevard.
Key findings:
 Per capita disposable income, and the overall proportion of high-income households, key
drivers for music, arts, hobby and entertainment expenditures, are steadily increasing
ahead of inflation nationwide
 While album sales are declining, the appetite for recorded and live music continues to
increase across the US
 In particular, local music is more and more in demand as mainstream act concert-going
becomes saturated, and listeners become more aware of and familiar with local artists
through social media
 The sound recording industry is becoming decentralized due to the availability and
affordability of professional equipment. The important role of sound engineer talent, and
the need for social media promotion of their work, leads more and more musicians to seek
out local sound studios for recording technical expertise
 The arts of all kinds support and enhance each other when clustered together in a
commercial location; galleries and hands-on arts opportunities would complement
music/hobby/entertainment clusters
 Musical instrument repair, staff expertise and teaching are “unamazonable” and enable
local shops to compete with online opportunities
 Kenmore has the basic components of a local-scale music cluster; what is needed is a high
quality street environment which provides places for musicians and artists and clientele to
congregate, dine and spend time both indoors and outdoors depending on the season.
There are also opportunities for support services such as banks, graphic and set designers,
clothing shops, accounting, etc.
 Kenmore has two basic components of a hobby/entertainment cluster (trains/models, and
comics/cards); opportunities for complements include video and analog games; and hobby
and crafts shops such as yarn/needlework, sewing/quilting, dolls and miniatures, as well as
high quality street environment components.
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Opportunities and Recommendations

Recommendations take advantage of Kenmore’s assets, in light of the findings of the study. It is
important to ensure the needs and interests of four markets are met: First market (longtime
residents); new residents; visitors; and workers. See the full report for further discussion of the
specifics of these markets.
ENHANCE DEMAND AND ATTRACT NEW PATRONS
 Support housing – work with City and partners to enhance housing quality and reduce
vacancy, while maintaining affordable options
 Improve signage and wayfinding from the freeway exits to Kenmore
 Improve recreation and trail connections and signage, to towpath trail and downtown
 Collaborate with merchants on marketing
 Refine Kenmore’s brand and expand social media marketing
 Address marketing to residents who don’t use social media
 Reach out to local employers to seek and encourage collaboration and worker patronage of
businesses
 Capitalize on anchors through collaboration, marketing, programming
IMPROVE BUSINESS AND PATRON PHYSICAL ENVIRONMENT
 Work with City and partners to improve street environment overall
 Improve lighting, signage, quality of rear parking
 Improve quality of place at anchors: Cozzoli’s Plaza, Library, First Glance (connectivity,
seating, design, landscape, street presence, etc)
ENHANCE CRITICAL MASS AND MIX OF BUSINESSES
 Recruit dining and coffee shops to serve regional and local customers; Kenmore has the
potential to be a dining magnet for southwest Akron
 Continue to recruit additional evening venues
 Recruit arts/support businesses to complement music industry
 Recruit additional hobby/entertainment businesses to complement existing cluster
 Recruit youth and family serving businesses
 Continue to provide Pop-Up and informal storefronts/programming to diversify activity
 Encourage merchants to align and extend business hours to provide reliable critical mass at
peak times
SUPPORT BUSINESS STRENGTH
 Provide networking opportunities for residents, businesses, artists
 Support collaboration among businesses for marketing/programming/customer referrals
 Encourage marketing and business development through City, local banks, Small Business
Administration, others
 Work with partners to establish capacity for liquor licenses in Kenmore restaurants
 Reach out to local employers to seek and encourage collaboration
Kenmore Boulevard Retail Market Analysis
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Work with partners to establish a process for “vetting” potential businesses to match storeready businesses to available spaces, and to help them develop the business strength and
capital necessary to succeed in a bricks-and-mortar environment
Investigate ways to provide “transitional” space and opportunities for new/starter
businesses not yet ready for bricks and mortar
Support expansion and retention of existing anchor businesses

Caveats and limitations

No market study can guarantee the success of any business – other factors such as business
savvy, merchant vision and branding, marketing expertise, adequate capital, business strategic
planning, and merchant collaboration, are critical to success. A market study is only a starting
point for collaborative work to enhance the business environment. This report makes no
representation about any events or possibilities in the future, and is intended for use in general
planning purposes by the Kenmore Neighborhood Association and its partners. The
assumptions used in this study are conservative and are based on best available current data,
but are estimates only. The assumptions are laid out more fully in the body of the report;
adjustments in these assumptions would lead to changes in the gaps identified in the demand
analysis. The inventory basis for this analysis represents a “snapshot” of business activity as of
April, 2018; this data has not been updated since that time.

Sources

(see the full report for specific references)
US Census, American Communities Survey
ESRI GIS tools, data and Business Analyst software
Ibis World Industry Reports
Kenmore merchants and visitors
KM Date Community Planning market and GIS analysis
Cleveland State University worker dining demand research
Web sites of area businesses
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INTRODUCTION
Purpose of the Study

Kenmore Boulevard is a traditional neighborhood main street in southwest Akron, Ohio. Once
the center of a thriving streetcar suburb, the street boasts excellent freeway access, good
quality commercial building architecture, a 10-minute drive time to downtown Akron and the
University of Akron, and a burgeoning music, cultural and entertainment cluster that attracts
visitors and patrons from across Northeast Ohio.
The Kenmore Neighborhood Alliance, a collaboration of merchants, property owners and
residents, has been working with area foundations and the City of Akron to focus attention on
planning for a bright future. Current and recent projects include a Better Block pop-up street
visioning festival, City-led neighborhood planning and form-based commercial zoning update
efforts, a neighborhood crowd-sourced mural planning project, and a commercial district plan
underway by consulting firm MKSK, funded by the Huntington Akron Foundation, with
associated neighborhood collaboration opportunities.
This retail analysis was completed, with support from the Knight Foundation, to complement
these efforts by evaluating and highlighting potential local and specialty retail, music,
hobby/entertainment, and dining investment opportunity on the Boulevard. Through this
study, the Kenmore Neighborhood Alliance should have information to help prioritize business
development efforts, justify investment in conversations with developers and prospective
businesses, and help local businesses understand their customers and business environment
better.

Study process

The retail market study analysis was completed over five months from January through May,
2018. The study process involved several key steps to evaluate the Boulevard commercial area’s
assets and challenges, compare supply and demand, understand competition and specialty
clusters, and make recommendations for the future.
1) Better Block Survey, Data and Policy Review. Existing data was reviewed and analyzed,
including survey data generated as part of the Better Block festival, giving the
researchers insight into residents’ and visitors’ priorities for the future of Kenmore
2) Stakeholder Interviews. Ten local business owners, seven of whom are property
owners on Kenmore, and an organizational leader, were interviewed.
3) Market trade area definition. Competitors were identified and used, along with
stakeholder input in a map survey, and drive times, to define the Boulevard’s trade
areas. In addition, local merchants collected walk-in patron zip codes which were
analyzed.
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4) Demographic and demand analysis. Demographics, income, worker population, and
other characteristics of demand within the trade areas were evaluated.
5) Local retail goods and services evaluation. Demand factors were compared to a
detailed inventory of retail supply in the trade area to quantify unmet demand within
the trade area
4) Restaurant and dining evaluation. In addition to the resident demand for dining within
the local trade area, dining was also evaluated for resident and worker demand within
the 10-minute drive zone from the Kenmore core.
5) Music industry and hobby/entertainment cluster analysis. Economic trends in these
industries were evaluated, and the Kenmore clusters were characterized in light of
regional patterns
6) Opportunities and recommendations. The retail evaluation was interpreted in light of
Kenmore’s four main street market groups to make practical recommendations for
implementation in revitalizing the Boulevard.

Partners

Four members of the Kenmore Neighborhood Alliance Board (KNA) were key participants in the
study, and provided a sounding board and introduction to merchants:
 Tina Brode-Boyes, KNA Executive Director
 Todd Ederer, Business Owner and Property Owner
 Jeff Vujevich, Business Owner
 Ed Michalec, Business Owner and Property Owner
Others consulted included:
 City of Akron, planning director and zoning/planning staff
 Seven other merchants and business owners
 First Glance staff
 MKSK project staff
A presentation was made to the Kenmore Neighborhood Alliance Board at the final draft stage
of the study.

Plan and Policy review

A review was done of existing plans and policies that affect business activity in Kenmore. A
detailed summary of those findings is included in a separate report, available from Kenmore
Neighborhood Alliance. Important plans with current relevance include:


The City of Akron is implementing a recent housing plan known as “Planning to Grow
Akron”, prepared in 2017 intended to strengthen and revitalize housing stock
throughout the City’s neighborhoods, including Kenmore (City of Akron, 2017)
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The City of Akron has completed a Market Value Analysis, prepared by the
Reinvestment Fund in 2017, which characterized neighborhoods according to their
housing market strength. Parts of Kenmore were rated as H/I and F/G on a scale of A
through I, with A representing the strongest market value properties.(The Reinvestment
Fund, 2017)
As a companion to the first two studies, the City of Akron sponsored the preparation of
“Build in Akron” by the Greater Ohio Policy Center, also in 2017, which classified
neighborhoods broadly according to their attractiveness and the financial feasibility of
developing housing. Kenmore was rates as a “Future Hot Spot” with values below the
market, but with a strategic location that showed promise. (Greater Ohio Policy Center
& DiSalvo Development Advisors, 2017)
The City of Akron is currently working on a neighborhood plan to address Kenmore’s
neighborhood-wide assets and challenges, and priorities for connections, parks,
housing, and transportation
The City of Akron is in progress on a zoning update that will ensure continuation of
traditional main street character with future development on Kenmore Boulevard
MKSK, a community planning consulting firm, has been engaged, with funding by the
Akron Community Foundation, to assist Kenmore Neighborhood Alliance in developing a
vision and strategies for revitalizing the Kenmore Boulevard Core Area from 13th to 16th
streets
A current City of Akron project is underway to renovate Kenmore Boulevard, with
potential plans to adjust the street design to better and more safely accommodate bike,
pedestrian, and automobile travel, as well as transit

In addition, local zoning was reviewed for details affecting potential business development on
Kenmore. See the separate summary document for details.

Kenmore Boulevard Overview

The Kenmore neighborhood is situated in the southwest quadrant of the City of Akron, roughly
coinciding with the 44314 zip code. As shown on Map 4, it enjoys excellent access to freeways
on three sides. The Boulevard runs east-west across the neighborhood, and is a wide,
traditional street with a center median that once housed a streetcar leading into downtown
Akron. The street’s traditional main street building line is largely intact in the five-block core
area. Quality commercial building construction consists of mostly brick one-story buildings of
historic character, with some two- and three-story buildings. Storefront spaces have large front
windows and traditional high ceilings. Kenmore was a separate municipality from the City of
Akron until 1929, with its own identity and government. This is still evident in the strong sense
of community among former and existing residents. Many multi-generational Kenmore families
still live there, own businesses, and participate in community activities.
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Map 3 Kenmore Location Map

ESRI, KM Date

Map 4 Kenmore Neighborhood Map

ESRI, KM Date
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Kenmore Boulevard

Google Streetview

Merchant and stakeholder interviews

10 Business owners and one nonprofit representative were interviewed to better understand
the business environment, assets and challenges on the Boulevard. Interviewees had been on
location in Kenmore from 2 to 28 years, with an average of 16 years. Four interviewees lease,
and seven own, their buildings. They averaged 2 full time and one part time employee, and
average space was 2,000 square feet. The total space represented was 20,000 square feet.
There was a total of 21 full-time and 10 part-time employees among the ten businesses.
Eight of the businesses collected walk-in customer zip codes during February, 2018. Results of
the zip code analysis are included in the Trade Area Definition section of this report.
Key Interview findings:
 There are at least eight strong businesses on Kenmore with a significant regional draw.
 Key benefits of business location on Kenmore included good freeway access, low rents,
good traffic on Kenmore, and complementary businesses that mutually attract customers.
 Challenges of business location on Kenmore included the public’s negative perception of the
neighborhood, lack of places to linger, and poor to fair condition of the street and street
infrastructure.
Interviewee recommendations for improvement of Kenmore’s business environment included:
 Improve lighting and condition of street and parking
 Fill storefront vacancies
 Increase diversity of businesses
 Provide places for food/dining/lingering at all price points
 Ensure on- and off-ramps in both directions from freeways (ODOT is in the process of
changing on- and off-ramp configurations)
Kenmore Boulevard Retail Market Analysis
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Create linkages to parks and bikeways
Provide places/programming for youth and families
Upgrade building facades and maintenance

THE LOCAL RETAIL BUSINESS CONTEXT
Why is neighborhood retail important?

As a neighborhood revitalizes, retail commercial development is a critical element of renewal.
Thriving neighborhood main streets rely on retail activity to create a vibrant sense of
community. They offer places for people to meet and interact with their neighbors, while
providing needed dining opportunities, goods and services. Neighborhood main street retail
businesses also provide avenues to neighborhood wealth and value building through
entrepreneurship, entry-level youth and resident employment; and opportunities for
advancement through business development and property ownership.

Uses of a retail market study

Citizens, neighborhood groups and cities working on revitalization of their main street often
turn to a retail market study as a first step. A market study can help illuminate the assets and
challenges of the retail business environment, and define gaps and surpluses in retail goods and
services. This knowledge can help those working on economic development to prioritize the
focus of their business recruitment and commercial development energy. It can also give them
information they can use to justify available purchasing power to developers/investors/lenders.
Finally, a retail market study can help businesses understand their customers, competitors, and
business environment. Once completed, a retail market study’s recommendations can be
implemented, along with work on business development and recruitment, patron and business
environment enhancement, and other measures to enhance the overall quality and vibrancy of
retail business on the street.

The retail environment of 2018

This analysis is done in the context of a major shift in supply and demand which is underway in
the retail industry across the US and even globally. Known as the “retail meltdown” or “retail
revolution”, this shift has implications for main streets that are both positive and challenging.
Several trends are driving this shift:
 The exponential growth in e-commerce over the past ten years, which is expected to
continue
 A shift in the preferences of the millennial and boomer generations toward engaging in
experiences, rather than acquiring goods; reuse and “making” of goods; and (in the case of
the boomer generation) divesting in their belongings as they downsize
 The tech savvy and fluidity of millennial and succeeding generations
 The US’s status as generally “over-retailed” (23.5 SF/person in 2016 vs Canada (16 SF) and
the UK/Europe (5 SF). Corrections are inevitable and expected.
Kenmore Boulevard Retail Market Analysis
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A national trend toward major retailers, which formed 67% of the retail market in 1992, and
75% in 2012 (Thompson, 2017)

The result has been a recent pattern of bankruptcy and downsizing of major retailers across the
country. Those who survive are experimenting with “small stores” and “omni-channel”
shopping models (web, physical, mobile, pickup, lockers, etc), among other attempts to
weather the revolution and reposition themselves in a changing market. The implications for
local retail are positive, however, as main streets are in a position to provide the experience,
personal service, and authenticity that retail patrons seek in brick-and-mortar stores.
“ Shoppers will return to Main Street in 2018. This trend is fueled by customers’ passion for a
new shopping experience that they can’t find online, at the mall, in the national chains or in big
box stores...small business retailers have a competitive advantage that none of these bigger,
better capitalized and techno-powered retailers have: their personal touch. This trend will
reshape the retail landscape over the next decade.”
---Pamela Danziger, president, Unity Marketing, in Forbes
(Danziger, 2017)
Keys to local retail success include providing unique and “un-Amazonable” goods and services;
participating in collaborations with neighborhood partners and other merchants to stage
programs, special events and opportunities for visitor/customer engagement; strong, socialmedia-based marketing; providing skilled customer service, advice, mentoring, and personal
customer-proprietor relationships; staging merchandise wisely and attractively; meeting all
market opportunities through both online and walk-in sales, and serving a variety of price
points; utilizing technology for optimum business management and inventory control; and
staying on top of and responding quickly to market trends.

Kenmore Boulevard Retail Market Analysis
Final Report revised July 27, 2018
KM Date Community Planning, LLC

17

Ace Hardware

City of Olmsted Falls

What is Amazon-Proof?
Providing goods, services and unique experiences which cannot be acquired on the internet
is key to local retail success. Such products and services include:









Deepest discount/bulk/off-market pricing
Luxury goods which customers prefer to select in person: jewelry, art, high end clothing,
home furnishings
Beauty, cosmetics and fashion goods, which customers enjoy seeing, trying on and
selecting in person
Establishments which provide an experience: activities and events, recreation and
opportunities to engage with the proprietor, staff and other patrons, crafts, do it yourself
arts and hobbies, unique store environment, unique and one-of-a-kind goods
Dining of all kinds
Establishments which provide personal services and advice, mentoring, lessons and howto, such as hardware stores, musical instrument stores, salons, auto repair, dry cleaning,
shoe repair
Establishments which provide creative and professional services: arts, specialty foods,
bakeries, hobby, custom, garden, accounting and legal advice, investment services
Daily family grocery shopping is likely to continue to be an in-person business on some
level due to shoppers’ preferences to choose their own food (especially produce) and
limit the cost of delivery and order fulfillment, and the last-minute nature of many
grocery purchases
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THE KENMORE LOCAL MARKET AREA
The first step in evaluating the local retail market is to define a Primary Local Market Area
(PLMA), from which most customers patronizing stores come. In the PLMA analysis, we are
characterizing the First Market, or the existing resident base, and we are looking at dining, basic
consumer goods, and consumer services, purchased by households within the PLMA.
Kenmore Boulevard’s Primary Local Market Area was defined using a gravity model, which
evaluates the relative strength of the Kenmore Boulevard Core in relation to its main
competitors. A boundary is defined using this data to evaluate the likelihood that a particular
household location will be more likely to head toward the Boulevard rather than the
competitor. A formula uses relative size and distance of the competitor as a proxy for interest
and convenience.
Results of the competitor analysis are shown in Table 1. Preliminary evaluation of a possible
Kenmore Primary Market Area boundary was tested with neighborhood stakeholders who were
asked to draw a map representing their idea of Kenmore’s market draw perimeter. Map 5
shows a composite of the stakeholder drawings. Six residents (leaders, merchants) and two
nonresidents (merchant, property owner) drew their impression of neighborhood boundaries.
Most generally align with zip/city neighborhood boundaries . The final PMA boundary was then
drawn, as shown in Map 6.
Map 6 Stakeholder PMA Drawings and Calculated PLMA Boundary
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Map 6 Kenmore Final Primary Local Market Area (PLMA) Boundary

Table 1 Kenmore Local Market Competitors
Store Name
Kenmore Boulevard Core

Estimated
Square Feet
Total
166,000

Rosemont Commons, Summit Mall

2,361,712

Summit Mall

1,493,400

Plaza at Chapel Hill

2,873,300

Arlington Plaza

546,650

South Plaza Center

432,170

Green Shops

730,700

Coventry Towne Plaza

393,500

Barberton Giant Eagle

131,500

Norton Plaza Shopping Center

244,950

Wadsworth Crossings

423,500

Wadsworth Walmart

873,050

Aldi Center
Source: KM Date, Google Earth

199,100
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Map 7 Kenmore Primary Local Market Area and Drive Time Zones

ESRI, KM Date Planning

Population in the PLMA

Table 2 shows key population characteristics within the defined Primary Market Area, and in
the 10-minute drive time zone, in comparison to Ohio, Summit County, and the City of Akron.
Table 2 Trade Area Population Characteristics
Characteristic
Total Population 2017
White Only Population 2017
Black Only Population 2017
Other Population 2017
Hispanic Population 2017

Primary Market
Area (PMA)
20,673
78.1%
14.8%
7.1%
2.0%

10 minute
drive time
114,617
58.0%
34.6%
7.4%
2.3%

38.1
14.4%
21.6%

36.5
15.0%
20.6%

Median Age
% Population over age 65
% Population under age 18

Ohio

Summit County

City of
Akron

82.2%
12.3%
5.5%
3.5%

79.6%
14.4%
6.0%
1.9%

61.1%
30.5%
8.4%
2.3%

39.3
15.5%
22.8%

40.8
16.2%
21.7%

36.7
13.6%
21.6%

ESRI, KM Date, US Census ACS 2012-2016

Kenmore is generally between the City and the County in demographic characteristics for race
and age, mostly closer to county characteristics. The 10-minute drive time shows
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characteristics closer to the City, as would be expected as a large proportion of the City of
Akron is included in that drive time zone. The City, County, PMA, and drive time zone all exhibit
characteristics that are in line with the State of Ohio, the exception being a higher level of racial
diversity than the state as a whole for the City and 10-minute drive zone. The ESRI projections
we reviewed show that population change is expected to be negligible between 2017 and 2022.

Workers and Businesses
Table 3 Workers and Businesses in the Kenmore Trade Area
Characteristic
Census Data
Daytime Population
Workers
Residents
Business Data
Number of Businesses
Number of Employees

Primary Market
Area (PMA)

5 minute
drive time

10 minute drive
time

15 minute drive
time

15,859
3,891
11,968

13,475
3,149
10,326

137,968
72,129
65,839

331,910
173,378
158,532

444
5,518

390
5,023

1,465
89,999

11,093
194,243

ESRI, KM Date, US Census ACS
Table 3 shows worker and business characteristics from two sources, the US Census American
Communities Survey 2012-2016 estimates, and ESRI’s Business Analyst services. Both are
estimates, with likely margins of error.
Workers within a 5 to 10 minute drive are likely to patronize businesses, especially
restaurants/food and entertainment, and some some daily errands. As shown, the daytime
population in the PLMA is smaller than the overnight population. A key number for
understanding dining demand is the number of employees, estimated at 72,000 to 90,000
workers, depending on the data source, who are working within a 10-minute drive zone from
the Kenmore core. This is in line with US Census Zip Code Business Patterns data which shows
that 4,000 businesses and 82,000 employees are at work within Kenmore area zip codes.
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Households
Table 4 Household Characteristics in the Kenmore Trade Area
Characteristic
Number of Households
Median Household Income
Mean Household Income
Total HH Spending

Primary Market 10 minute drive
Area (PMA)
time
Ohio
8,599
46,680
$
37,974 $
34,342 $ 50,674
$
45,634 $
52,100 $ 68,341
$ 392,406,766 $ 2,432,028,000

Average Household Size
2.45
% Households with Children
29.1%
under 18
% HH with Seniors 65+*
23.6%
% Households without access to a car
*note state/county/city are age 60 and over

Summit
County

City of
Akron

$ 51,562
$ 70,475

$ 35,240
$ 48,368

2.34

2.45

2.40

2.29

28.1%
25.5%

30.0%
37.6%
8.40%

38.8%
38.5%
9.00%

27.2%
34.8%
15.00%

ESRI, KM Date, US Census ACS

Households are the primary driver of retail business demand. It is households that purchase
daily and specialty goods and consumer services, and that make dining and discretionary
spending decisions. Much depends on the median and average household income. As shown
in Table 4, the Kenmore PLMA has about 8600 households. This is a lower number than the
25,000 household threshold desired by many mainstream retail establishments, including
grocery stores and chain stores. The average household size is typical for Ohio, but the
percentage of households with a senior present is much lower. The percentage of households
with children falls somewhere between the city and the county.
The percentage of households without access to a car is a useful number in assessing
opportunities for the local retail market, since households without a car are more likely to do
more of their shopping where they live. This information is not available below the City level,
but it is apparent that the City falls well above the state and county levels; the City’s 15% is still
below many neighborhoods in Cleveland which approach 25-30%.
Household mean and median household incomes in the PMA resemble those of the City of
Akron, lower than the state and county household income statistics. The total household
income in the PMA of $392 million is in the middle range of other urban neighborhood PLMAs
measured which were in the range of $150 to $500 million in a recent study done at Cleveland
State University. (Date, Simons, Thomas, LaPrade, & Oscar, 2016) The 10-minute drive time’s
$2.4 billion household income statistic is higher than the $1.25 billion benchmark that would be
achieved with 25,000 households with a mean household income of $50,000, and the 46,000
households in the 10-minute drive time exceed that benchmark.
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Housing
Table 5 Kenmore Housing Characteristics
Characteristic
2017 Total Housing Units
2017 Median Home Value
Owner Occupied
Renter Occupied
Vacant
Median Rent

Primary Market
10 Minute
Area (PMA)
Drive Time
9,931
54,162
$
74,080 $
82,330 $
47.9%
42.4%
38.7%
42.5%
13.4%
15.1%
$

Ohio

Summit
County

City of
Akron

139,100 $134,300 $ 80,000
59.0%
59.4%
44.1%
30.4%
31.1%
42.4%
10.6%
9.5%
13.5%
743 $
760 $
693

Source: ESRI Community Profile, US Census ACS 2012-2016 5-year estimattes

Housing characteristics are important to the local retail market. Since households drive retail
expenditure, the condition and characteristics of nearby housing indicate the household
spending level and neighborhood vibrancy. Good quality housing creates a neighborhood in
demand, and provides more people on the street, and therefore more retail demand. The
Kenmore PMA’s median home value is lower than the City of Akron overall, but the 10-minute
drive time area is higher. Both are well below the state and county values. Vacancy levels in the
PMA resemble those of the City, while the 10-minute drive zone level is higher. Vacancy across
almost all geographic units shown, including the state, is higher than the desirable 5 to 10%
averages used in the real estate industry. Summit County is the exception at 9.6%.The
proportion of owner occupied housing in the PMA is higher than the City of Akron and the 10minute drive zone, while still lower than the county and state.

Regional market demand

An attempt to characterize the regional specialty retail market was made by working with local
businesses to collect the zip codes of walk-in customers over a 30-day period in Feburary and
March, 2018. The results were highly variable by merchant, depending on their ability to collect
the zip codes, so the number collected is only a sampling of the total number who visited the
stores that month. Nevertheless, the exercise demonstrated that there is a large proportion of
existing customers coming to Kenmore Boulevard who reside outside the PMA.
Tables 6 and 7 summarize what we can learn about customers via their zip codes. 1463 zip
codes were collected by nine businesses on Kenmore over a 30-day period in February to
March, 2018. Two of those businesses supplied their walk-in customer lists. Of those collected,
98.5% were valid (1441 zip codes). 86% were from outside the Kenmore zip code (44314); 43%
were from Akron; 88% were from Summit and surrounding counties (Medina, Portage, and
Wayne). This indicates that the most important market for the Kenmore core currently is in
Summit and its adjacent counties, and merchants would do well to find ways to market within
this geographic area.
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An analysis of average incomes of the zip codes counted shows that the weighted average
household income of outside visitors is 50% higher than in the Kenmore neighborhood zip code,
and is very close to the Ohio average. While this is a substantial percent higher, it also shows
that regional customers coming to Kenmore are likely mainstream, coming from a wide range
of income levels, and not exclusive to higher-end zip code communities.
Map 8 shows the majority of the zip code locations collected. It should be noted that outliers
not shown included Toledo, Pittsburgh, Michigan, and the Cincinnati area.
Map 8 Customer Zip Codes Collected

ESRI, Neighborhood Merchants, KM Date

Map Legend: Count of Zip Codes Collected
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Table 6 Collected Zip Codes Analysis
Count
1441

Percent of
Valid Zips
100%

Total Kenmore Zips
Total Outside Kenmore
Total Ohio Outside
Total Out of State

196
1245
1226
19

14%
86%
85%
1.3%

Summit County
Cuyahoga-Lake-Lorain
Summit-Stark-Medina-Portage-Wayne
Mahoning-Trumbull-Columbiana
Akron

939
90
1262
34
617

65%
6%
88%
2%
43%

Geographic Area of Interest
Valid Customer Zip Codes

Kenmore Neighborhood Businesses, KM Date

Table 7 Collected Zip Codes Income Data
Geography
Kenmore (44314)
All Customers (Weighted)
Outside Visitors (Weighted)

Average
Household
Income
$
43,591
$
62,959
$
66,030

Summit County
Ohio

$
$

69,773
66,901

Zip Code Range
Lowest (Canton)
Highest (Terrace Park, Hamilton Co)

$
$

23,402
192,223

Percent All Customers Income Over Kenmore
Percent All Visitors Income Over Kenmore

44%
51%

Kenmore Neighborhood Businesses, KM Date
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RETAIL INVENTORY
In order to evaluate supply against likely demand, a detailed inventory of businesses in the
Kenmore PLMA was completed, using Google maps, Google Streetview, the County Auditor’s
real property data, windshield survey in the field, and individual businesses’ web presence
when available. Businesses were located by address, categorized by type of retail
establishment, and their first floor square footage noted or estimated.
Map 9 Retail Businesses in the Kenmore PLMA

ESRI, KM Date

Retail businesses within the PLMA boundary were found to be almost exclusively on Kenmore,
East Avenue and Manchester Roads. Kenmore Boulevard’s Core Area shows a cluster of the
greatest density and greatest diversity (“other”, in gray) of businesses. The Kenmore Core is
roughly between 12th and 17th streets. Core area anchors noted are Cozzoli Plaza with the Rite
Aid, Subway, and Family Dollar; the Akron Summit County Public Library; First Glance Youth
Center; and the existing specialty retail cluster.
The square footage measured was first-floor only. “Normal” retail vacancy is between 5 and
10% for retail spaces. Table 8 shows that the Kenmore Core’s vacancy at 17% is is higher than in
the PMA at 11%; both are higher than “normal”. In April of 2018, there was a total of about
27,000 square feet available in the Kenmore core.
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The inventory process involved some judgment to decide whether to include spaces as
potential storefront-suitable spaces. Some spaces had been developed as offices or other uses
and their design does not lend them to potential storefront uses. Use of first floor retail space
that is suitable for storefronts, by “other” businesse such as churches, daycare, contractors, and
general office or storage space, is common where vacancy is high, and is noted in Table 8 as
well. It is hoped that over time, once fully vacant spaces are filled, “other” uses will be able to
transition to fully active retail uses.
Note that professional offices, such as tax, legal, financial, real estate, insurance, design
services, and medical clinics, that are serving households or other businesses and have walk-in
customers, are considered to be providing consumer services and are legitimate uses for retail
spaces, especially in revitalizing neighborhoods where vacancy is high. Many professional
consumer-serving businesses choose to locate on main streets because of the historic and
pedestrian-friendly street environment, easy access and parking, availability of dining and
complementary uses, and neighborhood-friendly character of the business environment. Over
time, as vacancy drops, these businesses may migrate to upstairs spaces where they are
available. In the meantime, they provide activity on the street and help to maintain building
and business environment quality.
Map 10 Retail Businesses in the Kenmore Core

ESRI, KM Date
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Table 8 Kenmore PMA Retail Inventory Characteristics
Occupancy

Number of
Spaces

Square
Footage

ALL PMA
Occupied Retail Space
Vacant Spaces
Total Space
% Vacancy
Occupied Other Uses
% Other Uses

177
33
210
16%
18
10%

471,605
58,723
530,328
11%
49,455
10%

KENMORE CORE (12th-17th)
Occupied Spaces
Vacant Space
Total Space
% Vacancy
Occupied Other Uses
% Other Uses

46
16
62
26%
5
11%

131,863
27,086
158,949
17%
21,290
16%

KM Date

Table 9 PLMA Top 20
Category
Rental Services
Auto Repair
Gas Station/Convenience
Grocery
Community Association
Restaurant Limited Service
Bar/Tavern
Hardware/Garden
Restaurant Full Service
Business
Salon/Barber
Auto Wash and Detail Services
Hobby/Toy/Craft
Musical Instruments
Legal Services
Laundry/Dry Cleaning
General Merchandise
Drugstore
Storefront Church
Funeral Services

No.
First Floor
Establishm Square
ents
Footage
3
40,820
15
35,277
14
31,583
1
30,000
7
26,421
11
23,606
12
18,928
2
17,250
7
14,784
6
14,664
15
14,420
6
14,145
5
14,094
3
13,922
6
12,046
3
11,277
1
10,000
2
9,800
2
8,969
2
7,769

KM Date

Tables 9 and 10 show the top 20 retail categories for the PLMA overall, and for the Kenmore
Core. Note that the largest often represent regional-serving businesses (rental services, auto
repair,gas station/convenience) that draw many customers in from outside the neighborhood.
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Of note, compared to other urban neighborhoods, there are relatively few dollar stores
(“general merchandise”) and predatory businesses. There are also relatively few storefront
churches and nonretail businesses (“business”). (Date et al., 2016)
Table 10 Kenmore Core Top 20
Category
Community Association
Rental Services
General Merchandise
Restaurant Limited Service
Drugstore
Business
Hobby/Toy/Craft
Gas Station/Convenience
Storefront Church
Musical Instruments
Entertainment Venue
Recording Studio
Home Furnishings
Finance/Insurance
Salon/Barber
Dental Services
Hardware/Garden
Tattoo Services
Used Merchandise
Home appliances
KM Date

No.
First Floor
Establishm Square
ents
Footage
4
19,155
2
10,820
1
10,000
3
9,882
1
7,800
2
7,012
3
6,884
2
6,630
1
6,500
2
5,522
2
5,018
2
4,704
1
3,000
2
2,800
3
2,768
2
2,322
1
2,250
1
2,070
1
2,070
1
2,000

COMPARING SUPPLY AND DEMAND
A retail niche analysis was completed for 50 local retail categories to compare supply and
demand and understand gaps that could present opportunities for business recruitment. This is
a local retail analysis for goods normally consumed by neighborhood residents. The model
focused on the demand generated by consumer households living with the Primary Market
Area, supplemented by multipliers to approximate outside demand for a few categories.
A niche analysis model is built using available data on household income available for retail
purchases; (US Census and ESRI analysis); projected inflation rates (US Bureau of Labor
Statistics Consumer Price Index); typical annual household expenditures on each category (US
Census Household Expenditures Survey); typical annual sales per square foot for each business
type (Urban Land Institute); typical square footages for each business category (measured
within Akron vicinity, where available; and Urban Land Institute where not available (Urban
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Land Institute & International Council of Shopping Centers, 2008), (US Census Bureau, n.d.),
(“Consumer Price Index (CPI),” n.d.), (US Bureau of Labor Statistics, n.d.)
Judgment calls were made in setting basic working assumptions for the model, as follows.
Assumptions in the niche analysis model
 Data year dollars were inflated to 2019
 Capture rates were conservative, assuming that only 40% of household dollars available for
a category would be spent in the PLMA
 One nonresident dollar was added for each PLMA resident dollar for certain categories:
restaurants, books/music, home furnishings, specialty foods, used merchandise,
gifts/novelties, funeral services, all of which tend to attract a regional customer base
 Two nonresident dollars per resident dollar added for musical instruments, toy/craft/hobby
(reflecting large percent of outside customer base as shown in the zip code analysis)
Results of the niche analysis are shown in Tables 11 and 12. They address retail goods and
consumer services; a third group, dining, is addressed separately in the section on Restaurant
Market Evaluation. The results illustrate two levels of demand. The “gap” column shows the
square footage of demand in each category using the conservative 40% capture rate
assumption described above. In addition, a “leakage” column shows the total amount of
demand in the neighborhood that would exist if we assumed 100% of the dollars available for
that category would be met in the neighborhood. This helps to illustrate the total maximum
potential demand that could be met within the PMA. Both subtract out existing square footage
from the base demand generated by the households in the PMA.
The highlights of these tables are summarized in the Executive Summary of this report. It
should be noted that niche analysis should be taken with discretion, due to the judgment-based
nature of assumptions involved. Categories that are in oversupply may still be thriving, if they
are serving substantial regional (outside PLMA) customer bases. Similarly, categories that are
undersupplied must be evaluated with discretion, due to the proximity of mass retailing
establishments which provide most of the retail goods categories in one large store.
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Table 11 PMA Niche Analysis – Retail Goods
Total Gap
in SF
Needed
(40%
Capture)
RETAIL GOODS
Clothing/Shoes
General Merchandise
Home Furnishings
Used merchandise
Health/Beauty
Other retail
Gifts/novelties
Sporting goods/outdoors/bikes
Hardware/Home/Garden
Books/Music
Office Supplies/stationery
Florists
Luggage/leather goods
Auto Parts
Drugstores
Jewelry
Beer/wine/liquor stores
Household appliances
Specialty foods
Grocery
Computer/electronics/phone
Toy/Craft/Hobby
Gas Stations/Convenience
Musical instruments
Total/NET

12,971
29,125
5,717
2,974
2,538
2,352
1,524
2,070
1,748
2,183
814
263
81
(623)
(1,424)
(284)
(1,806)
(1,111)
(1,422)
(9,369)
(2,834)
(12,570)
(22,702)
(13,068)
10,216

Total No.
Stores
Needed

6.49
2.91
1.91
1.29
1.21
1.18
1.17
1.15
0.87
0.73
0.20
0.18
0.05
-0.12
-0.15
-0.24
-0.52
-0.53
-0.62
-0.67
-4.05
-10.47
-11.35
-13.07

Assumed
supported
SF
dollars
Leakage currently
(100% of leaving
residents) Kenmore

32,428
87,811
8,571
4,235
6,346
5,881
1,905
5,174
30,245
2,728
2,034
658
202
7,829
11,141
1,195
1,485
223
(737)
11,263
3,964
(12,824)
(9,381)
(13,211)
202,378

$
3,372,469
$
7,863,622
$
1,572,162
$
297,415
$
761,473
$
940,929
$
533,516
$
687,104
$
463,203
$
436,513
$
244,124
$
92,153
$
40,418
$
(146,305)
$
(676,262)
$
(141,902)
$
(632,060)
$
(333,242)
$
(355,512)
$ (5,152,675)
$
(850,142)
$ (6,599,076)
$ (22,702,380)
$ (6,534,187)

KM Date
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Table 12 Niche Analysis – Consumer Services
Total Gap
in SF
Needed
(40%
Capture)
CONSUMER SERVICES
Cinemas
Travel Services
Optometrists
Radio/Television/Electronic svcs
Tailoring/alteration
Misc Repair
Shoe repair
Bowling
Other Services
Locksmiths
Real Estate Services
Photography Services
Dental offices
Banks
Salon/barber/unisex
Pet Stores/Services
Financial Services/Insurance
Fitness/Health/Dance/martial arts
Tax Preparation/Accounting
Funeral Services
Laundromat/Dry Cleaning
Legal Services
Auto repair/services
Total/NET
KM Date
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165
145
76
16
35
6
24
(740)
(622)
(430)
(1,182)
(1,072)
(1,729)
(13,705)
(6,239)
(5,017)
(6,087)
(5,769)
(7,252)
(13,398)
(8,691)
(33,981)
(105,036)

Total No.
Stores
Needed

0.21
0.16
0.09
0.08
0.02
0.01
0.01
0.00
-0.21
-0.35
-0.43
-0.45
-0.54
-0.58
-3.43
-3.47
-3.86
-4.06
-4.44
-4.83
-5.36
-5.79
-13.07

Assumed
supported
dollars
SF
Leakage currently
(100% of leaving
residents) Kenmore

1,030
412
363
190
40
87
16
61
1,149
(608)
1,786
(1,048)
803
4,512
(12,633)
(5,173)
(3,978)
(5,877)
(4,569)
(7,123)
(12,991)
(3,658)
(32,037)
(79,245)

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

41,184
82,368
29,071
53,297
2,423
12,113
974
9,690
(259,090)
(311,155)
(86,045)
(319,214)
(267,987)
(691,684)
(2,741,068)
(935,906)
(2,508,570)
(3,043,745)
(1,730,564)
(1,087,827)
(1,674,709)
(1,738,144)
(6,796,183)
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ECONOMIC TRENDS FOR SPECIALTY RETAIL
As Kenmore has an existing cluster of retail businesses drawing regional customers in the music
and hobby/entertainment categories, one of the purposes of this study was to drill down on
those clusters to evaluate the potential for growth and to see what support or complementary
businesses might fit in. In addition, restaurant demand was evaluated in light of its likely
important role in anchoring the Kenmore Core in the future.
In evaluating retail activity with a regional draw, it is more difficult to characterize potential
customers as they are drawn from a wide geographic base. Instead, it is customary to review
general economic trends that drive business in specialty retail categories.

Disposable Income

Per Capita Disposable Income, and Households with Incomes over $100,000 annually, are good
indicators of demand for specialty retail. As household income becomes more “bifurcated” in
the US, with more households below the poverty rate, there are also more households in the
higher-income categories with disposable income available to spend on the arts, hobbies and
entertainment. The Per Capita Disposable Income Index for Ohio and the US shows a clear
pattern of steady increase at a rate that is ahead of inflation. At the national level, the number
of households with incomes over $100,000 is expected to continue to rise. (US Department of
Commerce, n.d.)
Figure 1 Per Capita Disposable Income, Ohio and US
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Figure 2 Households Earning More than $100,000

Ibis World

Consumer Confidence

Consumer confidence is a good measure to indicate consumers’ likellhood to spend on
discretionary goods and services, whatever their income. Consumer confidence is cyclical and
short term, but general trends can be traced. As shown in Figure 3, consumer confidence is on
a general upward trend since the recession, which can be good news for retail sales.
Figure 3 Consumer Confidence Index
US Consumer Conﬁdence Index
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Leisure Time
Figure 4 Hours Spent In Leisure
Average hours per day spent in selected leisure and sports activities by age, 2016 annual averages
Total, 15 years and over
35 to 44 years
65 years and over

15 to 24 years
45 to 54 years

25 to 34 years
55 to 64 years

Total, all leisure and sports activities

Socializing and communicating

Watching TV

Relaxing and thinking

Playing games

Computer use for leisure, excluding games

Reading for personal interest

Participating in sports, exercise, and
recreation
0 .0

1.0

2.0

3.0

4.0

5.0

6.0

7.0

8.0

Hours

Hover over chart to view data.
Source: U.S. Bureau of Labor Statistics.

Time spent in leisure is an important indicator for specialty retail because families with more
time for discretionary activities may likely spend it on the arts, hobbies, and entertainment, as
well as tourism and visits to main streets. A national trend chart shows that youth are spending
more time on TV, digital media, and sports; and less time on other recreation. This has major
implications for the music industry, where music lessons for youth have traditionally
contributed about half of the demand for music lessons and musical instrument sales. On the
other hand, seniors have more time for recreation and often spend it on the arts and
entertainment. (US Bureau of Labor Statistics, 2018)
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Trends in Consumer Preferences

The two largest population generations, the millennials, currently aged 22 to 37 (born 1980 to
1996), and the Baby Boomer generation, currently aged 54 to 72 (born 1946-1964), have a
dominant effect on choices in discretionary spending in the current economy. Their
preferences are similar in some ways and different in others. Millennials have grown up in a
digital world and prefer digital information and communication. They prefer the local and
unique to the mainstream and mass-produced, and due to their social media communication
preferences, support many local and unique businesses and artists, and attend live music and
events. They have a preference for the arts and for do-it-yourself activities, also driven by
social media exposure. As noted earlier, their preferences for spending money on experiences,
rather than on acquiring goods, is clear. Other preferences include green and sustainable living,
healthy foods, and urban living and socializing. All of these preferences position local retail to
attract a millennial audience.
The Baby Boomer generation, now empty nesters with higher disposable income, have some
similar tastes to millennials, including a preference for green and healthy living, and
experiences over goods as they downsize. Many of them are transitioning to urban living, and
patronize the arts, while having more leisure time for hobbies and entertainment. They differ
in their continued preference for personal communication, and their ability to navigate
(depending on age and personal comfort) both digital and print media sources.

flikr.com
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Economic and Real Estate Cycles

It is helpful for retail business advocates to be aware of economic cycles and where in the cycle
we are at the moment. While economic cycles are constantly changing, they do help us to
understand the short term business environment, especially its potential effects on
redevelopment activity. Currently, experts feel we are still on the growth side of this economic
cycle, but that we are nearing the peak. Reaching that peak, and a subsequent contraction, is
expected to occur at some point in the coming five years. There is an acknowledgement that
the past “7-year rule” for cycle length could be changing, with economic cycles lengthening
over time, perhaps partly due to the global nature of the economy and an associated slow
reaction time to changes. Figures 5 and 6 show two estimates of current cycle for the economy
and real estate. Pring Turner’s business cycle assessment indicates that we are headed toward
a peak which will then be followed by contraction. Glenn Mueller’s real estate cycle monitor
for the retail market shows the Cleveland area at point 8, with continued expansion yet to be
experienced for some time. (Turner & Pring, 2016) (Mueller, 2018)
Figure 5 Pring Turner Business Cycle Assessment, 2018

Pring Turner
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Figure 6 Mueller’s Retail Real Estate Market Cycle Forecast, first quarter, 2018

Glenn R. Mueller
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RESTAURANT AND DINING ANALYSIS
Economic Indicators Related to Dining

Demand for restaurants, known in the data world as Food Consumed Outside the Home, is
becoming more and more important in consumer spending and in the retail market. The USDA’s
measures of household food expenditures, adjusted for inflation, over 30 years show an
upward trend with no sign of leveling off. See Figure 7. In particular, household spending
nationally on food consumed outside the home (restaurants, takeout, catering) now exceeds
spending on food consumed at home (grocery). Similar data on the Midwest market shows a
more modest pattern, with food consumed at home still outpacing dining outside the home,
but the general upward trend still continues.
Figure 7 Household Expenditures on Food

US Department of Agriculture

The US healthy eating index of the USDA is another indicator worth noting for restaurants. This
index similarly is trending upward with no indication that it will level off in the near future. This
trend drives demand for full service restaurants, and the recent trend toward fast-casual
restaurants which provide counter service, but offer fresh food and fresh ingredient options,
focused on salads, vegetables, fruits and the like. In a corollary trend, consumption of alcohol
and caffeine are both falling off.
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Figure 8 Healthy Eating Index
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Consumer interest in healthier eating continues to grow
Is a plus for full service restaurants, fast-casual limited service restaurants, local
produce, and come specialty foods
Per capita alcohol and caffeine consumption is falling off

Dining Demand in the Kenmore Primary Local Market Area

Similar to the niche analysis performed above for retail goods and consumer services, a niche
analysis was performed to compare dining supply and demand in the PMA. Table 13 shows the
results. The results show that full service restaurants have a significant gap of 15,000 square
feet, while limited service restaurants show a modest oversupply. Since the line between fulservice and limited service restaurants is rather fluid, these can be taken together to show a net
demand of 13,000 square feet, or $3.1 million in annual sales. Note that bars and taverns are
currently in significant oversupply, at 13,000 square feet. This is likely due to a large customer
base coming from outside the PMA, including workers within a five or 10-minute drive zone.
Catering, while apparently in undersupply, must be taken with discretion, since so many
restaurants also cater. It is difficult to quantify the square footage of catering existing or
needed in any geographic area.
Similar to the niche analysis for local retail, certain assumptions drove the model. All dollars
were inflated to 2019; a 40% capture rate was assumed (40% of available dollars in the PMA
would be spent within the boundary). 100% capture figures are included for comparison.
Dollars supported relate to the 40% capture rate. Due to the likelihood of restaurants drawing
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from outside the PMA, one nonresident dollar was added for each resident dollar assumed to
be captured in the PMA.
Table 13 Kenmore PLMA Niche Analysis - Dining
Total Gap
in SF
Needed
(40%
Capture)
DINING
Restaurants - full service
Catering
Restaurants - limited service
Bars/Taverns
Total/Net
Full Service + Limited Service
KM Date

15,610
1,617
(2,265)
(13,606)
1,356
13,345

Total No.
Stores
Needed

6.8
1.6
-1.0
-7.6

Assumed
supported
dollars
SF
Leakage currently
(100% of leaving
residents) Kenmore

23,209
4,042
3,070
(11,626)
18,695

$
$
$
$

3,902,565
323,343
(792,873)
(2,721,218)

$

3,109,692

10-minute drive zone analysis

Recognizing the significant number of workers in the vicinity, and the reliable demand for
dining that usually comes with a worker population, the demand and supply for restaurants in
the 10 minute drive zone was compared. Map 11 shows the restaurant supply within the 10
minute drive zone.
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Map 11 Restaurant Supply – 10 minute drive zone

ESRI, KM Date

Legend: Restaurant Supply

See Table 14. Household demand in the 10-minute drives zone was estimated using the niche
analysis assumptions, expanded out to the larger number of households and their buying
power. In addition, Cleveland State University survey data indicates that workers eat out on
average about 1.5 times per week, with an average ticket of $10 per meal. This information
was combined with restaurant industry data, and ESRI’s estimated 89,999 workers , to arrive at
an estimate of demand. (Simons, 2014), (Simons, 2007), (Simons, 2004)
A capture rate of 40% in the PMA for full service restaurants, and 60% for limited service
restaurants, was used in both categories. This assumes that these percentages of the desired
meals would be purchased inside the 10-minute drive zone by residents living, and workers
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employed, within the drive zone. The result of this analysis shows a gap in demand of 34
restaurants, about 8 full service and 26 limited-service, representing about $25.7 million in
annual sales. It should be noted that if a more conservative number of employees was used,
the 72,000 estimated by the American Communities Survey (detailed in the demographics
section of this report), the total restaurant demand would fall somewhat to 22 restaurants, or
$18 million in sales, using the same conservative capture rates. Correspondingly, assuming
higher capture rates would increase the potential sales within the drive zone.
Table 14 Restaurant Demand
Description

Full Service
Restaurants

HOUSEHOLD DEMAND
Total Population in 10-minute drive zone
Total Households
Mean Household Income, 2015

$

Total household purchasing power spent on restaurants, inflated
to 2019

$

Capture rate within 10-minute drive zone
Number of restaurants supported by households
WORKER DEMAND
Total number of workers within 10-minute drive zone
Total number of restaurant meals per week per worker
Assumed proportion of total meals
Total demand: worker meals per year
Assumed capture of worker restaurant demand
Number of restaurants supported by workers
TOTAL RESTAURANT DEMAND
Total restaurants supported
Number of restaurants available in 10-minute drive zone
Number of New Restaurants Supported
$ In Restaurant Sales Supported
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114,617
46,680
52,100

58,815,922 $ 58,061,872
40%
60%
41
43
89,999
1.5
50%
3,307,463
40%
39

$

Limited Service
Restaurants

50%
3,307,463
60%
20

80
63
72
37
8
26
4,800,718 $ 20,927,947
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MUSIC CLUSTER ANALYSIS
The local music industry

As noted above, demand for regional-serving clusters is more difficult to quantify, but can be
addressed qualitatively by examining overall industry trends. The music industry at the local
level includes a wide range of partners, with the musical artist at the center. Artists purchase
instruments and equipment, pay for sound recording, instrument repair and teaching services,
and engage professional support such as business accounting, graphic design, set and web
design, and transportation services. In addition, they perform at music venues, and often
participate in a local arts culture which relies on “third places”, cafes, and a good street
enviromment to attract patrons and collaborate with other artists. Music industry trends, and
indications for Kenmore, are outlined below.

Music Industry Trends

Industry-wide, album sales are declining, but consumer demand for all music (recorded and
live) continues to increase with disposable income. The demand for live music is expected to
grow steadily. Large scale concert events are reaching saturation and leveling off, fueling
interest in small-scale and local events. Social media have enabled smaller acts to gain
audiences which contributes to this trend.
Musical instrument businesses have traditionally found 50% of their sales through local youth
and school music programs. Currently, youth have reduced time for practice due to competing
demand for time from social media and sports. In addition, schools are reducing programs.
This shifts the focus of instrument sales and repair, and music lessons, to higher-income adults
and households, and seasoned professionals. In addition, there is increasing competition from
online sales. Successful musical instrument businesses offset these trends by providing skilled
expertise, personal relationship teaching and mentoring, attractive product presentation,
diversity of products, and one-of-a-kind products, and collaborating with others in advancing
the local music scene. (IBIS World, n.d.)
Of interest, sound studios are in demand because of the need for a proliferation of loal artists
to market themselves online. Sound studios are deconcentrating due to the easy acquisition
and affordability of high quality equipment; it is no longer necessary to travel to a large city for
sound recording. Sound studios are “unamazonable” and “unDIYable” due to high level of skill
needed by talented sound engineers. (IBIS World, n.d.) This has resulted in sound studios
becoming one of the anchors of music industry clusters in local neighborhoods. As shown on
Map 12, sound studios and musical instruments stores are distributed throughout Northeast
Ohio, with the only potential clusters in Cleveland, Akron (at Kenmore), and Canton.

Kenmore Boulevard Retail Market Analysis
Final Report revised July 27, 2018
KM Date Community Planning, LLC

45

Map 12 Musical Instruments Stores and Sound Studios in Northeast Ohio

Legend: Musical Instruments Stores and Sound Studios

Elements of a Local Music Cluster

The actual music industry in any area is difficult to quantify, since so many participants are
freelance, part-time or multi-purpose, and many are home-based. An inventory of available
data on music industry businesses across northeast Ohio was done to understand the range of
businesses involved. The following is a list of the types of businesses that can make up a
cluster:
 Musicians and performers
 Musical instruments and equipment, repairs (new and used, range of price points)
 Music and performing arts instruction (dance is 50%)
 Sound and video recording
 Live music venues
 Managers, promoters, marketing and events
 Composers and writers
Kenmore Boulevard Retail Market Analysis
Final Report revised July 27, 2018
KM Date Community Planning, LLC

46






Music distributors, publishers (audio and music), book/music sales
Performing arts apparel, sets
Hardware and software
General business support: advertising, graphic design, accounting, banks, etc

The primary elements of a local music cluster are noted in blue, and are present in the Kenmore
neighborhood. What Kenmore can do is to promote more music performance venues, and
recruit complementary businesses such as dining, and professional services, and the arts. A
good neighborhood and street environment that supports a vibrant street life will also
contribute to the success of a music cluster. The arts complement each other: artists are often
cross-media in their interests and choice of friends and collaborators; and patrons of the arts
are often cross-media as well. It should be noted that “affordability” was cited by the music
industry businesses interviewed as an important aspect of the Kenmore Boulevard location for
their business success. Like many revitalizing areas, artists are attracted to areas with low
rents, and then their presence attracts investment, and soon the rents are not affordable and
they move on. It will be important for Kenmore to retain its affordability and balance a mix of
rents and price points in order to retain its arts community.

Complementary Activities and Needs for a Music Cluster







Banks, legal, tax and accounting, insurance and financial services
Graphic, art, photography and web design, marketing
Good location and street environment (parking, dining, signage, lighting/safety, freeway
access, other goods/services, social connections)
Affordable rents, property taxes and housing
Shipping and delivery, transportation convenience
Other arts: dance, performing arts, visual arts, video, photography, galleries, are an
important complement

HOBBY/ENTERTAINMENT CLUSTER
The hobby/entertainment industry

Kenmore is home to three businesses which fall into the hobby/entertainment industry
category: E&S Trains and Hobbies, Kenmore Komics and Games, and Magic City Sports Cards.
We looked more closely at this category to understand what other businesses might be
recruited to strengthen the cluster.
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E&S Train and Hobby

Hobby/Entertainment Industry Trends

Trends in the hobby/entertainment industry parallel the music industry and other specialty
retail, as they are similarly driven by a rise in per capita disposable income, number of higherincome households, and availability of leisure time. Revenues are expected to rise with
disposable income, and slow but steady growth is projected. This growth would be greater but
is limited by competition from online sales and mass merchandisers. Other contributors to
industry growth include millennial preferences for DIY and “making”, driven by social media –
millennials spend 50% more on crafts than older customers. In addition, baby boomers have
more time and disposable income for hobbies/entertainment/arts. Of note, half of all sales
were in three suppliers in 2017 (Toys R Us, Hobby Lobby, Michaels); the other half of sales is
almost all in small businesses with less than 10 employees. This may be due to the personal
service, and unique products, and supplementary services (such as classes, social groups and
repairs) that can be provided by small businesses. The arts are highly driven by high-income
households, but middle and upper-middle income households form up to 50% of the art gallery
market; a steady annual growth of 1% is projected for arts-related businesses. Similar to the
music industry, successful businesses will provide personal customer service, advice and
mentoring, classes, events, unique products, and attractive display of merchandise. (IBIS World,
n.d.)
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Map 13 Hobby/Entertainment/Arts Businesses in Northeast Ohio

An inventory of hobby/entertainment/arts businesses across Northeast Ohio was completed
using web sites as a primary resource. From the inventory, a list of the various businesses
making up this industry was compiled.

Elements of a Hobby/Entertainment/Arts Cluster








Trains/models
Comics/cards
Games/gaming
Arts/crafts supplies
Arts/crafts DIY activity stores
Yarn/needlework/quilting
Dolls/miniatures

Kenmore has a good start with items highlighted in blue, and could expand into other areas. In
particular, merchants interviewed stated that their businesses often draw male customers, who
come from a distance with their female companions. There is a desire to see businesses which
would be attractive to women such as galleries, unique clothing, arts/crafts and needlework, in
addition to coffee shops, dining, and arts-related activities. The quality of the street and
business environment, detailed under the music cluster section, is equally important here.
Having an attractive, safe, pedestrian-friendly street environment with dining, seating, historic
and design character, will help to attract customers and bring them back.
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OPPORTUNITIES AND CHALLENGES
This section outlines details on some of the most important assets, challenges and
opportunities affecting the business environment on Kenmore Boulevard. Information about
Kenmore’s strengths and challenges can help to guide future decisionmaking by the Kenmore
Neighborhood Alliance, business and property owners, the City, and other stakeholders in
strengthening Kenmore and enhancing its vibrancy as a retail destination. Key issues include
anchors drawing people to the Boulevard; liquor licenses; and freeway access. In addition, this
section outlines some general guidelines for future enhancement of the business environment.
Assets and Challenges
Kenmore’s market assets and challenges are summarized below. These were assessed based
on review of the data and analysis outlined in this report; business owner interviews, Better
Block survey data, and the author’s field visits to the Kenmore neighborhood, also contributed.
Kenmore’s Assets
 21,000 people, in 8,600 households, live in the Kenmore PMA
 72,000 to 90,000 workers employed within a 10-minute driving distance
 Excellent freeway connections are on three sides within 2 minutes
 Excellent parking availability behind main street buildings
 10 minutes to downtown Akron
 Strong existing retail base with regional and interstate draw
 Good quality architecture and character, unbroken street frontage
 Existing anchors: Cazzoli’s, Library, First Glance, Community Center
 Existing music and hobby/entertainment clusters
 Strong neighborhood identity and resident/expatriot loyalty
 General lack of chains and predatory businesses
Kenmore’s Challenges
 Storefront vacancies
 Fast driving speed on Kenmore Boulevard
 Perception of lack of safety
 Need for signage/wayfinding from freeways
 Need for upgrade of street environment, including facades, street, seating
 Lack of “third places” and dining
 Need for intensive upgrade of a few buildings
 Need for upgrade of rear parking area, including lighting and signage
 Lack of connectivity of anchors to each other and to the street
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What is a “Third Place”?

The term “Third Place” was coined by sociologist Ray Oldenburg in 1999. It describes places
in any community where people can meet, greet and socialize outside of home and work or
school. Examples include churches, coffee shops, beauty salons, auto repair shops, bike
shops, fitness centers, and the street itself. “Third Places” are often referred to as critical to
main street success. They can help to build community connections and social strength by
providing a place for community interaction to happen. (Oldenburg, 1999)

Kenmore’s Anchors
Anchors play an important role in acting as magnets, drawing customers to the street, where
they can then become aware of and patronize other businesses. Traditionally, a grocery store
would act as a primary anchor. However, on local main streets, dining is more and more
becoming an anchor. On Kenmore Boulevard, there are four primary locations/activities that
draw people to the Core. The Community Center, at the far eastern end of the core, has the
potential to act as an anchor, if provided with better connectivity and more diverse
programming.






First Glance
Cozzoli’s Plaza
Kenmore Branch, Akron-Summit County Public Library
Critical mass of established strong businesses with regional clientele
Possibly the Kenmore Community Center
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Akron-Summit County Public Library
The Kenmore branch of the Public Library draws patrons for information, media interaction,
and programs.

First Glance
First Glance is a faith-based youth recreation center which draws 900 unique youth visitors
every year, and 90 adult volunteers on a weekly basis.
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Cozzoli’s Plaza
Cozzoli’s Plaza draws a regular clientele because of its cluster of local-serving businesses,
including a Rite Aid, Family Dollar, Subway, and a convenience store (Ciggy’s Outlet). More
work can be done to enhance the business and physical environment here to strengthen its role
and connect patrons to the rest of the street.

Existing Retail Cluster
As demonstrated by the business zip code analysis, Kenmore has a significant asset in the
existing businesses which have a substantial regional draw.
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Kenmore Community Center
Kenmore Place, a senior housing complex, and the Kenmore Community Center, adjacent to it,
anchor the east end of the Kenmore retail business area. The Community Center provides an
opportunity to expand programming, particularly to serve youth and families, and enhance its
role as an anchor drawing people to the Kenmore Core. Attention needs to be given to
programming expansion, and to creating physical and visual connections to the core area of the
Boulevard.
Freeway Access
As noted in the introduction to this report, Kenmore enjoys easy access from freeways on the
north, west and south of the neighborhood, within two to five minutes’ drive of the Kenmore
Core. Of particular concern are two interchanges which will be affected with changes under
construction by the Ohio Department of Transportation in 2018. Access from I-76 at the west
end of Kenmore Boulevard is closing; patrons coming from the west and east will now need to
exit at State Road and find their way to Kenmore on surface streets. See Maps 14 and 15 for
diagrams showing the existing configuration, and future configuration, respectively. In
addition, patrons accessing Kenmore on I-76 from the north must exit at 22nd Street SW and
find their way to Kenmore. In both cases, signage will be very important to help drivers find
their way to the Boulevard. This would have the double effect of informing others of
Kenmore’s existence as well.
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Map 14 Immediate Kenmore access from I-76

Google Maps

Map 15 Proposed ODOT changes to I-76 interchanges at Wooster Rd and State Street

Akron Beacon Journal

Liquor Licenses
Liquor licenses are key to providing restaurant owners the ability to attract patrons desiring to
consume beer, wine or spirits with their meals. Liquor licenses are controlled by the Ohio
Division of Liquor Control, and are allocated per capita for communities across the state. Liquor
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licenses are classified into categories depending on the type of liquor consumed, and whether it
is to be consumed on premises or taken out. In particular, “D” type licenses are the most
desirable as they provide a proprietor the license to sell wine, beer, or spirits for consumption
onsite. Also of interest, however, are A licenses, which can be used by microbreweries and
wineries, even small scale operations.
See Table 15 for a list of licenses currently issued on Kenmore Boulevard, and Table 16 for a
brief description of license classes. Table 17 lists the status of various license classes in the City
of Akron. As is true of most developed areas in Ohio, available liquor licenses in Akron are near
capacity and are limited. Due to their high priority for restaurant operators, they are often
bought and sold at premium prices in these areas. Kenmore is likely to be no exception. As
shown in Table 17, while there is small capacity in some classes, there are more pending
applications than there are available licenses. It should be a high priority to begin discussions
with the City of Akron, the Ohio Division of Liquor Control, and local property owners to
determine the best course of action for attracting restaurant business to the Boulevard. One
option may be the creation of a Community Entertainment District, which would bring an
additional 5 Class D licenses within the district. A liquor license is not important for a coffee
shop or family restaurant, but will be highly important for expansion of full service restaurant,
entertainment and music industry opportunities on the Boulevard. (Ohio Department of
Commerce, n.d.)
Table 15 Liquor Licenses on Kenmore Boulevard
Business Name
Akron Fuel Mart
Kenmore Sun Rise
Rite Aid
Ciggy's Outlet
Circle K
Just a Dream Entertainment (Rialto Theater)
Kenmore Eastern Bar and Grill
Old 97 Café
Post 449 Firestone Memorial
Bank Lounge
Karls Elbow Grill

Address
737 Kenmore
1303 Kenmore Blvd
1047 Kenmore Blvd
1029 Kenmore Blvd
901 Kenmore Blvd
1000 Kenmore Blvd
973 Kenmore Blvd
1503 Kenmore Blvd
1090-94 Kenmore Blvd
1078-80 Kenmore Blvd
995 Kenmore Blvd

License Type
Year Issued
C1, C2
2016
C1, C2
2009
C1, C2
1988
C2, C2X
2009
C2, C2X
2002
D1, D2, D3
2015
D1, D2, D3, D3A
2005
D1, D2, D3
2010
D4
N/A
D5
2005
D6
N/A

Ohio Dept of Commerce, Division of Liquor Control, KM Date
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Table 16 Relevant Liquor License Classes
Type
A
A1
A2
A3A

Description
Manufacturers
Beer by producers of less than 31 mm gallons per year
Winery
Spirits by producers of less than 10,000 gallons per year

B

Distributors

C
C1
C2

Retail Carry Out Only
Beer in original containers
Wine and mixed beverages

D
D1
D2
D3
D4
D5
D5A
D5B
D5J
D5L
D6
D7
D8

Restaurants and Nightclubs
Beer
Wine and mixed beverages
Spirits
Clubs only, beer/spirits
Spirits/wine/beer
Hotels with more than 50 rooms
Malls
Community Entertainment District
Community Revitalization District
Sunday Sales
Resorts
Wine tasting on premises

Ohio Dept of Commerce, Division of Liquor Control, KM Date

Table 17 City of Akron Liquor License Status as of June 25, 2018
Population: 197,633
Class
C1
C2
D1
D2
D3
D3A
D4
D5

Ratio
1,000
1000
2000
2000
1500
0
2000
2000

Permit
Quota

Permits
Issued
198
198
99
99
132
0
99
99

Permits
Available
156
173
90
97
109
68
22
92

42
25
9
2
23
175
77
7

Applications
on File
10
11
6
10
7
4
0
10

Ohio Division of Liquor Control, KM Date
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Keys to a Successful Main Street

Successful main street business districts are unique and provide one-of-a-kind experiences.
On the other hand, there are several characteristics which they often have in common, and
which can help economic development proponents to frame their conversations about
priorities for creating a lively business environment.












16/7 Activities (7 am-11 pm)
A whole day’s activity - nearby recreation, entertainment, education
Anchors drawing customers
“Third Places”
Smart, well-managed businesses with vision, marketing savvy and access to capital
Diverse business mix
Aligned business hours
Safety, lighting, activity
Design character
Customer service
Unique and local experiences
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Serving Four Key Main Street Markets
There are four primary markets served by typical main street commercial areas. In order to
characterize the demand for retail goods and services on Kenmore Boulevard, it is important to
understand each of these markets and the demand they generate.
1)
First Market. Existing residents, often of modest income, who have lived in the
neighborhood for a long time. They seek affordable, convenient daily goods and services, and
convenient, affordable dining. Key elements needed:
 Affordable rents (renters)
 Affordable property taxes (owners)
 Affordable and accessible daily retail goods and services, affordable fresh foods
 Convenient and affordable transportation to work, school/training, shopping, services
 Social and community services
 Welcoming “third places”
2)
New resident market. As a street revitalizes, new residents will move there who are often
of higher income. They seek daily goods and services, but are willing to pay more for them, and
are also interested in unique, specialty goods and services and dining.
3)
Visitor market. This is the group that main streets traditionally aim to attract, as they
bring outside dollars into the community. Visitors seek unique experiences, specialty goods, and
dining.
Key elements needed in meeting new resident and outside visitor demand
 Good street environment
 Branding and capitalizing on assets
 Dining and shops with unique offerings, locally sourced goods, healthy foods
 Strong arts presence
 Programs, events and live performances in all seasons
 Personal service and expertise
4)
Worker market. Workers in the vicinity of a main street, particularly within ten minutes’
drive, are drivers of demand for dining. Research has shown that workers in various locations in
Northeast Ohio dine out at least once a week on average, whether it is for lunch or dinner. They
also patronize local businesses for daily errands, and some evening venues after work.
Key elements needed in meeting worker market demand:
 Lunch and after-work dining at various price points
 Good advertising
 Easy and convenient parking
 Convenient travel access from major work hubs
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Wikimedia Commons

Smitty’s Cinemas

Serving Youth and Families






Recruit arts programming and education/participation opportunities
Explore opportunities for recreation opportunities
Conscious provision of place(s) for teens to hang out before First Glance opens
Restaurants with family-friendly menus
Separated bike travel, especially connections to canal path

Examples of Youth/Family-Serving Businesses
 Video and Gaming Arcade
 Recess game and activity center (or similar)
 Board Game Café
 Library programming
 Tutoring, math/chess learning center
 Arts centers/classes
 Family movie/food venue
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RECOMMENDATIONS AND CONCLUSIONS

The findings of the retail market analysis, along with the assessment of Kenmore’s assets and
challenges, lead to some general conclusions that the Kenmore Neighborhood Alliance should
consider in moving forward with their economic development efforts. They fall into four
general categories related to enhancing customer demand and bringing more customers onto
the street; improving the business and patron environment; enhancing the critical mass and
mix of businesses; and supporting business strength.
ENHANCE DEMAND
 Support housing. Quality housing is the foundation of retail business, as it provides a base
of customers to visit the street, participate in events, and patronize businesses. Work with
the City and other partners to enhance housing quality and reduce vacancy, while
maintaining affordable options.
 Improve signage and wayfinding from the freeway exits to Kenmore Boulevard
 Improve recreation and trail connections, and signage; encourage family bike travel with
separated lanes
 Collaborate with merchants on marketing
 Expand social media marketing, and explore print and other ways to reach those not using
social media, such as the Kenmore Connection community newsletter
 Work with community input to create a strong brand and identity for Kenmore for use in
marketing efforts
 Capitalize on anchors through collaboration, marketing, and programming
IMPROVE THE BUSINESS AND PATRON ENVIRONMENT
In order to maximize patron attraction to the Boulevard, they must feel safe, comfortable,
welcomed, and have places to linger.
 Work with City and partners to improve the street environment overall
 Improve lighting, signage, and the quality of off-street parking areas
 Improve quality of place at anchors: Cozzoli’s Plaza, Library, First Glance (through
connectivity, seating, design, landscape, street presence, etc)
 Work collaboratively with partners to seek options for after-school youth activity
 Strengthen connections to the community center and senior housing as possible additional
anchors
ENHANCE CRITICAL MASS AND MIX OF BUSINESSES
Having a critical mix and mass of businesses maximizes the opportunity for businesses to
complement each other in drawing customers in, and keeping them on the street for a while.
An important factor here is that business’ open hours should be aligned, and activity should be
available on the street into the evenings and weekends. Patrons should have the feeling that
whenever they come to the Boulevard, something is happening.
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Recruit dining and coffee shops. In particular, Kenmore has the potential to be a magnet for
dining for the 10-minute drive zone in the southeast quadrant of Akron, drawing customers
and workers, as well as residents.
Continue to recruit additional evening venues especially music venues; over time,
encourage businesses to remain open to serve music venue patrons in the early evening
before events
Recruit arts/support businesses to complement the music industry
Recruit additional hobby/entertainment businesses to complement existing cluster
Recruit youth and family serving businesses
Provide additional Main Street businesses to provide basic services and daily goods for
residents
Continue to provide Pop-Up and informal storefronts/programming to diversify activity

SUPPORT BUSINESS STRENGTH
While a market study is an important first step in attracting new businesses, business strength
is far more important in ensuring success of the street economic environment for the long run.
Existing businesses could benefit from collaboration on marketing, events, programming, and
providing complementary goods and services; they may need capital assistance to upgrade
their facilities and expand business operations. New and potential businesses should be vetted
for readiness to begin a bricks and mortar presence. Many new businesses lack adequate
business savvy, vision development, business and marketing planning, and capital. Kenmore
Neighborhood Alliance can work with partners including the City of Akron, the Small Business
Development Center, the Financial Empowerment Center, and local banks to provide assistance
to existing and local businesses alike.









Provide networking opportunities for residents, businesses, artists
Support collaboration among businesses for marketing/programming/customer referrals
Encourage marketing, business development and capital access through the City, local
banks, Small Business Administration, Small Business Development Center, and others
Work with partners to establish capacity for liquor licenses in Kenmore restaurants
Reach out to local employers to seek and encourage collaboration on events, marketing,
ideas for Boulevard enhancement
Work with partners to establish a process for “vetting” potential businesses to match storeready businesses to available spaces, and to help them develop the business strength and
capital necessary to succeed in a bricks-and-mortar environment
Investigate ways to provide “transitional” space and opportunities for new/starter
businesses not yet ready for bricks and mortar
Support expansion and retention of existing anchor businesses
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CAVEATS AND LIMITATIONS
No market study can guarantee the success of any business – other factors such as business
savvy, merchant vision and branding, marketing expertise, adequate capital, business strategic
planning, and merchant collaboration, are critical to success. A market study is only a starting
point for collaborative work to enhance the business environment. This report makes no
representation about any events or possibilities in the future, and is intended for use in general
planning purposes by the Kenmore Neighborhood Association and its partners. The
assumptions used in this study are conservative and are based on best available current data,
but are estimates only. The assumptions are laid out more fully in the body of the report;
adjustments in these assumptions would lead to changes in the gaps identified in the demand
analysis. The inventory basis for this analysis represents a “snapshot” of business activity as of
April, 2018; this data has not been updated since that time.
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APPENDICES
The following appendices are provided in digital form for use by the KNA:
 Inventory of businesses in the PMA
 Inventory of restaurants in the 10-minute drive zone
 Powerpoints presented to the KNA Retail Market Analysis Steering Committee:
Preliminary Results (3-31-18); Draft Findings and Conclusions (5-2-18); Findings and
Conclusions (5-30-18)
In addition, separate documents provided to KNA include:
 Summary/analysis of Better Block survey results
 Policy review summary
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