


RETAIL FLOOR SPACE IN THE NEWTON FALLS TRADE AREA,
SQUARE FOOTAGE BY TRAFFIC ZONE

Retail Retail

Floor Floor

Space Space

Traffic sg ft Traffic sq. ft

County Zone (000) County Zone (000)
Mahoning 500 27.0 Trumbull 91 16.0
501 33.0 494 5.0

502 0.0 507 2.0

503 4.0 508 7.0

504 1.0 509 60.0

505 14.0 510 39.0

506 3.0 511 30.0

Portage : 550 1.2 512 12.0
612 0.0 513 0.0

614 82.3 514 0.0

616 b.2 515 11.0

617 0.0 516 15.0

619 0.0 517 39.0

518 16.0

519 44.0

520 14.0

521 3.0

522 12.0

523 9.0

524 2.0

525 42.0

526 4.0

527 3.0

Sources: Eastgate Development and Transportation Agency 598 15.0

Akron Metropolitan Area Transportation Study
529 15.0
-16~
530 2.0
1 Sq. ft. 586.7
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FIGURE 8

NEWTON FALLS
= PRIMARY TRADE AREA
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Nearly half of the total vetail space in the primsry  frade

located within the municipal limits of Newton Falls., Approximately
sauare feet of the 587,000 square feet total are within the oitu,
Within the secondary trade area of HNewton Falls, there  are dipe

~

(cencus  defined) major retall centersz. hese includs The Youngeol

Warren Central Business Districts, the Eaztwnnd and Soutbern Pael Malle,

the Trumbull Shopping Center and surrounding area {Parkman Roadi. the Board

man Plara and surrounding ares  {(State Route 274), the Liberty Plaza and

surrounding area {(Belmont dvenue), the Village Square and surrounding  aprsg
{State Route 422), and the Gretchen Village and Warren Plara and =arvowmad-

ing area (Elm Road). Tegether, these major retall centers involwve  near 1y

k]
4

708 establishments, approvimately &508 of which have a vayrol’.  Tho
estahlishments employ nearly 12,0000 people, have ar annual  osaygeoll of

approximately 84,817, 008, and sales af  approximately #5036, 34H, ARA

annually. ®

POSSIRLE RETAIL OPPORTUNITIES IN NEWTON FALLS
The level and location of retail and service estrhlicshments in the New-
ton Falls area have been discussed in a general fashion. In order to detsr-

mine what types of new establishments have the best chance of flourishing

in Newton Falls, a more detailed analysis is required.

S e A S S WA S

#See U,8. Census of Retail Trade, Major Retail Centers, 198Z.
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The purpose of this analusis is to determine the gap hbetwsen what
currently exists in the primaryg trade area of Newton Falls in ferms of
retail and service establishmentsy, and what that trade area might  Le
expected to support.

The number of potential customers it  takes to support 2 commesvoial
activity varies with the type of activity. For ezample, it tabes & Taroser
pool of potential customers to support a camera shop  than it does  to
support a grocery store. Reasons for this relate to the proportion of the
overall population who support certain activities and the freguency  wild
which they support them. In other words, groceries are & CoOnsWwmEr o00d
which everyone must cbtain on a fairly regular basis, while photographic
supplies are not desired or needed by everyone and are demanded relativels
infrequently by most pecple who do purchase them.

The number of people it takes to support a given commercial activity
is referred to as the threchold population. Assuming that in the laong run,
competition in the marketplace will ensure that unmet demand is filled,
threshold populations can be determined by calcﬁlating the average number
of people per establishment in a given gecgraphic srps, For the purpose of
this analysis, these averages were calculated for selected activities in
the State of Ohio using the the 1982 Census of Retail Trade.#* These

averages, or threshold populations, are presented in Figure 9.

# Normally, the Census of Retail Salezs provides data for all establish-
ments and establishments with pauroll. In 1982, however, data were avail-
able only for establishments with payrcll. In order to determine the total
number of establishments, the proportion between establishments with pay-
roll and total establishments in 1977 was applied to the 198Z data.



Figure 9
THRESHOLD POPULATIONS FOR SELECTED RETAIL ESTABLISHMENTS AND SERVICES

Retail Establishments

SIC Code Type of Establishments Threshold Population
525 Hardware Stores . . . « « « « v ¢ & 4 « « s 4 o « + + o <« « . 9,530
531 Department Stores (incl. leased depts.) . . . . . . . . . . . 17,557
539 Misc. general merchandise stores. . . . . . . . .« . . . . . . 18,239
541 Grocery SEtOTES. « +v v v + & + & o o & s o o o s s e+ o« « « . 1,607
542 Meat and Fish (seafood markets. . . . . . . . . . . . . . . . 16,535
546 Retail bakeries . . . . . . . . . . . . . . . o 0 . 0 e e . 9,772
561 Men's & boy's clothing & furnishing furriers. . . . . . . . . 15,649
562 Women's clothing & specialty stores & furriers. . . . . . . . 5,127
565 Family clothing stores. . . . . . . « . . ¢« + « « « « « « « . 15,381
566 Shoe StOTES +« ¢« « &+ 4 « o o & o o o+ o o o o« o« o = o« o « « « . 5,852
5712 Furniture sStOreS. . « ¢ v « ¢ v o o o o o o o o o o o o o « o 1,498
572 Household appliance stores. . . . + + ¢ ¢« « « o « &« « « « « . 17,614
573 Radio, television & music stores. . . . « + « « v « « « « « .« 5,771

5812 Eating places . . v ¢« v v v v v vt e e e e e e e e e e e 852
5813 Drinking places (alcoholic beverages) . . . « « « + « « » « . 2,173
591 Drug StOTES « + « & & « & « ¢ 4 & & o o o = » o o o o o« o« « . 5,l46%
5941 Sporting goods stores & bicycle shops . . . . . . . . . . . . 6,333
5942 BOOK SEOTES « « + o 4 v 4 o« o & o o o o o o o o s o o o « « . 16,741
5943 Stationary SEOTES . + + o « o & o o « o o o o o o o & « « « . 56,532
5944 Jewelry SEOTES. + « « =+ + « o o o = o s o o o o o o o o « = « 1,509
5945 Hobby, toy and game shops « « . « « « = « « « « « « « « « . . 8,880
5946 Camera & photographic supply stores . . . « « « « « . . . . . 60,322

5947 Gift, novelty, and souvenir shops . . . . . . « « « . . . . . 6,213
5992 FIOTIiSE « + v ¢ 4 o o o o o o « 4 & o o & o o o &« w o o+ o 1,551
Services
722 Photographic studios, portrait. . . . . « « « « « « « « « . . 6,252
723,4 Beauty and barber shops . . « « « « « « « « « ¢ 4 4 o+ e e . . 898
7394 Equipment rental and leasing services . . . . . . . . . . . . 7,146
762 Electrical and electronic repair shops. . . . . « « « « « « . 5,252
764 Reupholstery and furniture repair . « « « « = « « o « o« « . . 11,414
783 Motion picture theaters . . . o« o« + « « « o o o « o « « « « « 24,102
793 Bowling alleys and billiards and pool, ect. . . . . . . . . . 17,332
801 Offices of physicians . . . + « « « « « « &« &« « « o o o « « . 1,256%
81 Legal ServicesS. .« « « o « o o o s e s e e 4 e a4 e e e s e o 1,226

*Based on 1977 data.
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Given the threshold populations for various commercial activities, and
the number of people reciding within the Hewton Falls trade area, it is
possible to determine the number of establishmente of &  given  tupe which
the Newton Falls trade area could theoretically support. Comparing the num-
ber of various types of establizhments which a trade area can theoreticaliy
support to the actual number of those establishments which exist  in the
trade area suggests what types of new establichments may have the Dot
chance of surviving in the market. The actual number of estabiishoents  in
Newton Falls was determined using field checke and city directories, The
ecstablishments were classified using cencsus definitions to maintain compara-
bility. Figure 18 presents both the actual number of establishments and
the theoretical number of establishments for the Newton Falls trade area.

When comparing the actual and theoretical number of establishnento
shown in Figuwre 1@, it is important to remember that the theoretical
numbers are based on Ohios and that Newton Falls does not exactly mirror
the state in all respects. Recall that the unemploument rate in the
primary trade area of Newton Falls iz higher than that of the s=state, that
the average income (depending on the definition used) appears to be
slightly lower than the state, and that the average level of educational
attainment is lower than the state. Taken together, these characteristics
suggest that the threshold pupulatién for a given activity in Newton Falls
might be greater than the average for Ohio. While these differences are

difficult to quantify, they should not be ignored.
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Figure 10
ACTUAL AND POTENTIAL NUMBER OF SELECTED RETAIL ESTABLISHMENTS
AND SERVICES IN THE NEWTON FALLS TRADE AREA

Retail Establishments

SIC Code Type of Establishments Number of Establishments
Theoretical/ Potential Actual
525 Hardware stores . . . . . . . . . . 2 4
531 Department stores (incl. leased depts.) . . 1 0
539 Misc. general merchandise stores .« e e 1 1
541 Grocery stores . . . . . . . 15 13
542 Meat and fish (seafood) markets . . 1 0
546 Retail bakeries . . . . . . . . . . e e . 2 2
561 Men's & boy's clothing & furnishing stores . 1 0
562 Women's clothing & specialty stores & furriers 4 1
565 Family clothing stores e . 1 0
566 Shoe stores e e e e e e e e e e e e e e 4 1
5712 Furniture stores ., . . . . . e e e e 3 2
572 Household appliance stores , . . . . . . 1 1
573 Radio, television, & music stores . . 4 1
5812 Eating places e e e e e e .. 28 20
5813 Drinking places (alcoholic beverages . 11 16
591 Drug stores C e et e e e e . . 4 5
5941 Sporting goods stores & bicycle shops ... . . 3 0
5942 Book stores . . . . . . . . . .. .. 1 0
5943 Stationary stores v e e e e e . . 0 0
5944 Jewelry stores . . . v . v v o v 4 v e v e . 3 1
5945 Hobby, toy, & game shops . . . . . e e e 2 0
5946 Camera & photographic supply stores . . . . . 0 0
5947 Gift, novelty, & souvenir shops . . e 4 2
5992 Florist e e e e e e e e e e e e e 3 4
Services
722 Photographic studios, portrait e e .. 3 2
723,4  Beauty & barber shops . . . . . . e e . 27 18
7394 Equipment rental & leasing services . . . . . 3 1
762 Electrical & electronic repair shops . . . . 4 3
764 Reupholstery & furniture repair . . . . . . . 2 2
783 Motion picture theaters e e e e e e e e e 1 0
793 Bowling alleys & billiards & pool, ect. . . . 1 0
801 Offices of physicians -« « . « « v « o« & + + & 19 9
81 Legal Services =+ « « « « o o o o o o0 o o o » 20 5
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One way to indirectly overcome the problem discusszed ahove 15 1o
interpret Figure 1@ in a conservative fashion. For evample, if the thecyat-
ical number of establishments of a given type iz 18, and the actual toambes
iz five, this should not be taken literally to mean that the trade ares cav
positively support five more establishments of that type. Instead, thoss
results should be interpreted to mean that—-—subject to other considerabtios
to be discussed shortlu--there ic probably sufficient demand to suppart a
new ectablishment of that type in the business district.

When examining the actual and theoretical numbers of ectablishments.
it is also important to keep in mind other factors not taken dirvectly g
account by the analyszis discussed above. For example, while it would
appear that there is substantial unmet demand for clothing establishments,
especially women’s clothing, in the Newton Falls trade aresa, it is probably
the case that much of this demand iz actually being met by the major retail
centers in MWarren and Niles. Pecple are willing to travel greater
distances for "higher order" goods such as clothing and jewelry than theus
are for "lower order' goods such as groceries. Therefore, the trade areas
of Warren and Niles for higher order goods probabl. overlap with what has
been designated as the Newton Falls trade area.

Another factor which should be considered is that some retail activ-
itiesy, such as shoe stores or jewelry shops, are more likely to be success-
ful if several establishments are clustered together. Pecause it is not
likely that several new establishments of one type will be attracted to New-

ton Falls simultaneously, activities not presently represented in the

23
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business district have little chance of benefiting from clustering in  the
short term.

The above discussion is not intended to suggest that a well-runs  con-
petitive women’s clothing store or jewelry shop, for evample, could ped
possibly survive in downtown Newton Falls. Rather, it ie meant (o eonpha-
size the fact that a favorable difference between actusl and theoretical
numbers displayed in Figure 10 does not guarantes a successful  new  busi-
ness, Other factors csuch as competition outside the trade area, distance
people are willing to travel to various types of establishmentsy and  enlre-
preneurial ability, all piag a part.

Keeping the above discussion in mindy the data presented in Figure 10
were reviewed and a list of establishmente which appear to have the best
potential for success in Newton Falls was produced. This list includes the
following establishments:

o eating place (restaurant)

o sporting goods store/bicycle shop
o hobby/game shop

e meat/fish market

o  beauty/barber shop

o equipment rental or lease

o physician’s office

o attorney’s office

24
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Other Possibilities

The above analysis is based on standard classifications and averagess
as suchy, it is not well-suited to deal with the potential for vnizue busi-
nesses or creative variations of more standard businesses, Although, 1t i=

imppssible to anticipate the ideas future entrepreneurs may have, it 15 not

difficult to envision new establishments springing up in Mewbton Falls tio
meet demands which are not presently articulated. Retail sstablishoents
and services which require a regional draw could be svcceseful  ip RNetwtoo

Falls if the demand for them is going unmet in the region.

ADDITIONAL FACTORS IN MARKETING

The preceding sections have mainly dealt with defining the types of
retail establishments and services which would have the best chance of
prospering in Newton Falls. UWhile the proper mix of goods and services is
important to a business district, other aspects of marketing must alsc be
considered.

The first order of business is to develop a retailing strategy to uti-
lize and take advantage of the strengths of the arsa. Retailing objectives
and strategy should focus on taking advantage of the environmental opportun-
ities and minimizing the negative facets that exist within the environment.
Analyring and adapting to the environment are the keys to the success of
retail trade in the area as well as being the key to success of the individ-

ual retailers,
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One of the advantages of the Newton Falls business disteict  which

should be taken full advantage of is ite intimacy. Vhe chopping cent
and malls which are Newton Falls® major competitors are successful  because
they concentrate a high volume and wide variety of goode in a caentrel,
easily accessible location. In so doingy however, the atmosphere of oerson-

alized service to the customer is sacrificed. Merchants in Newton Falls

are in a 9good position to capitalize on their ability to perzonalize
vices. This should be exploited whenever poscible. Several  ddoas whioh
might be further developed would be the creation of a logo and "gateh
phrase" which captures the sentiment above. This could then be continusllu
integrated in the advertising and promotion activities of individual bus:i-
nesses, In addition, group activities or community—-wide activitiss oould
also be integrated with the concept. The marketing principle involved here
is that if enough people repeat a saying often enough, it will eventually
become cnmmonplate perception.

It is also important for individual retailers to fully understand
their potential market. In order for a retailer to survive and prosper, it
is essential for him to know who his prime customer- . ey, where they live,
what they spend their time and money on (their life stuyle), and, most impor-
tantly, how to reach them effectively. It is possible to have a Qery pre-—

cice definition of the prime customer market segments, of exactly which

areas (neighborhocds) they live iny and of how to reach them.

26
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NEW DEVELOPMENT

Up to this point, only the “demand side" of the market has been
discussed. Ta complete the analysis, the Teupply side" aspects of new
development in Newton Falls will be briefly addressed; more specifically,
the issue of potential lease income will be discussed.

In order for new development to occcur (or be suppliedly, the investore
must be reasonably assured of a fair return on investment. [f & strocturs
is to be built and leasedy the income and benefits derived from leazing
that structure must yield a return in addition to covering the costs aswsoo -
ated with building and maintaining that structure.

Lease income in Newton Falls appears to be lower than in other commurni -
ties in the area. An informal survey of realtors in  Cortland, Garretis-
ville, Newton Falls, and Ravenna was conducted., This survey revealed that
lease income for commercial rooms or buildings in  the central business
districts of these communities, excluding Newton Falls and the clder sec-
tion of Garrettsvilley, typically ranged from $4.00 to $6.50 per square foot
for wisting buildings and from $7.50 to $10.@0 on new construction. In
Newton Falls, on the other hand, most existing comme - .3l space was leasing
for less than $3.00 per sauare foot.

Given these lease rates (and assuming the cost of construction, etc.
in Newton Falls is similar to these other communities), the profit mawimiz-
ing developer locking to build and lease would probably be reluctant to

build in Newton Falls unlesce added incentives exist or an attractive finan-

cial package is offered.

27

: - 3 . 5.t
MWM‘M&?;MNM‘M Y R YO T b S, i : sirts U P I AR AN S8 I o s AR e



CONCLUSION
The primary trade area of Newton Falls, as defined in  this study. i=

roughly oval in shape, extending approximately 3 to 4 milss to the sast and
west of Newton Falls and approximately 5 to & milee to the norih and  sonth,
Just over 24,000 people recide within this  area. The  Sov 3t i o
characteristics of this population suggest that the averagse disposzable
income in the primary market area is slightly lower than the average
disposable income in the region or state.

The secondary trade area, defined as that territory within approgi-
mately a 3@-minute drive of Newton Falls, covers most of Mahoning and Trume
bull Counties, a sizable portion of Portage County and a small section o f
Geauga County. Approximately 500,000 people live in this area. In weneral,
average disposable income in the secondary trade area appears tg he highe
than that of the primary trade area and more in line with that of the
state.

Pased on an analusic of existing retail establishments and the number
of establishments of various types of which can theoretically be supported
by a primary trade area the size of Mewton Falls, there appears to be sube-
stantial opportunity for new business in Newton Falls. However, this con-
clusion must be tempered by the fact that substantial competition, in the
form of major retail centers, lies just outside the primary trade area, and
by the scociceconomic makeup of the primary trade area population.

Interpreting the results of the market analysis with the above factors

in mindy, a 1list of establishments which appear to have the best potential
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for success in Newton Falls was produced. The list includes the follow.nag
tupes of establishments: eating place (restaurant’, ceporting gowds
store/bicycle shor, hobby/game shop, meat/fish markets bheauty/oarber  shoe,
equipment rental or lease, phu=sician’s office and attorney’s offive.

In addition to the establishments which the primarw  teade

supporty, other establishments which reauire a larger market can prosoes
Newton Falls if they are successful at drawing from  the =scondarw traods
area. Te do this, such an establishment would have to offer something
which would entice people, many aof whom live relatively npear majoar reeball
centers, to drive up to 25 miles to visit that establizhment.

One characteristic which Newton Falls possesses which wmay heles  to
attract the regional customer is its potential intimacy. While mejor
retail centers may offer convenience and large selections, thew tend to o b
rather impersonal and somewhat bland. Newton Falls, on the other handy can
be marketed as an interesting and intimate place to visit and shop.

fme cbstacle which could hamper the redevelopment of downtown Newtaon
Falls is the relatively low lease income which its retail structures

typically derive. Obviouslys develorsrs must be reasonakly assured of a
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