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Figure 1: The Twin Cities Harbor study area, shown above, can presently support an additional 66,480 sf of retail and 
restaurant development. 
 
Executive Summary 
This study finds that the Twin Cities Harbor study area has an existing demand for up to 66,480 
square feet (sf) of new retail development producing up to $19.2 million in sales. By 2020, this 
demand could generate up to $20.4 million in gross sales. This new retail demand could be 
absorbed by existing businesses and/or with the opening of 25 to 35 new stores and restaurants. 
 
Please find below a summary of the 2015 supportable retail:    
          

14,200 sf Grocery Stores  
11,400 sf General Merchandise Stores 

8,200 sf Apparel & Shoes 
7,800 sf Full-Service Restaurants 
6,000 sf Limited-Service Restaurants 
5,700 sf Bars, Breweries & Pubs 
4,000 sf Miscellaneous Store Retailers 
3,000 sf Special Food Services 
2,000 sf Furniture & Home Furnishings Stores 
2,000 sf Jewelry Stores 
1,200 sf Sporting Goods & Hobby Stores 
1,000 sf Gift Stores 

66,500 sf Total 
 
If constructed as a new single-site center, the development would be classified as a small 
neighborhood type shopping center by industry definitions and could include 3-4 apparel stores; 
2-3 full service restaurants; 2-3 limited-service eating places; 3-4 general merchandise stores; 2-3 
grocery and specialty food and drink stores; 1-2 jewelry stores; 1-2 shoe stores; and an 
assortment of other retail and restaurant offerings.  
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Trade Area Boundaries  
This study estimates that the Twin Cities Harbor study area has an approximate 208-square-mile 
trade area, limited by M-140 to the East, Warren Dunes State Park to the South, Lake Michigan to 
the West, and 44th Avenue to the North. The boundaries roughly equate to a 12-mile radius or a 
20-minute drive time. 
 

 
 
Figure 2: Downtown Helena has an approximate 482-square-mile primary trade area (shown above in blue). 
 
The primary trade area is the consumer market where the study area has a significant competitive 
advantage because of access, design, lack of competition and traffic and commute patterns. This 
competitive advantage equates to a potential domination of the capture of consumer expenditure 
by the retailers in the study area. Consumers inside the primary trade area will account for up to 
60 to 70 percent of the total sales captured by retailers in the Twin Cities Harbor study area. 
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Trade Area Demographics 
The study site’s primary trade area includes 85,500 people, which is expected to decrease at an 
annual rate of -0.09 percent to 85,100 by 2020. The current 2015 households number is 34,900, 
increasing slightly to 34,800 by 2020 at an annual rate of -0.05 percent. Both population and 
household growth trends contrast the overall growth expected in the state. The primary trade 
area’s 2015 average household income is $61,300 and is estimated to increase to $71,200 by 
2020. Median household income in the primary trade area in 2015 is $43,300 and estimated to 
increase to $51,800 by 2020. Moreover, 36.8 percent of the households earn above $75,000 per 
year. Income levels in the primary trade area are less than state figures, but greater than the 
metropolitan statistical area. The average household size of 2.32 persons in 2015 is expected to 
remain nearly the same through 2020; the 2015 median age is 41.4 years old.  

 
Table 1: Trade Area Demographic Characteristics 

 

Demographic Characteristic Primary Trade 
Area 

Niles-Benton 
Harbor MSA 

State of 
Michigan 

     2015 Population 85,500 155,600 9,870,800 

     2015 Households 34,900 63,100 3,902,600 

     2020 Population 85,100 155,200 9,944,000 

     2020 Households 34,800 63,000 3,902,600 

     2015-2020 Annual Population Growth Rate -0.09% -0.05% 0.15% 

     2015-2020 Annual HH Growth Rate -0.05% -0.01% 0.21% 

     2015 Average Household Income $61,300 $59,100 $66,500 

     2015 Median Household Income $43,000 $43,000 $49,400 

     2020 Average Household Income $71,200 $68,500 $76,300 

     2020 Median Household Income $51,800 $51,400 $56,700 

     % Households w. incomes $75,000 or higher 29.3% 27.3% 31.5% 

     % Bachelor’s Degree 16.3% 15.1% 16.7% 

     % Graduate or Professional Degree 10.3% 10.6% 10.8% 

     Average Household Size 2.4 2.4 2.47 

     Median Age 42.8 43.1 39.9 
 
Table 1:  Key demographic characteristics of the study area’s primary trade area, the Niles-Benton Harbor Metropolitan 
Statistical Area and the State of Michigan. 
 
The primary trade area demonstrates a weakening housing market. Approximately 84.3 percent 
of housing units are occupied and the median home value is estimated to be $176,000. Of all 
households, 57.6 percent are owner-occupied, and that number that is expected to decrease to 
57.4 percent by 2020. Renter-occupied households have increased from 25.9 percent in 2010 to 
26.7 percent in 2015, but this statistic is projected to level at 26.5 percent by 2020. The vacancy 
rate has correspondingly increased from 15.0 percent in 2010 to 15.7 percent in 2015, and is 
expected to continue its incline to 16.1 percent by 2020. However, when seasonal or recreation 
housing units (2,450 units) are taken into account, the vacancy rate decreases to 9 percent. The 
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percentage of housing units valued at over $250,000 is expected to increase from 23.9 percent to 
36 percent – coinciding with an increase in the median home value to $217,600 by 2020. 
 

Table 2: 2015 & 2020 Supportable Retail Table 
 

 
 
Table 2: The study site’s primary trade area has demand for roughly 142,900 sf of new retail and restaurants.  
 
Methodology  
To address the above issues, GPG defined a trade area that would serve the retail in the study 
area based on geographic and topographic considerations, traffic access/flow in the area, relative 
retail strengths and weaknesses of the competition, concentrations of daytime employment and 
the retail gravitation in the market, as well as our experience defining trade areas for similar 
markets. Population, consumer expenditure and demographic characteristics of trade area 
residents were collected using census tracts from the U.S. Bureau of the Census, U.S. Bureau of 
Labor Statistics and Esri (Environmental Systems Research Institute).  
 

Retail Category
Estimated 

Supportable 
SF

2015
Sales/SF

2015 
Estimated

Retail Sales

2020
Sales/SF

2020 
Estimated

Retail Sales

No. of
Stores

  Retailers
Apparel Stores 6,080           $255 $1,550,400 $270 $1,641,600 3 - 4
Beer, Wine & Liquor Stores 730              $275 $200,750 $290 $211,700 1
Book & Music Stores 680              $215 $146,200 $230 $156,400 1
Florists 620              $195 $120,900 $205 $127,100 1
Furniture Stores 970              $225 $218,250 $240 $232,800 1
General Merchandise Stores 11,360         $295 $3,351,200 $315 $3,578,400 3 - 4
Grocery Stores 13,430         $305 $4,096,150 $325 $4,364,750 1 - 2
Home Furnishings Stores 1,050           $235 $246,750 $250 $262,500 1
Jewelry Stores 2,000           $315 $630,000 $335 $670,000 1 - 2
Lawn & Garden Supply Stores 770              $205 $157,850 $220 $169,400 1
Miscellaneous Store Retailers 1,880           $245 $460,600 $260 $488,800 1 - 2
Office Supplies & Gift Stores 1,040           $250 $260,000 $265 $275,600 1
Shoe Stores 2,100           $260 $546,000 $275 $577,500 1 - 2
Sporting Goods & Hobby Stores 1,210           $225 $272,250 $240 $290,400 1

     Retailer Totals 43,920         $250 $12,257,300 $266 $13,046,950 18 - 24
  Restaurants
Bars, Breweries & Pubs 5,730           $300 $1,719,000 $320 $1,833,600 2 - 3
Full-Service Restaurants 7,830           $320 $2,505,600 $340 $2,662,200 2 - 3
Limited-Service Eating Places 6,010           $310 $1,863,100 $330 $1,983,300 2 - 3
Special Food Services 2,990           $295 $882,050 $315 $941,850 2 - 3

     Restaurant Totals 22,560         $306 $6,969,750 $326 $7,420,950 7 - 11

     Retailer & Restaurant Totals 66,480         $263 $19,227,050 $279 $20,467,900 25 - 35
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Finally, based on the projected consumer expenditure capture (demand) in the primary trade area 
of the gross consumer expenditure by retail category, less the current existing retail sales (supply) 
by retail category, GPG projects the potential net consumer expenditure (gap) available to support 
existing and new development. The projected net consumer expenditure capture is based on 
household expenditure and demographic characteristics of the primary trade area, existing and 
planned retail competition, traffic and retail gravitational patterns and GPG’s qualitative 
assessment of the downtown Helena study area.    
 
Net potential captured consumer expenditure (gap) is equated to potential retail development 
square footage, with the help of retail sales per square foot data provided by Dollars and Cents of 
Shopping Centers (Urban Land Institute and International Council of Shopping Centers), 
qualitatively adjusted to fit the urbanism and demographics of the study area. 
 
Assumptions  
The projections of this study are based on the following assumptions:  
 

• No other major retail centers are planned or proposed at this time and, as such, no other 
retail is assumed in our sales forecasts. 
 

• No other major retail will be developed within the trade area of the subject site. 
 

• The region’s economy will stabilize at normal or above normal ranges of employment, 
inflation, retail demand and growth. 

 

• The new retail development will be planned, designed, built, leased and managed as a 
walkable town center, to the best shopping center industry practices of the American 
Planning Association, Congress for New Urbanism, the International Council of Shopping 
Centers and Urban Land Institute. 

 

• Parking for the area is assumed adequate for the proposed uses, with easy access to the 
retailers in the development. 

 

• Visibility of the shopping center or retail is assumed to meet industry standards, with 
signage as required to assure good visibility of the retailers. 

 
Limits of Study  
The findings of this study represent GPG’s best estimates for the amounts and types of retail 
tenants that should be supportable in the Twin Cities Harbor primary trade area by 2020. Every 
reasonable effort has been made to ensure that the data contained in this study reflect the most 
accurate and timely information possible and are believed to be reliable. It should be noted that 
the findings of this study are based upon generally accepted market research and business 
standards. It is possible that the study site’s surrounding area could support lower or higher 
quantities of retailers and restaurants yielding lower or higher sales revenues than indicated by 
this study, depending on numerous factors  including respective business practices and the 
management and design of the study area.   
 
This study is based on estimates, assumptions and other information developed by GPG as an 
independent third party research effort with general knowledge of the retail industry, and 
consultations with the client and its representatives. This report is based on information that was 
current as of September 29, 2015, and GPG has not undertaken any update of its research effort 
since such date. 
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This report may contain prospective financial information, estimates, or opinions that represent 
GPG’s view of reasonable expectations at a particular time. Such information, estimates, or 
opinions are not offered as predictions or assurances that a particular level of income or profit will 
be achieved, that particular events will occur, or that a particular price will be offered or accepted. 
Actual results achieved during the period covered by our market analysis may vary from those 
described in our report, and the variations may be material. Therefore, no warranty or 
representation is made by GPG that any of the projected values or results contained in this study 
will be achieved. 
 
This study should not be the sole basis for designing, financing, planning, and programming any 
business, real estate development, or public planning policy. This study is intended only for the 
use of the client and is void for other site locations, developers, or organizations.    
 

- End of Study   -
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Appendix EXHIBIT A1: Community Profile 
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Appendix EXHIBIT A2: Community Profile 
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Appendix EXHIBIT A3: Community Profile 
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Appendix EXHIBIT A4: Community Profile 
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Appendix EXHIBIT A5: Community Profile 
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Appendix EXHIBIT A6: Community Profile 
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Appendix EXHIBIT B1: Business Summary 
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Appendix EXHIBIT B2: Business Summary 
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Appendix EXHIBIT C1: Housing Profile - Primary Trade Area 
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Appendix EXHIBIT C2: Housing Profile - Primary Trade Area 
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Appendix EXHIBIT E1: Tapestry Segmentation  
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Appendix EXHIBIT E2: Tapestry Segmentation 
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Appendix EXHIBIT E1: Tapestry Segmentation 
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