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1.	
   INTRODUCTION	
  
	
  
The	
  Village	
  of	
  Middlefield.	
  	
  The	
  Village	
  of	
  Middlefield	
  is	
  located	
  in	
  eastern	
  Geauga	
  County,	
  
about	
  1	
  hour	
  east	
  of	
  Cleveland.	
  	
  The	
  main	
  routes	
  to	
  the	
  Village	
  are	
  via	
  Route	
  87	
  running	
  
East-­‐West	
  (Kinsman	
  Rd-­‐High	
  Street),	
  and	
  Route	
  608	
  running	
  North-­‐South	
  (Old	
  State	
  Rd-­‐
State	
  Avenue).	
  See	
  Map	
  1	
  for	
  location.	
  Lacking	
  freeway	
  access	
  and	
  County	
  seat	
  status,	
  
Middlefield	
  is	
  nevertheless	
  a	
  thriving	
  small	
  town,	
  home	
  to	
  several	
  significant	
  employers,	
  
and	
  the	
  center	
  of	
  the	
  fourth	
  largest	
  Amish	
  settlement	
  in	
  the	
  United	
  States.	
  	
  The	
  Village	
  
population	
  in	
  the	
  2010	
  census	
  was	
  2,694;	
  and	
  its	
  businesses	
  employ	
  over	
  7000	
  workers.	
  	
  
The	
  Village	
  is	
  known	
  for	
  its	
  business-­‐friendly	
  environment,	
  family-­‐oriented	
  community,	
  
and	
  the	
  strong	
  work	
  ethic	
  of	
  its	
  workforce.	
  Amish	
  and	
  non-­‐Amish	
  families	
  and	
  businesses	
  
live	
  and	
  work	
  together	
  side-­‐by-­‐side	
  and	
  cooperate	
  in	
  a	
  small	
  town	
  community.	
  
	
  
Goals	
  of	
  the	
  Study.	
  	
  The	
  Village	
  of	
  Middlefield	
  engaged	
  the	
  services	
  of	
  the	
  CSU	
  Center	
  for	
  
Community	
  Planning	
  and	
  Development	
  to	
  do	
  a	
  study	
  of	
  their	
  retail	
  market.	
  	
  The	
  Village	
  had	
  
two	
  goals:	
  
	
  
1)	
   Develop	
  ideas	
  to	
  fill	
  vacancies	
  in	
  Village	
  retail	
  spaces	
  
2)	
   Make	
  recommendations	
  for	
  strengthening	
  Village	
  retail	
  business	
  
	
  
This	
  study	
  was	
  developed	
  to	
  help	
  the	
  Village	
  meet	
  these	
  goals.	
  	
  	
  
	
  
Map	
  1	
  Project	
  Location	
  

	
  
Source:	
  	
  Google	
  Maps	
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Study	
  Process	
  
	
  
The	
  study	
  was	
  conducted	
  during	
  the	
  fall	
  of	
  2013.	
  Kirby	
  Date,	
  AICP,	
  of	
  the	
  Center	
  for	
  
Community	
  Planning	
  and	
  Development,	
  conducted	
  the	
  study	
  as	
  part	
  of	
  her	
  student	
  project	
  
for	
  Master’s-­‐level	
  study	
  in	
  Real	
  Estate	
  Market	
  Analysis,	
  under	
  Professor	
  Robert	
  Simons,	
  
PhD.	
  She	
  met	
  with	
  the	
  Village	
  of	
  Middlefield	
  Economic	
  Development	
  Committee	
  several	
  
times	
  over	
  the	
  course	
  of	
  the	
  project,	
  and	
  committee	
  members	
  were	
  key	
  to	
  successful	
  
gathering	
  of	
  information.	
  
	
  
The	
  study	
  involved	
  detailed	
  reconnaissance	
  to	
  generate	
  new	
  and	
  existing	
  data	
  on	
  retail	
  
businesses,	
  customer	
  and	
  merchant	
  characteristics	
  and	
  attitudes,	
  and	
  competitors.	
  	
  
Additional	
  interviews	
  and	
  surveys	
  helped	
  to	
  understand	
  the	
  differences	
  in	
  buying	
  patterns	
  
and	
  merchant	
  attitudes	
  for	
  Amish	
  families	
  and	
  businesses.	
  	
  Data	
  gathering	
  included:	
  
	
  

n Detailed	
  inventory	
  of	
  businesses	
  in	
  PMA	
  (n=400),	
  field	
  check	
  and	
  online	
  
n Visitors	
  Survey	
  (n=96)	
  in-­‐person	
  and	
  online	
  
n Merchants	
  Survey	
  and	
  selected	
  interviews	
  (n=27),	
  online	
  
n Amish	
  merchant	
  and	
  household	
  interviews	
  (n=10),	
  in	
  person	
  
n Customer	
  Zip	
  Code	
  information:	
  	
  local	
  businesses,	
  visitors	
  survey	
  (3)	
  
n PMA:	
  	
  Giant	
  Eagle	
  market	
  analysis	
  report	
  (1)	
  
n Property	
  Manager	
  interview	
  (1)	
  

	
  
Surveys.	
  	
  As	
  part	
  of	
  the	
  project,	
  we	
  conducted	
  two	
  surveys	
  of	
  the	
  community:	
  	
  Visitors	
  and	
  
Merchants.	
  	
  The	
  information	
  gained	
  from	
  these	
  surveys	
  helped	
  with	
  several	
  key	
  decisions,	
  
including	
  which	
  businesses	
  to	
  include	
  in	
  the	
  evaluation.	
  	
  Amish	
  businesses	
  were	
  included	
  
because	
  40%	
  of	
  respondents	
  indicated	
  that	
  they	
  shopped	
  at	
  least	
  once	
  a	
  month	
  at	
  local	
  
Amish	
  businesses.	
  	
  More	
  information	
  and	
  analysis	
  of	
  the	
  surveys	
  is	
  addressed	
  under	
  Niche	
  
Analysis	
  later	
  in	
  this	
  report.	
  	
  Also	
  see	
  the	
  Appendix	
  for	
  a	
  more	
  detailed	
  summary	
  of	
  survey	
  
and	
  interview	
  findings.	
  
	
  
Steps	
  in	
  the	
  Analysis.	
  	
  Once	
  data	
  was	
  gathered,	
  the	
  following	
  steps	
  were	
  followed:	
  
	
  
1. Define	
  the	
  Middlefield	
  Village	
  Business	
  Area	
  
2. Determine	
  the	
  competitors	
  for	
  the	
  Village	
  Business	
  Area	
  
3. Determine	
  the	
  Primary	
  Market	
  Area	
  for	
  the	
  Village	
  Business	
  Area	
  
4. Determine	
  Supply:	
  	
  Businesses	
  in	
  the	
  Primary	
  Market	
  Area	
  
5. Determine	
  Demand:	
  	
  Buyers,	
  purchasing	
  and	
  capture	
  rates	
  

a. Identify	
  characteristics	
  of	
  buyers	
  in	
  the	
  Primary	
  Market	
  Area	
  
b. Identify	
  purchasing	
  patterns	
  for	
  different	
  retail	
  and	
  consumer	
  service	
  categories	
  

for	
  three	
  markets:	
  	
  non-­‐Amish	
  local,	
  Amish	
  local,	
  and	
  regional/tourism.	
  
c. Define	
  capture	
  rates	
  for	
  the	
  three	
  markets	
  identified.	
  

6. Compare	
  Supply	
  and	
  Demand:	
  	
  Perform	
  a	
  niche	
  analysis,	
  comparing	
  supply	
  and	
  
demand,	
  to	
  identify	
  categories	
  of	
  retail/service	
  business	
  oversupply	
  and	
  undersupply	
  in	
  
the	
  Primary	
  Market	
  Area	
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7. Opportunities:	
  	
  Identify	
  opportunities	
  and	
  case	
  studies	
  to	
  fill	
  vacancies,	
  aligning	
  with	
  
areas	
  of	
  over-­‐	
  and	
  under-­‐supply.	
  

8. Draw	
  conclusions	
  and	
  identify	
  next	
  steps.	
  
	
  
Each	
  of	
  these	
  topics	
  is	
  addressed	
  separately	
  in	
  this	
  report.	
  

2.	
   DEFINING	
  THE	
  MIDDLEFIELD	
  BUSINESS	
  AREA	
  
	
  
The	
  retail	
  market	
  analysis	
  was	
  done	
  for	
  the	
  Middlefield	
  Business	
  Area	
  as	
  a	
  whole.	
  	
  The	
  
Middlefield	
  Business	
  Area	
  is	
  defined	
  as	
  retail	
  and	
  service	
  businesses	
  within	
  the	
  Village	
  of	
  
Middlefield	
  and	
  Middlefield	
  Township,	
  plus	
  an	
  area	
  in	
  Burton	
  Township	
  that	
  is	
  just	
  west	
  of	
  
the	
  Village	
  borders	
  and	
  effectively	
  works	
  together	
  with	
  other	
  Middlefield	
  businesses.	
  	
  	
  
Surrounding	
  the	
  Middlefield	
  Business	
  Area,	
  Amish	
  and	
  farm-­‐based	
  businesses	
  are	
  
scattered	
  at	
  homes	
  and	
  farms	
  throughout	
  the	
  countryside,	
  carrying	
  a	
  range	
  of	
  household	
  
and	
  specialty	
  goods,	
  usually	
  high	
  quality	
  at	
  a	
  good	
  price.	
  	
  
	
  
Middlefield	
  is	
  a	
  Village	
  in	
  Geauga	
  County,	
  Ohio,	
  with	
  a	
  population	
  of	
  2,694	
  per	
  the	
  2010	
  U.S.	
  
Census.	
  	
  Middlefield	
  is	
  the	
  center	
  of	
  the	
  fourth-­‐largest	
  Amish	
  settlement	
  in	
  the	
  United	
  
States,	
  with	
  an	
  estimated	
  Amish	
  population	
  of	
  13,960	
  living	
  in	
  the	
  area.	
  	
  As	
  the	
  Amish	
  
utilize	
  horse	
  transportation	
  for	
  day-­‐to-­‐day	
  activities,	
  most	
  of	
  this	
  population	
  is	
  within	
  a	
  few	
  
miles	
  of	
  the	
  Village.	
  	
  
	
  
The	
  definition	
  of	
  the	
  Business	
  Area	
  was	
  done	
  carefully	
  with	
  the	
  Village	
  Economic	
  
Development	
  Committee	
  to	
  include	
  all	
  businesses	
  that	
  are	
  likely	
  to	
  be	
  visited	
  while	
  people	
  
are	
  in	
  town	
  for	
  work,	
  for	
  convenience,	
  or	
  shopping	
  at	
  the	
  Walmart	
  and/or	
  Giant	
  Eagle.	
  	
  It	
  
includes	
  all	
  of	
  Middlefield	
  Village	
  and	
  surrounding	
  Middlefield	
  Township,	
  and	
  the	
  eastern	
  
part	
  of	
  Burton	
  Township	
  that	
  is	
  adjacent	
  to	
  the	
  Village,	
  and	
  included	
  in	
  its	
  zip	
  code.	
  	
  
	
  
The	
  Village	
  of	
  Middlefield	
  Business	
  Area	
  consists	
  of	
  three	
  distinct	
  clusters	
  of	
  businesses:	
  	
  	
  
	
  
1)	
   The	
  downtown	
  area,	
  surrounding	
  the	
  main	
  intersection	
  of	
  State	
  and	
  High	
  Streets,	
  
2)	
   	
  A	
  significant	
  retail	
  area	
  ½	
  mile	
  west	
  along	
  West	
  High	
  Street,	
  comprising	
  a	
  Walmart	
  
Supercenter,	
  several	
  strip	
  centers,	
  and	
  many	
  freestanding	
  retail	
  establishments;	
  	
  
3)	
   The	
  Burton-­‐Middlefield	
  area,	
  including	
  a	
  small	
  commercial	
  strip,	
  and	
  several	
  
scattered	
  freestanding	
  businesses,	
  including	
  some	
  in	
  the	
  Berkshire	
  Industrial	
  Park.	
  
	
  
In	
  addition,	
  there	
  are	
  about	
  177,000	
  sf	
  in	
  the	
  surrounding	
  area	
  of	
  Middlefield	
  Township	
  
that	
  are	
  considered	
  to	
  be	
  in	
  the	
  Middlefield	
  Business	
  area.	
  
	
  
See	
  Map	
  2	
  showing	
  the	
  location	
  of	
  Middlefield	
  Businesses,	
  and	
  Table	
  1	
  summarizing	
  the	
  
amount	
  of	
  business	
  in	
  the	
  Middlefield	
  area.	
  	
  A	
  total	
  of	
  1.09	
  million	
  square	
  feet	
  of	
  
retail/service	
  business	
  is	
  located	
  in	
  the	
  Middlefield	
  Business	
  Area.	
  	
  The	
  current	
  vacancy	
  
rate	
  in	
  the	
  Village	
  proper	
  is	
  14.08%,	
  or	
  about	
  90,000	
  Square	
  Feet.	
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Of	
  note,	
  customers	
  for	
  Middlefield	
  area	
  businesses	
  are	
  drawn	
  from	
  the	
  immediate	
  area,	
  but	
  
also	
  from	
  the	
  region	
  and	
  even	
  nationally	
  and	
  internationally.	
  	
  Tour	
  buses	
  often	
  visit	
  
Middlefield	
  for	
  one	
  or	
  two	
  days,	
  patronizing	
  several	
  area	
  attractions	
  including	
  Middlefield	
  
Cheese	
  Factory,	
  Mary	
  Yoder’s	
  Amish	
  Restaurant,	
  Sparrow	
  Christian	
  Bookstore,	
  Amish	
  
Home	
  Quilt	
  and	
  Craft	
  Shop,	
  the	
  Mesopotamia	
  General	
  Store,	
  and	
  the	
  Middlefield	
  Flea	
  
Market.	
  
	
  
See	
  the	
  Appendix	
  for	
  a	
  detailed	
  inventory	
  of	
  businesses	
  by	
  retail	
  category	
  in	
  the	
  Middlefield	
  
Business	
  Area.	
  
	
  
Map	
  2	
  Middlefield	
  Retail	
  Businesses	
  

	
  
Map:	
  	
  CSU	
  NODIS,	
  data	
  from	
  the	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development	
  

3.	
   VILLAGE	
  BUSINESS	
  AREA	
  COMPETITORS	
  
	
  
Key	
  competitors	
  were	
  identified	
  through	
  the	
  Visitors’	
  and	
  Merchants’	
  surveys.	
  	
  
Competitors	
  were	
  defined	
  as	
  other	
  areas	
  with	
  a	
  critical	
  mass	
  of	
  retail	
  business	
  that	
  would	
  
draw	
  regular	
  shoppers.	
  	
  As	
  shown	
  on	
  Map	
  3,	
  the	
  main	
  competitors	
  are	
  Chardon,	
  Bainbridge	
  
(2	
  areas,	
  Washington/306	
  and	
  Tanglewood),	
  Garrettsville,	
  and	
  the	
  Eastwood	
  Mall	
  in	
  Niles.	
  	
  
The	
  Mentor	
  Mall	
  to	
  the	
  Northwest	
  was	
  also	
  identified.	
  	
  To	
  the	
  Northeast,	
  Ashtabula	
  is	
  the	
  
nearest	
  competitor	
  at	
  40	
  miles	
  away.	
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Map	
  3	
  	
  Middlefield	
  and	
  Competitors	
  

	
  
The	
  competitors	
  were	
  identified	
  from	
  the	
  merchant	
  and	
  visitors	
  surveys	
  as	
  the	
  locations	
  
people	
  shopped	
  most	
  often	
  besides	
  Middlefield.	
  	
  	
  
	
  
Table	
  1	
  	
  Middlefield	
  Business	
  Area	
  and	
  Competitors	
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4.	
   THE	
  MIDDLEFIELD	
  PRIMARY	
  MARKET	
  AREA	
  
	
  
Gravity	
  Model.	
  	
  A	
  gravity	
  model	
  was	
  used	
  to	
  define	
  the	
  boundaries	
  of	
  Middlefield’s	
  
primary	
  market	
  area,	
  in	
  relation	
  to	
  its	
  competitors.	
  Table	
  8	
  shows	
  the	
  input	
  to	
  the	
  gravity	
  
model	
  calculation.	
  
	
  
Table	
  2	
  Middlefield	
  and	
  Competitor	
  Business	
  Areas	
  

	
  
Sources:	
  	
  Google	
  Maps,	
  Geauga	
  County	
  Auditor,	
  Portage	
  County	
  Auditor,	
  Trumbull	
  County	
  Auditor,	
  CSU	
  Center	
  for	
  Community	
  Planning	
  
and	
  Development	
  
	
  
	
  
Since	
  each	
  area	
  was	
  a	
  town/community	
  center	
  spread	
  out	
  over	
  a	
  geographic	
  area,	
  a	
  
centrally	
  located	
  and/or	
  “major	
  magnet”	
  business	
  was	
  chosen	
  as	
  the	
  reference	
  point	
  
location	
  for	
  the	
  purposes	
  of	
  calculating	
  the	
  PMA.	
  	
  	
  
	
  
Square	
  footage	
  for	
  each	
  business	
  in	
  Middlefield	
  and	
  the	
  competitor	
  areas	
  were	
  measured	
  at	
  
50,	
  100	
  or	
  200-­‐scale	
  on	
  Google	
  maps,	
  with	
  spot	
  checking	
  against	
  the	
  County	
  auditor	
  
reference	
  cards	
  (for	
  the	
  appropriate	
  County)	
  for	
  the	
  larger	
  businesses	
  and	
  shopping	
  strips.	
  
(over	
  approximately	
  20,000	
  SF).	
  	
  In	
  Middlefield,	
  all	
  businesses	
  were	
  checked	
  against	
  the	
  
County	
  Auditor’s	
  information.	
  In	
  Chardon,	
  all	
  businesses	
  over	
  20,000	
  square	
  feet	
  were	
  
checked	
  against	
  the	
  County	
  Auditor’s	
  information.	
  Please	
  note	
  that	
  a	
  second,	
  more	
  detailed	
  
inventory	
  was	
  done	
  within	
  the	
  established	
  PMA	
  for	
  the	
  purposes	
  of	
  the	
  niche	
  analysis.	
  
However,	
  for	
  the	
  purposes	
  of	
  the	
  gravity	
  model,	
  all	
  inventory	
  was	
  kept	
  to	
  the	
  same	
  level	
  of	
  
detail	
  	
  and	
  scale,	
  in	
  order	
  to	
  properly	
  understand	
  the	
  relationships	
  between	
  competitors	
  
and	
  the	
  subject	
  focus	
  area.	
  
	
  
Gravity	
  Model	
  Calculation.	
  	
  See	
  Map	
  8	
  and	
  Table	
  8	
  for	
  calculation	
  results.	
  	
  PMA	
  
boundaries	
  were	
  determined	
  based	
  on	
  the	
  distances	
  measured	
  on	
  the	
  map,	
  using	
  the	
  
formula:	
  
	
  

Distance	
  of	
  boundary	
  from	
  Middlefield	
  =	
  !"#$%&'(  !"#$""%  !"##$%&"%$#  !"#  !"#$%&'&"(
!!   !"#$%&  !""#$%&  !"  !"#$%&'&"(

!!"#$%  !""#$%&  !"  !"##$%&"%$#

	
  

	
  
Each	
  boundary	
  was	
  calculated	
  separately,	
  and	
  then	
  mapped	
  to	
  determine	
  the	
  Primary	
  
Market	
  Area.	
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The	
  competitors	
  were	
  the	
  primary	
  determinants	
  of	
  the	
  PMA	
  boundaries	
  to	
  the	
  north,	
  west	
  
and	
  south.	
  	
  Of	
  note:	
  	
  the	
  northwest	
  boundary	
  is	
  determined	
  by	
  Chardon,	
  which	
  
overshadows	
  the	
  Great	
  Lakes	
  Mall;	
  the	
  west	
  boundary	
  is	
  determined	
  by	
  Bainbridge	
  –	
  
Washington,	
  which	
  overshadows	
  Bainbridge	
  –	
  Tanglewood;	
  and	
  the	
  southeast	
  boundary	
  is	
  
determined	
  by	
  Eastwood	
  Mall-­‐Niles,	
  which	
  overshadows	
  Warren-­‐Cortland.	
  	
  To	
  the	
  east,	
  the	
  
boundary	
  is	
  set	
  at	
  a	
  20-­‐mile	
  radius,	
  due	
  to	
  the	
  likely	
  willingness	
  of	
  rural	
  residents	
  to	
  travel	
  
to	
  shop.	
  This	
  is	
  confirmed	
  by	
  the	
  visitor’s	
  survey	
  and	
  the	
  zip	
  code	
  analysis.	
  (see	
  below).	
  	
  
Further	
  than	
  20	
  miles,	
  Ashtabula	
  is	
  seen	
  as	
  a	
  reasonable	
  competitor,	
  about	
  40	
  miles	
  away	
  
from	
  Middlefield.	
  	
  In	
  addition,	
  low	
  rural	
  densities	
  in	
  these	
  areas	
  mean	
  that	
  an	
  adjustment	
  of	
  
boundaries	
  would	
  not	
  likely	
  reduce	
  the	
  available	
  population	
  substantially.	
  	
  Route	
  11	
  is	
  not	
  
seen	
  as	
  a	
  barrier	
  since	
  people	
  in	
  rural	
  areas	
  are	
  likely	
  to	
  be	
  willing	
  to	
  travel	
  across	
  such	
  
boundaries	
  in	
  order	
  to	
  reach	
  the	
  nearest	
  shopping	
  area.	
  
	
  
Map	
  4	
  PMA	
  Calculation	
  Map	
  

	
  
Source:	
  	
  Google	
  maps,	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development	
  
	
  
See	
  Map	
  5	
  for	
  the	
  PMA	
  boundaries,	
  as	
  used	
  in	
  GIS	
  to	
  generate	
  PMA	
  data.	
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Map	
  5	
  Primary	
  Market	
  Area	
  

	
  

5.	
   RETAIL	
  SUPPLY	
  IN	
  THE	
  PRIMARY	
  MARKET	
  AREA	
  
	
  
PMA	
  Supply.	
  	
  Within	
  the	
  PMA,	
  retail	
  supply	
  is	
  provided	
  primarily	
  by	
  the	
  Middlefield	
  
Business	
  Area.	
  	
  It	
  is	
  supplemented	
  by	
  smaller	
  retail	
  areas	
  in	
  Newbury,	
  Parkman,	
  Burton,	
  
and	
  Mesopotamia,	
  and	
  even	
  smaller	
  amounts	
  in	
  outlying	
  townships.	
  	
  Table	
  3	
  outlines	
  the	
  
total	
  retail	
  supply	
  in	
  the	
  Primary	
  Market	
  Area.	
  A	
  total	
  of	
  1.53	
  million	
  square	
  feet	
  is	
  present.	
  
	
  
Table	
  3	
  	
  Retail	
  Supply	
  in	
  the	
  Middlefield	
  PMA	
  

	
  
Source:	
  	
  field	
  measurements,	
  CSU	
  Center	
  for	
  Community	
  Planning	
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and	
  Development,	
  Google	
  maps,	
  and	
  Geauga	
  County	
  Auditor	
  
	
  
	
  
Figure	
  1	
  	
  PMA	
  Square	
  Footage	
  

	
  
Source:	
  	
  Field	
  Inventory,	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development;	
  Geauga	
  County	
  Auditor	
  data	
  
	
  
A	
  detailed	
  	
  inventory	
  was	
  completed	
  of	
  retail	
  and	
  service	
  square	
  footage	
  in	
  the	
  PMA.	
  	
  
Figure	
  1	
  shows	
  the	
  breakdown	
  by	
  geographic	
  area.	
  	
  See	
  Table	
  3	
  for	
  Retail	
  Supply	
  in	
  the	
  
PMA.	
  	
  Of	
  note,	
  the	
  Middlefield	
  Business	
  Area,	
  comprised	
  of	
  the	
  Village	
  of	
  Middlefield,	
  
Middlefield	
  Township,	
  and	
  the	
  Middlefield-­‐Burton	
  area,	
  contains	
  71%	
  of	
  the	
  total	
  retail	
  
square	
  footage	
  in	
  the	
  PMA.	
  
	
  

6.	
   RETAIL	
  DEMAND	
  IN	
  THE	
  PRIMARY	
  MARKET	
  AREA	
  
	
  

A.	
  Population	
  Characteristics	
  in	
  the	
  PMA	
  
	
  
There	
  are	
  a	
  total	
  of	
  61,390	
  people	
  in	
  the	
  PMA,	
  and	
  20,739	
  households.	
  	
  Of	
  these,	
  about	
  
13,960	
  people	
  are	
  Amish	
  (22%	
  of	
  the	
  total	
  in	
  the	
  PMA),	
  and	
  2703	
  households	
  are	
  Amish	
  
(13%	
  of	
  the	
  total).	
  	
  These	
  are	
  significant,	
  and	
  drive	
  the	
  average	
  number	
  of	
  people	
  per	
  
household	
  well	
  higher	
  than	
  the	
  national	
  average,	
  and	
  drive	
  down	
  the	
  age	
  range	
  in	
  the	
  PMA,	
  
which	
  is	
  significantly	
  lower	
  than	
  the	
  national	
  average.	
  The	
  average	
  household	
  income	
  is	
  
$54,485,	
  somewhat	
  above	
  the	
  national	
  average.	
  	
  The	
  Amish	
  presence	
  is	
  not	
  seen	
  to	
  have	
  
much	
  of	
  an	
  effect	
  on	
  the	
  household	
  income	
  in	
  the	
  area,	
  since	
  93%	
  of	
  Amish	
  heads	
  of	
  
household	
  work	
  off	
  the	
  farm	
  and	
  have	
  similar	
  income	
  sources	
  to	
  non-­‐Amish.	
  The	
  total	
  
income	
  in	
  the	
  PMA	
  is	
  $1.13	
  billion.	
  	
  
	
  



Middlefield	
  Retail	
  Study	
  12	
  

It	
  should	
  also	
  be	
  noted	
  that	
  there	
  is	
  significant	
  demand	
  in	
  some	
  retail	
  categories	
  coming	
  
from	
  outside	
  the	
  Primary	
  Market	
  Area,	
  due	
  to	
  tourism	
  related	
  to	
  the	
  Amish	
  presence.	
  	
  	
  
	
  
See	
  Tables	
  4	
  and	
  5	
  for	
  a	
  summary	
  of	
  key	
  information	
  gleaned	
  from	
  GIS	
  analysis	
  of	
  the	
  PMA.	
  	
  
There	
  are	
  61,393	
  people	
  and	
  20,739	
  households	
  living	
  within	
  the	
  PMA,	
  and	
  the	
  2010	
  
income	
  for	
  the	
  PMA	
  is	
  $1,129,166,701.	
  
	
  
Table	
  6	
  shows	
  the	
  total	
  income	
  for	
  the	
  PMA,	
  inflated	
  per	
  the	
  Consumer	
  Price	
  Index.	
  	
  Note	
  
that	
  it	
  is	
  assumed	
  that	
  the	
  2010	
  census	
  reflected	
  2009	
  income	
  data.	
  As	
  shown	
  in	
  Table	
  10,	
  
the	
  Income	
  Inflation	
  table,	
  the	
  total	
  PMA	
  income,	
  inflated	
  to	
  2013,	
  is	
  $1,240,336,433,	
  or	
  
$1.24	
  billion	
  dollars.	
  
	
  
Note	
  that	
  “income”	
  refers	
  to	
  annual	
  household	
  income.	
  
	
  
Table	
  4	
  Primary	
  Market	
  Area	
  Data	
  
Source:	
  	
  Kyle	
  Krewson	
  for	
  the	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development	
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Table	
  5	
  Summary	
  of	
  Population	
  Characteristics	
  in	
  the	
  PMA	
  

	
  
Source:	
  As	
  Noted.	
  	
  PMA	
  data	
  generated	
  by	
  Kyle	
  Krewson	
  for	
  the	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development.	
  
	
  
Table	
  6	
  Income	
  Inflation	
  

	
  
	
  

B.	
   Purchasing	
  Patterns	
  
	
  
The	
  demand	
  analysis	
  was	
  performed	
  by	
  defining	
  each	
  parameter	
  separately,	
  in	
  light	
  of	
  
specific	
  data	
  and	
  logical	
  deduction,	
  as	
  outlined	
  below.	
  	
  This	
  allowed	
  us	
  to	
  make	
  
adjustments	
  to	
  accommodate	
  Amish	
  vs.	
  Non-­‐Amish	
  buying	
  patterns,	
  and	
  to	
  accommodate	
  
tourist	
  purchasing	
  as	
  well.	
  	
  	
  
	
  
Typical	
  Household	
  Expenditures.	
  	
  The	
  first	
  step	
  in	
  understanding	
  retail	
  demand	
  in	
  the	
  
PMA	
  was	
  to	
  define	
  typical	
  purchasing	
  patterns	
  in	
  Non-­‐Amish	
  (typical	
  US)	
  and	
  Amish	
  
households.	
  	
  The	
  Consumer	
  Expenditures	
  Survey	
  was	
  used	
  to	
  define	
  typical	
  Midwest	
  
Household	
  purchasing	
  patterns,	
  and	
  then	
  an	
  Amish	
  family	
  was	
  interviewed	
  to	
  understand	
  
the	
  key	
  differences	
  in	
  an	
  Amish	
  household’s	
  expenditures.	
  	
  Table	
  7	
  shows	
  a	
  comparison	
  of	
  
typical	
  family	
  expenditures	
  for	
  both	
  Amish	
  and	
  Non-­‐Amish	
  families.	
  	
  The	
  amounts	
  in	
  this	
  
table	
  were	
  based	
  on	
  a	
  detailed	
  breakdown	
  of	
  retail	
  and	
  service	
  expenditures,	
  allowing	
  a	
  
summary	
  of	
  expenditures	
  that	
  were	
  of	
  interest	
  to	
  the	
  study.	
  	
  For	
  example,	
  automobile	
  
purchases	
  were	
  not	
  included	
  in	
  the	
  total	
  amount	
  of	
  retail	
  expenditures	
  in	
  the	
  niche	
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analysis.	
  	
  Table	
  8	
  shows	
  the	
  analysis	
  for	
  a	
  typical	
  US	
  household.	
  	
  A	
  	
  similar	
  supporting	
  table	
  
was	
  done	
  for	
  Amish	
  households.	
  
	
  
Table	
  7	
  Household	
  Expenditures	
  Comparison	
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Table	
  8	
  U.S.	
  Consumer	
  Expenditures	
  

	
  
	
  
Sales	
  Patterns	
  for	
  Retail	
  Categories.	
  	
  Once	
  a	
  total	
  percentage	
  of	
  household	
  income	
  
allocated	
  to	
  retail	
  and	
  consumer	
  services	
  was	
  isolated,	
  a	
  separate	
  analysis	
  was	
  done	
  of	
  
retail	
  business	
  trade	
  figures	
  to	
  determine	
  what	
  share	
  of	
  total	
  retail	
  sales	
  should	
  be	
  
allocated	
  to	
  each	
  store	
  type/category	
  of	
  interest.	
  	
  This	
  was	
  a	
  detailed	
  study	
  using	
  a	
  variety	
  
of	
  sources	
  to	
  determine	
  the	
  appropriate	
  share,	
  and	
  as	
  figures	
  for	
  different	
  categories	
  often	
  
were	
  for	
  different	
  years,	
  adjustments	
  to	
  same-­‐year	
  dollars	
  had	
  to	
  be	
  made.	
  	
  2011	
  was	
  
chosen	
  as	
  the	
  typical	
  year	
  because	
  the	
  majority	
  of	
  data	
  were	
  available	
  for	
  that	
  year.	
  	
  
Percentage	
  shares	
  were	
  the	
  ultimate	
  goal,	
  so	
  the	
  actual	
  dollar	
  figures	
  were	
  of	
  less	
  interest	
  
as	
  long	
  as	
  they	
  were	
  proportional	
  for	
  the	
  same	
  year.	
  	
  Table	
  9	
  shows	
  the	
  analysis	
  that	
  was	
  
done	
  for	
  Retail	
  store	
  categories.	
  	
  A	
  similar	
  analysis	
  was	
  done	
  for	
  consumer	
  service	
  
categories.	
  Two	
  additional	
  tables	
  were	
  done	
  to	
  adjust	
  retail	
  share	
  to	
  household	
  
expenditures	
  for	
  Amish	
  households.	
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Table	
  9	
  Retail	
  Category	
  Shares	
  of	
  HH	
  Income	
  

	
  
Sources:	
  	
  As	
  Noted.	
  
	
  
	
  
Average	
  Sales	
  Per	
  Square	
  Foot	
  for	
  Retail	
  Categories.	
  	
  Average	
  sales	
  per	
  square	
  foot	
  
were	
  defined	
  per	
  category	
  using	
  ULI’s	
  Dollars	
  and	
  Cents	
  of	
  Shopping	
  Centers.	
  	
  Where	
  
needed	
  for	
  certain	
  categories,	
  total	
  sales	
  for	
  that	
  category	
  were	
  disaggregated	
  based	
  on	
  
total	
  sales	
  for	
  that	
  category	
  and	
  total	
  number	
  of	
  establishments	
  (industry	
  data),	
  and	
  
average	
  size	
  of	
  establishment	
  (ULI	
  and	
  industry	
  data	
  as	
  noted,	
  and	
  actual	
  examples	
  in	
  
Middlefield).	
  	
  This	
  was	
  especially	
  important	
  for	
  services.	
  	
  Table	
  10	
  illustrates	
  the	
  analysis	
  
for	
  service	
  categories	
  where	
  there	
  was	
  little	
  ULI	
  data.	
  	
  A	
  similar	
  study	
  was	
  done	
  for	
  retail	
  
categories	
  where	
  needed.	
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Table	
  10	
  Selected	
  Service	
  Categories	
  –	
  Average	
  Sales	
  per	
  Square	
  Foot	
  

	
  
	
  
Inflation	
  Rates.	
  	
  Inflation	
  rates	
  used	
  in	
  the	
  Retail	
  Analysis	
  were	
  based	
  on	
  the	
  Consumer	
  
Price	
  Index.	
  	
  Percentages	
  were	
  calculated	
  separately	
  for	
  each	
  different	
  span	
  of	
  years.	
  
	
  

C.	
   Capture	
  Rates	
  
	
  
Capture	
  rates	
  for	
  individual	
  categories,	
  for	
  Amish,	
  Non-­‐Amish,	
  and	
  outside	
  PMA	
  
households,	
  were	
  generalized,	
  based	
  on	
  the	
  visitor’s	
  survey,	
  and	
  three	
  available	
  zip	
  code	
  
analyses.	
  Table	
  12	
  summarizes	
  capture	
  rate	
  groups.	
  
	
  
Capture	
  rates	
  inside	
  the	
  PMA	
  were	
  calculated	
  separately	
  for	
  Amish	
  and	
  Non-­‐Amish.	
  For	
  
Non-­‐Amish	
  inside	
  the	
  PMA,	
  the	
  visitors’	
  survey	
  zip	
  codes	
  were	
  used,	
  along	
  with	
  
information	
  in	
  the	
  visitor’s	
  survey	
  about	
  shopping	
  usage,	
  to	
  estimate	
  capture	
  rates.	
  Table	
  
11	
  shows	
  shopping	
  usage	
  rates	
  in	
  Middlefield.	
  This	
  was	
  supplemented	
  by	
  zip	
  codes	
  
provided	
  by	
  a	
  local	
  hardware	
  store,	
  which	
  show	
  that	
  98%	
  of	
  their	
  customers	
  come	
  from	
  
within	
  the	
  Primary	
  Market	
  Area.	
  (Figure	
  2).	
  The	
  large	
  blue	
  area	
  is	
  cash	
  sales,	
  which	
  cannot	
  
be	
  tracked	
  to	
  zip	
  code,	
  but	
  which	
  can	
  reasonably	
  be	
  assumed	
  are	
  local	
  Amish	
  customers.	
  	
  
For	
  Amish,	
  interviews	
  and	
  the	
  hardware	
  store	
  figures	
  were	
  taken	
  into	
  account	
  in	
  
estimating	
  capture	
  rate.	
  	
  Most	
  importantly,	
  there	
  are	
  several	
  retail	
  categories	
  that	
  are	
  
generally	
  patronized	
  by	
  the	
  Amish	
  at	
  a	
  very	
  minimal	
  level,	
  including	
  gas	
  stations,	
  electronic	
  
stores,	
  and	
  similar	
  stores.	
  Other	
  stores,	
  such	
  as	
  those	
  providing	
  grocery	
  and	
  household	
  
supplies,	
  have	
  a	
  high	
  Amish	
  capture	
  rate	
  because	
  of	
  the	
  distance	
  limitations	
  of	
  their	
  usual	
  
modes	
  of	
  transportation.	
  
	
  
	
   	
  



Middlefield	
  Retail	
  Study	
  18	
  

Figure	
  2	
  Local	
  Hardware	
  Customers	
  
	
  
	
  
Table	
  11	
  Shopping	
  Usage	
  in	
  
Middlefield	
  

	
  
Source:	
  	
  Visitors’	
  Survey	
  
	
  
	
  

	
  
Capture	
  rates	
  outside	
  the	
  PMA	
  used	
  zip	
  code	
  analyses	
  from	
  two	
  sources:	
  	
  the	
  Visitors’	
  
Survey,	
  done	
  in	
  person	
  at	
  the	
  Farmer’s	
  Market	
  and	
  Ace	
  Hardware	
  on	
  successive	
  Saturdays,	
  
and	
  online;	
  and	
  customer	
  zip	
  codes	
  provided	
  by	
  a	
  local	
  independent	
  business	
  that	
  is	
  a	
  
regular	
  tourist	
  destination.	
  	
  Map	
  6	
  shows	
  the	
  visitors’	
  survey	
  zip	
  codes,	
  and	
  Map	
  7	
  shows	
  
the	
  independent	
  business	
  zip	
  codes.	
  	
  Zip	
  codes	
  44062	
  and	
  the	
  ones	
  immediately	
  around	
  it	
  
are	
  assumed	
  to	
  be	
  within	
  the	
  PMA.	
  
	
  
Map	
  6	
  Visitors	
  Survey	
  Zip	
  Codes	
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Map	
  7	
  Independent	
  Store	
  Zip	
  Codes	
  

	
  
	
  
	
  
Figure	
  6	
  shows	
  the	
  visitors’	
  survey	
  zip	
  codes,	
  arranged	
  by	
  percentages	
  of	
  the	
  total.	
  	
  80%	
  of	
  
the	
  respondents	
  were	
  from	
  zip	
  codes	
  within	
  the	
  Primary	
  Market	
  Area.	
  	
  
	
  
Figure	
  3	
  Visitors	
  Survey	
  Zip	
  Codes	
  

	
  
	
  
Finally,	
  capture	
  rates	
  were	
  summarized	
  in	
  Table	
  12,	
  Capture	
  Rates	
  Groups.	
  	
  
	
  
	
   	
  

60%	
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1%	
  

1%	
  
1%	
  

1%	
  

1%	
  

1%	
   1%	
   1%	
  

Visitors'	
  Survey	
  Zip	
  Codes	
  

Middlenield	
  44062	
  

Burton	
  44021	
  

Huntsburg	
  44046	
  

Chardon	
  44024	
  

Garrettsville	
  44231	
  

Southington	
  44470	
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Table	
  12	
  Capture	
  Rates	
  Groups	
  

	
  
	
  

7.	
   COMPARING	
  SUPPLY	
  AND	
  DEMAND	
  
	
  

A.	
   Niche	
  Analysis	
  	
  
	
  
A	
  retail	
  niche	
  analysis	
  was	
  completed,	
  based	
  on	
  establishment	
  of	
  total	
  income,	
  uses	
  of	
  
household	
  income,	
  capture	
  rates,	
  retail	
  and	
  service	
  category	
  shares	
  of	
  total	
  industry	
  
expenditures,	
  average	
  business	
  sizes	
  and	
  sales	
  per	
  square	
  foot.	
  	
  Separate	
  tables	
  were	
  
prepared	
  for	
  Amish	
  and	
  Non-­‐Amish	
  households	
  due	
  to	
  their	
  markedly	
  different	
  buying	
  
patterns,	
  and	
  the	
  high	
  percentage	
  of	
  Amish	
  households	
  in	
  the	
  PMA.	
  In	
  addition,	
  potential	
  
demand	
  in	
  some	
  categories	
  due	
  to	
  tourism	
  from	
  outside	
  the	
  PMA	
  was	
  considered.	
  	
  
	
  
The	
  tables	
  below	
  illustrate	
  the	
  needed	
  retail	
  and	
  services	
  categories.	
  	
  It	
  is	
  important,	
  given	
  
the	
  wide	
  range	
  of	
  business	
  sizes	
  in	
  Middlefield,	
  to	
  note	
  the	
  total	
  square	
  footage	
  needed	
  as	
  
well	
  as	
  the	
  number	
  of	
  stores.	
  	
  In	
  the	
  retail	
  group,	
  clothing,	
  shoes,	
  specialty	
  food	
  services,	
  
electronics,	
  office	
  supplies,	
  and	
  building	
  supplies	
  are	
  noted	
  as	
  needing	
  additional	
  supply.	
  	
  
Clothing,	
  shoes,	
  and	
  a	
  party	
  center	
  in	
  particular	
  were	
  noted	
  in	
  visitors’	
  surveys	
  as	
  needed.	
  	
  
While	
  general	
  merchandise	
  –	
  discount	
  department	
  stores	
  is	
  noted	
  as	
  undersupplied,	
  it	
  
should	
  be	
  noted	
  that	
  the	
  supercenter	
  is	
  at	
  break	
  even,	
  and	
  variety	
  stores	
  are	
  oversupplied	
  –	
  
so	
  general	
  merchandise	
  establishments	
  as	
  a	
  whole	
  likely	
  cancel	
  each	
  other	
  out.	
  	
  	
  
	
  
Services	
  are	
  very	
  well	
  supplied,	
  and	
  the	
  only	
  area	
  of	
  additional	
  demand	
  is	
  “miscellaneous	
  
repair”.	
  	
  This	
  aligns	
  with	
  surveys	
  and	
  the	
  inventory	
  which	
  notes	
  no	
  real	
  services	
  demand	
  
except	
  for	
  “things	
  to	
  do	
  in	
  Middlefield”.	
  	
  Of	
  note,	
  there	
  is	
  not	
  enough	
  population	
  in	
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Middlefield	
  to	
  support	
  a	
  cinema	
  or	
  other	
  large	
  entertainment	
  venue,	
  but	
  a	
  smaller	
  venue	
  
may	
  be	
  supportable	
  by	
  the	
  “less	
  than	
  one	
  establishment”	
  rating	
  in	
  the	
  table.	
  
	
  
All	
  of	
  these	
  assumptions	
  were	
  put	
  together	
  in	
  the	
  Niche	
  Analysis	
  Table.	
  	
  It	
  is	
  shown	
  here	
  in	
  
three	
  parts	
  for	
  readability.	
  (Tables	
  13,	
  14	
  and	
  15)	
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Table	
  13	
  Niche	
  Table	
  Detail	
  –	
  Non-­‐Amish	
  Sales	
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Table	
  14	
  Niche	
  Table	
  Detail	
  –	
  Amish	
  Sales	
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Table	
  15	
  Niche	
  Table	
  Detail	
  –	
  All	
  Sales	
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B.	
   Retail	
  Sales	
  Conclusions	
  	
  
	
  
The	
  niche	
  analysis	
  in	
  table	
  15	
  includes	
  the	
  final	
  steps	
  in	
  the	
  analysis.	
  	
  Of	
  particular	
  
importance	
  are	
  the	
  last	
  two	
  columns,	
  containing	
  the	
  needed	
  square	
  footage,	
  and	
  the	
  
number	
  of	
  stores.	
  	
  Both	
  numbers	
  should	
  be	
  studied,	
  as	
  store	
  sizes	
  vary	
  widely.	
  	
  The	
  needed	
  
store	
  categories	
  are	
  sorted	
  to	
  show	
  those	
  with	
  the	
  highest	
  need	
  level	
  at	
  the	
  top,	
  and	
  the	
  
lowest	
  at	
  the	
  bottom	
  of	
  the	
  table.	
  	
  Those	
  that	
  are	
  shown	
  to	
  be	
  overserved	
  are	
  worth	
  equal	
  
study,	
  as	
  the	
  Village	
  will	
  want	
  to	
  avoid	
  attracting	
  more	
  business	
  in	
  these	
  areas,	
  in	
  order	
  to	
  
strengthen	
  and	
  support	
  existing	
  business.	
  
	
  
The	
  niche	
  analysis	
  illustrates	
  that	
  retail	
  sales	
  in	
  many	
  categories	
  are	
  at	
  break-­‐even	
  or	
  are	
  
overbuilt.	
  	
  Areas	
  of	
  opportunity	
  include:	
  

• Special	
  food	
  services	
  and	
  catering	
  
• Clothing	
  
• Shoe	
  stores	
  

	
  
The	
  first	
  three	
  align	
  with	
  identified	
  needs	
  in	
  the	
  visitors’	
  survey	
  and	
  merchants’	
  surveys.	
  	
  
Other	
  areas	
  shown	
  to	
  be	
  “opportunities”	
  must	
  be	
  evaluated	
  carefully,	
  due	
  to	
  the	
  presence	
  
of	
  Walmart’s	
  Supercenter	
  and	
  other	
  variety/general	
  merchandise	
  stores,	
  which	
  provide	
  
these	
  products	
  in	
  large	
  quantity.	
  	
  They	
  include:	
  
	
  

• Office	
  supplies	
  
• Personal	
  care	
  and	
  body	
  products	
  
• Electronics	
  
• Home	
  and	
  Garden	
  Supplies	
  
• Pharmacy	
  and	
  Drugstores	
  

	
  
It	
  should	
  also	
  be	
  noted	
  that,	
  while	
  discount	
  department	
  stores	
  are	
  listed	
  as	
  opportunities,	
  
another	
  type	
  of	
  general	
  merchandise,	
  Variety	
  Stores,	
  is	
  identified	
  as	
  overbuilt,	
  and	
  would	
  
likely	
  balance	
  out	
  to	
  zero	
  with	
  the	
  discount	
  department	
  stores.	
  	
  	
  
	
  
Finally,	
  restaurants	
  are	
  noted	
  as	
  being	
  in	
  oversupply	
  within	
  the	
  Primary	
  Market	
  Area.	
  	
  
Many	
  of	
  these	
  are	
  located	
  outside	
  Middlefield,	
  in	
  Newbury,	
  Parkman,	
  Burton,	
  and	
  
Bainbridge.	
  	
  It	
  should	
  be	
  noted	
  that	
  the	
  “oversupply”	
  refers	
  to	
  customers	
  within	
  the	
  
Primary	
  Market	
  Area;	
  this	
  category	
  is	
  highly	
  likely	
  to	
  serve	
  a	
  sizeable	
  proportion	
  of	
  
customers	
  from	
  outside	
  of	
  the	
  Primary	
  Market	
  Area	
  as	
  well,	
  especially	
  those	
  in	
  the	
  area	
  for	
  
tourism.	
  
	
  
The	
  visitors’	
  survey	
  noted	
  that	
  selection	
  was	
  an	
  important	
  reason	
  why	
  shoppers	
  go	
  to	
  
competitors.	
  	
  While	
  the	
  quantity	
  of	
  goods	
  available	
  in	
  Middlefield	
  might	
  be	
  adequate,	
  
shoppers	
  noted,	
  and	
  confirmed	
  in	
  interviews,	
  that	
  the	
  variety	
  of	
  goods	
  available	
  was	
  not	
  
ideal.	
  	
  In	
  particular,	
  higher	
  quality	
  goods	
  are	
  not	
  available	
  in	
  the	
  Village,	
  and	
  many	
  
shoppers	
  go	
  to	
  competitors	
  for	
  higher-­‐quality	
  purchases	
  from	
  clothing	
  to	
  groceries.	
  This	
  
indicates	
  that	
  the	
  Village	
  will	
  want	
  to	
  find	
  ways	
  to	
  provide	
  high-­‐quality	
  goods	
  in	
  small	
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quantities,	
  broadening	
  the	
  availability	
  of	
  selection	
  in	
  the	
  area,	
  while	
  not	
  competing	
  with	
  the	
  
quantities	
  available	
  at	
  Walmart	
  and	
  other	
  general	
  merchandise	
  stores.	
  
	
  

C.	
   Consumer	
  Services	
  Conclusions	
  	
  	
  
	
  
The	
  services	
  table	
  shows	
  that	
  consumer	
  services	
  are	
  well	
  supplied	
  in	
  Middlefield.	
  	
  There	
  is	
  
no	
  need	
  to	
  provide	
  additional	
  consumer	
  service	
  space	
  in	
  the	
  Business	
  area.	
  	
  The	
  identified	
  
shortfall	
  of	
  “other	
  repair”	
  can	
  be	
  met	
  over	
  time	
  through	
  a	
  wide	
  range	
  of	
  home-­‐based	
  and	
  
farm-­‐based	
  businesses	
  in	
  the	
  community.	
  
	
  

D.	
   Recommendations	
  	
  	
  
	
  
Given	
  the	
  findings	
  of	
  the	
  niche	
  analysis	
  and	
  reconnaissance,	
  recommendations	
  are	
  as	
  
follows:	
  
	
  

• Fill	
  the	
  need	
  for	
  higher	
  quality	
  and	
  higher	
  selection	
  in	
  retail	
  for:	
  clothing,	
  shoes,	
  and	
  
specialty	
  food/catering	
  services.	
  

• With	
  caution,	
  explore	
  the	
  possible	
  success	
  of	
  businesses	
  identified	
  as	
  needed	
  in	
  the	
  
analysis,	
  but	
  which	
  might	
  be	
  well-­‐supplied	
  by	
  Walmart	
  and	
  variety	
  stores,	
  including:	
  	
  
office	
  supplies,	
  body/health	
  care	
  supplies,	
  electronics,	
  home/garden,	
  and	
  
pharmacy/drugstore.	
  

• Seek	
  to	
  expand	
  quality	
  and	
  selection	
  options	
  in	
  grocery	
  –	
  while	
  it	
  is	
  identified	
  in	
  the	
  
niche	
  analysis	
  as	
  not	
  needed,	
  surveys	
  and	
  interviews	
  have	
  mentioned	
  them	
  as	
  
needed.	
  

• Avoid	
  large	
  quantities	
  of	
  any	
  particular	
  category	
  that	
  would	
  oversupply	
  existing	
  
businesses,	
  or	
  compete	
  head-­‐to-­‐head	
  with	
  existing	
  general	
  merchandise	
  stores	
  

• Seek	
  new	
  businesses	
  that	
  would	
  draw	
  customers	
  from	
  outside	
  the	
  Primary	
  Market	
  
Area	
  

• Avoid	
  expansions	
  of	
  consumer	
  services	
  unless	
  they	
  can	
  draw	
  from	
  outside	
  the	
  
Primary	
  Market	
  Area	
  

• support	
  small-­‐scale	
  repair	
  shops	
  
• Avoid	
  new	
  restaurants,	
  gas	
  stations,	
  sporting	
  goods,	
  home	
  furnishings,	
  hardware,	
  

bakery,	
  and	
  gifts/souvenirs,	
  unless	
  they	
  serve	
  an	
  increase	
  in	
  customers	
  from	
  
outside	
  the	
  Primary	
  Market	
  Area	
  

8.	
   OPPORTUNITIES	
  
	
  
Vacancies.	
  	
  Table	
  16	
  	
  shows	
  the	
  vacancies	
  in	
  the	
  Village	
  that	
  are	
  available	
  as	
  of	
  December	
  
2013,	
  in	
  response	
  to	
  identified	
  needs	
  in	
  the	
  niche	
  analysis.	
  While	
  vacancies	
  change	
  
constantly	
  and	
  this	
  is	
  just	
  a	
  snapshot	
  of	
  current	
  space	
  available,	
  it	
  is	
  important	
  to	
  note	
  the	
  
total	
  amount	
  as	
  an	
  order-­‐of-­‐magnitude	
  quantity.	
  	
  The	
  current	
  vacancy	
  rate	
  is	
  14.08%	
  of	
  
total	
  retail	
  space	
  in	
  the	
  Village.	
  	
  Key	
  vacancies	
  include	
  the	
  former	
  Ames	
  store	
  at	
  15420	
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West	
  High	
  Street,	
  	
  at	
  44,750	
  SF,	
  and	
  the	
  former	
  Middlefield	
  Hardware	
  store	
  at	
  14982	
  South	
  
State	
  Street,	
  at	
  12,856	
  square	
  feet.	
  	
  Together,	
  they	
  represent	
  64%	
  of	
  the	
  vacancy	
  in	
  the	
  
Village.	
  
	
  
Table	
  16	
  Middlefield	
  Village	
  Vacancy	
  

	
  	
  	
  
Source:	
  	
  Center	
  for	
  Community	
  Planning	
  and	
  Development,	
  field	
  review	
  and	
  Geauga	
  County	
  Auditor	
  web	
  review	
  
	
  
National	
  Chain	
  Stores.	
  	
  When	
  considering	
  vacancy	
  in	
  any	
  community,	
  the	
  first	
  question	
  
that	
  is	
  often	
  asked	
  is	
  the	
  possibility	
  that	
  national	
  chains	
  may	
  be	
  available,	
  and	
  interested,	
  to	
  
use	
  the	
  available	
  space.	
  	
  To	
  that	
  end,	
  we	
  reviewed	
  the	
  real	
  estate	
  requirements	
  of	
  several	
  
national	
  chains,	
  and	
  also	
  interviewed	
  a	
  local	
  property	
  manager	
  about	
  his	
  attempts	
  to	
  fill	
  
one	
  of	
  the	
  vacancies.	
  	
  Table	
  17	
  illustrates	
  the	
  findings	
  of	
  this	
  investigation.	
  	
  
	
  
Table	
  17	
  National	
  Chain	
  Site	
  Requirements	
  

	
  
Source:	
  	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development,	
  Corporate	
  web	
  sites	
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Indications	
  are	
  that	
  it	
  is	
  highly	
  unlikely	
  that	
  additional	
  national	
  chains	
  would	
  be	
  interested	
  
in	
  siting	
  in	
  Middlefield.	
  Reasons:	
  
	
  

• Any	
  business	
  already	
  sited	
  in	
  Chardon	
  or	
  Middlefield	
  would	
  consider	
  Middlefield	
  
already	
  served	
  within	
  their	
  market	
  areas	
  	
  

• Some	
  businesses	
  require	
  a	
  higher	
  threshold	
  population	
  than	
  is	
  present	
  in	
  the	
  
Middlefield	
  Primary	
  Market	
  Area,	
  i.e.	
  Kohl’s,	
  which	
  requires	
  100,000	
  people.	
  These	
  
businesses	
  are	
  located	
  in	
  Mentor,	
  Solon,	
  Mayfield,	
  Aurora,	
  and	
  other	
  freeway-­‐
adjacent	
  sites	
  which	
  allow	
  for	
  a	
  very	
  large	
  market	
  area	
  within	
  driving	
  distance.	
  

	
  
While	
  the	
  Village	
  should	
  continue	
  to	
  monitor	
  trends	
  in	
  national	
  chains	
  and	
  explore	
  
opportunities	
  to	
  fill	
  vacant	
  spaces	
  as	
  they	
  arise,	
  it	
  is	
  likely	
  that	
  the	
  primary	
  source	
  of	
  retail	
  
businesses	
  will	
  be	
  local	
  entrepreneurs	
  selling	
  unique	
  products.	
  
	
  
Local/Small	
  Scale	
  Solutions.	
  	
  The	
  lack	
  of	
  interest	
  on	
  the	
  part	
  of	
  chain	
  stores	
  is	
  a	
  trend	
  
which	
  is	
  faced	
  by	
  many	
  smaller	
  communities	
  in	
  the	
  U.S.	
  	
  At	
  the	
  same	
  time,	
  larger	
  general	
  
merchandise	
  stores	
  such	
  as	
  Walmart	
  and	
  Target	
  effectively	
  meet	
  the	
  retail	
  need	
  in	
  the	
  
community,	
  while	
  limiting	
  selection.	
  	
  Many	
  communities	
  have	
  found	
  solutions	
  in	
  locally-­‐
based,	
  small-­‐scale	
  businesses	
  that	
  meet	
  the	
  local	
  need	
  for	
  greater	
  selection	
  and	
  quality,	
  
while	
  drawing	
  customers	
  from	
  outside	
  the	
  community	
  as	
  well.	
  	
  Middlefield	
  in	
  particular	
  
has	
  an	
  opportunity	
  to	
  explore	
  such	
  ideas,	
  due	
  to	
  the	
  Amish	
  presence,	
  which	
  draws	
  tourism	
  
and	
  provides	
  high	
  quality	
  specialty	
  goods	
  such	
  as	
  furniture	
  and	
  home	
  crafts;	
  and	
  the	
  
presence	
  of	
  many	
  entrepreneurs	
  and	
  home-­‐based	
  businesses,	
  Amish	
  and	
  non-­‐Amish,	
  that	
  
have	
  the	
  potential	
  to	
  expand	
  over	
  time.	
  	
  Case	
  studies	
  in	
  the	
  next	
  section	
  illustrate	
  some	
  of	
  
the	
  opportunities	
  and	
  ideas	
  that	
  have	
  been	
  explored	
  by	
  other	
  communities,	
  and	
  one	
  in	
  
Middlefield	
  itself,	
  to	
  address	
  a	
  similar	
  set	
  of	
  circumstances.	
  
	
  
Attracting	
  Regional	
  Customers	
  and	
  Tourism.	
  	
  Certain	
  considerations	
  go	
  into	
  attracting	
  
customers	
  from	
  outside	
  the	
  Primary	
  Market	
  Area.	
  	
  In	
  particular,	
  “Quality	
  of	
  Place”	
  becomes	
  
very	
  important.	
  	
  Tourism	
  requires	
  attractive,	
  unique,	
  vibrant	
  settings	
  that	
  people	
  will	
  enjoy	
  
exploring.	
  	
  Places	
  to	
  socialize,	
  eat,	
  stay	
  overnight,	
  and	
  recreate	
  that	
  are	
  pleasant,	
  
comfortable,	
  interesting,	
  and	
  not	
  found	
  anywhere	
  else	
  add	
  to	
  the	
  quality	
  of	
  place	
  that	
  
brings	
  people	
  to	
  a	
  location.	
  	
  Places	
  should	
  be	
  well-­‐designed	
  to	
  an	
  appropriate	
  human	
  scale	
  
to	
  encourage	
  people	
  to	
  linger.	
  	
  Connections	
  that	
  encourage	
  recreation	
  and	
  walking	
  are	
  a	
  
plus.	
  	
  	
  
	
  
For	
  example,	
  the	
  Village’s	
  current	
  efforts	
  to	
  explore	
  revitalizing	
  the	
  mini-­‐park	
  at	
  the	
  corner	
  
of	
  High	
  and	
  State	
  streets	
  will	
  help	
  to	
  improve	
  the	
  Village’s	
  pedestrian	
  environment.	
  	
  
Improved	
  signage,	
  façade	
  improvements,	
  and	
  similar	
  efforts	
  should	
  continue	
  to	
  be	
  pursued.	
  
The	
  overall	
  quality	
  of	
  the	
  exterior	
  environment,	
  including	
  parking	
  lots	
  and	
  buildings,	
  is	
  
important	
  to	
  the	
  attractiveness	
  of	
  the	
  downtown	
  for	
  visitors.	
  
	
  
Middlefield	
  has	
  several	
  key	
  opportunities	
  that	
  can	
  be	
  capitalized	
  on	
  to	
  enhance	
  the	
  Village’s	
  
quality	
  of	
  place	
  and	
  attractiveness	
  to	
  tourism.	
  	
  These	
  include:	
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• The	
  downtown	
  main	
  street	
  buildings,	
  which	
  can	
  be	
  expanded	
  through	
  the	
  
intensification	
  of	
  buildings	
  in	
  vacant	
  properties	
  in	
  the	
  first	
  blocks	
  of	
  West	
  and	
  East	
  
High,	
  and	
  North	
  and	
  South	
  State	
  Streets;	
  other	
  downtown	
  vacant	
  spaces	
  exist	
  which	
  
could	
  provide	
  opportunities	
  for	
  new	
  and	
  enhanced	
  businesses,	
  as	
  well	
  as	
  public	
  
spaces	
  to	
  improve	
  the	
  pedestrian	
  environment.	
  

• The	
  newly	
  established	
  outdoor	
  Farmer’s	
  Market,	
  which	
  could	
  continue	
  to	
  provide	
  
activity	
  in	
  the	
  downtown	
  center,	
  and	
  business	
  customers	
  for	
  artists,	
  farmers	
  and	
  
other	
  local	
  vendors	
  

• The	
  immediate	
  access	
  of	
  the	
  downtown	
  to	
  a	
  recreation	
  trail	
  coming	
  in	
  from	
  the	
  
north.	
  	
  With	
  attention	
  to	
  trailhead	
  design	
  and	
  signage,	
  recreational	
  trail	
  users	
  could	
  
be	
  encouraged	
  to	
  stop	
  downtown	
  for	
  meals	
  and	
  activities.	
  

• The	
  presence	
  of	
  a	
  3-­‐acre	
  space	
  on	
  North	
  State	
  Street,	
  adjacent	
  to	
  the	
  trailhead,	
  
which	
  could	
  be	
  explored	
  as	
  a	
  possible	
  site	
  for	
  a	
  small	
  overnight	
  accommodation	
  to	
  
serve	
  tourists	
  and	
  local	
  business	
  travelers,	
  and/or	
  attractive	
  party	
  and	
  event	
  space.	
  	
  

• The	
  former	
  Ames	
  store	
  and	
  Middlefield	
  Hardware	
  store	
  spaces,	
  which	
  provide	
  
footprints	
  that	
  could	
  accommodate	
  larger	
  uses	
  attracting	
  regional	
  customers	
  

• The	
  strong	
  Amish	
  presence	
  in	
  the	
  community,	
  and	
  Middlefield’s	
  unique	
  character	
  of	
  
Amish	
  and	
  non-­‐Amish	
  living	
  and	
  working	
  side-­‐by-­‐side,	
  which	
  could	
  be	
  capitalized	
  
on	
  in	
  creating	
  a	
  recognizable	
  “brand”	
  for	
  the	
  Village	
  

	
  
Map	
  8	
  shows	
  the	
  various	
  opportunities	
  in	
  the	
  Village	
  in	
  graphic	
  form.	
  	
  The	
  three	
  largest	
  
vacancies	
  are	
  shown	
  as	
  opportunities,	
  along	
  with	
  enhancing	
  the	
  downtown,	
  locating	
  a	
  
possible	
  lodging	
  place	
  in	
  the	
  downtown,	
  and	
  capitalizing	
  on	
  the	
  trail	
  connection	
  into	
  the	
  
downtown.	
  
	
  
	
  
Map	
  8	
  Opportunities	
  	
  

	
  
Source:	
  	
  Google	
  Maps,	
  CSU	
  Center	
  for	
  Community	
  Planning	
  and	
  Development	
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9.	
   CASE	
  STUDIES	
  
	
  
This	
  section	
  contains	
  several	
  examples	
  of	
  small	
  town	
  businesses	
  which	
  use	
  available	
  vacant	
  
space,	
  are	
  locally	
  initiated,	
  complement	
  (but	
  do	
  not	
  compete	
  with)	
  larger	
  merchandisers,	
  
and	
  draw	
  customers	
  from	
  outside	
  the	
  community’s	
  primary	
  market	
  area.	
  
	
  
	
  

A.	
   Hartville	
  Marketplace,	
  Hartville,	
  Ohio;	
  And	
  Valley	
  Marketplace,	
  Boardman,	
  
Ohio	
  
	
  
Two	
  marketplaces	
  have	
  been	
  established	
  in	
  Hartville	
  and	
  Boardman,	
  Ohio,	
  which	
  offer	
  
possibilities	
  for	
  Middlefield.	
  	
  As	
  “Marketplaces”,	
  they	
  provide	
  an	
  indoor	
  “mall”	
  with	
  small	
  
spaces	
  (average	
  320	
  square	
  feet)	
  for	
  micro-­‐businesses.	
  	
  Marketplaces	
  are	
  typically	
  higher	
  
quality	
  than	
  flea	
  markets,	
  commanding	
  higher	
  rents	
  and	
  offering	
  more	
  programming	
  and	
  
amenities	
  (cafés,	
  business	
  offices,	
  tenant	
  support).	
  	
  They	
  provide	
  a	
  venue	
  for	
  higher-­‐quality	
  
goods	
  such	
  as	
  hand-­‐crafted	
  furniture,	
  needlework,	
  and	
  artists’	
  studio	
  work,	
  and	
  also	
  can	
  act	
  
as	
  an	
  “incubator”	
  for	
  micro	
  business	
  to	
  establish	
  themselves	
  and	
  grow	
  into	
  more	
  
traditional	
  sales	
  space	
  over	
  time.	
  	
  They	
  offer	
  an	
  opportunity	
  for	
  unique	
  products	
  to	
  draw	
  
tourists	
  and	
  other	
  customers	
  from	
  outside	
  the	
  immediate	
  PMA	
  customer	
  base.	
  
	
  
These	
  two	
  marketplaces	
  are	
  the	
  closest	
  to	
  Middlefield,	
  at	
  50	
  (Hartville)	
  and	
  42	
  (Boardman)	
  
miles	
  from	
  Middlefield	
  respectively,	
  creating	
  the	
  possibility	
  that	
  a	
  Marketplace	
  could	
  be	
  
successful	
  in	
  Middlefield.	
  	
  While	
  a	
  flea	
  market	
  exists	
  in	
  Middlefield,	
  it	
  fills	
  a	
  different	
  niche,	
  
with	
  lower	
  prices	
  and	
  rents.	
  	
  See	
  Table	
  18	
  for	
  a	
  comparison	
  of	
  flea	
  markets	
  and	
  
marketplaces.	
  
	
  	
  

	
  
Photo:	
  	
  K.Date	
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Table	
  18	
  Comparing	
  Marketplaces	
  and	
  Flea	
  Markets	
  

	
  
Sources:	
  	
  Center	
  for	
  Community	
  Planning	
  and	
  Development,	
  CSU;	
  marketplace	
  and	
  flea	
  market	
  web	
  sites;	
  Google	
  maps	
  

	
  

B.	
   Great	
  Lakes	
  Outdoor	
  Supply,	
  Middlefield	
  
	
  
This	
  store	
  is	
  one	
  of	
  four	
  in	
  the	
  Geauga-­‐Lake	
  County	
  area,	
  operated	
  by	
  a	
  local	
  entrepreneur.	
  	
  
Opening	
  in	
  2012,	
  it	
  fills	
  a	
  former	
  vacant	
  store	
  building	
  in	
  downtown	
  Middlefield,	
  the	
  site	
  of	
  
the	
  former	
  Sparkle	
  Market,	
  which	
  closed	
  in	
  2006.	
  	
  Locally	
  owned	
  and	
  drawing	
  customers	
  
from	
  outside	
  the	
  Primary	
  Market	
  Area,	
  it	
  appears	
  to	
  be	
  a	
  thriving	
  operation	
  which	
  fills	
  a	
  
unique	
  niche	
  for	
  outdoor	
  and	
  hunting-­‐oriented	
  quality	
  sporting	
  goods.	
  
	
  

	
  
Photo:	
  	
  Village	
  of	
  Middlefield	
  
	
  

C.	
   Red	
  Maple	
  Inn,	
  Burton	
  
	
  
The	
  Red	
  Maple	
  Inn	
  is	
  a	
  small	
  (18	
  room),	
  locally	
  owned	
  overnight	
  lodging	
  place	
  which	
  also	
  
provides	
  a	
  modest	
  meeting/conference/party	
  space.	
  (100	
  person	
  maximum).	
  With	
  a	
  
stunning	
  view	
  of	
  the	
  adjacent	
  countryside,	
  intimate	
  patio	
  and	
  lobby	
  areas,	
  custom	
  hand-­‐
crafted	
  furnishings,	
  and	
  sponsored	
  Amish	
  country	
  tours,	
  it	
  capitalizes	
  on	
  the	
  unique	
  flavor	
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of	
  the	
  town	
  to	
  attract	
  tourists	
  and	
  wedding/event	
  patrons	
  alike.	
  	
  Its	
  size	
  provides	
  greater	
  
capacity	
  than	
  a	
  typical	
  bed-­‐and-­‐breakfast,	
  while	
  still	
  allowing	
  for	
  the	
  personal	
  service	
  often	
  
associated	
  with	
  those	
  establishments.	
  
	
  
Besides	
  smaller	
  1	
  to	
  6-­‐room	
  bed	
  and	
  breakfasts,	
  the	
  only	
  lodging	
  available	
  in	
  the	
  
Middlefield	
  area	
  is	
  located	
  in	
  Solon	
  and	
  Beachwood/Woodmere,	
  on	
  freeway	
  interchanges.	
  	
  
Middlefield	
  businesses	
  create	
  demand	
  for	
  lodging	
  in	
  the	
  immediate	
  area,	
  and	
  the	
  tourist	
  
industry	
  does	
  as	
  well.	
  It	
  seems	
  that	
  it	
  would	
  be	
  worth	
  exploring	
  the	
  potential	
  market	
  for	
  a	
  
small	
  inn	
  right	
  in	
  Middlefield.	
  	
  	
  
	
  
If	
  a	
  market	
  study	
  proves	
  positive,	
  it	
  is	
  recommended	
  that	
  a	
  location	
  in	
  the	
  traditional	
  
downtown	
  be	
  considered.	
  	
  This	
  would	
  be	
  close	
  to	
  business	
  travelers	
  and	
  key	
  tourist	
  
destinations	
  (Middlefield	
  Cheese,	
  Mary	
  Yoder’s);	
  and	
  would	
  help	
  to	
  strengthen	
  downtown	
  
businesses	
  and	
  activities,	
  such	
  as	
  restaurants	
  and	
  the	
  farmer’s	
  market.	
  A	
  site	
  adjacent	
  to	
  
the	
  trailhead	
  along	
  North	
  State	
  Street	
  would	
  also	
  provide	
  the	
  opportunity	
  to	
  attract	
  
recreation	
  tourists.	
  
	
  
	
  

	
  
	
  

D.	
   Farmer’s	
  Market	
  Structure,	
  Ann	
  Arbor,	
  Michigan	
  
	
  
The	
  parking	
  lot	
  location	
  of	
  Middlefield’s	
  Farmers	
  Market	
  is	
  an	
  excellent,	
  central	
  site	
  for	
  
downtown	
  activity.	
  	
  To	
  enhance	
  the	
  “sense	
  of	
  place”	
  and	
  traditional	
  feel	
  of	
  a	
  downtown	
  
retail	
  neighborhood,	
  the	
  city	
  of	
  Ann	
  Arbor	
  installed	
  an	
  open	
  structure	
  to	
  support	
  a	
  similar	
  
parking-­‐lot-­‐based	
  farmer’s	
  market.	
  	
  Such	
  a	
  structure	
  could	
  also	
  help	
  to	
  create	
  a	
  
“destination”	
  that	
  could	
  be	
  an	
  enhanced	
  location	
  for	
  local	
  artist/craft	
  studios,	
  etc.	
  While	
  
providing	
  shelter	
  from	
  rain	
  and	
  sun	
  for	
  the	
  regular	
  farmer’s	
  market,	
  the	
  structure	
  is	
  also	
  
rented	
  out	
  for	
  festivals	
  and	
  events.	
  	
  A	
  smaller	
  version	
  could	
  provide	
  similar	
  opportunities	
  
for	
  Middlefield.	
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E.	
   Village-­‐Home	
  Businesses,	
  Glenwillow,	
  Ohio	
  
	
  
The	
  historic	
  homes	
  along	
  the	
  back	
  of	
  the	
  Great	
  Lakes	
  Outdoor	
  Supply	
  parking	
  lot	
  and	
  on	
  
Gooding	
  Court	
  present	
  an	
  interesting	
  opportunity	
  to	
  enhance	
  the	
  downtown	
  community	
  
area	
  with	
  individual	
  art	
  studio/small	
  business	
  space.	
  	
  The	
  repurposing	
  of	
  a	
  similar	
  row	
  of	
  
historic	
  company	
  homes	
  in	
  Glenwillow,	
  Ohio	
  comes	
  to	
  mind.	
  	
  The	
  homes	
  have	
  been	
  
renovated	
  and	
  now	
  serve	
  as	
  locations	
  for	
  artists/craftspeople,	
  legal,	
  medical	
  and	
  business	
  
services,	
  and	
  the	
  like,	
  as	
  well	
  as	
  homes.	
  The	
  Gooding	
  Court	
  three	
  could	
  be	
  augmented	
  over	
  
time	
  with	
  similar	
  structures	
  to	
  enhance	
  downtown	
  character.	
  	
  Their	
  proximity	
  to	
  the	
  
downtown	
  center	
  and	
  trailhead,	
  and	
  ample	
  parking	
  in	
  the	
  Great	
  Lakes	
  Outdoor	
  Supply	
  lot,	
  
make	
  this	
  an	
  idea	
  worth	
  exploring	
  over	
  the	
  long	
  term.	
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Photo:	
  	
  Village	
  of	
  Glenwillow	
  

F.	
   Smitty’s	
  Cinema,	
  Tilton,	
  New	
  Hampshire	
  
	
  
Smitty’s	
  Cinemas	
  are	
  now	
  a	
  four-­‐cinema	
  chain	
  in	
  New	
  Hampshire	
  small	
  towns,	
  owned	
  
locally	
  by	
  a	
  pair	
  of	
  brothers	
  who	
  started	
  a	
  “cinema	
  pub”	
  in	
  2009.	
  	
  Encompassing	
  about	
  
25,000	
  to	
  40,000	
  square	
  feet	
  per	
  cinema,	
  they	
  provide	
  an	
  opportunity	
  for	
  patrons	
  to	
  share	
  
a	
  meal	
  with	
  friends	
  or	
  family	
  while	
  viewing	
  a	
  current	
  popular	
  movie.	
  	
  The	
  food	
  served	
  is	
  
standard	
  family	
  fare,	
  including	
  burgers,	
  pizza,	
  fries,	
  etc.	
  	
  Family	
  night,	
  special	
  offers,	
  
birthday	
  party	
  programming,	
  special	
  movie	
  viewings,	
  and	
  other	
  programs	
  keep	
  patrons	
  
coming.	
  	
  These	
  small-­‐sized	
  cinemas	
  are	
  successful	
  due	
  to	
  their	
  unique,	
  local	
  flavor.	
  	
  
	
  
In	
  Middlefield,	
  visitors’	
  surveys	
  indicated	
  that	
  an	
  increase	
  in	
  recreational	
  opportunities	
  
would	
  be	
  desirable.	
  	
  Visitors	
  also	
  identified	
  a	
  need	
  for	
  locations	
  to	
  hold	
  parties	
  and	
  events.	
  	
  
The	
  family-­‐oriented	
  nature	
  of	
  the	
  cinema-­‐pub	
  might	
  be	
  an	
  opportunity	
  to	
  meet	
  both	
  needs,	
  
while	
  its	
  unique	
  business	
  model	
  could	
  draw	
  people	
  from	
  outside	
  the	
  Primary	
  Market	
  Area.	
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10.	
   CONCLUSIONS	
  AND	
  CAVEATS	
  
	
  
The	
  results	
  of	
  this	
  analysis	
  show	
  that	
  Middlefield	
  has	
  many	
  strengths	
  in	
  its	
  retail	
  and	
  
service	
  business	
  environment,	
  and	
  there	
  are	
  also	
  many	
  opportunities	
  for	
  the	
  Village	
  to	
  
capitalize	
  on	
  new	
  ideas.	
  	
  	
  

• A	
  sizeable	
  population	
  within	
  the	
  Primary	
  Market	
  Area,	
  with	
  higher-­‐than-­‐average	
  
income,	
  and	
  a	
  higher-­‐than-­‐average	
  capture	
  rate	
  for	
  many	
  households,	
  provide	
  a	
  
strong	
  customer	
  base	
  for	
  existing	
  retail	
  businesses.	
  

• The	
  Village’s	
  strong	
  support	
  for	
  retail	
  business	
  to	
  date	
  has	
  resulted	
  in	
  a	
  sizeable	
  
quantity	
  of	
  retail	
  businesses	
  that	
  generally	
  meet	
  the	
  needs	
  of	
  households	
  within	
  the	
  
Primary	
  Market	
  Area.	
  

• The	
  enthusiastic	
  support	
  of	
  local	
  business	
  and	
  residents	
  for	
  Middlefield’s	
  success	
  is	
  
shown	
  by	
  high	
  participation	
  in	
  the	
  Visitors’	
  and	
  Merchants’	
  survey.	
  

• The	
  presence	
  of	
  a	
  strong	
  Amish	
  population,	
  as	
  well	
  as	
  farm-­‐based	
  and	
  home-­‐based	
  
non-­‐Amish	
  businesses,	
  present	
  the	
  opportunity	
  for	
  tourism	
  and	
  emphasis	
  on	
  
quality,	
  local	
  goods	
  that	
  have	
  the	
  potential	
  to	
  draw	
  customers	
  from	
  outside	
  the	
  
Primary	
  Market	
  Area.	
  

• Three	
  of	
  the	
  vacancies	
  in	
  the	
  Middlefield	
  area	
  are	
  large	
  enough	
  to	
  support	
  a	
  sizeable	
  
new	
  business	
  venture.	
  

• Local	
  residents	
  who	
  are	
  committed	
  to	
  the	
  success	
  of	
  Middlefield,	
  including	
  the	
  
Amish	
  community,	
  present	
  a	
  pool	
  from	
  which	
  local	
  entrepreneurs	
  can	
  be	
  cultivated.	
  

• Opportunities	
  exist	
  to	
  expand	
  selection	
  and	
  quality	
  of	
  products,	
  especially	
  for	
  
clothing,	
  shoes,	
  body	
  and	
  health	
  care	
  products,	
  and	
  specialty	
  grocery.	
  

• The	
  Middlefield	
  downtown,	
  with	
  its	
  existing	
  historic	
  buildings,	
  access	
  to	
  a	
  
recreational	
  trail,	
  and	
  presence	
  of	
  sites	
  large	
  enough	
  to	
  support	
  business	
  expansion,	
  
presents	
  an	
  opportunity	
  to	
  enhance	
  “quality	
  of	
  place”,	
  attractiveness	
  to	
  tourism,	
  and	
  
strengthening	
  of	
  existing	
  retail	
  business,	
  over	
  time.	
  

• Several	
  case	
  studies	
  show	
  innovative	
  opportunities	
  for	
  local	
  entrepreneurs	
  to	
  
strengthen	
  the	
  retail	
  environment	
  in	
  Middlefield.	
  

	
  
Caveats	
  
	
  
While	
  this	
  study	
  has	
  made	
  an	
  attempt	
  to	
  use	
  methodical	
  analysis	
  to	
  identify	
  Middlefield’s	
  
strengths	
  and	
  challenges,	
  to	
  identify	
  possible	
  market	
  opportunities	
  in	
  the	
  retail	
  
environment,	
  and	
  to	
  generate	
  ideas	
  and	
  opportunities	
  for	
  business	
  expansion,	
  it	
  should	
  be	
  
noted	
  that	
  there	
  is	
  no	
  guarantee	
  that	
  any	
  business	
  will	
  succeed.	
  	
  There	
  are	
  many	
  factors	
  
that	
  contribute	
  to	
  the	
  success	
  of	
  a	
  business;	
  a	
  preliminary	
  market	
  analysis	
  is	
  only	
  one	
  of	
  
them.	
  
	
  
It	
  should	
  be	
  noted	
  that	
  small	
  sample	
  sizes	
  were	
  available	
  for	
  the	
  surveys	
  and	
  interviews,	
  
and	
  these	
  analyses	
  were	
  not	
  statistically	
  sampled	
  and	
  analyzed.	
  	
  A	
  wide	
  margin	
  of	
  error	
  
could	
  result.	
  	
  Similarly,	
  the	
  best	
  available	
  data	
  in	
  many	
  cases	
  dated	
  to	
  2007	
  to	
  2009,	
  prior	
  
to	
  the	
  current	
  economic	
  scenario;	
  or	
  was	
  national	
  or	
  state-­‐level,	
  which	
  may	
  not	
  directly	
  
apply	
  to	
  the	
  specific	
  Middlefield	
  area;	
  or	
  was	
  based	
  on	
  the	
  American	
  Communities	
  Survey.	
  	
  
All	
  of	
  these	
  conditions	
  could	
  likely	
  indicate	
  a	
  wide	
  margin	
  of	
  error.	
  	
  It	
  is	
  likely	
  that	
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unreported	
  income	
  could	
  have	
  a	
  significant	
  effective	
  influence	
  on	
  the	
  income	
  in	
  the	
  
Primary	
  Market	
  Area	
  that	
  is	
  available	
  for	
  retail	
  expenditures.	
  	
  And	
  finally,	
  the	
  influence	
  of	
  
web-­‐based	
  purchases	
  on	
  various	
  categories	
  of	
  retail	
  expenditures	
  is	
  constantly	
  changing,	
  
and	
  very	
  difficult	
  to	
  measure	
  with	
  reliability	
  at	
  the	
  local-­‐regional	
  level.	
  
	
  
For	
  all	
  of	
  these	
  reasons,	
  it	
  is	
  recommended	
  that	
  the	
  Village	
  use	
  this	
  information	
  as	
  a	
  source	
  
of	
  general	
  trends	
  and	
  opportunities,	
  while	
  working	
  with	
  individual	
  businesses	
  to	
  
encourage	
  them	
  to	
  do	
  their	
  own	
  specific	
  market	
  analysis	
  as	
  appropriate	
  for	
  their	
  product	
  
and/or	
  service.	
  
	
  
Next	
  steps	
  	
  	
  
	
  
This	
  study	
  presents	
  several	
  opportunities	
  for	
  the	
  Village	
  to	
  explore	
  further.	
  	
  Recommended	
  
next	
  steps	
  include:	
  
	
  

• Identifying	
  possible	
  entrepreneurs	
  who	
  may	
  want	
  to	
  explore	
  ideas,	
  as	
  shown	
  in	
  the	
  
case	
  studies,	
  to	
  fill	
  available	
  vacancies,	
  especially	
  the	
  former	
  Ames,	
  Middlefield	
  
Hardware,	
  and	
  Wendy’s	
  sites,	
  and	
  the	
  vacant	
  property	
  along	
  North	
  State	
  adjacent	
  to	
  
the	
  trail	
  corridor.	
  	
  Their	
  explorations	
  should	
  include	
  detailed	
  studies	
  of	
  competitors,	
  
comparable	
  projects,	
  possible	
  financing	
  options,	
  and	
  support	
  among	
  local	
  residents	
  
and	
  businesses	
  for	
  rents	
  and	
  prices	
  needed	
  to	
  make	
  these	
  projects	
  financially	
  
feasible.	
  	
  

• Exploring	
  ways	
  to	
  enhance	
  the	
  “Quality	
  of	
  Place”	
  in	
  the	
  older	
  downtown	
  area	
  to	
  
strengthen	
  tourism	
  and	
  existing	
  retail	
  businesses.	
  

• Move	
  forward	
  with	
  a	
  comprehensive	
  planning	
  process	
  that	
  includes	
  the	
  
development	
  of	
  the	
  community’s	
  vision	
  for	
  the	
  future	
  of	
  the	
  Village.	
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11.	
   REFERENCES	
  
	
  
Village	
  of	
  Middlefield	
  Web	
  Site,	
  many	
  pages	
  accessed,	
  September-­‐December	
  2013	
  
Home	
  Page:	
  	
  http://www.middlefieldohio.com/	
  
	
  
Business	
  Home	
  Page:	
  http://middlefieldmeansbusiness.com/	
  
	
  
Zoning	
  map:	
  	
  
http://www.middlefieldohio.com/images/docs/misc._docs/Zoning%20Map%20rev%202
013.pdf	
  
	
  
Zoning	
  ordinances:	
  	
  
http://www.conwaygreene.com/Middlefield/lpext.dll?f=templates&fn=main-­‐h.htm&2.0	
  
	
  
Geauga	
  County	
  Auditor,	
  “Access	
  Geauga”,	
  online	
  database,	
  accessed	
  throughout	
  the	
  study	
  
fall	
  2013,	
  for	
  inventory	
  data	
  of	
  all	
  businesses,	
  plus	
  site	
  data	
  information	
  
http://www.accessgeauga.co.geauga.oh.us/ag/	
  
	
  
Also	
  accessed	
  auditor’s	
  web	
  sites	
  for	
  business	
  property	
  information	
  located	
  in	
  Ashtabula	
  
and	
  Portage	
  counties.	
  
	
  
“Amish	
  Population	
  by	
  State	
  (2013).”	
  Young	
  Center	
  for	
  Anabaptist	
  and	
  Pietist	
  Studies,	
  
Elizabethtown	
  College.	
  	
  Accessed	
  11/8/13	
  
http://www2.etown.edu/amishstudies/Population_by_State_2013.asp.	
  
	
  
	
  “The	
  Twelve	
  Largest	
  Amish	
  Settlements	
  (2013).”	
  Young	
  Center	
  for	
  Anabaptist	
  and	
  Pietist	
  
Studies,	
  Elizabethtown	
  College.	
  	
  Accessed	
  11/8/13	
  
http://www2.etown.edu/amishstudies/Largest_Settlements_2013.asp.	
  
	
  
	
  “Amish	
  Population	
  Trends	
  1992-­‐2013,	
  21-­‐Year	
  Highlights.”	
  (2013)	
  Young	
  Center	
  for	
  
Anabaptist	
  and	
  Pietist	
  Studies,	
  Elizabethtown	
  College.	
  Accessed	
  11/8/13	
  
http://www2.etown.edu/amishstudies/Population_Trends_1992_2013.asp.	
  
	
  
“Amish	
  Population	
  Change	
  1992-­‐2013.”	
  (2013)	
  Young	
  Center	
  for	
  Anabaptist	
  and	
  Pietist	
  
Studies,	
  Elizabethtown	
  College. Accessed 11/8/13 
http://www2.etown.edu/amishstudies/PDF/Statistics/Population_Change_1992_2013.pdf 
.  
ULI-­‐The	
  Urban	
  Land	
  Institute,	
  and	
  ICSC	
  –	
  the	
  International	
  Council	
  of	
  Shopping	
  Centers,	
  
Inc.	
  	
  Dollars	
  &	
  Cents	
  of	
  Shopping	
  Centers/The	
  SCORE	
  2008.	
  	
  Washington,	
  D.C.:	
  	
  ULI-­‐the	
  Urban	
  
Land	
  Institute	
  and	
  the	
  International	
  Council	
  of	
  Shopping	
  Centers,	
  Inc.,	
  2008.	
  
	
  
Consumer	
  Price	
  Index,	
  Bureau	
  of	
  Labor	
  Statistics	
  
http://data.bls.gov/pdq/SurveyOutputServlet;jsessionid=8B13F0A6E685E2A9FC9A45F50
3FF88A2.tc_instance5	
  
Searched	
  for	
  Cleveland-­‐Akron	
  Area,	
  all	
  prices,	
  annual	
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Accessed	
  11/9/13	
  
	
  
Bureau	
  of	
  Labor	
  Statistics,	
  Consumer	
  Price	
  Index	
  Inflation	
  Calculator	
  
http://www.bls.gov/data/inflation_calculator.htm	
  
Accessed	
  11/10/13	
  
	
  
U.S	
  Bureau	
  of	
  Labor	
  Statistics,	
  Consumer	
  Expenditure	
  Survey	
  
http://www.bls.gov/cex/#tables	
  
Accessed	
  11/9/13	
  
	
  
	
  
U.S.	
  Bureau	
  of	
  Economic	
  Analysis,	
  Survey	
  of	
  Current	
  Business,	
  Accessed	
  11/10/13	
  
https://www.bea.gov/scb/pdf/2013/10%20October/D%20pages/1013dpg_j.pdf	
  
	
  
U.S.	
  Bureau	
  of	
  Economic	
  analysis,	
  Retail	
  and	
  Food	
  Service	
  Sales,	
  Accessed	
  11/10/13	
  
http://www.bea.gov/iTable/iTable.cfm?reqid=12&step=1&acrdn=1#reqid=12&step=3&is
uri=1&1203=9	
  
Census	
  of	
  Retail	
  Trade,	
  U.S.	
  Census,	
  accessed	
  11/13/13	
  
http://www.census.gov/retail/	
  
	
  
U.S.	
  Census	
  of	
  Service	
  Industries,	
  accessed	
  11/12/13	
  
http://www.census.gov/services/index.html#Service%20Industries	
  
	
  
U.S.	
  Census,	
  County	
  Business	
  Patterns,	
  2011	
  Geauga	
  County;	
  accessed	
  11/13/13	
  
http://censtats.census.gov/cgi-­‐bin/cbpnaic/cbpsect.pl	
  
	
  
Highbeam	
  Business,	
  Industry	
  reports,	
  Used	
  Merchandise	
  Stores;	
  accessed	
  11/18/13	
  
http://business.highbeam.com/industry-­‐reports/retail/used-­‐merchandise-­‐stores	
  
	
  
CoStar	
  Group,	
  “Resale/Consignment/Thrift	
  Stores	
  Thriving	
  in	
  Recession”,	
  accessed	
  
11/18/13	
  
http://www.costar.com/News/Article/SECOND-­‐TIME-­‐AROUND-­‐Resale-­‐Consignment-­‐
Thrift-­‐Stores-­‐Thriving-­‐in-­‐Recession/114429	
  
	
  
Numerous	
  Ohio	
  County	
  Auditor	
  and	
  County	
  Recorder	
  Web	
  Sites,	
  accessed	
  12/7/13;	
  see	
  
Comparable	
  Sites	
  Reference	
  Table	
  for	
  Counties	
  researched	
  
	
  
Numerous	
  Google	
  City	
  and	
  Township	
  information	
  on	
  Google	
  Search,	
  accessed	
  11/30	
  and	
  
12/7/13;	
  see	
  Comparable	
  Sites	
  and	
  Comparable	
  Markets	
  Reference	
  Tables	
  for	
  
communities	
  researched	
  
	
  
Google	
  Maps,	
  including	
  Street	
  View,	
  accessed	
  throughout	
  project	
  work	
  Fall	
  2013	
  
	
  
Geauga	
  County	
  Auditor,	
  accessed	
  11/30/13	
  
http://www.auditor.co.geauga.oh.us/RealEstate/TaxRates.aspx	
  
	
  



Middlefield	
  Retail	
  Study	
   39	
  

The	
  Courant,	
  The	
  Remains	
  of	
  Ames,	
  8-­‐21-­‐2007,	
  accessed	
  12-­‐7-­‐13	
  
http://articles.courant.com/2007-­‐08-­‐21/business/0708210120_1_ames-­‐stores-­‐
department-­‐store-­‐chain-­‐s-­‐demise-­‐big-­‐box-­‐retailers	
  
	
  
Reuse!	
  	
  Flicker	
  Site,	
  Nicholas	
  Eckhart,	
  accessed	
  12-­‐7-­‐13	
  
http://www.flickr.com/photos/fanofretail/sets/72157632941898779/page2/	
  
	
  
Nick	
  Eckhart,	
  Dead	
  and	
  Dying	
  Retail,	
  accessed	
  12-­‐7-­‐13	
  
http://www.deadanddyingretail.com/2012/04/former-­‐kmart-­‐and-­‐ames-­‐in-­‐amherst-­‐
ohio.html	
  
	
  
Ames	
  Fan	
  Club	
  website,	
  accessed	
  12-­‐7-­‐13	
  
http://www.amesfanclub.com/store.loc.htm	
  
	
  
Telephone	
  conference	
  12/9/13,	
  Geauga	
  County	
  Recorder’s	
  Office	
  
	
  
Telephone	
  conference	
  12/9/13,	
  “Linda”,	
  Geauga	
  County	
  Tourism	
  Bureau	
  
	
  
Ongoing	
  communication	
  throughout	
  the	
  fall	
  with	
  K.	
  Breyley,	
  Editor,	
  Middlefield	
  Post	
  
Newspaper;	
  Mayor	
  Ben	
  Garlich,	
  Village	
  of	
  Middlefield;	
  Dan	
  Weir,	
  Village	
  Administrator,	
  
Village	
  of	
  Middlefield;	
  David	
  Dietrich,	
  Director,	
  Geauga	
  County	
  Planning	
  Commission	
  staff;	
  
and	
  other	
  members	
  of	
  the	
  Village	
  Economic	
  Development	
  Committee,	
  who	
  are	
  business	
  
owners	
  and	
  other	
  representatives	
  of	
  the	
  business	
  community.	
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12.	
   APPENDICES	
  
	
  

A.	
   Visitors’	
  Survey	
  Findings	
  
	
  

• 96	
  Respondents,	
  half	
  online	
  and	
  half	
  in	
  person,	
  paper	
  surveys	
  conducted	
  at	
  the	
  
Geauga	
  Outdoor	
  Supply	
  and	
  Ace	
  Hardware	
  on	
  two	
  successive	
  weekends	
  

• Frequency	
  of	
  coming	
  to	
  Middlefield:	
  	
  Half	
  come	
  to	
  Middlefield	
  for	
  work,	
  40%	
  2-­‐5	
  
times	
  per	
  week.	
  	
  65%	
  come	
  for	
  restaurants	
  2-­‐5	
  times	
  her	
  week;	
  another	
  24%	
  come	
  
once/month.	
  	
  46%	
  are	
  passing	
  through	
  2-­‐5	
  times	
  a	
  week,	
  another	
  28%	
  pass	
  through	
  
once	
  per	
  month.	
  	
  

• Restaurants:	
  	
  Almost	
  half	
  of	
  paper	
  survey	
  respondents	
  come	
  once/week	
  for	
  
restaurants,	
  another	
  ¼	
  come	
  once/month.	
  	
  ¼	
  of	
  online	
  survey	
  respondents	
  	
  quarter	
  
come	
  once/week	
  for	
  fast	
  food,	
  another	
  ¼	
  once/month,	
  a	
  fifth	
  come	
  2-­‐4	
  times	
  per	
  
week;	
  and	
  For	
  full	
  service	
  restaurants,	
  37%	
  come	
  once	
  a	
  month,	
  25%	
  once	
  per	
  
week.	
  

• Amish	
  businesses:	
  	
  about	
  70%	
  visit	
  Amish	
  businesses	
  at	
  least	
  once	
  every	
  few	
  
months.	
  43%	
  visit	
  at	
  least	
  once	
  a	
  month,	
  and	
  12%	
  visit	
  once	
  a	
  week.	
  

• Most	
  important	
  reason	
  for	
  shopping	
  here:	
  	
  74%	
  listed	
  location;	
  the	
  rest	
  were	
  mixed.	
  
• Competitors:	
  	
  the	
  following	
  were	
  the	
  highest	
  percentages	
  for	
  different	
  locations:	
  	
  

Chardon	
  once	
  per	
  month	
  30%;	
  Garrettsville	
  10%	
  every	
  few	
  months;	
  Bainbridge	
  
23%	
  every	
  few	
  months;	
  Mentor	
  43%	
  every	
  few	
  months;	
  Burton	
  30%	
  every	
  few	
  
months	
  

• Other	
  competitors:	
  	
  only	
  6	
  of	
  the	
  90	
  respondents	
  (7%)	
  cited	
  other	
  locations	
  besides	
  
these,	
  and	
  they	
  all	
  cited	
  the	
  main	
  reason	
  as	
  being	
  close	
  to	
  their	
  home.	
  

• Reasons	
  why	
  competitors	
  are	
  attractive,	
  three	
  highest	
  reasons	
  (first	
  is	
  most	
  
important):	
  	
  Chardon	
  –	
  selection/quality/location;	
  Garrettsville	
  –	
  location;	
  
Bainbridge	
  –	
  selection/quality/location;	
  Mentor	
  –	
  selection/location;	
  Burton	
  –	
  
selection/location/quality;	
  Amish	
  –	
  unique	
  products/service/price/quality;	
  other	
  –	
  
quality.	
  

• Parking	
  is	
  fine,	
  there	
  are	
  no	
  concerns.	
  
• Reasons	
  for	
  visiting	
  Middlefield:	
  (open	
  ended	
  question)	
  Restaurants	
  20;	
  

food/groceries	
  22;	
  shopping	
  16;	
  live	
  here/school	
  is	
  here/closest/local	
  33.	
  
• Additional	
  shops	
  you’d	
  like	
  to	
  see:	
  	
  (open	
  ended	
  question)	
  	
  movie/recreation	
  10;	
  

clothing	
  22;	
  others:	
  	
  grocery,	
  produce,	
  quality	
  foods;	
  wider	
  restaurant/store	
  range.	
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B.	
   Merchants	
  survey	
  findings	
  
	
  

• 28	
  Respondents,	
  online	
  
• Respondents	
  represented	
  a	
  wide	
  mix	
  of	
  merchant	
  and	
  business	
  types,	
  from	
  

furniture	
  to	
  grocery	
  to	
  woodworking	
  to	
  medical/dental	
  and	
  banking.	
  	
  There	
  were	
  
six	
  personal	
  care/health	
  responders,	
  and	
  2	
  banking;	
  all	
  other	
  categories	
  were	
  one	
  
respondent.	
  

• 83%	
  of	
  respondents	
  were	
  located	
  inside	
  the	
  Village.	
  
• There	
  was	
  a	
  mix	
  of	
  sizes;	
  43%	
  were	
  over	
  3000	
  square	
  feet.	
  
• 1/3	
  of	
  respondent	
  businesses	
  had	
  been	
  here	
  less	
  than	
  five	
  years,	
  1/3	
  had	
  been	
  here	
  

more	
  than	
  20	
  years.	
  
• 73%	
  of	
  respondents	
  were	
  owners.	
  
• 46%	
  of	
  them	
  had	
  been	
  owners	
  less	
  than	
  5	
  years.	
  
• Number	
  of	
  in-­‐store	
  customers	
  per	
  day:	
  	
  range	
  0-­‐2510;	
  average	
  164.	
  
• Amount	
  of	
  repeat	
  business:	
  	
  average	
  70%,	
  range	
  30-­‐100%.	
  
• Walk-­‐in	
  customers:	
  	
  average	
  40%,	
  range	
  0-­‐100%.	
  
• Amish	
  customers:	
  	
  average	
  36%,	
  range	
  0-­‐95%.	
  
• Middlefield	
  area	
  customers:	
  	
  average	
  60%,	
  range	
  20-­‐100%.	
  
• Regional	
  customers:	
  	
  average	
  30%,	
  range	
  1-­‐70%.	
  
• Beyond	
  region	
  customers:	
  	
  average	
  16%,	
  range	
  0-­‐75%.	
  
• Hours	
  of	
  operation	
  were	
  diverse	
  and	
  weighted	
  toward	
  morning	
  and	
  afternoon.	
  
• Best	
  sales	
  times	
  were	
  diverse.	
  	
  Of	
  note,	
  events	
  that	
  spiked	
  sales	
  included	
  start	
  of	
  

school,	
  county	
  fair,	
  holidays,	
  rainy	
  days.	
  
• Gross	
  annual	
  sales:	
  	
  average	
  $6	
  million,	
  range	
  $34,000-­‐28	
  million.	
  
• Parking	
  is	
  considered	
  fine.	
  
• 55%	
  lease	
  and	
  45%	
  own	
  their	
  buildings/spaces.	
  
• Competition:	
  	
  (open	
  ended	
  question)	
  Walmart	
  mentioned	
  4	
  times;	
  Mentor	
  

mentioned	
  3	
  times;	
  Gander	
  Mountain,	
  Best	
  Buy.	
  	
  Most	
  competitors	
  identified	
  were	
  
in	
  Middlefield.	
  

• What	
  makes	
  Middlefield	
  businesses	
  more	
  competitive:	
  	
  quality,	
  service,	
  selection,	
  
location,	
  name	
  brands	
  (in	
  that	
  order).	
  	
  	
  

• Price	
  points:	
  	
  Average	
  68%,	
  high	
  21%,	
  low	
  10%	
  of	
  respondents.	
  
• Businesses	
  that	
  complement	
  yours:	
  	
  Walmart	
  mentioned	
  4	
  times,	
  once	
  with	
  a	
  note	
  

that	
  it	
  draws	
  business;	
  CVS;	
  Rite	
  Aid;	
  health	
  care;	
  banks/title	
  businesses.	
  
• Needed	
  retail:	
  	
  Clothing	
  mentioned	
  in	
  8	
  of	
  18	
  responses;	
  quality	
  grocery;	
  

entertainment;	
  party	
  center.	
  
• Too	
  much	
  retail:	
  	
  restaurants,	
  especially	
  fast	
  food.	
  

	
  

C.	
   Community	
  Business	
  interviews	
  
	
  

• 3	
  Respondents	
  
• Non-­‐Amish	
  attracted	
  by	
  price,	
  bulk	
  availability,	
  unique	
  products,	
  nostalgia	
  
• Middlefield	
  Farmer’s	
  Market	
  is	
  new	
  this	
  year	
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• Tourists	
  typically	
  visit	
  in	
  one	
  or	
  two	
  days:	
  	
  White	
  House	
  Chocolates,	
  Mary	
  Yoder’s	
  
Restaurant,	
  Middlefield	
  Cheese,	
  Sparrow	
  Christian	
  Books,	
  Middlefield	
  Market	
  
Auction/flea	
  market.	
  

• Monday	
  is	
  a	
  big	
  tour	
  day.	
  	
  Tourists	
  drive,	
  some	
  come	
  on	
  buses	
  
• Needed	
  in	
  the	
  area:	
  	
  clothing,	
  entertainment/activity,	
  cinema	
  
• Route	
  306	
  is	
  a	
  barrier,	
  no	
  one	
  goes	
  west	
  of	
  there	
  
• Note	
  no	
  real	
  community	
  gathering	
  place	
  in	
  Middlefield,	
  no	
  lodging,	
  no	
  nice	
  

meeting/social	
  event	
  space.	
  
• Zoning	
  in	
  the	
  Village	
  can	
  be	
  a	
  barrier	
  to	
  businesses	
  locating	
  there	
  

	
  

D.	
   Amish	
  Population	
  Analysis:	
  
• Sources:	
  	
  (D.	
  Kraybill,	
  2012;	
  Elizabethtown	
  College	
  web	
  site;	
  Amish	
  Church	
  

Directory	
  of	
  Geauga	
  County,	
  2008).	
  
• There	
  are	
  88	
  church	
  districts,	
  only	
  one	
  of	
  which	
  is	
  outside	
  the	
  Primary	
  Market	
  

Area/PMA	
  (Garrettsville	
  area	
  district).	
  	
  There	
  are	
  about	
  6	
  that	
  are	
  right	
  on	
  the	
  
border.	
  (Windsor/Ashtabula,	
  Parkman	
  and	
  Chardon	
  areas).	
  

• There	
  were	
  2703	
  households,	
  representing	
  13,960	
  people,	
  in	
  2008/9.	
  	
  This	
  is	
  21.5%	
  
of	
  the	
  2010	
  census	
  PMA	
  population	
  of	
  61,390,	
  and	
  13%	
  of	
  the	
  total	
  households	
  in	
  
the	
  Primary	
  Market	
  Area.	
  

• Average	
  Amish	
  household	
  size	
  in	
  the	
  PMA	
  is	
  approximately	
  5.16	
  people,	
  compared	
  
to	
  2.68	
  people/household	
  of	
  non-­‐Amish	
  in	
  the	
  PMA.	
  

• About	
  11%	
  of	
  Amish	
  adult	
  children	
  have	
  moved	
  outside	
  the	
  PMA.	
  	
  Estimates	
  from	
  
Donald	
  Kraybill	
  are	
  that	
  the	
  Amish	
  population	
  doubles	
  approximately	
  every	
  20	
  
years.	
  We	
  need	
  to	
  estimate	
  Amish	
  population	
  growth	
  since	
  2008/9.	
  

• Per	
  D.	
  Kraybill,	
  7%	
  of	
  Amish	
  household	
  heads	
  in	
  Geauga	
  County	
  have	
  their	
  primary	
  
(full	
  time)	
  occupation	
  as	
  farming.	
  	
  The	
  rest	
  are	
  in	
  trades,	
  self-­‐employed	
  in	
  small	
  
business,	
  or	
  work	
  in	
  local	
  factories.	
  

	
  

E.	
   Amish	
  Merchant	
  and	
  Family	
  Interview	
  Findings	
  
	
  

• About	
  8	
  individuals	
  
• Amish	
  attracted	
  by	
  price,	
  convenience/ease	
  (lack	
  of	
  congestion),	
  service,	
  specific	
  

products,	
  friend/family	
  connections	
  
• Holidays:	
  	
  Amish	
  shop	
  for	
  each	
  other	
  at	
  Christmas,	
  have	
  no	
  Christmas	
  Tree	
  
• Gift	
  giving:	
  	
  Amish	
  hold	
  charity	
  auctions	
  for	
  community	
  members,	
  will	
  purchase	
  

“quality	
  worthwhile”	
  household	
  goods	
  for	
  auction/donation	
  
• Business	
  has	
  been	
  good	
  and	
  always	
  growing/expanding:	
  	
  “more	
  people/customers”	
  
• Some	
  avoid	
  Walmart	
  because	
  won’t	
  carry	
  certain	
  goods;	
  “Walmart	
  is	
  the	
  only	
  game	
  

in	
  town,	
  always	
  carries	
  the	
  same	
  goods”	
  
• Some	
  businesses	
  avoid	
  signs	
  on	
  road	
  due	
  to	
  zoning	
  restrictions,	
  and	
  also	
  to	
  avoid	
  

attracting	
  crime.	
  	
  There	
  have	
  been	
  some	
  recent	
  issues	
  with	
  shoplifting,	
  need	
  to	
  
supervise	
  store	
  well.	
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• Amish	
  travel	
  a	
  lot,	
  using	
  taxi,	
  bus,	
  train,	
  and	
  carpool;	
  adding	
  in	
  the	
  maintenance	
  of	
  
horses	
  and	
  gear,	
  transportation	
  costs	
  are	
  likely	
  the	
  same	
  or	
  higher	
  than	
  Non-­‐Amish	
  
families.	
  

• Amish	
  pay	
  for	
  health	
  care,	
  insurance,	
  and	
  education	
  through	
  their	
  community	
  
churches.	
  	
  Everyone	
  is	
  covered,	
  so	
  fully	
  employed	
  families	
  bear	
  the	
  costs,	
  likely	
  as	
  
much	
  if	
  not	
  more	
  than	
  non-­‐Amish	
  families.	
  

• In	
  past	
  years	
  families	
  would	
  band	
  together	
  and	
  hire	
  a	
  van	
  to	
  do	
  their	
  
weekly/biweekly	
  shopping	
  for	
  supplies	
  and	
  groceries.	
  	
  Now	
  with	
  everyone	
  working	
  
off	
  the	
  farm,	
  it	
  is	
  harder	
  to	
  coordinate	
  schedules,	
  so	
  it	
  is	
  easier	
  to	
  travel	
  by	
  buggy	
  to	
  
local	
  shops.	
  	
  This	
  has	
  likely	
  encouraged	
  the	
  establishment	
  of	
  country	
  stores	
  
throughout	
  the	
  area.	
  	
  The	
  farthest	
  one	
  typically	
  travels	
  by	
  buggy	
  for	
  daily	
  errands	
  is	
  
6	
  to	
  8	
  miles	
  (about	
  30	
  minutes?).	
  Closer	
  is	
  preferred.	
  

	
  
F.	
   Business	
  Inventory	
  in	
  PMA	
  
	
  
See	
  attachments	
  for	
  the	
  business	
  inventory	
  table.	
  	
  It	
  is	
  too	
  large	
  to	
  include	
  in	
  this	
  report.	
  	
  
	
  
	
  


