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GOALS AND INITIATIVES

Core Focus Area:

Economic Development
Copley Township will foster sound economic development objectives which 

facilitate investment. 

Economic Development Goal 1: Copley Township will support ini-
tiatives which foster an increased tax base
EDG 1/1: Encourage development in areas of the Township where land is not being 
used to the highest and best, such as empty parking lots, vacant buildings and uses 
which no longer conform to the current zoning regulations
EDG 1/2: Develop the Mixed Use Districts, which include residential and 
commercial uses, along Copley Circle, Copley Rd and Jacoby Rd and Montrose
EDG 1/3: Explore the development of a public-private business park
EDG 1/4: Partner with economic development organizations to explore fi nance 
options which support business growth

EDG 2: Copley Township is committed to retaining and assisting 
small businesses as they thrive in the community. 

EDG 2/1: Promote and retain small businesses
EDG 2/2: Promote businesses and economic activites that are related to and sup-
port agriculture on lots ten acres or less
EDG 2/3: Explore small business grants, funding sources and potential partners
EDG 2/4: Support local organizations which assist and grow small businesses and 
develop local business leaders

EDG 1/5: Explore opportunities to promote tourism and eco-tourism as established 
economic activities
EDG 1/6: Create and maintain an inventory of blighted and/or vacant commercial/
industrial property and explore opportunities for reutilization
EDG 1/7: Explore zoning regulations which provide the best opportunity for 
development and redevelopment including mixed use and compact development in 
suitable areas, such as 15-minute neighborhoods

EDG 2/5: Support the Community Improvement Corporation’s efforts to assist small 
business development with grant funding

76



EDG 3: Copley Township will be a leader in attracting new 
businesses. 
EDG 3/1: Promote and market Copley as a good place to do business
EDG 3/2: Encourage the expansion of centralized services including water and 
sewer in commercial and industrial areas of the township
EDG 3/3: Partner with the Summit County Land Bank to promote the acquisition of 
commercial and industrial properties with high redevelopment potential
EDG 3/4: Support compatible development projects which are funded by the Copley 
Township Community Improvement Corporation

PROPOSED BOARDS & COMMISSIONS

Montrose Joint District Group
Mixed Use Compact Development District Group

PARTNER AGENCIES/ORGANIZATIONS

Summmit County Department of Community & Economic Development
Main Street America
Team NEO
Elevate Akron
Akron Urban League
Summit County Land Bank
Ohio Means Jobs
North East Ohio Four County Regional Planning & Development Organization (NEF-
CO)
Department Finance Authority of Summit County (Port Authority)
Chamber of Commerce
Copley Community Improvement Corporation
The Loop in Copley
Ohio Department of Development
Small Business Development Center (Akron)
SCORE Akron

EDG 3/5: Support internships, vocational training and work force development op-
portunities which are compatible with local industy needs

Supporting Documents
Summit County General Development Plan
Comprehensive Economic Development Strategy -
Northeast Ohio Four County Regional Planning Authority (NEFCO)

90% 
of residents believe promoting 
and retaining small business 

is important to economic 
development in 

Copley Township. 
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Chapter 5: 
 Community Improvement Corporation

In March 2017, the Copley Township Board of Trustees approved the creation of the Copley 
Community Improvement Corporation (CIC) and the group’s fi rst organizational meeting 
was held on November 9, 2017. The CIC is a non-profi t corporation certifi ed by the State 
of Ohio and created under Chapter’s 1702 and 1724 of the Ohio Revised Code to foster 
sound development that supports goals identifi ed by Copley Township. The Copley CIC 
has been designated by the Board of Trustees to act as the Township’s offi cial economic 
development agent for the purpose of advancing, encouraging, and promoting the 
industrial, economic, commercial, and civic development of Copley Township.  As such, 
the CIC works in concert with the Township to implement its community and development 
strategies known as Project Building Blocks.  

The CIC board membership refl ects the breadth and diversity of community and economic 
development experience that characterizes Copley Township’s residents. The CIC includes 
life-long and more recent Township residents.  

A sub-committee appointed by the CIC evaluated the Strengths, Opportunities, Aspirations, 
and Results analysis that emerged from the CIC’s strategic planning process.  Grouping 
together some common items, the committee then organized the CIC’s priorities into three 
themes:  the need for a clearer township identity, possible actions and programs to address 
deteriorating properties and strengthen the local economy, and physical improvements 
that make Copley a place where people want to visit and live.  The CIC board adopted the 
following framework for its strategic plan:   

IDENTITY: Project a clear and positive identity of Copley Township
Copley Township’s population and geography are diverse.  People are often confused as to 
whether they are in Copley or a surrounding community such as Fairlawn, Norton, Akron or 
Bath.  This confusion is heightened by the fact that the Township is home to four different 
school districts – Copley/Fairlawn, Revere, Highland and Akron.  

COMMUNITY IMPROVEMENT: Provide conditions which lead to economic resiliency
The diversity of Copley Township presents the opportunities of myriad housing choices, 
large as well as quaint retail establishments, and a demographic and cultural population 
mix that is unique among Ohio’s townships. However, challenges present themselves in 
the forms of an aging housing stock and gaps in public infrastructure. Future community 
improvements will need to strategically balance the interests of all stakeholders.    

QUALITY OF LIFE: Strengthen the quality of life for those who live, work, and play within 
Copley Township. A sound approach to development balances economic, cultural, and 
environmental interests to achieve vibrant communities that meet the needs of a variety 
of residents, businesses, and institutions.  As housing, retail, and development trends 
evolve, a community must be agile and anticipate future priorities.  Providing choices 
that enhance the quality of life attracts and retains residents and 
businesses under any economic condition. Forward-thinking 
communities make adjustments to advance the greater good.  
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In 1993, voters of Copley Township approved an agreement with the City of Akron allowing for the formation of the 
Joint Economic Development District (JEDD).  The purpose of the agreement was to halt annexation of Township land 
and to bring needed water and sewer services to residents in “water poor” areas and to property owners desiring to 
develop their land for commercial and industrial purposes.  Akron’s gains in this agreement were more water/sewer 
customers and the ability to collect v from persons employed by companies in JEDD areas.  Persons living in Copley, 
but not employed in the designated JEDD areas, do not pay the income tax. The Township benefi ts because the erosion 
of the tax base through annexation is halted.  In fact some previously annexed areas were returned to the Township 
after the approval of the JEDD.  In 1993, the JEDD was approved for a period of 100 years with two 50 year extensions.  
Amendments to the agreement have occured over the years.

Over the 13 years that the JEDD has been in place, the City of Akron installed 
over $9.5 million dollars of sewer lines and $11.3 million dollars of water lines 
in Copley Township.

Water & Sewer Lines

 Joint Economic Development District JEDD

Income Taxes

The original JEDD agreement  authorized a collection of the income tax at the same rate paid in the City of Akron, 
which was 2%.  In 2003, the voters of the City of Akron approved an increase in the income tax to 2.25%.  The original 
agreement stated that the City was to share 1/3 of the income tax above the original 2%.  As of 2018, Copley Township 
has received approximately $1,731,850.

Chapter 5:

In 1993, voters of Copley Township 
approved an agreement with the City of 
Akron allowing the formation of the Joint 
Economic Development District (JEDD).

The original JEDD agreement authorized 
a collection of the income tax at the 
same rate paid in the City of Akron, 
which was 2%.  Increases have occurred 
in 2008 and 2018.

As of 2018 Copley Township has received 
approximately $1,731,850 in revenue as 
a result of the JEDD.

JEDD Established Total ReceivedIncome Tax

1993 2.25% $1,731,850

 Economic Development
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 Water and Sewer Lines
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Chapter 5:
 Joint Economic Development District 

COPLEY-AKRON JOINT ECONOMIC DEVELOPMENT DISTRICT (JEDD)

Copley - Akron JEDD Parcels City of Akron Sewer Line City of Akron Water Line DOSSS Sewer Line

 Economic Development
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Chapter 5: 
Economic Development

Environmental constraints to development and environmentally sensitive lands are critical to determining 
buildout of Copley Township.  Ideally, development should be directed to the remaining portion of the 
Township that is neither environmentally constrained nor environmentally sensitive.

ENVIRONMENTALLY CONSTRAINED

POTENTIAL DEVELOPMENT

ENVIRONMENTALLY SENSITIVE

POTENTIAL DEVELOPMENT

In addition, about 61% of the Township contains 
environmentally sensitive areas (woodland resources, 
riparian corridors and high groundwater resources).

89% of the overall land available for potential 
development is categorized as sensitive.

Nearly half, (49%), of the Township is environmentally 
constrained by fl oodplains, wetlands and hydric soils.

Of the remaining potential development areas, 33% is 
environmentally constrained.

ENVIRO
CONSTRAINED

ENVIRO
CONSTRAINED

ENVIRO
SENSITIVE

ENVIRO
SENSITIVE

49%49%

33%33% 89%89%
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Economic Development

POTENTIAL DEVELOPMENT AREAS
There are 440 acres of parcels zoned for industrial and commercial uses that are vacant or being used 
for something other than commercial and industrial purposes. The inclusion of “underutilized sites” is not 
intended to represent real estate valuation or determine the marketability, business practices or specifi c 
plans for a site.  Instead, opportunities for economic growth may be possible given adequate infrastructure 
exists, market demand is present and environmental conditions are satisfi ed.

Mixed Use

Retail Districts

Mixed Use

Offi ce and Industrial Districts

Total Mixed Use Underutilization:  12 Acres
Total of 18 Sites

Max. Lot Size 5.7. Acres
Avg. Lot Size 0.53 Acres

Total Offi ce Underutilization: 223 Acres
Total of 88 Sites

Max. Lot Size 52.67 Acres
Avg. Lot Size 2.5 Acres

Total Industrial Underutilization:
102 Acres

Total of 34 Sites
Max. Lot Size 29 Acres
Avg. Lot Size 3 Acres

Total Mixed Use Underutilization: 9.5 acres 
Total of 9 Sites

Max. Lot Size 4.6 Acres
Avg. Lot Size 1 Acre

Total Retail Underutilization:  93 Acres
Total of 23 Sites

Max. Lot Size 18 Acres
Avg. Lot Size 4.6 Acres

JACOBY
M

IXED
M

ONTROSE

RIDGEW
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Economic Development 

 Underutilized Land - Copley/Jacoby Mixed Use District Map
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Underutilized Land - Copley Circle Mixed Use District Map
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 Underutilized Land - Montrose Area & Medical Offi ce Corridor Map
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Underutilized Land - Medical Offi ce Corridor & Tech Corridor Map

Chapter 5: 
Economic Development
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Economic Development

Development Indicators

One indicator of future growth is platting activity for new subdivisions, since this precedes building 
permits.  The following table demonstrates the amount of platting throughout the past ten years.  
Most development is predominantly occurring in the northwest area of the Township.  Development 
has, however, increased over the scope of the last ten years.

The impact of future land use patterns must be considered.  Some of the many infl uences on land 
development patterns are:

• Market demand
• Regional economic conditions
• Location
• Sanitary sewer service areas, sewer capacity and density of development by sewer design
• Soils and their suitability for on-site sewage disposal systems
• Environmental constraints to development
• Public/private centralized water service areas and capacity
• Roads and traffi c congestion
• Community facilities such as schools, fi re, police and service
• Local zoning
• Banking/lending practices for non-traditional or different developments

The leaders of Copley Township have many choices.  Township zoning controls the type and density of 
future development.

When considering density of future development, it is important to note that areas in Copley Township 
currently zoned Residential - High Density, consist primarily of land use supported by single family 
housing.

 Observation On Existing & Current Development Patterns
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Economic Development
 Observation On Existing & Current Development Patterns

The real estate market seems to validate a strong demand for home sites in Copley Township.  If Copley 
Township were to sustain its current building rate of an average 40 new homes per year with 3.05 persons 
per household, the Township would grow by 122 persons per year.

*  3.05 persons per household is the average per the 2013-2017 American Community Survey. (ACS) 5-Year Estimates

Single Family Homes Commercial Site Plans 
(New Construction)

2015 48 7

2016 71 2

2017 76 3

2018 84 7

2019 28 4

2020* 128 6

2021 74 2

2022 26 8

2023 8 10

2024 9 8

TOTAL 552 57

 New Development in Copley Township

** First year tracking multi family separate from single family



Chapter 5: 
Economic Development

COMMUNITY REINVESTMENT AREA

In Ohio, townships are permitted to utilize various tools for economic development. Currently, Copley 
Township implements Tax Increment Financing (TIF) options for development, infrastructure and 
improvement. Two other economic development tools Copley may choose to explore include the 
establishment of Community Reinvestment Areas (CRA) and Enterprise Zones. Economic development 
tools may be implemented by the township in conjunction with Summit County. 

The Ohio Community Reinvestment Area program is an economic development tool administered by 
municipal and county government that provides real property tax exemptions for property owners who 
renovate existing or construct new buildings. Community Reinvestment Areas are areas of land in which 
property owners can receive tax incentives for investing in real property improvements.

The Community Reinvestment Area (CRA) Program is a direct incentive tax exemption program 
benefi ting property owners who renovate existing or construct new buildings. This program permits 
municipalities or counties to designate areas where investment has been discouraged as a CRA to 
encourage revitalization of the existing housing stock and the development of new structures.

In order to use the Community Reinvestment Area program, a city, village, or county petitions to the 
Ohio Department of Development for confi rmation of a geographical area in which investment in 
housing has traditionally been discouraged.

Following is a thumbnail sketch for establishing a Community Investment Area (CRA):

1. Determine the area where you want the CRA to be located.

2. Conduct a housing survey of the area.

3. Once the area is determined and the survey is done, the local legislative body must pass its 
legislation to create the CRA. County Council/Executive must do it for areas in townships

4. The enabling legislation must then be published in a newspaper of general circulation once a week 
for two consecutive weeks per the requirements of the Ohio Revised Code.

5. After the legislation is passed and published, the CRA Petition for Confi rmation must be fi lled out.

6. Submit the petition and all supporting documentation including municipal and county (if applicable) 
legislation, map and matching written description, to the Ohio Development Services Agency (ODSA).

7. Upon approval of the ODSA, the local jurisdiction can begin offering tax incentives to projects.
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ENTERPRISE ZONE
Enterprise zones are designated areas of land in which businesses can receive tax incentives in the 
form of tax exemptions on eligible new investment. The Enterprise Zone Program can provide tax 
exemptions for a portion of the value of new real and personal property investment (when that personal 
property is still taxable) when the investment is made in conjunction with a project that includes job 
creation. Existing land values and existing building values are not eligible (except as noted within rare 
circumstances).

Local communities may offer tax incentives for non-retail projects that are establishing or expanding 
operations in the State of Ohio. Real property investments are eligible for tax incentives, as well as 
personal property investments for those entities that continue to pay personal property tax.

A community interested in creating an Enterprise Zone should contact the Ohio Development Services 
Agency (DSA) to discuss the concept, procedure and requirements for the creation and implementation 
of an Enterprise Zone Program.

· The local government should determine both the necessary parties (i.e. Municipal Council, County 
Auditor and Board of County Council/Executive and the affected parties (i.e. Board of Education, 
existing businesses, other taxing jurisdictions, and local taxpayers).

· Develop guidelines for operating an Enterprise Zone.

· Select the geographic area to be the Enterprise Zone. The area must have the required minimum 
population and a single continuous boundary. Enterprise Zones proposed in counties of 300,000 or 
greater population must have a minimum zone population of 4,000. Enterprise Zones proposed in 
counties under 300,000 in population must have at least 1,000 residents within the boundary.

· To fi nalize the zone creation process, the local government jurisdictions must complete and submit 
the DSA Petition form, attach and submit the required legislative approvals, submit a map of the zone 
highlighting vacant or developable properties and existing businesses, submit a written description of 
the proposed zone (must correspond to the map) and submit documentation/verifi cation of the distress 
factors (if necessary).

· Upon receipt of an Enterprise Zone Petition, DSA has 60 days to review the petition and determine 
whether the proposed zone is to be certifi ed as an Enterprise Zone.
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MARKET ANALYSIS
In 2022, the Copley Community Improvement Corporation contracted with Urban Decision 
Group to conduct a market analysis study of the Copley Circle, Cleveland-Massillon Road, 
Montrose and Copley-Jacoby subareas. The analysis included general recommendations 
for improving these areas of the township because they are fundamental to the overall 
success of Copley. The following analysis for each subarea were completed and are 
included in this chapter of the Land Use Plan: Field Observations, Commercial Real 
Estate Inventory, Stakeholder Interviews and Business Survey and Retail and Consumer 
Expenditures Analysis. The general fi ndings and recommendations are below and detailed 
reports follow.

MARKET ANALYSIS - COPLEY CIRCLE SUBAREA
Copley Circle should remain a central area to the Township with enhancements to 
infrastructure and event programming. The primary focus for economic development 
in this subarea should be commercial development and/or enhancements, as well as 
multifamily residential development.

Infrastructure improvements inclusive of vehicular and pedestrian are essential in this 
area. Improvements could include:

· Installation of physical changes to reduce vehicular speed including street trees, streetlamps and 
planters.
· Decrease of speed limit on Cleveland Massillon Road from Sawmill Road (north) to Hammond Blvd 
(south) from 35 m.p.h. to 25 m.p.h. The total length of this stretch of road is 0.6 miles.
· Decrease of speed limit on Copley Road from Centerview Drive (west) to Druid Drive (east) from 40 
m.p.h. but should be reduced to 25 m.p.h. to slow down traffi c near Copley Circle.
· Creation of a cohesive sidewalk infrastructure plan
· Additional community activities held at the Circle including concerts, fairs, and markets.
· Wayfi nding signs for the Circle area, including Walterville.
· Integrate Walterville and Copley Circle to encourage foot traffi c and patrons into and from the Circle/
Walterville.
· Improve and maintain privately owned surface parking lots, possibly using CIC grants and funds from 
Copley Township.
· Create opportunities for shared parking between public and private entities.
· Maintain businesses around Copley Circle to encourage potential customers.
· Construction of multifamily housing within a half mile or less of Copley Circle which are connected by 
sidewalks and multiuse trails.
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· Construction of multifamily housing within a half mile or less of Copley Circle which are connected by 
sidewalks and multiuse trails.

There are several retail/service opportunities within the Copley Circle submarket. The following retail/
service categories have favorable socio-demographic characteristics within this submarket:

· Apparel and Apparel Services
· Education
· Entertainment
· Toys, Games, Crafts, and Hobbies
· Food at Home
· Alcohol at Home
· Alcohol Away from Home
· Meals at Restaurants
· Personal Care Services
· Household Furnishings
· Household Furniture
· Childcare

These retail/service categories are not only under-represented within the Copley Circle submarket, but 
consumers living within the area also spend more in these categories than the national average The 
market could support at least one new entrant within each of these categories.

The goal for this area is to get people out of their cars and into more than one business per trip – a 
concept known as “spillover traffi c” or “retail stickiness.”
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MARKET ANALYSIS - CLEVELAND-MASSILLON SUBAREA
Cleveland-Massillon subarea
The Cleveland-Massillon subarea consists primarily of a half-mile corridor running from Ridgewood Road 
(north) to Saw Mill Road/train tracks (south). The character of the area is primarily defi ned by offi ce, fl ex 
warehouse/offi ce and medical offi ce spaces. The primary function of this area is to house offi ce and fl ex-
warehouse uses and serve as a transition to Copley Circle when traveling south.
Improvements to infrastructure could include:
• The installation of a sidewalk or a shared bike/pedestrian trail would serve as a connector to the 
Copley Circle subarea and would help to “calm” traffi c down as it transitions to what should be a more 
active zone. 
• Decrease speed of traffi c to improve the visibility of the businesses.
Nationally and locally, the market for offi ce space is currently in a great state of fl ux and it remains to be 
seen where demand will stabilize, although it is becoming clear that fl exibility with respect to size and 
function is imperative.
Development within this subarea will likely focus on these high demand uses for the foreseeable future. 
According to the study, there will be a big push for more warehouses (for last mile deliveries) due to the 
proximity to Akron and the access to the Akron/Summit County market.
The study reccomends that any new retail within the Cleveland-Massillon subarea should be directed 
towards the southernmost portion of the subarea (the Creekside Buildings). Ideally, a sidewalk or shared 
trail would connect the southern portion of the Cleveland-Massillon subarea to the Copley Circle subarea.
The following are the retail and service categories that could be absorbed into the Cleveland- Massillon 
subarea. Introducing multiple new entrants within the same category, within both the Copley Circle and 
Cleveland-Massillon subareas was not recommended;  It’s better to have at least one new successful 
business versus two failed businesses.
• Apparel and Apparel Services
• Education
• Entertainment
• Toys, Games, Crafts, and Hobbies
• Food at Home
• Alcohol at Home
• Alcohol Away from Home
• Meals at Restaurants
• Personal Care Services
• Household Furnishings/Furniture
• Childcare
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This area benefi ts from the collective mass of retail and offi ce uses concentrated along the West Market 
Street corridor that connects Interstate 77 on the west, to the east and the City of Akron. This area is 
effectively the commercial center of Summit County. Demand for retail and offi ce space in this area 
remains high and vacancies are usually short-lived. For the most part, this area’s past is also its future.
Recommendations for this area include:

• Add Wayfi nding and branding signage.
• Design pedestrian friendly infrastructure including a cohesive sidewalk.
• Redevelop existing big-box stores and parking lots. Save housing for Copley Circle and Copley/
Jacoby subareas.
• Consider the addition of small warehouse and wholesale uses (last mile) in the southern portion 
of the subarea south of Springside/Brookwall).
• Carefully consider the addition of more big-box stores.
• Maintain the large national retail presence and orient small, locally owned business to the Copley 
Circle and Copley/Jacoby subareas. 

As evidenced by the low vacancy rates, retail spaces are still in demand in this area – especially the 
smaller, more fl exible spaces. The following retail and service categories could likely support one or more 
new entrants into this subarea:

• Education
• Entertainment
• Bicycles
• Alcohol at Home
• Alcohol Away from Home
• Meals Away from Home
• Household Furnishings
• Household Furniture
• Childcare

MARKET ANALYSIS - MONTROSE SUBAREA
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• Education
• Entertainment
• Apparel and Apparel Services
• Food at Home 
• Alcohol Away from Home
• Household Furnishings
• Household Furniture
• Childcare
• Healthcare

Most of these categories were also recommended for the Copley Circle subarea. Because of the potential 
overlap, promoting the establishment of any business within these categories critical mass will need to 
be considered in order to support multiple new entrants into any one category.

The large amount of surface parking combined with the large, undeveloped tracts of land north of Rizzi’s 
and east of Jacoby Road, make this subarea the obvious choice for concentrating any of the housing 
options reviewed as part of this study, including age-restricted rental and senior housing options such 
as assisted living, independent living, and nursing care. These housing types are compatible with the 
existing (denser) housing options available at The Meadows of Copley (to the east) and Windsor Park 
Estates (to the north). In fact, senior-focused housing can usually be developed at higher densities than 
traditional multifamily because of the reduced parking demand. Why? Because older households have 
fewer people (drivers) and subsequently, fewer cars. Further, households living in a condominium or 
apartment are almost fi ve times as likely to be a household with no vehicle compared to those living in 
single-family homes.

The addition of 100 or more housing units in this area would greatly enhance the commercial/retail 
opportunities, but it would also necessitate some much-needed infrastructure improvements. Again, the 
lack of sidewalks and/or shared bike/pedestrian trails is isolating the surrounding housing from the retail 
and recreational uses that are nearby. Improvements such as these would slow down traffi c as well as tie 
together the intersection with the surrounding neighborhoods

MARKET ANALYSIS - COPLEY-JACOBY SUBAREA
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A
DDRESS

TYPE
C

opley Tow
nship

1540 S C
leveland

 M
assillon Rd

G
overnm

ent
C

opley United
 M

ethod
ist C

hurch
1518 S C

leveland
 M

assillon Rd
C

hurch
C

opley-Fairlaw
n M

id
d

le School
1531 S C

leveland
 M

assillon Rd
School

Sund
ace Ltd

1513 S C
leveland

 M
assillon Rd

State Farm
1501 S C

leveland
 M

assillon Rd
V

A
C

A
N

T
1495 S C

leveland
 M

assillon Rd
V

acant
1463 S C

leveland
 M

assillon Rd
Retail

C
opley C

ircle A
ntiques

1451 S C
leveland

 M
assillon Rd

Retail
N

A
PA

 A
uto Parts

3550 C
opley Rd

A
uto

3500 C
opley Rd

A
uto

C
opley Tool Rental

3503 C
opley Rd

Hard
w

are
V

ision G
raphics and

 Printing
3545 C

opley Rd
Printing

W
alterville Propane

1351 S C
leveland

 M
assillon Rd

Ind
ustrial

Ileana C
ustom

 Upholstery
3563 C

opley Rd
Upholstery

Bloch Printing
3569 C

opley Rd
Printing

Pace M
ed

ical Equipm
ent &

 
Supplies

3573 C
opley Rd

Retail

G
am

auf Pro Hard
w

are &
 Supply

1395 S C
leveland

 M
assillon Rd

C
onsignm

ent
A

utobahn Service C
enter

1330 S C
leveland

 M
assillon Rd

A
uto

D
ollar G

eneral
1348 S C

leveland
 M

assillon Rd
Retail

Subw
ay

1360 S C
leveland

 M
assillon Rd

Restaurant 
chain

V
apor Station

1360 S C
leveland

 M
assillon Rd

Retail
Brighten Brew

ing
1374 S C

leveland
 M

assillon Rd
Bar

Big Star Pizza
1372 S C

leveland
 M

assillon Rd
Restaurant

V
A

C
A

N
T

1394  S C
leveland

 M
assillon Rd

V
acant
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N
A

M
E

A
DDRESS

TYPE
C

V
S Pharm

acy
1410 S C

leveland
 M

assillon Rd
Pharm

acy
W

est Sid
e G

ym
nastics

1347 Sunset D
r

G
ym

C
opley Police D

epartm
ent

1280 Sunset D
r

G
overnm

ent
V

A
C

A
N

T
3643 C

opley Rd
V

acant
3636 C

opley Rd
C

ontractor
V

A
C

A
N

T
3610 C

opley Rd
V

acant
V

A
C

A
N

T
1436 S C

leveland
 M

assillon Rd
V

acant
C

opley C
ircle G

room
ers

1436 S C
leveland

 M
assillon Rd

Pet groom
ing

Sum
m

ers Insurance G
roup

1436 S C
leveland

 M
assillon Rd

Firehouse Tavern
1442 S C

leveland
 M

assillon Rd
Restaurant

C
ircle K

1456 S C
leveland

 M
assillon Rd

G
as Station

Salon on the C
ircle

1450 S C
leveland

 M
assillon Rd

Salon
C

opley Feed
 &

 Supply
1468 S C

leveland
 M

assillon Rd
Retail

C
opley O

utreach C
enter

1502 S C
leveland

 M
assillon Rd

Key O
bservations and 

Recom
m

endations
C

opley C
ircle has a lot of potential

start w
ith safety.  For this stud

y area to feel safe for ped
estrians, 

should
 includ

e a curb to elevate them
 from

 the road
.  The 

sense that cars could
 all too easily slip outsid

e their lane and
 onto 

ped
estrian territory.  

A
nother feature that w

ould
 increase both safety and

 com
fort is 

trees w
ould

 provid
e shad

e for ped
estrians as w

ell as encourage 

posts can serve the sam
e purpose, as w

ell as ad
d

ing a level of 

C
opley C

ircle has a solid
 core of businesses that com

plem
ent 

each other.  There are several d
ifferent business types representing 

that alread
y has beautiful trees, and

 the build
ings are close 

stim
ulation.
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C
LEV

ELA
N

D
 M

A
SSILLO

N

M
assillon Road

 corrid
or from

 Rid
gew

ood
 Road

 to the north, to 

the PV
S C

hem
ical plant.  The total inventory of this area includ

ed
 

19 locations - only one of w
hich w

as vacan - four w
ere offered

 the 

along this section of C
leveland

 M
assillon Rd

 are m
ore spaced

 
out than C

opley C
ircle.  This is a d

ecid
ely com

m
ercial stretch 

w
ith very little connection to the surround

ing neighborhood
.

Visibility and Signage
The quality of visibility d

ecreases once one d
rives north over the 

businesses d
o how

ever have appropriate signage for notifying 
com

m
uters of their location.  Som

e of these signs have an aged
 

appearance and
 could

 use som
e m

aintenance or be replaced
 

entirely.

Copley Township launched a 
farm survey in 2024 to compile 
a more realistic idea of how 
much agriculture is going on 
in our township. The survey 
asked participants to indicate 
which description best fi ts 
how their land is currently 
being used for agriculture:

A. BACKYARD GARDEN to help 
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Ingress/Egress and C
irculation

The circulation in this stud
y area is prim

arily focused
 on the 

m
ovem

ent of cars north and
 south along C

leveland
 M

assillon 
Road

.  The speed
 lim

it is 35, but the road
 is straight and

 there 
are no stop lights or stop signs betw

een the lights at the C
opley 

Road
 and

 Rid
gew

ood
 Road

 intersections - w
hich are about 

as fast as 45 or even 50 m
iles per hour.  This stretch of road

 is not 

businesses are all very easy for d
rivers to reach because they all 

Design and Layout

V
itam

in store.  This lot also includ
es the location of the form

er 

O
utsid

e of this cluster of businesses, the rest of this stretch of road
 

currently
to.

A
ge and A

ppearance

w
ell.  The tw

o build
ings to the north w

ere built in 1925 and
 are 

gray w
ith angled

 and
 shingled

 roofs.  The south build
ing, form

erly 

D
eli, w

as built m
uch m

ore recently in 2002 and
 given a d

esign 

is w
orn but still in good

 shape, but the signage has seen better 
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shingles and
 d

o not d
raw

 m
uch attention to the w

estern sid
e of 

C
leveland

-M
assillon Road

.  

The rest of the corrid
or d

oes not have a cohesive feel to it.  M
uch 

of the street is lined
 by hom

es built in the early 20th century and
 

each several d
ecad

es old
 but still in good

 shape.

A
djacent Uses

This stud
y area is surround

ed
 by ind

ustrial uses as w
ell as m

ore 

bound
aries, the north sid

e of the street lies w
ithin Fairlaw

n.  To the 
w

est on Rid
gew

ood
 Rd

 is w
here C

opley High School is located
.

Key O
bservations and Recom

m
endations

This stud
y area d

oes not have as cohesive a feel as C
opley 

businesses at the southernm
ost ed

ge, the rest of the businesses 

even 

N
A

M
E

A
DDRESS

TYPE
V

A
C

A
N

T
1275 S C

leveland
 M

assillon Rd
V

acant
1265 S C

leveland
 M

assillon Rd
Restaurant

1265 S C
leveland

 M
assillon Rd

Retail
A

corn V
itam

ins
1265 S C

leveland
 M

assillon Rd
Retail

1143 S C
leveland

 M
assillon Rd

Upholstery
C

opley C
hiropractic

1113 S C
leveland

 M
assillon Rd

Progressive
1099 S C

leveland
 M

assillon Rd
Insurance

M
etropolitan V

eterinary Hospital
1053 S C

leveland
 M

assillon Rd
3632 Rid

gew
ood

 Rd
The Eye Site

3612 Rid
gew

ood
 Rd

C
opley A

uto &
 C

ollision
1230 S C

leveland
 M

assillon Rd
A

uto
Stud

io B Posters
1262 S C

leveland
 M

assillon Rd
W

holesaler
D

avis N
agy C

PA
s

1270 S C
leveland

 M
assillon Rd

1st Respond
er Financial A

d
visors

1270 S C
leveland

 M
assillon Rd

Plan M
em

ber Financial C
enter

1270 S C
leveland

 M
assillon Rd

1270 S C
leveland

 M
assillon Rd

W
ise Steel C

onstruction LLC
1270 S C

leveland
 M

assillon Rd
D

&
E Financial Services

1270 S C
leveland

 M
assillon Rd

C
aring Hearts Senior Transportation

1270 S C
leveland

 M
assillon Rd

if they w
ere com

plem
entary uses

soon, how
ever there is no shortage of space available for new

 

is convenient for logistics but problem
atic for local retail and
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C
O

PLEY-JA
C

O
BY

The C
opley-Jacoby stud

y area is com
prised

 of the businesses 
located

 around
 the intersection of C

opley and
 Jacoby Road

s.  
There are 13 business locations w

ithin this area, of w
hich tw

o are 
vacant, eight w

ere offered
 the survey, and

 three w
ere closed

 
d

uring the tim
e of our visit.  A

d
d

itionally, there are four businesses 

Visibility and Signage
O

nly a few
 of the businesses around

 this intersection are easily 

are close to the road
 and

 both have large signs.  The businesses 
that are at 2830 C

opley Road
 share a sign that lists each business 

in the build
ing.  The ow

ner of D
iam

ond
 Sun Tanning stated

 that 

storefront is facing east tow
ard

 Jacoby Rd
 and

 is not visible w
hen 

d
riving east on C

opley Road
, how

ever the road
 sign listing the 

businesses is visible.
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Design and Layout
This 

intersection 
has 

an 
autom

obile-oriented
 

d
esign, 

w
hich 

A
ge and A

ppearance

W
arehouse are larger than necessary to accom

m
od

ate current 

m
erge w

ith the grass of the em
pty lot to the north resulting in a 

includ
es an area for d

ining outd
oors w

ith sturd
y stone tables and

 
benches.  
A

djacent Uses
The C

opley-Jacoby stud
y area is surround

ed
 entirely by housing.  

M
ost of this is single fam

ily but the northeast ed
ge is bord

ered
 by 

Ryan Hom
es at M

ead
ow

 Run Tow
ns - a single- and

 m
ultifam

ily 
com

m
unity.

Ingress/Egress and C
irculation

The d
esign of the intersection at C

opley and
 Jacoby Road

s 
encourages speed

s higher than the posted
 speed

 lim
it and

 

Each of the businesses is easy to reach because they all have 

left turns.
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Key O
bservations and Recom

m
endations

The m
ost interesting thing about this stud

y area is that there is 

an opportunity to incorporate m
ore housing to this area - w

hich 

retail.  A
d

d
itional retail could

 be accom
m

od
ated

 in the space 

There are currently an estim
ated

 4,100 people resid
ing w

ithin 
one-m

ile of the C
opley and

 Jacoby Road
 intersection and

 room
 

to accom
m

od
ate several hund

red
 m

ore.

they are each only tw
o lanes w

id
e and

 thereby are d
ecent 

im
provem

ents w
ould

 d
rastically im

prove the com
fort level for 

ped
estrians and

 thereby enhance the d
esirablility for ad

d
itional 

retail and
 restaurant uses.  

N
A

M
E

A
DDRESS

TYPE
V

A
C

A
N

T
2777 C

opley Rd
V

acant
Royalty Palace D

ay Spa
2777 C

opley Rd
Spa

V
A

C
A

N
T

2777 C
opley Rd

V
acant

C
ar Parts W

arehouse
2799 C

opley Rd
A

uto
C

are For You Hom
e Healthcare 

A
gency

2801 C
opley Rd

A
d

ult care

2809 C
opley Rd

2700 C
opley Rd

A
uto

Prem
ium

 C
ar D

etailing
2722 C

opley Rd
A

uto
G

renville M
achad

o M
D

2839 C
opley Rd

C
hrist Pentecostal C

hurch
2830 C

opley Rd
C

hurch
K &

 S Har D
esign

2830 C
opley Rd

Salon
D

iam
ond

 Sun Tanning
2830 C

opley Rd
Tanning

2830 C
opley Rd

Party venue
Signal Tree Hom

e Health
2830 C

opley Rd
A

d
ult care

M
yers D

riving School
2830 C

opley Rd
D

riving School
C

ircle K
2806 C

opley Rd
G

as Station

Fam
ily Enrichm

ent C
enter

2752 C
opley Rd

D
aycare
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M
O

N
TRO

SE
The M

ontrose stud
y area is a com

pletely d
ifferent species w

hen 
com

pared
 to the other three.  This corner of C

opley Tow
nship 

m
irrors that of the entirety of the M

ontrose retail center that 
em

anates from
 the M

ed
ina Road

-C
leveland

-M
assillon Road

 
intersection.  This area is auto-centric w

ith no d
iscernable sense 

of place.  W
ell-placed

 signage is the only ind
ication that parts 

of this area are w
ithin C

opley Tow
nship.  The entire retail d

istrict 

aesthetic from
 C

opley C
ircle.  

Visibility and Signage
There is no shortage of signage at the intersections of M

ed
ina 

and
 C

leveland
-M

assillon Road
s.  D

rivers are bom
bard

ed
 by 

them
selves are not visible to d

rivers.  V
isitors have to spot the sign 

than 100 feet. 

There w
ere 76 total business locations inventoried

 in the M
ontrose 

w
ere closed

 at the tim
e of our visit, and

 35 are large chain stores 
or restaurants so w

e d
id

 not includ
e them

 in our survey outreach.  
29 businesses w

ere offered
 the survey.  This is the only stud

y 
area in w

hich no one answ
ered

 the survey questions in person.  
The higher level of hustle and

 bustle on this retail corrid
or w

as 
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Ingress/Egress and C
irculation

and
 curb cuts can be confusing to som

eone less fam
iliar w

ith the 
area.  The street d

esign d
oes not encourage slow

er speed
sand

 

Design and Layout
This stud

y area has the m
ost auto-d

epend
ent d

esign of them
 

a trad
itional d

ow
ntow

n.  This d
esign style is typical of m

any 
com

m
unity and

 regionial shopping d
istricts built over the last 60 

years.  This is the retail version of suburban spraw
l.

In ad
d

ition to the stand
ard

 business signs, w
e noticed

 several 

yard
-style signs stating they w

ere hiring. Signs ind
icated

  starting 
w

ages 
greater 

than 
$15/hour 

and
 

som
e 

provid
ed

 
signing 

ind
ustry -  restaurants are struggling to retain em

ployees w
ithin an 
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A
ge and A

ppearance
The sheer scale of this retail corrid

or reveals its relative youth 

The only location that had
 an und

esirable appearance w
as the 

m
otel that had

 recently been shut d
ow

n and
 w

as now
 vacant.  

There are a couple other vacancies in this stud
y area, but it had

 
the low

est percentage of vacancies at 0.5 percent.

A
djacent Uses

This stud
y area is surround

ed
 by m

ore retail uses to the north and
 

by Interstrate 77, on the other sid
e of w

hich there is a Planned
 

D
evelopm

ent D
istrict consisting of retail and

 resid
ential uses.  The 

activity m
uch d

ifferent from
 the rem

aind
er of the Tow

nship.

Key O
bservations and Recom

m
endations

to rem
ain autod

epend
ent.  A

bsent a road
 d

iet, the C
leveland

 
M

assillon and
 M

ed
ina Road

 intersection is generally unsafe for 
ped

estrians.  How
ever, the southw

est quad
rant that falls w

ithin 

repond
erance of space betw

een uses ind
icates opportunity for 

ad
d

itional d
evelopm

ent.

Filling in the em
pty spaces and

 ad
d

ing ped
estrian am

enities - 

com
fortability, interest, and

 usefulness is im
proved

, patrons m
ay 

N
A

M
E

A
DDRESS

TYPE
Bom

ba Taco + Bar
3900 M

ed
ina Rd

Restaurant
C

lupper Bros C
arpet &

 Floor
3900 M

ed
ina Rd

Retail
3900 M

ed
ina Rd

Restaurant
Zoup!

3900 M
ed

ina Rd
Restaurant

N
ail Envy

3900 M
ed

ina Rd
Salon

Sun V
alley Sports

3900 M
ed

ina Rd
Retail

V
A

C
A

N
T

3900 M
ed

ina Rd
V

acant
Bella D

écor
3900 M

ed
ina Rd

Retail
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N
A

M
E

A
DDRESS

TYPE
Lum

en N
ation

3900 M
ed

ina Rd
Retail

Ed
elm

an Financial Engines
3900 M

ed
ina Rd

Shear Talent
3900 M

ed
ina Rd

Salon
Physical Therapy

3900 M
ed

ina Rd
Red

 W
ing

3900 M
ed

ina Rd
Retail

A
vis Bud

get
3900 M

ed
ina Rd

C
ar rental

Batteries Plus
3900 M

ed
ina Rd

Retail
Tow

n Tavern
3900 M

ed
ina Rd

Bar
3900 M

ed
ina Rd

Pure Barre
3900 M

ed
ina Rd

Fitness
C

old
stone

3900 M
ed

ina Rd
Restaurant

Tid
e C

leaners
3900 M

ed
ina Rd

Laund
ry

Jared
3900 M

ed
ina Rd

Retail
C

hipotle
3890 M

ed
ina Rd

Restaurant
A

T&
T

3890 M
ed

ina Rd
Retail

3890 M
ed

ina Rd
Restaurant

Pad
 Thai

Restaurant

Restaurant
M

inutem
an Press

Printer
Spring Spa &

 M
assage

Spa
Plus A

lterations
Tailor

3904 M
ed

ina Rd
A

uto
O

live G
ard

en
3924 M

ed
ina Rd

Restaurant
Restaurant

V
A

C
A

N
T

V
acant

3938 M
ed

ina Rd
Restaurant

M
ontrose Laserw

ash
C

ar w
ash

M
ontpoint C

enter
M

ontrose C
ollision C

enter
3960 M

ed
ina Rd

A
uto

M
ontrose Ford

3960 M
ed

ina Rd
A

uto sales

Bar
4000 M

ed
ina Rd

Restaurant

47 Flight M
em

orial D
r

Restaurant
126 Flight M

em
orial D

r
Restaurant

N
A

M
E

A
DDRESS

TYPE
152 Flight M

em
orial D

r
Restaurant

4022 M
ed

ina Rd
Restaurant

41 Springsid
e D

r
Restaurant

Ethan A
llen

55 Springsid
e D

r
Retail

79 Springsid
e D

r
Restaurant

V
A

C
A

N
T

52 Springsid
e D

r
V

acant
V

A
C

A
N

T
V

acant
Salvation A

rm
y Fam

ily Store
Thrift

4076 M
ed

ina Rd
Restaurant

4118 M
ed

ina Rd
Retail

V
A

C
A

N
T

4100 M
ed

ina Rd
V

acant
G

etG
o G

as Station
4072 M

ed
ina Rd

G
as Station

C
opley Inn &

 Suites
Lod

ging
EconoLod

ge
Lod

ging
A

ll Fired
 Up

Stud
io

A
BC

 Therapy
W

holesaler
Best Buy

Retail
Planet Fitness

Fitness
Urban A

ir Tram
poline and

 
Fitness

Sherw
in W

illiam
s Paint Store

Retail
Floorz

Retail
Jenny C

raig
V

A
C

A
N

T
V

acant
Regal M

ontrose M
ovies

4020 M
ed

ina Rd
C

inem
a

4020 M
ed

ina Rd
Retail

C
lothing W

arehouse
4020 M

ed
ina Rd

Retail
4036 M

ed
ina Rd

Retail
D

XL
4014 M

ed
ina Rd

Retail
4014 M

ed
ina Rd

Retail
JC

 Penney
Retail

V
A

C
A

N
T

V
acant

Kintaro Sushi
4054 M

ed
ina Rd

Restaurant
Hom

e D
epot

4066 M
ed

ina Rd
Retail
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M
arch 2022

C
o

p
le

y To
w

nship
, O

hio
M

ulti-a
re

a
 M

a
rke

t A
na

lysis

Pa
rt Tw

o
:  C

o
m

m
e

rc
ia

l Re
a

l 
Esta

te
 Inve

nto
ry

Prepared
 by Urban D

ecision G
roup, LLC

Prepared
 for the C

opley Tow
nship C

om
m

unity Im
provem

ent C
orporation
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In early O
ctober 2021, w

e began pulling d
ata from

 Loopnet 
regard

ing available properties for lease and
 sale across all 

that d
ata in January 2022 to see w

hat w
as still available in the 

several local com
m

ercial realtors, w
e w

ere able to glean som
e 

live w
ithin the four square m

iles surround
ing the intersection, but 
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The average high rent

than the average asking rent record
ed

 for quarter three in A
kron: 

available properties w
ere concentrated

 around
 the M

ontrose 

Low
 Rent 

(/SF/Year) High Rent 
(/SF/Year)

SF 

A
verage

M
edian

Footage

Footage
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Retail

average high asking rent for these listings 

The A
kron region also 

saw
 a faster absorption rate than that of the nation, and

 rents 
are rising faster than nationally.

Low
 Rent 

(/SF/Year)
High Rent 
(/SF/Year)

SF 

A
verage

  9,121 
M

edian

M
arket Street, although there w

ere few
er retail locations than 

and
 the m

ap above show
s that rent are higher on this street 

w
ere in C

opley Tow
nship, all of w

hich w
ere in the M

ontrose stud
y 
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Industrial
Ind

ustrial d
em

and
 is experiencing the opposite of w

hat the 

properties listed
 w

ithin C
opley Tow

nship, d
espite there being 

ind
ustrial-zoned

 land
 located

 centrally w
ithin the tow

nship -  

is also located
 in close proxim

ity to the railroad
 that cuts through 

the C
opley C

ircle and
 C

leveland
 M

assillon stud
y areas, as w

ell as 

The average high asking rent for the 11 ind
ustrial properties w

e 

These types of com
m

ercial spaces are found
 in d

ifferent locations, 

follow
ing page lists the ind

ustrial spaces w
e saw

 listed
 in the area 
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JA
N

UA
RY

Three m
onths after our initial search w

e looked
 back at the 

available inventory of properties to see w
hat w

as still available 
from

 O
ctober and

 w
hat new

 properties w
ere ad

d
ed

, in an effort 
to gauge the level of d

em
and

 each m
arket type is currently 

C
onsistent 

w
ith 

national 
and

 
regional 

trend
s, 

w
e 

noticed
 

of the pand
em

ic w
hen w

orking rem
otely becam

e the norm
 for 

A
ddress

C
ity

Low
 Rent 

(/SF/Year)
High Rent 
(/SF/Year)

SF 
SF Total

Year 
Built

Year 
Renovated

January
5059 Rid

ge Rd
M

ed
ina

1986
Barberton

Y
20 S V

an Buren A
ve

Barberton
1956

180 S V
an Buren A

ve
Barberton

  62,060 
  62,060 

1995
Y

  18,000 
Y

10200-10280 Brecksville Rd
Brecksville

Y
Brecksville

Y
C

uyahoga Falls
1958

2018
Y

A
kron

1950
2000 Brittain Rd

A
kron

Seville
1990

Y
A

verage
M

ed
ian
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Retail Turnover

increase although they have seen som
e tenants close their d

oors, 

of the new
 prod

uct w
as concentrated

 around
 the M

ontrose 
area, w

hich is consistent w
ith the heightened

 level of d
em

and
 

Industrial Turnover
Ind

ustrial space, includ
ing w

arehouses, had
 the highest turnover 

This m
arket trend

 has been observed
 nationw

id
e and

 the region 
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M
A

P 
C

O
DE

A
DDRESS

C
ITY

LO
W

 REN
T 

($/SF/Year)
HIG

H REN
T 

($/SF/Year)
 SA

LE 
PRIC

E 
TYPE

SF 
A

VA
ILA

BLE
SF TO

TA
L

A
C

RES
YEA

R 
BUILT

LISTIN
G

DA
TE

JA
N

UA
RY 

A
VA

ILA
BILITY

1
A

kron
2005

Lease
O

ct
Y

2
A

kron
2022

Lease
O

ct
Y

A
kron

1981
Lease

O
ct

N
A

kron
Retail

  9,000 
Lease

Jan
Y

5
A

kron
Retail

  12,850 
Lease

Jan
Y

6
A

kron
Ind

ustrial
1950

Lease
O

ct
N

A
kron

Ind
ustrial

1956
Sale

O
ct

Y
8

A
kron

Sale
O

ct
Y

9
A

kron
Retail

1952
Lease

O
ct

N
10

A
kron

Retail
  51,988 

Lease
O

ct
Y

11
A

kron
Retail

  51,988 
Lease

Jan
Y

12
A

kron
Retail

  2,200 
  11,216 

Lease
Jan

Y
1889-1955 Brittain Rd

A
kron

Retail
  9,000 

  25,000 
1988

Lease
Jan

Y
A

kron
Retail

Lease
O

ct
N

15
A

kron
Retail

  29,000 
Sale

O
ct

Y
16

A
kron

Ind
ustrial

12
Sale

O
ct

N
2000 Brittain Rd

A
kron

Ind
ustrial

Lease
O

ct
N

18
A

kron
  11,129 

Lease
O

ct
Y

19
A

kron
Retail

  1,600 
Lease

Jan
Y

20
A

kron
  18,982 

1982
Lease

O
ct

Y
21

29 S Frank Blvd
A

kron
Retail

1952
Sale

O
ct

N
22

A
kron

  2,528 
1998

Lease
O

ct
Y

A
kron

Lease
O

ct
Y

A
kron

Lease
O

ct
Y

25
A

kron
Lease

Jan
Y

26
A

kron
2022

Lease
O

ct
Y

A
kron

Retail
  15,200 

1959
Lease

Jan
Y

28
A

kron
1985

Lease
O

ct
Y

29
A

kron
1985

Lease
O

ct
Y

A
kron

Retail
1985

Lease
O

ct
Y

A
kron

Retail
1985

Lease
Jan

Y
A

kron
  86,000 

1999
Lease

O
ct

Y
A

kron
Lease

O
ct

Y
A

kron
Retail

Lease
O

ct
Y
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A
kron

  18,861 
  56,081 

1988
Lease

O
ct

Y
A

kron
  50,556 

1992
Lease

O
ct

Y
A

kron
2009

Lease
O

ct
Y

525 N
 C

leveland
-M

assillon Rd
A

kron
1990

Lease
O

ct
Y

A
kron

  2,118 
Sale

O
ct

Y
A

kron
  2,250 

  6,106 
2020

Lease
O

ct
Y

A
kron

Lease
O

ct
Y

A
kron

2020
Lease

O
ct

Y
A

kron
  2,600 

Lease
O

ct
Y

A
kron

Retail
1951

Lease
Jan

Y
A

kron
  15,062 

2015
Lease

O
ct

Y
A

kron
  1,100 

2010
Lease

O
ct

Y
A

kron
  950 

  1,888 
1965

Lease
O

ct
Y

A
kron

Retail
  950 

  1,888 
1965

Lease
Jan

Y
A

kron
  28,800 

2005
Lease

O
ct

Y
50

C
om

m
ercial D

r
A

kron
Lot/Land

Sale
O

ct
N

51
C

om
m

ercial D
rive &

 C
leveland

-
M

assillon Rd
A

kron
Lot/Land

Sale
O

ct
Y

52
Barberton

Retail
  5,500 

  5,500 
1969

Lease
O

ct
Y

180 S V
an Buren A

ve
Barberton

Ind
ustrial

  62,060 
  62,060 

1995
Lease

O
ct

Y
20 S V

an Buren A
ve

Barberton
Ind

ustrial
1956

Lease
O

ct
N

55
Barberton

Retail
1962

Lease
O

ct
N

56
Barberton

Ind
ustrial

Lease
O

ct
Y

Bath
Retail

Lease
Jan

Y
58

22209 Rocksid
e Rd

Bed
ford

Retail
2008

Lease
Jan

Y
59

10200-10280 Brecksville Rd
Brecksville

Ind
ustrial

Lease
O

ct
Y

60
Brecksville

Ind
ustrial

Lease
O

ct
Y

61
Brecksville

Retail
  800 

1968
Lease

Jan
Y

62
8801 Brecksville Rd

Brecksville
Retail

1988
Lease

Jan
Y

C
leveland

Retail
  12,000 

  12,000 
Lease

Jan
Y

1501 S C
leveland

 M
assillon Rd

C
opley

  600 
  1,200 

Lease
O

ct
Y

65
C

opley
C

om
m

ercial
Sale

O
ct

N
66

200 Rothrock Rd
C

opley
Lot/Land

Sale
O

ct
Y

C
opley

Lot/Land
Sale

O
ct

Y

68
C

uyahoga 
Falls

Retail
1916

Lease
Jan

Y
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69
C

uyahoga 
Falls

Ind
ustrial

1958
Lease

O
ct

Y

C
uyahoga 

Falls
Lease

Jan
Y

C
uyahoga 

Falls
Retail

  5,000 
1955

Lease
Jan

Y

2121-2125 Front St
C

uyahoga 
Falls

Retail
  1,550 

  10,000 
1900

Lease
Jan

Y

2128 Front St
C

uyahoga 
Falls

Retail
  10,508 

Sale
O

ct
N

C
uyahoga 

Falls
Retail

1959
Lease

Jan
Y

C
uyahoga 

Falls
Retail

2008
Lease

Jan
Y

C
uyahoga 

Falls
Retail

Sale
O

ct
Y

Fairlaw
n

Retail
1981

Lease
Jan

Y
Fairlaw

n
Retail

  2,556 
1981

Lease
Jan

Y
Fairlaw

n
  89,510 

  89,510 
1982

Lease
O

ct
N

80
Fairlaw

n
Retail

1962
Lease

O
ct

Y
81

Fairlaw
n

Retail
1962

Lease
Jan

Y
82

2890 Sand
 Run Pky

Fairlaw
n

  6,020 
1995

Lease
O

ct
Y

Fairlaw
n

Lease
O

ct
Y

Fairlaw
n

1980
Lease

O
ct

Y
85

Fairlaw
n

2006
Lease

O
ct

Y
86

Fairlaw
n

  28,206 
2019

Lease
O

ct
N

Fairlaw
n

1988
Lease

O
ct

Y
88

Fairlaw
n

Lot/Land
2

Sale
O

ct
N

89
Fairlaw

n
Lot/Land

Sale
O

ct
N

90
Retail

1962
Lease

Jan
Y

91
25 M

ilford
 D

r
Lease

Jan
Y

92
Retail

Lease
Jan

Y
Retail

Lease
Jan

Y
M

ed
ina

Lease
O

ct
Y

95
M

ed
ina

2010
Lease

O
ct

Y
96

M
ed

ina
Flex

Sale
O

ct
Y

122
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M
ed

ina
Lease

O
ct

Y
98

1920 M
ed

ina Rd
M

ed
ina

Retail
  2,100 

Lease
Jan

Y
99

2262 Port C
entre D

r
M

ed
ina

Ind
ustrial

2009
Sale

O
ct

N
100

2908 M
ed

ina Rd
M

ed
ina

Retail
  10,000 

  10,000 
1969

Lease
O

ct
Y

101
M

ed
ina

Lease
O

ct
Y

102
M

ed
ina

Retail
1990

Lease
Jan

Y
5059 Rid

ge Rd
M

ed
ina

1986
Lease

O
ct

N
5059 Rid

ge Rd
M

ed
ina

Ind
ustrial

1986
Lease

O
ct

N

105
M

id
d

leburg 
Retail

  11,960 
Lease

Jan
Y

106
M

ontrose
Lease

O
ct

N
N

orth 
Royalton

Retail
Lease

Jan
Y

108
N

orth 
Royalton

Retail
1988

Lease
Jan

Y

109
Retail

  9,600 
1960

Lease
Jan

Y
110

  2,000 
1966

Lease
Jan

Y
111

Retail
2000

Lease
Jan

Y
112

Seville
Ind

ustrial
1990

Lease
O

ct
Y

Stow
Retail

  25,200 
1995

Lease
Jan

Y
Strongsville

Retail
  9,019 

2000
Lease

Jan
Y

115
Tw

insburg
Retail

1965
Lease

Jan
Y

116
2695 C

reeksid
e D

r
Tw

insburg
Retail

  28,608 
2001

Lease
Jan

Y
8111 Rocksid

e Rd
V

alley V
iew

2001
Lease

Jan
Y

118
  1,529 

2001
Lease

O
ct

Y
119

Retail
  11,050 

Lease
O

ct
Y

120
Retail

Lease
O

ct
Y

121
  6,699 

  25,109 
2000

Lease
O

ct
Y

122
Sale

O
ct

Y
Ind

ustrial
2006

Lease
Jan

Y
Ind

ustrial
  18,000 

Lease
O

ct
Y

125
860 Broad

 St
Retail

Sale
O

ct
N

123
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From
 O

ctober 2021 through February 2022, w
e interview

ed
, 

had
 conversations w

ith, and
/or surveyed

 over 60 businesses, 

personally visited
 150 businesses w

ithin the four stud
y areas 

to com
plete an online business survey of w

hich 23 businesses 

a w
id

e range of questions pertaining to their business and
 the 

to talk about their id
eas for im

proving the business environm
ent 

cases, the interview
 subjects preferred

 to rem
ain anonym

ous 

w
e w

ill present the results of the survey as w
ell as sum

m
arize the 

In 
our 

opinion, 
the 

inform
ation 

w
e 

receive 
via 

surveys, 
conversations, 

and
 

interview
s 

w
ith 

businesses 
and

 
local 

stakehold
ers often proves to be the source of the m

ore valuable 

There w
ere som

e com
m

on them
es w

e d
ocum

ented
, as w

ell as 

section is w
here w

e w
ill sum

m
arize the general sentim

ent of the 
stakehold

ers w
ith respect to living, w

orking, and
 d

oing business 

Introduction
C

opley Square or C
opley C

ircle? It d
epend

s on 
w

ho you ask.

From
 the beginning of this project, w

e w
ere confused

 regard
ing 

the nam
e of the oval-shaped

 intersection of C
leveland

 M
assillon 

lived
 and

/or w
orked

 in the area for m
ore than 10-15 years, it 

Resid
ents and

 businesses that are new
er to the area are m

ore likely 

To com
plicate m

atters, the term
 “C

opley Square” is associated
 

w
ith C

opley Square Plaza, an EPA
 Superfund

 site located
 to the 

A
nother w

rinkle can be found
 on the Tow

nship’s ow
n w

ebsite 
w

here it states, “Initially know
n as C

opley Square, it w
as intend

ed
 

to be a square for the center of the Tow
nship. Farm

ers regularly 
m

et there for m
arket d

ay. Horses and
 w

agons caused
 continual 

short-cutting of the corners around
 the square, m

aking it becom
e 

C
opley C

ircle. How
ever m

od
ern-d

ay m
apping and

 right-of-w
ay 

lines still show
 it as a square. There are highw

ay d
irectional signs 

that still call it C
opley Square to this d

ay.”

So, is it C
opley Square or C

opley C
ircle?  A

fter several m
onths of 

research and
 interview

s, w
e still aren’t sure although it seem

s like 
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Should
 C

opley Square/C
ircle be rem

oved
 or 

red
esigned

?

This is a load
ed

 question, and
 it elicits responses ranging from

 
the succinct and

 em
otional – “yes, get rid

 of it” and
 “no, it’s our 

only id
entity” – to m

ore nuanced
 and

 com
plicated

 questions 

lack of sid
ew

alk and
 curb/gutter infrastructure results in a public 

space that d
oes not feel all that safe, and

 by extension, d
oes 

The id
eas for a new

 tow
nship “center” range from

 com
plete 

rem
oval crow

d
 envisions C

opley Road
 being realigned

 to join the 

established
 to the north and

 south of the realigned
 section of 

There w
ere several suggestions regard

ing low
ering the speed

 lim
it 

that businesses tend
 to becom

e “stickier” w
hen located

 along 

O
ne thing is clear to us, if the Square/C

ircle is to rem
ain, it requires 

infrastructure im
provem

ents such as sid
ew

alks, public parking, 

C
opley Square/C

ircle need
s m

ore events.
If the Square/C

ircle is to rem
ain intact, the aforem

entioned
 

safety features w
ould

 go a long w
ay tow

ard
s m

aking the space 

to rent the gazebo for private events d
uring certain d

ays and
 

space throughout the year, includ
ing:  w

eekly Sund
ay evening 

concerts, form
erly the Heritage D

ays festival in late A
ugust (now

 
hosted

 at the C
opley C

om
m

unity Park), the Taste of C
opley, and

 

Establishing som
e nearby public parking w

ould
 im

prove the 
attractiveness of this space – preferably w

ithin a short w
alking 

C
opley need

s m
ore parking.

our Business Survey, w
e asked

 respond
ents to rank several item

s 
in ord

er of their im
portance and

 one-half of the respond
ents 

C
ities of all sizes often struggle w

ith parking issues such as enforcing 
parking m

inim
um

 or m
axim

um
 requirem

ents for com
m

ercial 
properties w

hile sim
ultaneously ad

d
ressing the d

em
and

 for public 

of the Tow
nship could

 likely ad
d

ress the d
em

and
 for m

ore parking 
and

 perhaps provid
e one less excuse for consum

ers to spend
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The com
m

unity need
s to support local businesses.

and
 it w

as som
e of the feed

back w
e received

 from
 the survey 

explained
, 

“The 
pand

em
ic 

has 
changed

 
the 

w
ay 

people 
support and

 shop sm
all business, it takes m

ore than the ow
ners 

and
 supporting m

em
bers of the business to cultivate the success 

(spend
ing m

oney locally) it, but then spend
 their m

oney in 

D
uring our interview

s, w
e w

ere able to ask follow
-up questions to 

people are happy or angry, they are ind
icating that they care 

about som
ething – that’s good

!  O
nce people stop caring for 

som
ething, it becom

es hard
er and

 hard
er for them

 to com
m

it 

Som
e of the lack of support (or perceived

 lack of support) is likely 
d

ue to the relatively inhospitable ped
estrian environm

ent and
 

O
ne of the goals of d

ow
ntow

n placem
aking - regard

less of the 

w
ant consum

ers to loiter and
/or “spillover” into other nearby 

they are subconsciously m
aking a m

ental inventory of the 

In other w
ord

s, som
e of the lack of support is likely d

ue to a lack 

A
lthough the businesses in the “center” of C

opley are fairly close 
together, they feel further apart than they actually are, prim

arily 
because of the lack of sid

ew
alks and

 parking lots that serve as 

potential custom
ers feel com

pelled
 to get into their car just to 

Som
e of these businesses need

 cleaned
 up.

a com
m

on com
plaint w

ith respect to a few
 of the businesses 

A
lthough businesses are private entities, they prim

arily operate 

to 40 retail spaces, tw
o resid

ential units, and
 one party/event 

has an im
pact on each other just like the appearance of hom

es 
w

ithin a neighborhood
 collectively conjure up an im

age that 

d
on’t care, then w

hy w
ould

 w
e expect resid

ents and
 consum

ers 

Several stakehold
ers expressed

 a d
esire for aggressive cod

e 
enforcem

ent w
hile others thought that public sham

ing and
/or 

program
 

– 
like 

public 
m

atching 
fund

s 
for 

private 
façad

e 

exhausting 
these 

m
ore 

m
od

erate 
tactics 

before 
turning 

to 
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The lack of w
ater and

/or sew
er is restricting 

grow
th in som

e areas.

A
nyone fam

iliar w
ith the Joint Econom

ic D
evelopm

ent D
istrict 

(JED
D

) that governs the extension of w
ater and

 sew
er is aw

are of 

com
m

ercial realtor w
e spoke w

ith ind
icated

 “lack of parking” 
and

 “lack of ad
equate utility infrastructure” as the prim

ary 

M
ultiple respond

ents to the Business Survey believe “the lack of 
infrastructure is preventing grow

th” and
 “I’m

 lim
ited

 in w
hat I can 

speculated
, “Put pipes in the ground

 (if you w
ant to) attract 

From
 an Econom

ic D
evelopm

ent perspective, basic infrastructure 
(such as w

ater and
 sew

er) is preferred
 and

 som
etim

es outright 

the years as cities, tow
ns, and

 tow
nships attem

pt to quantify the 

C
opley Tow

nship lacks an id
entity.

Several of the com
m

ents w
e received

 via the Business Survey 

•
“C

opley C
ircle need

s to be upd
ated

”

not d
eveloped

 into a d
estination for like-m

ind
ed

 

(shopping d
istrict)”

•
“There is nothing to bring people d

ow
n to  

 

O
ne of the challenges here is the shear size of the tow

nship – 

that the Tow
nship lacks an id

entity, w
hat they are really talking 

about is C
opley C

ircle because the entirety of the Tow
nship d

oes 
ind

eed
 have an id

entity.  It’s just the sam
e id

entity as m
uch of the 

surround
ing area – still d

ecid
ed

ly rural w
ith low

-d
ensity resid

ential 
housing and

 relatively few
 (and

 sm
all) shopping d

istricts – and
 

w
ith the M

ontrose “shopping d
istrict” but it should

 be m
uch easier 

to tie-in Tow
nship brand

ing w
ith the C

opley C
ircle and

 Jacoby 
Road

/C
opley Road

, even if the brand
ing is relegated

 to som
e 
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There is som
e tension betw

een “old
 C

opley” and
 

“new
 C

opley.”

The follow
ing are som

e quotes and
 sum

m
arizations of stakehold

ers 
w

ho brought this to our attention:

about each other, they have w
ith each   

 

for am
enities and

 services” and
 often “know

  
 

•
“’O

ld
 C

opley’ d
oes not believe in the need

 for   

•
“’O

ld
 C

opley’ resid
ents are generally regretful   

that the Square isn’t there anym
ore, or that it  

 
hasn’t d

eveloped
 sim

ilar to Hud
son…

but  
 

•
“The property ow

ners around
 the C

ircle are  
 

prim
arily ‘O

ld
 C

opley’ and
 are less enthusiastic   

•
“The m

ain challenge (w
ithin the Tow

nship) is the 

•
“There w

as very m
uch an ad

versarial  
 

 
relationship betw

een the ‘old
’ and

 the ‘new
’  

 

The tension or the perception of tension betw
een “O

ld
 C

opley” 

and
 investm

ent is an ind
icator that people care about an area 

That’s good
!  

so m
uch.

O
ur conversations w

ith com
m

ercial real estate brokers and
 retail 

d
ata w

e collected
 and

 analyzed
 from

 O
ctober 2021 through 

three d
ays, regard

less of the location, but the M
ontrose area is 

O
verall, 

the 
C

opley/Fairlaw
n/M

ontrose 
is 

one 
of 

the 
m

ore 
expensive m

arkets in the region, d
ue in no sm

all part to the 
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Business Survey

those 150, 55 w
ere either surveyed

 on the spot or w
ere given a 

business ow
ners and

 m
anagers also gave interview

s in w
hich they 

located
 either near C

opley C
ircle or the Jacoby Road

/C
opley 

A
lm

ost 70 percent of the Business Survey respond
ents ind

icated
 

of stability but it m
ay also sim

ply be ind
icative of the com

m
itm

ent 
of the business ow

ner(s) – they cared
 enough to take the tim

e to 

reason – bravo!  Keeping a sm
all business running for 10+ years 

O
ver half of the respond

ents have been at the sam
e location 

good
 sign because it ind

icates that their locations appear to be 
w

orking w
ell for them

, otherw
ise they w

ould
 have either gone 

out of business or have been forced
 to m

ove to a m
ore suitable 
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term
s of im

portance to them
:

•
Transportation/access

•
C

rim
e

•
Q

uality of surround
ing area

•
Loitering/other nuisance

•
V

isibility

Half of the respond
ents listed

 transportation and
 access as 

has generally been one of the top tw
o m

atters of im
portance 

overall – ten of the respond
ents listed

 crim
e as being one of their 

(activity), and
 shorter setbacks are som

e relatively sim
ple tactics 

The Q
uality of the Surround

ing A
rea w

as the question that elicited
 

this item
 as being som

ew
hat im

portant and
 only tw

o ind
icated

 

M
ost businesses are leasing their spaces; how

ever, nine of the 

this sam
ple size is relatively sm

all, this is a higher proportion of 
ow

nership than w
e are used

 to seeing, regard
less of the size of 
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O
f those businesses w

ith leases, alm
ost 80 percent of them

 are 

w
e had

 very few
 respond

ents that are occupying sm
aller spaces 

is right around
 $12 per square foot (w

hich equates to $1 per 

com
m

on in tod
ay’s “post-pand

em
ic” retail real estate m

arket 
as property ow

ners are red
ucing the length of renew

als to m
ake 

constrained
 and

 d
em

and
 continues to increase (especially for 

O
f those that ow

n their ow
n space, eight of them

 are paid
 in 

M
ost respond

ents ind
icated

 that their custom
ers live w

ithin three 

elasticity for the good
s and

 services provid
ed

 by the respond
ents 

is higher than w
e w

ould
 norm

ally expect but it isn’t unusual in 
m

ore rural m
arkets as consum

ers are used
 to getting into their 

trad
e area sizes (w

hich is a function of d
em

and
 elasticity) m

ay 

the grocery m
arket – m

ost C
opley resid

ents are accustom
ed

 to 

How
ever, this also ind

icates that there are m
arket opportunities 

w
ithin both the C

opley C
ircle area and

 the Jacoby Road
/C

opley 
Road

 area, for m
ild

ly elastic to inelastic good
s, includ

ing but not 
lim

ited
 to:  general food

 and
 specialty food

s, restaurant and
 bar, 
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From
 a brand

ing perspective, m
ost custom

ers are aw
are of 

receive a d
ifferent response from

 business ow
ners located

 in the 
M

ontrose area w
here the d

istinction betw
een C

opley Tow
nship 

that ind
icated

 bikes (3) and
 w

alking (3) w
ere com

m
on, w

hich is 

The busiest tim
es of d

ay for businesses is a m
ixed

 bag but all but 
one business ind

icated
 the busy tim

es are betw
een 9 A

M
 and

 7 
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Six respond
ents ind

icated
 they have plans to expand

 their 

reasons given w
ere:

•
“C

an’t grow
 the business or hire m

ore w
ith the   

A
lthough w

e touched
 on this earlier, w

e asked
 respond

ents to 

This is w
here w

e heard
 general com

plaints about the lack of 
local support, the need

 for m
ore Tow

nship sponsored
 events, the 

need
 for public parking, and

 the potential help things like façad
e 
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In this section w
e w

ill analyze the m
arket cond

itions 
for 21 d

ifferent spend
ing categories across three 

d
ifferent stud

y areas:  C
opley C

ircle, the C
opley 

Road
/Jacoby Road

 intersection, and
 the M

ontrose 
area.  Please note that the fourth stud

y area – 
a 

stretch 
of 

C
leveland

 
M

assillon 
Road

 
running 

from
 Saw

m
ill Road

 up to Rid
gew

ood
 Road

 – w
as 

com
bined

 w
ith the C

opley C
ircle stud

y area for the 
purpose of this particular analysis.

The 
spend

ing 
categories 

cover 
a 

broad
 

range 
of retail good

s and
 services spend

ing as w
ell as 

spend
ing on services such as healthcare, child

care, 
and

 ed
ucation.  Supply and

 d
em

and
 across a w

id
e 

variety of spend
ing categories w

ill necessarily vary 
d

epend
ing on the good

 or service.  For that reason, 
w

e established
 three d

ifferent sized
 trad

e areas for 

illustrated
 on the m

aps on the follow
ing pages.

Introduction
C

ircle D
rivetim

e
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Jacoby D
rivetim

e
M

ontrose D
rivetim

e
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For each spend
ing category, w

e provid
e at least one m

ap 
illustrating the “Household

 Spend
ing Ind

ex” for that category, 
w

ithin the context of the entire Region.  The Household
 Spend

ing 
Ind

ex com
pares the am

ount spent per household
 against the 

national average.  A
ny value below

 100 ind
icates spend

ing levels 
below

 the national average and
 conversely, values greater than 

100 ind
icate spend

ing at levels above the national average.  
The d

ata is them
atically illustrated

 using a red
 to yellow

 to green 
grad

ient.  Red
 ind

icates spend
ing w

ell below
 the national 

average w
hile green ind

icates spend
ing above the national 

average.  The areas show
n on the m

ap are C
ensus Block G

roups.

There are som
e com

m
on term

s you w
ill read

 throughout this 
report.  O

ne of them
 is “elasticity of d

em
and

.” The concept of 
elasticity is perhaps best und

erstood
 by com

paring consum
er 

behavior to an elastic rubber band
.  There are som

e good
s and

 
services for w

hich consum
ers’ d

em
and

 is generally inelastic – the 
rubber band

 d
oes not stretch m

uch.  

such as com
m

on grocery item
s and

 inexpensive clothing.  For 
exam

ple, m
ost consum

ers w
ill sim

ply go to the closest grocery 
store if prices are com

parable across a typical basket of good
s.  

Please note, the key term
 here is “com

parable.”  This is not an 
analysis of consum

ers’ sensitivity to changes in price per good
 

or service.  In other w
ord

s, w
hy d

rive a m
ile past grocery store X 

w
hen grocery store Y has m

ost of the sam
e good

s at the sam
e 

prices?

Elastic good
s are on the opposite end

 of the spectrum
.  These 

are good
s for w

hich you are w
illing to pay m

ore and
 travel 

further d
istances for the procurem

ent of said
 good

s and
 services 

because of relative scarcity– in other w
ord

s, the rubber band
 is 

are cars and
 jew

elry.  

quite the opposite.  M
ost good

s and
 services have varying levels 

of d
em

and
 elasticity because there are m

any d
ifferent “types” 

of sim
ilar good

s.  A
 good

 or service’s elasticity of d
em

and
 m

ay 
not be im

m
ed

iately obvious, but it m
ay becom

e clearer how
 

this Region’s consum
ers feel about a particular good

 or service’s 
quality/scarcity by exam

ining things such as the num
ber of 

businesses that provid
e it, those businesses’ estim

ated
 sales 

volum
es, and

 the am
ount consum

ers are spend
ing on the good

s 
and

 services in question.

w
ithin a table for the purpose of com

parison across the Region.  
This w

ill help us better und
erstand

 the supply and
 d

em
and

 in and
 

around
 the im

m
ed

iate stud
y areas, as w

ell as the areas as you 
m

ove aw
ay from

 the center of the stud
y areas.

trad
e area, w

e sum
m

ed
 up the total num

ber of businesses, the 
estim

ated
 sales volum

e, the estim
ated

 consum
er expend

itures, 
and

 the spend
ing ind

ex.    This d
ata is culled

 from
 a d

ata services 

consum
er expend

iture d
ata.  There are a series of m

ethod
ology 

w
hite papers includ

ed
 in the A

ppend
ix of this report.

In ad
d

ition to the business sales d
ata and

 consum
er expend

iture 
d

ata, w
e com

puted
 a “M

ultiplier Increase” for each of these 
variables (except the spend

ing ind
ex), so w

e can com
pare the 

rate of change as w
e m

ove from
 trad

e area to trad
e area.  This w

ill 
help us id

entify patterns, anom
alies, and

 hopefully opportunities.  
For 

exam
ple, 

if 
the 

estim
ated

 
consum

er 
expend

itures 
are 

increasing at a rate triple that of the estim
ated

 sales volum
e as 

area, this could
 reveal an opportunity to bring new

 entrants (new
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supply) to the m
arket to m

eet the excess d
em

and
 (consum

er 
expend

itures).  In the absence of bringing new
 supply to the 

m
arket, the d

em
and

 is leaking outsid
e of the trad

e area.  That 
m

eans the consum
ers are spend

ing those d
ollars som

ew
here 

else – it could
 be in A

kron, C
leveland

, or online.

Hopefully this m
ethod

ical approach to these spend
ing categories 

w
ill shed

 light on the various subm
arkets’ ability to support new

 
entrants.  Further, it m

ay reveal m
arket saturation and

 thus serve 
as a w

arning.  Regard
less, at the end

 of this section you should
 

have a better und
erstand

ing of the levels of support these m
arket 

sectors can expect in the near future.

139



Page 7

Retail G
oods

The category of “Retail G
ood

s” includ
es all businesses 

It is an overarching category by w
hich w

e can gauge 
the state of “retail” at a m

acro level.  The Retail G
ood

s 
category is broad

 and
 therefore spans the range 

groceries are generally inelastic w
hile autom

obiles 
and

 tailored
 suits are highly elastic.

The Retail G
ood

s Ind
ex m

ap ind
icates that w

ithin 
the Tow

nship, m
ost household

s spend
 m

ore than 

Jacoby subm
arket appears to be in the toughest 

position because the areas im
m

ed
iately to the east 

and
 southeast contain household

s that spend
 below

 

average on retail good
s.  C

onversely, the C
opley 

C
ircle area is surround

ed
 by household

s that spend
 

above the national average.  The M
ontrose area is 

located
 am

ong household
s that spend

 below
 the 

national average; how
ever, the household

s located
 

im
m

ed
iately to the w

est of M
ontrose spend

 up to 
tw

ice the national average.

Retail G
ood

s Regional C
onsum

er Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase (from
 

5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase (from
 

10 to 15)

N
um

ber of businesses
47

442
9.4

1,006
2.3

Estim
ated

 sales volum
e ($)

61,738,000
1,358,493,000

22.0
2,847,356,000

2.1

Estim
ated

 consum
er expend

itures ($)
122,152,550

650,692,484
5.3

1,718,652,685
2.6

Ind
ex

112
108

84

m
inute d

rive of C
opley C

ircle.  There are alm
ost ten tim

es that 

volum
e increases by a factor of 22 (to $1.4 billion) w

ithin that 

am
ount actually spent by consum

ers that live w
ithin this area 

the $650.7 m
illion in estim

ated
 expend

itures d
oes not m

ean their 
m

oney w
as spent locally.  It sim

ply represents the am
ount that 

w
as aggregately spent in the Retail G

ood
s category.  W

ithout 
question, a certain percentage of those d

ollars are spent online 

trad
e area.

tim
e trad

e areas spend
 m

ore on Retail G
ood

s than the national 
average – w

ith ind
ex values of 112 and

 108, respectively – the 
total sales volum

e is d
ouble the consum

er expend
itures.  This 

m
eans over half of the sales d

ollars – and
 likely m

uch m
ore than 

Som
e of those d

ollars are em
anating from

 the household
s w

ithin 

at least $1 billion in expend
itures com

ing from
 consum

ers outsid
e 

O
n the aggregate, the entire area w

ould
 appear to have a 

surplus of retail; how
ever, exactly w

hich subsectors of retail m
ay 

be oversupplied
 are yet to be d

eterm
ined

.  How
ever, in the 

area near and
 around

 C
opley C

ircle there are likely num
erous 

opportunities since expend
itures are alm

ost d
ouble the estim

ated
 

sales.
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase (from
 

5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase (from
 

10 to 15)

N
um

ber of businesses
44

485
11.0

1,221
2.5

Estim
ated

 sales volum
e ($)

44,506,000
1,621,282,000

36.4
3,294,517,000

2.0

Estim
ated

 consum
er expend

itures ($)
102,481,241

713,987,232
7.0

1,846,865,916
2.6

Ind
ex

102
86

77

resem
blance to that of C

opley C
ircle.  There are 44 businesses 

resulting in the leaking of alm
ost $80 m

illion in sales som
ew

here 
outsid

e the trad
e area.

The change in consum
er expend

itures and
 sales volum

es from
 

This is prim
arily because the im

pact of the M
ontrose shopping 

A
lthough the entirety of the area appears to have an excess 

of retail, there are clearly opportunities near and
 around

 the 

because the consum
er expend

itures m
ore than d

ouble the 
estim

ated
 sales volum

e.
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase (from
 

5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase (from
 

10 to 15)

N
um

ber of businesses
212

421
2.0

926
2.2

Estim
ated

 sales volum
e ($)

640,304,000
1,225,342,000

1.9
2,773,649,000

2.3

Estim
ated

 consum
er expend

itures ($)
201,153,108

685,803,898
3.4

1,570,122,563
2.3

Ind
ex

139
119

92

The M
ontrose area is quite d

ifferent from
 the C

opley C
ircle and

 

there are m
ore businesses and

 em
ployees than actual resid

ents.  

d
rive of the center of the M

ontrose stud
y area that generate 

over $640 m
illion in estim

ated
 sales com

pared
 to $201 m

illion in 

trad
e area.  

The M
ontrose retail surplus likely consists of good

s of varying 

for the region and
 the trad

e area size for the m
ore elastic good

s 
likely stretches w

ell into C
uyahoga and

 M
ed

ina counties.  In the 
follow

ing pages w
e w

ill exam
ine exactly w

hich subsectors are 
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A
pparel and A

pparel Services

The category of “A
pparel and

 A
pparel Services” includ

es 

w
ith 4481.  This retail category includ

es relatively inelastic 

elastic good
s such as tailored

 suits and
 Italian shoes.  

The A
pparel category w

as hit hard
 d

uring the recent 
pand

em
ic, forcing m

any sm
aller stores to close and

 forcing 
larger, national chains to consolid

ate inventory or d
eclare 

bankruptcy. 
 

Further, 
this 

category 
has 

been 
heavily 

im
pacted

 by the rise of online shopping.  Inexpensive 
clothing and

 liberal return policies have contributed
 to 

the rise of online clothes shopping but the retailers that 

om
nichannel approach – com

bining an online presence 
w

ith a physical brick and
 m

ortar store experience.

The A
pparel and

 Services Ind
ex m

ap ind
icates that w

ithin 
the Tow

nship, m
ost household

s spend
 m

ore than the 
national average on apparel.  In fact, those household

s 
in the northw

est portion of the Tow
nship spend

 up to 
d

ouble the national average on apparel and
 services.  

household
s that spend

 less than the national average.

A
pparel Regional C

onsum
er Spend

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

51
17.0

71
1.4

Estim
ated

 sales volum
e ($)

2,143,000
76,195,000

35.6
93,443,000

1.2
Estim

ated
 consum

er expend
itures ($)

10,764,722
57,571,519

5.3
154,518,420

2.7

Ind
ex

111
107

85

Further, the consum
er expend

itures outpace the sales by a 

from
 C

opley C
ircle, so d

em
and

 is ind
eed

 being m
et beyond

 

m
inutes of C

opley C
ircle there is an opportunity for ad

d
itional 

business(es), 
especially 

w
hen 

you 
consid

er 
the 

propensity 
for nearby household

s to spend
 m

ore in this category w
hen 

com
pared

 to the national average.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

54
54.0

81
1.5

Estim
ated

 sales volum
e ($)

737,000
80,434,000

109.1
99,462,000

1.2
Estim

ated
 consum

er expend
itures ($)

8,905,849
64,369,828

7.2
167,409,597

2.6

Ind
ex

100
88

78

intersection.  Sim
ilar to C

opley C
ircle, the trad

e im
balance evens 

In fact, consum
er expend

itures exceed
 sales volum

es by alm
ost 

area.  But like C
opley C

ircle, the opportunity for new
 entrants into 

this sector is und
eniable, especially for m

ore inelastic apparel 
item

s – i.e., less expensive.

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
41

52
1.3

68
1.3

Estim
ated

 sales volum
e ($)

67,998,000
76,580,000

1.1
91,647,000

1.2
Estim

ated
 consum

er expend
itures ($)

18,166,516
60,746,825

3.3
141,656,325

2.3
Ind

ex
141

119
93

A
pproxim

ately 75 percent of the d
em

and
 for A

pparel and
/or 

tim
e trad

e area.  It is w
orth noting, how

ever, that the consum
ers 

that actually live ad
jacent to the M

ontrose shopping d
istrict 

spend
 consid

erably m
ore than the national average on A

pparel.  

d
issipates as you get further aw

ay.  There are currently over 40 

d
rive of the center of the M

ontrose shopping d
istrict.  The area 

could
 alm

ost certainly absorb one or m
ore com

petitors, especially 
if the m

arket is for m
ore higher end

 clothing, but the low
 hanging 

fruit has alread
y been taken.  N

ew
 entrants into the m

arket – 

O
pportunity Level:  LO

W
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Jew
elry

The category of “Jew
elry” includ

es all businesses w
ith 

category includ
es prim

arily elastic good
s d

ue to higher 
costs and

 scarcity.  There is a fair am
ount of fragm

entation 
w

ithin this sector w
ith respect to online sales and

 trad
itional 

physical store sales.  Sites like Etsy prom
ote hom

em
ad

e 
artisans and

 jew
elry but m

ost consum
er expend

itures in 
this category are still in physical stores w

here the custom
er 

can see the prod
uct for them

selves.  A
lthough no retail 

category is im
m

une from
 the im

pact of online retail, the 
Jew

elry category is less susceptible to these em
erging 

m
arketplaces.

The propensity for household
s to spend

 up in this category 
is highest in the northw

est portion of the Tow
nship and

 

higher levels of spend
ing in this category.  But like alm

ost 
all of the subsectors, the spend

ing pow
er d

eclines as you 
get closer to A

kron.

Jew
elry Regional C

onsum
er Spend

ing Ind
ex

148



Page 16

C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

19
19.0

25
1.3

Estim
ated

 sales volum
e ($)

3,933,000
19,125,000

4.9
23,547,000

1.2

Estim
ated

 consum
er expend

itures ($)
555,328

2,948,851
5.3

7,889,242
2.7

Ind
ex

113
108

85

volum
e d

ealer and
 accounts for an estim

ated
 $4 m

illion in annual 
sales.  The estim

ated
 consum

er expend
itures in this category are 

relatively low
 even though the nearby household

s tend
 to spend

 
above the national average.  The im

balance betw
een w

hat 
consum

ers spend
 and

 w
hat is supplied

 by the local businesses 
gets even greater the further you m

ove from
 C

opley C
ircle.  

There could
 be som

e interest in a locally ow
ned

 jew
elry store, but 

the head
w

ind
s are strong.  Jew

elry is generally an elastic good
 

and
 consum

ers have no qualm
s about traveling som

e d
istance 

to procure jew
elry.

O
pportunity Level:  LO

W
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

17
N

A
28

1.6

Estim
ated

 sales volum
e ($)

0
17,207,000

N
A

26,882,000
1.6

Estim
ated

 consum
er expend

itures ($)
463,666

3,261,260
7.0

8,513,477
2.6

Ind
ex

102
87

78

C
ircle, this trad

e im
balance evens out as you get further aw

ay.  
Local consum

ers spent less than an estim
ated

 $500,000 in this 
category last year, w

hich is relatively low
, but still slightly above 

the national average.  This trad
e area is slightly further aw

ay from
 

the m
ajor retailers that can be found

 around
 the M

ontrose area, 
plus there are literally zero com

petitors nearby.  A
lthough the 

opportunity in the category is not great, it is still slightly better than 
that of C

opley C
ircle.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
11

19
1.7

24
1.3

Estim
ated

 sales volum
e ($)

12,734,000
18,460,000

1.4
22,145,000

1.2

Estim
ated

 consum
er expend

itures ($)
923,073

3,111,611
3.4

7,186,482
2.3

Ind
ex

141
120

93

M
ost of the regional supply of Jew

elry is located
 w

ithin the 
M

ontrose shopping d
istrict.  The num

ber of businesses, estim
ated

 
sales volum

es, and
 estim

ated
 consum

er expend
itures all increase 

proportionally as you get further aw
ay from

 M
ontrose.  This is an 

ind
ication that M

ontrose itself is the prim
ary regional d

estination 
for consum

ers in search of Jew
elry.  The d

ata suggests that as 

d
istrict.

O
pportunity Level:  LO

W
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Footw
ear

The category of “Footw
ear” includ

es all businesses 

This retail category includ
es prim

arily m
ild

ly elastic 
good

s.  Unlike the Jew
elry subsector, Footw

ear has 

channels.

The propensity for household
s to spend

 up in this 
category is highest in the northw

est portion of the 
Tow

nship and
 parts beyond

.  How
ever, spend

ing in 
this category is noticeably low

er (w
hen com

pared
 to 

the national average) than other retail categories.

Footw
ear Regional C

onsum
er Spend

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

13
13.0

13
1.0

Estim
ated

 sales volum
e ($)

298,000
22,155,000

74.3
22,155,000

1.0

Estim
ated

 consum
er expend

itures ($)
2,495,950

13,456,799
5.4

36,999,762
2.7

Ind
ex

109
106

86

C
opley C

ircle and
 that one business is estim

ated
 to generate a 

relatively low
 am

ount of sales.  In fact, consum
er expend

itures 
in this trad

e area exceed
 the estim

ated
 supply by a factor of 

ten.  N
ot surprisingly, the M

ontrose area is responsible for m
eeting 

m
ost of the unm

et d
em

and
.  

This is a tough category because of the inroad
s m

ad
e by online 

and
 om

nichannel retailers; how
ever, specialty stores still d

o quite 
w

ell in this category – think locally ow
ned

 running shoe stores.  For 
this reason, w

e are categorizing the opportunity level as being 
m

od
erate.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

13
13.0

13
1.0

Estim
ated

 sales volum
e ($)

298,000
22,155,000

74.3
22,155,000

1.0

Estim
ated

 consum
er expend

itures ($)
2,065,614

15,397,005
7.5

40,381,167
2.6

Ind
ex

98
89

80

The sam
e opportunities and

 head
w

ind
s that face potential 

Footw
ear businesses w

ithin the C
opley C

ircle area are in play 

is below
 the national average, and

 it gets even w
orse as you 

get further aw
ay.  There likely isn’t enough room

 for m
ultiple new

 
entrants into this m

arket so a m
od

erate opportunity w
ithin C

opley 

O
pportunity Level:  LO

W
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
6

13
2.2

13
1.0

Estim
ated

 sales volum
e ($)

10,132,000
22,155,000

2.2
22,155,000

1.0

Estim
ated

 consum
er expend

itures ($)
4,179,528

14,136,947
3.4

33,831,391
2.4

Ind
ex

137
117

94

Sim
ilar to the Jew

elry category, m
ost of the supply of Footw

ear 
w

ithin the region is located
 in the M

ontrose area.  The num
ber 

of businesses, the estim
ated

 sales volum
e, and

 the estim
ated

 
consum

er expend
itures all increase proportionally as you get 

further aw
ay from

 M
ontrose, w

hich ind
icates that M

ontrose is the 
d

e facto center of the Footw
ear business w

ithin the region.  G
iven 

the increasing strength of the online m
arket for Footw

ear and
 the 

num
ber of businesses alread

y located
 in the m

arket, there is not 
m

uch room
 for new

 entrants w
ithin M

ontrose.

O
pportunity Level:  LO

W
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Education
The category of “Ed

ucation” includ
es all institutions and

 

w
ith 6116.  Ed

ucation is obviously not a retail category 
in the trad

itional sense, but it is a service.  Increasingly, 
ed

ucational services have been d
elivered

 online.  The 
recent pand

em
ic necessitated

 online learning across 
the 

ed
ucational 

spectrum
 

– 
from

 
kind

ergarten 
to 

instruction is still preferred
 by m

any and
 oftentim

es there 
is no com

prehensive online substitute – for exam
ple, 

is highly ed
ucated

 and
 therefore it is likely that a variety 

of ed
ucational services w

ould
 be successful here.

Spend
ing on ed

ucation includ
es all form

s of ed
ucation 

includ
ing m

aterials and
 instructional fees for preschool, 

elem
entary, 

high 
school, 

college, 
w

orkforce 
d

evelopm
ent, tutoring, art stud

ios, yoga stud
ios, m

usic 
lessons, d

ance classes, etc.  

Ed
ucation is m

ild
ly elastic.  For exam

ple, if you w
ant to 

process.  If the class is only m
ild

ly im
portant, you m

ay 
forgo the class.  C

onversely, if you are keenly interested
 

in the class, you m
ight be w

illing to travel up to 30 
m

inutes.  In other w
ord

s, it’s all relative.

Ed
ucation Regional C

onsum
er Spend

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
5

22
4.4

50
2.3

Estim
ated

 sales volum
e ($)

1,241,000
5,072,000

4.1
9,387,000

1.9

Estim
ated

 consum
er expend

itures ($)
8,824,504

46,496,163
5.3

119,652,140
2.6

Ind
ex

112
107

81

This table can be a little m
islead

ing because public institutions 
d

o not d
isclose a “sales volum

e” for ed
ucation.  In theory, w

e 
could

 construct a “cash equivalent” for public ed
ucation (sim

ilar 
to w

hat the State of O
hio com

putes for per pupil spend
ing).  

W
hen you review

 the Ed
ucation Spend

ing tables, keep in m
ind

 
that consum

er expend
itures are alw

ays going to exceed
 “sales 

volum
e.”

Ed
ucational oriented

 businesses generating an estim
ated

 $1.2 
m

illion in revenue.  The increase in the num
ber of com

petitors, the 
sales volum

e, and
 consum

er expend
itures is fairly proportional as 

the m
ild

ly elastic nature of Ed
ucational Services.  In the absence 

of any m
ore inform

ation, w
e are characterizing the opportunity 

to establish a new
 Ed

ucational Service business as m
od

erate.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
6

25
4.2

50
2.0

Estim
ated

 sales volum
e ($)

1,384,000
5,181,000

3.7
7,867,000

1.5

Estim
ated

 consum
er expend

itures ($)
7,071,380

49,692,507
7.0

127,802,255
2.6

Ind
ex

98
83

73

Ed
ucational oriented

 businesses generating an estim
ated

 $1.4 
m

illion in revenue.  The increase in the num
ber of com

petitors, 
the sales volum

e, and
 consum

er expend
itures is som

ew
hat 

one exception – consum
er expend

itures alm
ost d

ouble the 
associated

 increase in sales volum
e.  This is an ind

ication that 
d

em
and

 is m
ore elastic than that of C

opley C
ircle.  Further, a 

new
 business in this sector w

ould
 likely d

raw
 from

 the C
opley 

C
ircle area as w

ell.

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
10

22
2.2

50
2.3

Estim
ated

 sales volum
e ($)

1,955,000
5,804,000

3.0
11,114,000

1.9

Estim
ated

 consum
er expend

itures ($)
15,708,573

50,934,336
3.2

112,025,714
2.2

Ind
ex

150
123

90

oriented
 

businesses 
generating 

an 
estim

ated
 

$2 
m

illion 
in 

revenue.  The increase in the num
ber of com

petitors, the sales 
volum

e, and
 consum

er expend
itures is som

ew
hat proportional 

as you get further aw
ay from

 M
ontrose but the M

ontrose area 
itself is the prim

ary regional d
estination for businesses of this type.  

percent m
ore than the national average in this category.  

O
pportunity Level:  HIG

H
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Entertainm
ent

The category of “Entertainm
ent” includ

es all businesses 

w
ith 71.  A

long w
ith restaurants and

 d
rinking places, 

Entertainm
ent is one of the key sectors responsible 

for vibrant shopping and
 entertainm

ent d
istricts.  This 

category 
includ

es 
theaters, 

concert 
venues, 

parks, 
festivals, D

J’s, zoos, m
useum

s, etc.  It is a purposely 
broad

 category.  Having access to a w
id

e variety of 
entertainm

ent venues and
 services goes a long w

ay 
tow

ard
s attracting and

 keeping custom
ers in a particular 

area/d
istrict.  In other w

ord
s, the “spillover” effect can 

result in consum
er spend

ing across a broad
 range of 

categories that are unrelated
 to Entertainm

ent.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is noticeably higher than the national average, 
especially w

ithin the Tow
nship and

 to the north and
 

w
est.  A

lso of note, spend
ing in A

kron is shockingly low
; 

therefore, you should
 not expect to d

raw
 m

uch interest 
from

 the consum
ers living in A

kron.

D
em

and
 elasticity in this category runs the gam

ut from
 

inelastic options such as spend
ing tim

e at a sm
all city 

park to highly elastic options like concert tickets to see 
Elton John.  In other w

ord
s, the scarcer the resource/

experience, the m
ore likely people are w

illing to travel 
greater d

istances and
 spend

 m
ore m

oney to acquire 
the resource/experience.

Entertainm
ent Regional C

onsum
er Spend

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
14

62
4.4

148
2.4

Estim
ated

 sales volum
e ($)

3,878,000
49,192,000

12.7
86,363,000

1.8

Estim
ated

 consum
er expend

itures ($)
16,700,353

88,811,682
5.3

235,246,722
2.6

Ind
ex

113
109

85

jum
ps to 62 as you get up to ten m

inutes aw
ay.  The gulf betw

een 
consum

er expend
itures and

 sales volum
e d

oes not reced
e as 

you get further aw
ay from

 the C
ircle.  This is an ind

ication that 
consum

er d
em

and
 is highly elastic.  This m

eans people are w
illing 

to travel a fair d
istance to be entertained

, but even so, they 

C
ircle, consum

er expend
itures outpace sales volum

e by a factor 
of 4.3.  This, com

bined
 w

ith an Entertainm
ent Spend

ing Ind
ex of 

119 ind
icates to us that the area could

 easily absorb one or m
ore 

Entertainm
ent options.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
14

68
4.9

165
2.4

Estim
ated

 sales volum
e ($)

2,357,000
50,518,000

21.4
91,472,000

1.8

Estim
ated

 consum
er expend

itures ($)
13,996,681

97,391,494
7.0

253,004,865
2.6

Ind
ex

103
87

78

Jacoby area is subject to the sam
e levels of d

em
and

 elasticity 
as evid

enced
 w

ithin the C
opley C

ircle area.  The resid
ents in 

the area spend
 a little less than those resid

ing close to the C
ircle 

but there is still an opportunity to provid
e Entertainm

ent w
ithout 

cannibalizing existing and
 new

 entrants near the C
ircle.

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
26

66
2.5

144
2.2

Estim
ated

 sales volum
e ($)

29,205,000
45,582,000

1.6
86,252,000

1.9

Estim
ated

 consum
er expend

itures ($)
27,503,428

93,608,272
3.4

214,392,106
2.3

Ind
ex

140
120

92

66 as you get up to ten m
inutes aw

ay w
hich is consistent w

ith 

Jacoby.  This ind
icates that m

ost of these ad
d

itional Entertainm
ent 

options are located
 w

ithin A
kron.

A
lthough the estim

ated
 sales volum

e and
 expend

itures are 
effectively stable near and

 w
ithin M

ontrose, the expend
itures 

greatly outpace sales volum
es as you get further aw

ay.  O
nce 

again, this is an ind
ication that consum

ers view
 this as a highly 

elastic service and
 therefore, are w

illing to travel for it.  A
ll 

alread
y has a strong base, but it could

 be stronger.

O
pportunity Level:  HIG

H
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Pets
The category of “Pets” includ

es all businesses and
 

812910 or 453910.  There are a hand
ful of consum

er 
expend

iture categories that are historically “recession 
proof.”  A

lcohol and
 tobacco are com

m
only referred

 
to as recession proof, but so are expend

itures w
hen it 

com
es to our Pets.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is generally higher than the national average, 
especially w

ithin the Tow
nship and

 to the north and
 

w
est.  In fact, the highest spend

ing in the entire region is 
em

anating from
 the northw

est portion of the Tow
nship 

(spend
ing ind

ex of 237).

D
em

and
 elasticity in this category is generally inelastic 

to m
ild

ly elastic.  For exam
ple, d

og food
 is fairly plentiful 

and
 therefore can be found

 at varying price points at 
pet stores, grocery stores, and

 general m
erchand

ise 
stores such as W

alm
art and

 Target.  How
ever, if you 

have an exotic pet such as a lizard
 or cockatoo, 

you m
ay be w

illing to travel som
e d

istance further to 

This category had
 been im

pacted
 by ecom

m
erce 

before the pand
em

ic, but the pand
em

ic supercharged
 

interest in hom
e d

elivery of things like bulky pet food
 

– think C
hew

y. Keep this in m
ind

 w
hen com

paring 

m
ortar stores – a certain percentage of the consum

er 
expend

itures is lost to ecom
m

erce.

Pets Regional C
onsum

er Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
4

17
4.3

39
2.3

Estim
ated

 sales volum
e ($)

3,863,000
13,411,000

3.5
18,167,000

1.4

Estim
ated

 consum
er expend

itures ($)
3,749,230

19,829,275
5.3

53,357,226
2.7

Ind
ex

113
108

85

sales 
volum

e 
and

 
expend

itures 
are 

rem
arkably 

balanced
.  

Expend
itures begin to outpace sales volum

es as you get further 
aw

ay from
 C

opley C
ircle, but m

uch, if not all of the im
balance 

could
 be attributed

 to ecom
m

erce sales.  W
e love pets but the 

opportunities in this category are lim
ited

.

O
pportunity Level:  LO

W
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
6

13
2.2

39
3.0

Estim
ated

 sales volum
e ($)

4,022,000
11,278,000

2.8
19,901,000

1.8

Estim
ated

 consum
er expend

itures ($)
3,186,673

21,787,450
6.8

57,343,546
2.6

Ind
ex

104
86

78

look rem
arkably sim

ilar to C
opley C

ircle.

O
pportunity Level:  LO

W
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
2

19
9.5

44
2.3

Estim
ated

 sales volum
e ($)

4,732,000
12,293,000

2.6
19,039,000

1.5

Estim
ated

 consum
er expend

itures ($)
5,984,922

20,747,530
3.5

47,878,601
2.3

Ind
ex

135
118

92

businesses that fall into the Pets category, but one of them
 is 

O
pportunity Level:  LO

W
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Toys, G
am

es, C
rafts, Hobbies

The category of “Toys, G
am

es, C
rafts, Hobbies” 

cod
es beginning w

ith 451120 or 451130.  These types 
of businesses includ

e craft stores, vid
eo gam

e stores, 
m

od
el car and

 train stores, and
 quilting stores, to 

nam
e a few

.

A
ccord

ing to the m
ap, regional spend

ing in this 
category 

is 
generally 

higher 
than 

the 
national 

average, especially w
ithin the Tow

nship and
 to the 

north and
 w

est.  This pattern of elevated
 spend

ing 
levels has been consistent across m

ost spend
ing 

categories w
e have analyzed

 and
 this one is no 

d
ifferent.  In fact, the household

s w
ith the highest 

propensity for spend
ing in this category are located

 
along the Interstate 77/State Highw

ay 21 corrid
or.

D
em

and
 elasticity in this category is generally m

ild
ly 

elastic d
ue to their niche nature and

 the resulting 
perception of scarcity.  In other w

ord
s, there are 

not a lot of these types of stores because of the 
fragm

ented
 d

em
and

.  Som
e of the m

ore popular 
stores in this category tend

 to be larger chains such 

Like m
ost other retail categories, this one has been 

im
pacted

 by ecom
m

erce.  A
ccord

ing to Statistica, 
an estim

ated
 10 percent of all sales in this category 

are currently going to ecom
m

erce.

Toys, G
am

es, C
rafts, Hobbies Regional C

onsum
er 

Spend
ing Ind

ex

168
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

15
15.0

27
1.8

Estim
ated

 sales volum
e ($)

163,000
16,643,000

102.1
22,911,000

1.4

Estim
ated

 consum
er expend

itures ($)
589,371

3,143,735
5.3

8,715,793
2.8

Ind
ex

112
108

88

area and
 its prim

ary function is to serve as a print shop.  For all 
intents and

 purposes, there appear to be no stores from
 this 

category in the im
m

ed
iate area.  A

lthough consum
ers near the 

C
ircle spend

 slightly above the national average in this category 
(spend

ing ind
ex 112), they only spent an estim

ated
 $600,000 in 

this category last year.

The prospects w
ithin this category d

rastically change as you get 
further aw

ay from
 C

opley C
ircle.  In fact, there are 15 businesses 

am
ount that consum

ers living w
ithin this trad

e area are spend
ing.  

In other w
ord

s, the consum
ers in the region appear to attribute a 

relatively high d
em

and
 elasticity to good

s in this category.

Because of the lack of com
petition near C

opley C
ircle and

 
the ability of these types of stores to com

plem
ent w

alkable, 
neighborhood

 level shopping, w
e believe there is a m

od
erate 

opportunity for a new
 entrant in this category.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

14
14.0

26
1.9

Estim
ated

 sales volum
e ($)

163,000
16,569,000

101.7
22,974,000

1.4

Estim
ated

 consum
er expend

itures ($)
497,895

3,589,433
7.2

9,521,921
2.7

Ind
ex

102
90

82

The analysis applied
 to C

opley C
ircle applies here as w

ell.  The 
only d

ifference is the estim
ated

 consum
er expend

itures at the 

and
 the estim

ated
 expend

itures are approxim
ately $500,000.  

The opportunity level is effectively the sam
e as C

opley C
ircle; 

how
ever, the m

arket likely cannot support m
ultiple entrants 

vid
eo gam

es and
 quilting.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
7

14
2.0

24
1.7

Estim
ated

 sales volum
e ($)

13,346,000
16,375,000

1.2
21,608,000

1.3

Estim
ated

 consum
er expend

itures ($)
944,832

3,264,462
3.5

7,855,262
2.4

Ind
ex

135
117

95

Like a lot of these spend
ing categories, the M

ontrose d
istrict is 

ground
 zero for the bulk of these types of businesses.  W

ithin a 

generating an estim
ated

 $13.3 m
illion in revenue com

pared
 

to just $944,00 in estim
ated

 consum
er expend

itures.  W
hen you 

consid
er that household

s in this area spend
 w

ell above the 
national average in this category (spend

ing ind
ex 135), you 

can see that d
em

and
 for these good

s is at least m
ild

ly elastic 
– em

anating from
 w

ell outsid
e the m

arket area.  The increases 
in sales and

 expend
itures is relatively low

 and
 consistent as you 

get further aw
ay from

 M
ontrose.  In other w

ord
s, the bulk of the 

d
em

and
 still appears to be com

ing from
 outsid

e the m
arket 

area.  Being overly reliant on consum
ers w

ell outsid
e of a m

od
est 

sized
 m

arket area is d
angerous.  W

e believe this m
arket m

ay be 
currently saturated

.

O
pportunity Level:  LO

W
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Bicycles
The category of “Bicycles” includ

es all businesses w
ith 

These businesses includ
e bicycle repair, sales, and

 rental.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is generally higher than the national average, 
especially w

ithin the Tow
nship and

 to the north and
 

w
est.  C

opley C
ircle and

 M
ontrose appear to stand

 to 

a higher propensity to spend
 in this category.

D
em

and
 elasticity in this category is generally m

ild
ly 

elastic d
ue to range of preferences.  Som

e people – 
and

 you m
ight be one of them

 – are absolute bicycle 
fanatics.  They ow

n m
ultiple bikes (based

 on the utility), 
they ow

n the clothes, and
 they have all the gear.  O

n 
the other end

 of the spectrum
 are those that d

em
and

 
the basics.  M

ost consum
ers, how

ever, fall som
ew

here 
in the m

id
d

le.

least once per year but only about 12 percent rid
e on 

a regular basis.  O
ne trend

 w
orth noting is the rise in the 

w
ere sold

 in A
m

erica.  This w
as d

ouble the num
ber of 

electric cars sold
 d

uring that sam
e tim

e.

Bicycles Regional C
onsum

er Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

2
N

A
5

2.5

Estim
ated

 sales volum
e ($)

0
1,279,000

N
A

2,399,000
1.9

Estim
ated

 consum
er expend

itures ($)
151,303

772,512
5.1

2,048,268
2.7

Ind
ex

112
103

80

The sales volum
e and

 consum
er expend

itures are effectively 

m
ild

ly elastic characterization.  

N
orm

ally w
e w

ould
 ascribe this as being a great opportunity for 

a new
 entrant into this m

arket; how
ever, consum

er expend
itures 

locally are not that high, and
 they d

on’t increase appreciably as 

and
 a preference for biking am

ong younger household
s result in 

som
ew

hat favorable m
arket cond

itions.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

3
N

A
5

1.7

Estim
ated

 sales volum
e ($)

0
1,759,000

N
A

2,399,000
1.4

Estim
ated

 consum
er expend

itures ($)
123,150

832,214
6.8

2,198,829
2.6

Ind
ex

98
81

73

The analysis applied
 to C

opley C
ircle applies here as w

ell.  The 
only d

ifference is the estim
ated

 consum
er expend

itures at the 

and
 the estim

ated
 expend

itures are approxim
ately $123,000.  

The opportunity level is effectively the sam
e as C

opley C
ircle; 

how
ever, the m

arket likely cannot support m
ultiple entrants.

O
pportunity Level:  LO

W
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

2
2.0

4
2.0

Estim
ated

 sales volum
e ($)

959,000
1,279,000

1.3
3,197,000

2.5

Estim
ated

 consum
er expend

itures ($)
260,177

829,134
3.2

1,859,739
2.2

Ind
ex

144
116

87

M
ontrose.  O

f course, larger sporting good
s stores and

 general 
m

erchand
ise stores also sell bicycles so w

e need
 to be aw

are of 
that.  The estim

ated
 sales volum

e of that one store is m
ore than 

the d
em

and
 elasticity.  

A
s you get further aw

ay from
 M

ontrose, the sales volum
es 

continue to outpace the consum
er expend

itures; how
ever, there 

are only four of these businesses w
ithin the entirety of the larger 

are characterizing this as a m
od

erate opportunity.

O
pportunity Level:  M

O
DERA

TE
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Food at Hom
e

The category of “Food
 at Hom

e” includ
es all businesses 

4452.  These businesses includ
e grocery stores, m

arkets, 
and

 specialty food
 stores.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is generally higher than the national average, 
especially w

ithin the Tow
nship and

 to the north and
 

w
est.  The household

s located
 betw

een C
opley C

ircle 

m
ore than the national average w

ithin this category.

D
em

and
 elasticity in this category is generally inelastic 

to slightly elastic.  Basic trips to the convenience store 
or grocery are an exam

ple of inelastic d
em

and
.  W

hy?  
Because it is unlikely that basic food

 item
s vary greatly 

from
 one store to another.  Food

 item
s that are slightly 

elastic are things such as specialty food
s:  lobster and

 
beef tend

erloin, custom
 baked

 good
s, ethnic food

s.  
Yes, som

e of these food
s can be procured

 at a basic 
grocery store but it is com

m
on for specialty food

 stores 

Food
 at Hom

e Regional C
onsum

er Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
7

42
6.0

118
2.8

Estim
ated

 sales volum
e ($)

9,237,000
278,101,000

30.1
471,196,000

1.7

Estim
ated

 consum
er expend

itures ($)
27,457,423

147,113,253
5.4

396,011,273
2.7

Ind
ex

111
107

85

C
ircle generating an estim

ated
 $9.2 m

illion in annual revenue 

you get approxim
ately ten m

inutes aw
ay from

 the C
ircle.  In fact, 

the sales volum
e increases by a factor of 30 w

hile the consum
er 

expend
itures only increase by a factor of 5.4.  Things get closer 

to equilibrium
 as you get tow

ard
s 15 m

inutes aw
ay.  W

hat d
oes 

this m
ean?  It m

eans M
ontrose is w

here m
ost of the d

em
and

 gets 
m

et.

G
iven the trad

e im
balance at the local level and

 the higher 
levels of spend

ing in this category am
ong household

s betw
een 

an opportunity for m
ore specialty food

 stores in and
 around

 
C

opley C
ircle.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
9

52
5.8

159
3.1

Estim
ated

 sales volum
e ($)

8,813,000
313,424,000

35.6
678,654,000

2.2

Estim
ated

 consum
er expend

itures ($)
22,896,291

164,786,537
7.2

428,352,537
2.6

Ind
ex

100
87

78

The analysis applied
 to C

opley C
ircle applies here as w

ell.  The 
only d

ifference is the estim
ated

 consum
er expend

itures at the 

at the national average.  Even so, there is such a noticeable 
im

balance 
at 

the 
neighborhood

 
level 

that 
there 

exists 
an 

opportunity for new
 entrants into this m

arket, especially the 
m

arket for specialty food
s.  

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
13

34
2.6

106
3.1

Estim
ated

 sales volum
e ($)

93,341,000
243,769,000

2.6
463,046,000

1.9

Estim
ated

 consum
er expend

itures ($)
45,636,609

154,790,161
3.4

361,664,723
2.3

Ind
ex

138
118

92

M
ontrose is w

here m
ost household

s w
ithin the region get their 

groceries.  The 13 grocery stores and
 m

arkets w
ithin the M

ontrose 
shopping d

istrict generate an estim
ated

 $93 m
illion in revenue 

w
hile only collecting an estim

ated
 $45.6 m

illion locally, but w
e 

alread
y knew

 that M
ontrose w

as attracting consum
ers from

 w
ell 

outsid
e the M

ontrose area.

A
s you travel further aw

ay from
 M

ontrose, the trad
e im

balance 
rem

ains intact.  A
lthough this m

arket is technically saturated
, it 

is likely that it could
 support even m

ore – prim
arily because the 

area has alread
y established

 a reputation for being a d
estination 

for grocery item
s.  

O
pportunity Level:  M

O
DERA

TE
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

7
N

A
13

1.9

Estim
ated

 sales volum
e ($)

0
3,875,000

N
A

7,534,000
1.9

Estim
ated

 consum
er expend

itures ($)
1,968,891

10,461,104
5.3

26,887,278
2.6

Ind
ex

116
111

84

but that is not the business’ prim
ary function (at the m

om
ent).

volum
es at these d

ed
icated

 stores; how
ever, w

e know
 for a fact 

that m
any consum

ers sim
ply purchase alcohol at grocery stores 

and
 convenience stores and

 not at specialty alcohol stores.  

Sm
aller specialty stores that sell alcohol are great for “spillover” 

restaurants.  Even w
ith the ad

d
ition of the brew

ery to the C
opley 

C
ircle area, w

e still think there is a great opportunity for one or 
m

ore specialty stores to set up shop in the neighborhood
.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

7
N

A
17

2.4

Estim
ated

 sales volum
e ($)

0
3,875,000

N
A

8,891,000
2.3

Estim
ated

 consum
er expend

itures ($)
1,632,830

11,238,121
6.9

28,728,575
2.6

Ind
ex

104
87

76

The analysis applied
 to C

opley C
ircle applies here as w

ell and
 

the sam
e opportunities that exist around

 the C
ircle exist here.  

There is one d
istinct d

ifference – the C
opley C

ircle area has m
ore 

It is for this reason alone, w
e characterize the opportunity to enter 

this m
arket as m

od
erate.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
2

7
3.5

10
1.4

Estim
ated

 sales volum
e ($)

1,823,000
3,647,000

2.0
5,471,000

1.5

Estim
ated

 consum
er expend

itures ($)
3,327,576

11,102,949
3.3

24,804,567
2.2

Ind
ex

147
123

93

Unlike m
any of the categories that w

e have alread
y analyzed

, 
the area im

m
ed

iately surround
ing the M

ontrose area contains 
household

s that spend
 w

ell above the national average in this 
category.  M

ontrose is alread
y a d

estination for m
any other 

categories and
 this category is no d

ifferent.  There are plenty 

ad
d

ition to the sales being absorbed
 by grocery stores – there 

are opportunities abound
 for new

 entrants into this sector.

O
pportunity Level:  HIG

H
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The category of “A
lcohol A

w
ay from

 Hom
e” includ

es 

w
ith 7224.  These businesses includ

e bars of all varieties 
– sports bars, w

ine bars, cocktail lounges, etc.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is exceptionally high.  Sim
ilar to the previous 

category, A
lcohol at Hom

e, the area near M
ontrose 

and
 the points to the w

est, northw
est, and

 north are 
stronger than usual.  The only area w

ithin the Tow
nship 

w
ith relatively suppressed

 levels of spend
ing in this 

Jacoby.

D
em

and
 for bars is generally consid

ered
 to be inelastic.  

A
lcohol A

w
ay from

 Hom
e

A
lcohol A

w
ay from

 Hom
e Regional C

onsum
er Spend

ing 
Ind

ex

184



Page 52

C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

8
8.0

34
4.3

Estim
ated

 sales volum
e ($)

1,000,000
4,586,000

4.6
11,096,000

2.4

Estim
ated

 consum
er expend

itures ($)
1,330,180

7,080,279
5.3

18,397,169
2.6

Ind
ex

115
111

85

one bar – the recently opened
 brew

ery.  A
lthough the estim

ated
 

sales volum
e and

 the consum
er expend

itures are expected
 to be 

in balance, the nearby m
arket could

 likely support new
 entrants, 

especially if other com
plem

entary businesses set up shop in the 
neighborhood

.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

13
4.3

42
3.2

Estim
ated

 sales volum
e ($)

2,872,000
5,978,000

2.1
13,257,000

2.2

Estim
ated

 consum
er expend

itures ($)
1,085,171

7,702,845
7.1

19,791,232
2.6

Ind
ex

102
88

77

but there are none located
 in the im

m
ed

iate vicinity of the 
intersection.  The sales volum

e generated
 by these three businesses 

is alm
ost triple the consum

er expend
itures, w

hich m
eans people 

are traveling short d
istances to frequent the bars.  W

e think there 
is a m

od
erate opportunity for a new

 bar sim
ply because there 

are none im
m

ed
iately surround

ing the intersection.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

p
Increase 

(from
 10 to 

15)

N
um

ber of businesses
2

7
3.5

25
3.6

Estim
ated

 sales volum
e ($)

910,000
2,982,000

3.3
9,167,000

3.1

Estim
ated

 consum
er expend

itures ($)
2,312,636

7,533,511
3.3

17,029,873
2.3

Ind
ex

150
123

94

M
ontrose only has tw

o bars in the im
m

ed
iate vicinity of the 

The household
s w

ithin the surround
ing area spend

 w
ell above 

the national average in this category and
 there are plenty 

of com
plem

entary businesses alread
y in place.  C

onsum
er 

expend
itures are m

ore than d
ouble the estim

ated
 sales volum

es.  
There is a lot of room

 for m
ore entrants into this m

arket.

O
pportunity Level:  HIG

H
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The category of “M
eals at Restaurants” includ

es all 

w
ith 7225.  These businesses includ

e everything from
 

fast food
 and

 food
 trucks to fancy restaurants.

Each 
of 

these 
m

aps 
illustrates 

d
ifferent 

but 
sim

ilar 
consum

er spend
ing behaviors.  There is one d

istinct 
d

ifference – the household
s w

ithin the Tow
nship have 

noticeably higher levels of spend
ing in the category of 

this particular category is strong all along the Interstate 
77 and

 Interstate 271 corrid
ors.

D
em

and
 elasticity for M

eals at Restaurants can run 
from

 inelastic (fast food
) to m

ild
ly elastic (upscale 

steakhouse).

w
hich to m

aintain a business.  There are so m
any factors 

that contribute to the success or failure of a restaurant.  
W

e cannot control m
ost of those external factors but w

e 
can id

entify m
arkets that are leaking sales or m

arkets 
that are oversaturated

. 

M
eals at Restaurants

M
eals at Restaurants Regional C

onsum
er Spend

ing Ind
ex

188
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Food
 A

w
ay from

 Hom
e Regional C

onsum
er 

Spend
ing Ind

ex
D

inner at Full-Service Restaurants Regional 
C

onsum
er Spend

ing Ind
ex

189



C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
12

167
13.9

419
2.5

Estim
ated

 sales volum
e ($)

11,248,000
200,346,000

17.8
369,492,000

1.8

Estim
ated

 consum
er expend

itures ($)
18,355,694

97,908,051
5.3

260,847,230
2.7

Ind
ex

111
106

84

generating an estim
ated

 $18.3 m
illion in revenue.  The num

ber of 

m
inutes aw

ay from
 the C

ircle.  Further, the sales volum
es overtake 

the consum
er expend

itures at this d
istance as w

ell.  G
oing out 

even further w
e see expend

itures starting to catch back up w
ith 

the sales volum
es.  In sum

m
ary, there ind

eed
 are opportunities at 

the local level, especially for a restaurant that stays open in the 
evening to service m

eals.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
14

191
13.6

521
2.7

Estim
ated

 sales volum
e ($)

10,488,000
208,136,000

19.8
464,484,000

2.2

Estim
ated

 consum
er expend

itures ($)
15,141,771

108,814,419
7.2

282,046,091
2.6

Ind
ex

99
86

77

intersection generating an estim
ated

 $10.4 m
illion in annual 

revenue.  How
ever, consum

er expend
itures are low

er than that 
of the C

ircle’s com
parable m

arket area by alm
ost $3 m

illion.  
Further, the household

s w
ithin this trad

e area spend
 slightly 

less than the national average on M
eals at Restaurants.  There 

is noticeably m
ore com

petition as you travel up to 15 m
inutes 

from
 the intersection – d

ue prim
arily to the proxim

ity to the A
kron 

m
arket.  W

e are characterizing this as a m
od

erate opportunity 
because at the local level, expend

itures are still outpacing the 
existing supply’s sales.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
84

139
1.7

374
2.7

Estim
ated

 sales volum
e ($)

129,349,000
171,806,000

1.3
341,602,000

2.0

Estim
ated

 consum
er expend

itures ($)
31,182,209

103,460,461
3.3

239,455,784
2.3

Ind
ex

141
118

of the center of the M
ontrose shopping d

istrict.  Those restaurants 
generate an estim

ated
 $129 m

illion in annual revenue.  A
lthough 

the nearby household
s spend

 w
ell above the national average 

in this category (spend
ing ind

ex 141), that only translates to 
$31 m

illion annually.  In other w
ord

s, the m
arket is technically 

oversupplied
 by a ratio of 4 to 1.  The trad

e im
balance d

oes 
tighten up as you get further aw

ay from
 M

ontrose, w
hich ind

icates 
that the local m

arket has a d
ecent variety of restaurant types 

that span the spectrum
 from

 fast food
 to m

ore form
al options.  

Yes, the m
arket is saturated

 but the ability of the entirety of the 

sales.

O
pportunity Level:  M

O
DERA

TE
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The category of “Personal C
are Prod

ucts” includ
es all 

w
ith 4461.  This category includ

es pharm
acies, vitam

in 
stores, and

 skin care stores to nam
e a few

.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is m
od

erately high throughout m
ost of the 

Jacoby intersection.  A
lthough consum

er expend
itures 

are still above the national average in the parts of the 
region that are w

est and
 north of the Tow

nship, the 
levels are not nearly as elevated

 as they have been 
w

ithin other spend
ing categories.

D
em

and
 

for 
personal 

care 
prod

ucts 
is 

generally 
inelastic. 

 
Further, 

this 
category 

has 
been 

heavily 
im

pacted
 by ecom

m
erce.  Keep this in m

ind
 w

hen 
review

ing 
the 

consum
er 

expend
iture 

num
bers. 

 
A

 
certain 

percentage 
of 

these 
expend

itures 
– 

likely 
betw

een 10 and
 20 percent – are being absorbed

 by 
pure ecom

m
erce plays.

Personal C
are Products

Personal 
C

are 
Prod

ucts 
Regional 

C
onsum

er 
Spend

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
4

57
14.3

96
1.7

Estim
ated

 sales volum
e ($)

5,067,000
101,301,000

20.0
235,444,000

2.3

Estim
ated

 consum
er expend

itures ($)
2,527,724

13,526,845
5.4

36,411,248
2.7

Ind
ex

111
108

85

C
are 

Prod
ucts 

stores 
generating 

over 
$5 

m
illion 

in 
annual 

revenue yet local expend
itures are just half of that.  The trad

e 
im

balance gets even greater as you get further aw
ay from

 
C

opley C
ircle.  In fact, as you get up to ten m

inutes aw
ay, the 

sales volum
e increases by a factor of 20 w

hile the expend
itures 

lag in com
parison.  These good

s are generally inelastic so there is 

O
pportunity Level:  LO

W
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

54
18.0

113
2.1

Estim
ated

 sales volum
e ($)

4,604,000
81,827,000

17.8
277,534,000

3.4

Estim
ated

 consum
er expend

itures ($)
2,105,584

15,145,819
7.2

39,441,366
2.6

Ind
ex

101
88

79

d
rive of this intersection.  The sam

e m
arket forces faced

 by 
C

opley C
ircle are in play here, and

 actually, the head
w

ind
s are 

even a bit stronger – total consum
er expend

itures are low
er and

 
the spend

ing ind
ex is low

er too.

O
pportunity Level:  LO

W
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Montrose

Montrose
Within 0-5 
Minutes

Within 0-10 
Minutes

Multiplier 
Increase 

(from 5 to 10)
Within 0-15 

Minutes

Mu
Inc

(fro

Number of businesses 27 51 1.9 100

Estimated sales volume ($) 51,817,000 91,995,000 1.8 237,384,000

Estimated consumer expenditures ($) 4,217,375 14,232,504 3.4 33,256,993

Index 140 119 93

drive of the center of the Montrose shopping district.  Within 
this area the sales volume the existing stores are generating is 
over $51 million compared against just $4.2 million in estimated 
consumer expenditures.  That imbalance does not get corrected 
as you get further away.  This market is saturated.

Opportunity Level:  LOW

Page 63

M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
27

51
1.9

100
2.0

Estim
ated

 sales volum
e ($)

51,817,000
91,995,000

1.8
237,384,000

2.6

Estim
ated

 consum
er expend

itures ($)
4,217,375

14,232,504
3.4

33,256,993
2.3

Ind
ex

140
119

93

d
rive of the center of the M

ontrose shopping d
istrict.  W

ithin 
this area the sales volum

e the existing stores are generating is 
over $51 m

illion com
pared

 against just $4.2 m
illion in estim

ated
 

consum
er expend

itures.  That im
balance d

oes not get corrected
 

as you get further aw
ay.  This m

arket is saturated
.

O
pportunity Level:  LO

W
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Personal C
are Services

The category of “Personal C
are Services” includ

es 

cod
e beginning w

ith 8121.  This category includ
es 

barber shops, beauty parlors, nail salons, and
 d

ay spas, 
to nam

e a few
.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is m
od

erately high throughout m
ost of the 

Tow
nship.  In fact, there are elevated

 levels of spend
ing 

found
 

throughout 
the 

Tow
nship 

w
ith 

the 
ongoing 

D
em

and
 for personal care services varies from

 inelastic 
to m

ild
ly elastic.  C

onsum
ers are also noticeably price 

sensitive too.

Personal 
C

are 
Services 

Regional 
C

onsum
er 

Spend
ing Ind

ex

Page 63

Montrose

Montrose
Within 0-5 
Minutes

Within 0-10 
Minutes

Multiplier 
Increase 

(from 5 to 10)
Within 0-15 

Minutes

Multiplier 
Increase 

(from 10 to 
15)

Number of businesses 27 51 1.9 100 2.0

Estimated sales volume ($) 51,817,000 91,995,000 1.8 237,384,000 2.6

Estimated consumer expenditures ($) 4,217,375 14,232,504 3.4 33,256,993 2.3

Index 140 119 93

drive of the center of the Montrose shopping district.  Within 
this area the sales volume the existing stores are generating is 
over $51 million compared against just $4.2 million in estimated 
consumer expenditures.  That imbalance does not get corrected 
as you get further away.  This market is saturated.

Opportunity Level:  LOW
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C
opley C

ircle

eight Personal C
are Services businesses generating an 

estim
ated

 $1.2 m
illion in annual revenue com

pared
 

you m
ove further aw

ay from
 C

opley C
ircle.  Because 

d
em

and
 elasticity can vary greatly, w

e believe that 
there is a m

od
erate opportunity for new

 entrants to this 
m

arket.

O
pportunity Level:  M

O
DERA

TE

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
8

107
13.4

201
1.9

Estim
ated

 sales volum
e ($)

1,223,000
23,324,000

19.1
37,326,000

1.6

Estim
ated

 consum
er expend

itures ($)
2,124,152

11,329,102
5.3

29,348,230
2.6

Ind
ex

117
112

86
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
7

114
16.3

223
2.0

Estim
ated

 sales volum
e ($)

678,000
21,155,000

31.2
42,077,000

2.0

Estim
ated

 consum
er expend

itures ($)
1,757,307

12,288,180
7.0

31,457,561
2.6

Ind
ex

105
89

78

m
inute d

rive of this intersection.  The sam
e m

arket forces faced
 

by C
opley C

ircle are in play here, and
 again, the head

w
ind

s are 
a bit stronger – total consum

er expend
itures are low

er, and
 the 

spend
ing ind

ex is low
er too.  How

ever, because the d
em

and
 

elasticity can vary, and
 the supply increases greatly as you get 

a m
od

erate opportunity for new
 entrants to this m

arket.

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
50

96
1.9

189
2.0

Estim
ated

 sales volum
e ($)

11,035,000
19,572,000

1.8
39,921,000

2.0

Estim
ated

 consum
er expend

itures ($)
3,603,269

12,055,245
3.3

27,136,679
2.3

Ind
ex

148
125

95

d
rive of the center of the M

ontrose shopping d
istrict.  W

ithin 
this area the sales volum

e the existing stores are generating is 
over $11 m

illion com
pared

 against just $3.6 m
illion in estim

ated
 

consum
er expend

itures.  The im
balance im

proves slightly as you 
get further aw

ay from
 M

ontrose but not at a rate that is favorable 
for new

 entrants to this m
arket.

O
pportunity Level:  LO

W
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Household Furnishings

The category of “Household
 Furnishings” includ

es all 

w
ith 4422.  This category includ

es carpet sales and
 

(Bed
, Bath and

 Beyond
), fram

ing, and
 bed

d
ing to 

nam
e a few

.

A
ccord

ing 
to 

the 
m

ap, 
regional 

spend
ing 

in 
this 

category is m
od

erately high throughout m
ost of the 

Tow
nship, especially around

 the C
opley C

ircle area.

D
em

and
 for Household

 Furnishings runs from
 m

ild
ly 

elastic to elastic.  C
onsum

ers are generally not as 
sensitive to changes in price for the good

s at the higher 
end

.  Further, because this is a “household
” good

, there 
tend

 to be less purchases w
ithin this category (one per 

household
 for exam

ple), but those purchases tend
 to 

be for higher d
ollar am

ounts.

Household
 Furnishings Regional C

onsum
er 

Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
2

15
7.5

27
1.8

Estim
ated

 sales volum
e ($)

1,110,000
19,230,000

17.3
57,192,000

3.0

Estim
ated

 consum
er expend

itures ($)
11,728,011

62,385,344
5.3

162,372,485
2.6

Ind
ex

114
109

84

Household
 

Furnishings 
businesses 

generating 
an 

estim
ated

 
$1.1 m

illion in annual revenue com
pared

 to $11.7 m
illion in 

expend
itures.  That is a noticeable leakage of d

ollars, even if a 
portion of those d

ollars are absorbed
 via ecom

m
erce.  Further, 

the gap gets even w
id

er as you get further aw
ay from

 C
opley 

C
ircle.  These are favorable cond

itions for m
ore entrants to this 

m
arket.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
1

15
15.0

26
1.7

Estim
ated

 sales volum
e ($)

608,000
19,230,000

31.6
56,384,000

2.9

Estim
ated

 consum
er expend

itures ($)
9,814,389

67,749,310
6.9

174,031,828
2.6

Ind
ex

104
87

76

this area are alm
ost $10 m

illion and
 the expend

itures outpace 
the supply the further you get from

 the intersection.  

O
pportunity Level:  HIG

H
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M
ontrose

There 
are 

just 
ten 

Household
 

Furnishing 
businesses 

in 
and

 
around

 the M
ontrose shopping area.  The m

arket is just slightly 

favorable gap betw
een sales and

 expend
itures gets larger as 

you get further aw
ay.  The opportunities for new

 entrants into this 
m

arket exist, especially for larger chain stores (because of the 
availability of larger, vacant build

ings).

O
pportunity Level:  HIG

H

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
10

19
1.9

30
1.6

Estim
ated

 sales volum
e ($)

13,966,000
50,662,000

3.6
63,275,000

1.2

Estim
ated

 consum
er expend

itures ($)
19,459,767

65,926,259
3.4

149,356,477
2.3

Ind
ex

142
121

92
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Household Furniture

The 
category 

of 
“Household

 
Furniture” 

includ
es 

all 

w
ith 4421.  This category includ

es trad
itional furniture 

stores and
 m

attress stores, to nam
e a few

.

A
gain, regional spend

ing in this category is m
od

erately 
high 

throughout 
m

ost 
of 

the 
Tow

nship, 
especially 

around
 the C

opley C
ircle area and

 im
m

ed
iately to the 

south.  Household
 spend

ing is also noticeably strong 
up through the Interstate 77 corrid

or and
 to the east 

tow
ard

s Hud
son.

D
em

and
 for Household

 Furniture is generally elastic.  
C

onsum
ers are usually not as sensitive to changes 

in price for the good
s at the higher end

.  Further, 
because this is a “household

” good
, there tend

 to be 
less purchases w

ithin this category (one per household
 

for exam
ple), but those purchases tend

 to be for higher 
d

ollar am
ounts.  In fact, these purchases are som

e of 
the rarest am

ong trad
itional “household

” purchases.  
For exam

ple, how
 m

any tim
es have you purchased

 a 
d

ining room
 table or a couch?  Probably only a hand

ful 
of tim

es, at the m
ost.

Household
 Furniture Regional C

onsum
er 

Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

12
N

A
17

1.4

Estim
ated

 sales volum
e ($)

0
23,180,000

N
A

28,114,000
1.2

Estim
ated

 consum
er expend

itures ($)
3,275,621

17,516,684
5.3

46,250,298
2.6

Ind
ex

113
109

84

estim
ated

 $3.3 m
illion last year in this category.  You d

on’t have 
to go far though to run into the bulk of the region’s businesses.  

generating an estim
ated

 $23.2 m
illion in revenue com

pared
 

against $17.5 m
illion in consum

er expend
itures.  How

ever, that 

there are currently no Furniture stores in the im
m

ed
iate area and

 
the fact that d

em
and

 elasticity m
ight be even greater than w

e 
assum

ed
, w

e believe there are opportunities for new
 entrants to 

this m
arket.

O
pportunity Level:  HIG

H

206



Page 74

C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
0

14
N

A
18

1.3

Estim
ated

 sales volum
e ($)

0
26,633

N
A

30,387,000
1141.0

Estim
ated

 consum
er expend

itures ($)
2,737,912

19,323,377
7.1

49,833,443
2.6

Ind
ex

102
87

77

C
opley C

ircle.  In fact, the sam
e m

arket d
ynam

ics and
 d

em
and

 
elasticity w

e w
itnessed

 around
 C

opley C
ircle appears to be in 

play here as w
ell. 

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
8

11
1.4

18
1.6

Estim
ated

 sales volum
e ($)

15,782,000
22,686,000

1.4
29,101,000

1.3

Estim
ated

 consum
er expend

itures ($)
5,431,888

18,444,144
3.4

42,493,602
2.3

Ind
ex

140
120

93

There 
are 

eight 
Furniture 

stores 
w

ithin 
the 

M
ontrose 

area 
generating close to $16 m

illion in annual sales.  M
ontrose is the 

clear regional d
estination for Furniture.  In fact, the further you 

get from
 M

ontrose, the consum
er expend

itures start to outpace 
the existing supply’s ability to keep up.  

Sim
ilar to the Household

 Furnishings category, w
e believe there 

is a m
od

erate opportunity in M
ontrose for new

 entrants into 
the Furniture category if for no other reason than a potential 

O
pportunity Level:  M

O
DERA

TE
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C
hildcare

The category of “C
hild

 C
are” includ

es all businesses and
 

62441.  

Regional spend
ing in the category is exceptionally high 

just w
est of M

ontrose in the upper northw
est portion of 

the Tow
nship.  A

lso, spend
ing is relatively high in and

 
around

 C
opley C

ircle.  This contrasts w
ith noticeably low

 

D
em

and
 for C

hild
 C

are is m
ild

ly elastic because if you 
need

 child
care then you w

ill d
o w

hat you have to d
o 

(w
ithin reason) to secure it.  The location of C

hild
care 

facilities is unique to other services because it can be 
affected

 by tw
o things:  the location of the household

 
w

ith the child
 (or child

ren) and
/or the location of a 

parent or guard
ian’s place of w

ork.  

D
uring the pand

em
ic, m

any C
hild

care facilities w
ere 

closed
 tem

porarily or perm
anently.  Further, since m

any 
parents w

ere forced
 to w

ork from
 hom

e, the im
m

ed
iate 

need
 for child

care w
as d

im
inished

.  Tod
ay, d

em
and

 for 
child

care has com
e roaring back includ

ing d
em

and
 

from
 those household

s that continue to w
ork from

 hom
e 

from
 hom

e and
 raise child

ren at the exact sam
e tim

e.

Like m
any other ind

ustries, there is a lack of child
care 

w
orkers tod

ay w
hich is im

pacting the ability of existing 

C
hild

care Regional C
onsum

er Spend
ing Ind

ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
5

27
5.4

69
2.6

Estim
ated

 sales volum
e ($)

1,308,000
7,803,000

6.0
19,594,000

2.5

Estim
ated

 consum
er expend

itures ($)
2,724,627

14,163,494
5.2

36,413,481
2.6

Ind
ex

113
106

80

C
hild

care businesses generating an estim
ated

 $1.3 m
illion, w

hich 
is half of w

hat consum
ers are spend

ing on these services.  In fact, 
as you get further aw

ay from
 C

opley C
ircle, the proportionality 

of the trad
e im

balance rem
ains rem

arkably intact.  For exam
ple, 

if you live near C
opley C

ircle and
 com

m
ute to A

kron, the overall 
lack of child

care businesses d
oes not d

im
inish.  Yes, this ind

ustry 
is facing a w

orker shortage, but the opportunities to enter this 
m

arket are strong.

O
pportunity Level:  HIG

H
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

37
12.3

80
2.2

Estim
ated

 sales volum
e ($)

674,000
10,515,000

15.6
23,891,000

2.3

Estim
ated

 consum
er expend

itures ($)
2,168,129

15,217,503
7.0

38,932,690
2.6

Ind
ex

97
83

73

are affecting C
opley C

ircle are affecting this area as w
ell.  The 

only slightly negative observation is the relatively low
er am

ounts 
of household

 spend
ing in this category w

hen com
pared

 to the 
national average.  Having said

 that, consum
er expend

itures 
outpace the existing supply throughout the region.

O
pportunity Level:  HIG

H
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
12

23
1.9

62
2.7

Estim
ated

 sales volum
e ($)

3,446,000
6,021,000

1.7
17,480,000

2.9

Estim
ated

 consum
er expend

itures ($)
4,926,320

15,094,560
3.1

33,568,502
2.2

Ind
ex

153
118

88

There are tw
elve existing C

hild
care businesses w

ithin the M
ontrose 

area is consid
ered

 a job center d
ue to the large am

ounts of 

centers are great locations for C
hild

care facilities.  Further, the 
household

s that live near the area spend
 over 50 percent m

ore 
than the national average on C

hild
care.

O
pportunity Level:  HIG

H
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Hom
e Im

provem
ent

The category of “Hom
e Im

provem
ent” includ

es all 

cod
e beginning w

ith 444.  This includ
es hard

w
are stores, 

build
ing supply stores, paint stores, w

ind
ow

 and
 d

oor 

few
.

Regional spend
ing in the category is exceptionally 

high throughout the region, includ
ing the areas south 

have som
e of the highest levels of spend

ing in all of 
N

ortheast O
hio.

D
em

and
 for Hom

e Im
provem

ent is consid
ered

 to be 
m

ild
ly elastic although our elasticity can vary d

epend
ing 

on the num
ber of item

s the consum
er intend

s to buy.  
In other w

ord
s, you are likely w

illing to travel a certain 
d

istance to procure m
ultiple item

s, even if som
e of 

This retail category has explod
ed

 over the last tw
o 

d
ecad

es d
ue prim

arily to tw
o factors.  First, hom

e 
values have increased

 d
ram

atically w
hich has forced

 
hom

eow
ners to either m

aintain w
hat they have or 

to 
im

prove 
their 

existing 
property 

for 
the 

purpose 
of m

eeting m
arket expectations.  Second

, big box 
im

provem
ent stores d

id
 not exist in the quantities that 

they d
o tod

ay.

Hom
e Im

provem
ent Regional C

onsum
er Spend

ing Id
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

25
8.3

80
3.2

Estim
ated

 sales volum
e ($)

4,281,000
169,399,000

39.6
294,926,000

1.7

Estim
ated

 consum
er expend

itures ($)
19,254,576

100,768,207
5.2

244,265,835
2.4

Ind
ex

118
111

79

Hom
e Im

provem
ent businesses generating an estim

ated
 $4.2 

m
illion in annual revenue com

pared
 to $19.2 m

illion in consum
er 

expend
itures.  That’s quite a gap.  Those expend

itures appear to be 
absorbed

 as you get up to ten m
inutes aw

ay from
 C

opley C
ircle.  

Here there are 25 Hom
e Im

provem
ent businesses generating 

m
inutes to ten m

inutes aw
ay, the sales volum

e increased
 by a 

factor of 40 w
hile the expend

itures only increased
 by a factor of 

approxim
ately 5.

W
e are hesitant to characterize this as a great opportunity 

because the big box stores have a reputation for forcing sm
aller 

stores out of business.  How
ever, the gap at the local level is large 

enough to support som
e type of hom

e im
provem

ent business – 
perhaps a specialty store.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
7

23
3.3

96
4.2

Estim
ated

 sales volum
e ($)

17,352,000
129,142,000

7.4
339,706,000

2.6

Estim
ated

 consum
er expend

itures ($)
16,115,031

102,214,305
6.3

254,715,249
2.5

Ind
ex

107
82

70

there is a balance betw
een the supply and

 d
em

and
.  A

s you 

begins to outpace the consum
er expend

itures.  If there is only 
a m

od
erate opportunity w

ithin the C
opley C

ircle area there is 
even less here.

O
pportunity Level:  LO

W
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
6

25
4.2

70
2.8

Estim
ated

 sales volum
e ($)

97,835,000
128,141,000

1.3
285,701,000

2.2

Estim
ated

 consum
er expend

itures ($)
32,229,119

107,949,834
3.3

226,692,889
2.1

Ind
ex

148
125

88

d
rive of the M

ontrose shopping area and
 these businesses 

generate alm
ost $100 m

illion in annual revenue com
pared

 
against consum

er expend
itures of approxim

ately $32 m
illion.  

The im
balance rem

ains intact as you get further aw
ay from

 
M

ontrose.  A
s evid

enced
 on the Hom

e Im
provem

ent consum
er 

expend
itures m

ap, the d
em

and
 appears to be em

anating from
 

the w
estern, northw

estern and
 northern portions of the region – 

an exam
ple of the m

ild
ly elastic d

em
and

.  A
 new

 entrant to this 
m

arket w
ould

 likely be of the big box variety and
 w

e just d
on’t 

think there are enough expend
itures available to support several 

How
ever, this could

 change if m
ore housing units w

ere put online 
over the next several years.

O
pportunity Level:  LO

W
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ge 84

Healthcare
The ca

tegory of “H
ea

lthca
re” includ

es a
ll b

usinesses 

w
ith 621.  This includ

es a
ll va

rieties of d
octors – from

 
fa

m
ily p

ra
ctitioners to d

entists to op
tom

etrists.  It a
lso 

includ
es urgent ca

re fa
cilities a

nd
 hosp

ita
ls a

s w
ell.  It is 

a
 p

urp
osely b

roa
d

 ca
tegory.

H
ea

lthca
re, 

like 
food

 
a

nd
 

housing, 
is 

som
ething 

everyone need
s a

t som
e p

oint in their life.  For tha
t 

rea
son, hea

lthca
re could

 b
e thought of a

s inela
stic 

b
eca

use 
if 

you 
need

 
it, 

you 
need

 
it. 

 
H

ow
ever, 

hea
lthca

re is not necessa
rily a

va
ila

b
le w

here everyone 
need

s it.  Tha
t’s the rea

son d
em

a
nd

 for hea
lthca

re is 
a

ctua
lly ela

stic.

A
na

lyzing 
consum

er 
sp

end
ing 

on 
hea

lthca
re 

is 
com

p
lica

ted
.  M

ost household
s ha

ve one or m
ore typ

es 
of insura

nce tha
t a

re used
 to p

a
y for, or sup

p
lem

ent 
hea

lthca
re sp

end
ing.  In other w

ord
s, sim

p
ly exa

m
ining 

hea
lthca

re consum
er exp

end
itures d

oesn’t tell the full 
story.

H
ea

lthca
re fa

cilities d
o not genera

lly req
uire the sa

m
e 

a
m

enities a
s reta

il, such a
s visib

ility.  Therefore, these 

H
ea

lthca
re Regiona

l C
onsum

er Sp
end

ing Ind
ex
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
28

293
10.5

591
2.0

Estim
ated

 sales volum
e ($)

96,240,000
651,023,000

6.8
3,024,473,000

4.6

Estim
ated

 consum
er expend

itures ($)
32,541,292

175,276,277
5.4

466,040,017
2.7

Ind
ex

114
111

87

facilities of varying size and
 type.  That num

ber increases by a 
factor of 10.5 w

hen you travel up to ten m
inutes aw

ay from
 the 

d
rive of C

opley C
ircle.  There is likely a m

od
erate opportunity to 

enter the healthcare m
arket because this area, like m

ost of O
hio, 

is aging.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
30

292
9.7

721
2.5

Estim
ated

 sales volum
e ($)

32,855,000
640,005,000

19.5
3,298,674,000

5.2

Estim
ated

 consum
er expend

itures ($)
27,778,140

193,783,999
7.0

501,894,037
2.6

Ind
ex

106
90

80

healthcare facilities of varying size and
 type.  That num

ber 
increases by a factor of 9.7 w

hen you travel up to ten m
inutes 

aw
ay from

 the C
ircle.  Further, there are over 700 facilities w

ithin 

O
pportunity Level:  M

O
DERA

TE
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
146

278
1.9

576
2.1

Estim
ated

 sales volum
e ($)

363,160,000
629,252,000

1.7
2,937,792,000

4.7

Estim
ated

 consum
er expend

itures ($)
52,012,466

182,810,312
3.5

423,511,456
2.3

Ind
ex

137
122

95

w
hopping 146 healthcare facilities of varying size and

 type.  That 
num

ber increases to 278 as you get up to ten m
inutes aw

ay.  In 
ad

d
ition, there are just und

er 600 healthcare facilities located
 up 

to 15 m
inutes aw

ay.  There m
ight be a heightened

 opportunity 
in M

ontrose if for no other rea
son tha

n there is an abund
ance of 

O
pportunity Level:  M

O
DERA

TE
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Social, Recreation, and Health C
lubs

The category of “Social, Recreation, and
 Health C

lubs” 
includ

es all businesses and
 services w

ith a N
A

IC
S 

to nam
e a few

.

This category m
ay seem

 to be a bit broad
, but it is 

really focused
 on health and

 w
ellness.  D

em
and

 for 
these types of businesses and

 services can be inelastic 
to m

ild
ly elastic.  This is because m

ost people (if they 
choose to) can exercise at or near their hom

es – an 
exam

ple of inelastic d
em

and
.  C

onversely, som
e 

people are serious about training and
 prefer a m

ore 
organized

 and
 apportioned

 facility.  This represents 
m

ild
ly elastic d

em
and

.

The spend
ing category w

e chose to represent on the 
m

ap is for trad
itional gym

 or health club m
em

berships.  
A

s you can see, it is quite high throughout the region – 
especially to the w

est, northw
est, and

 north of C
opley 

C
ircle.

Social, Recreation, and
 Health C

lub Regional 
C

onsum
er Spend

ing
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C
opley C

ircle

C
opley C

ircle
W

ithin 0-5 
M

inutes
W

ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
3

23
7.7

39
1.7

Estim
ated

 sales volum
e ($)

913,000
15,554,000

17.0
18,397,000

1.2

Estim
ated

 consum
er expend

itures ($)
1,332,337

7,000,475
5.3

17,532,721
2.5

Ind
ex

118
111

82

businesses and
 services w

ithin this category.  The spend
ing ind

ex 
is higher than the national average (118) and

 the consum
er 

expend
itures slightly outpace the estim

ated
 sales.  This sm

all 

C
ircle but not so m

uch as to com
pletely d

im
inish the potential for 

new
 entrants to this m

arket.

O
pportunity Level:  M

O
DERA

TE
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C
opley-Jacoby

C
opley-Jacoby

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
4

24
6.0

50
2.1

Estim
ated

 sales volum
e ($)

1,194,000
15,566,000

13.0
20,916,000

1.3

Estim
ated

 consum
er expend

itures ($)
1,088,213

7,323,383
6.7

18,586,460
2.5

Ind
ex

104
85

74

Recreation, and
 Health C

lubs.  The m
arket is alm

ost perfectly 

Jacoby, the num
ber of businesses and

 the am
ount of sales 

begins to outpace that of consum
er expend

itures.

O
pportunity Level:  LO

W
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M
ontrose

M
ontrose

W
ithin 0-5 

M
inutes

W
ithin 0-10 
M

inutes

M
ultiplier 

Increase 
(from

 5 to 10)
W

ithin 0-15 
M

inutes

M
ultiplier 

Increase 
(from

 10 to 
15)

N
um

ber of businesses
12

23
1.9

44
1.9

Estim
ated

 sales volum
e ($)

12,613,000
14,918,000

1.2
20,605,000

1.4

Estim
ated

 consum
er expend

itures ($)
2,305,105

7,536,284
3.3

16,348,531
2.2

Ind
ex

153
126

92

businesses 
and

 
services 

w
ithin 

this 
category 

generating 
an 

estim
ated

 $12.6 m
illion in sales, com

pared
 to just $2.3 m

illion in 
consum

er expend
itures.  That’s a big gap at the local level.  

O
pportunity Level:  LO

W
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