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KEY FINDINGS AND RECOMMENDATIONS 
 

This analysis was undertaken as part of a larger economic analysis of Chemung, Schuyler, and Steuben Counties in New 
York State. The larger project examined industry change and supply chains, the regional workforce, and markets for 
residential, commercial, and office and industrial real estate. 

FINDINGS 
Demographics and industry changes threaten the continued vitality of many of the region’s commercial districts, 
especially at the neighborhood level. As the population ages and continues to decline, and more spending shifts online and 
to large chains, it will become increasingly difficult for some businesses to compete. Even among service and small office 
uses, the growing trend for home-based businesses will result in less demand for space in neighborhood strips. These 
impacts are typically felt at the local level and progress up. Many small communities and neighborhood commercial 
districts will not be able to support a diverse business mix, and as stores, restaurants, and offices close they will leave 
behind buildings for which there is no longer much demand. 

These changes are already visible in many places, in neighborhood commercial districts like Morris Street (Bath) or 
Victory Highway (Coopers Plain), and even in the regional center on Chambers Road in Big Flats, where Arnot Mall has 
attained the status of a failed mall. Despite this, some commercial districts continue to have growth opportunities. The 
regional center at Big Flats will attract other retail chains and these could be part of a redevelopment of the Arnot Mall. 
Four destination districts benefit from tourism that brings in a large number of higher-income visitors, and is a growing 
market opportunity. The downtowns of Addison and Horseheads have the ability to exploit unique opportunities, while the 
same realignment that causes some neighborhood commercial districts to fail, will see business concentrate in others. 

The commercial sector is important to the region. Economically, it not only creates business and employment 
opportunities, but also contributes to creating a quality of life that is attractive to residents and potential workers who may 
be attracted to work at area companies. Access to diverse shopping and dining is ranked among the most important 
considerations when people choose where to live. Retail and dining are also an important source of local government 
income through sales taxes. Both Chemung and Steuben Counties achieve sales in excess of the spending generated from 
county residents. 

RECOMMENDATIONS 
The region’s commercial sector is transitioning and the results will be mixed across the region. The changes – some 
already in place and other in progress – can be influenced by local governments and economic development agencies. 
There is a role at both the local and regional level. Some of the actions that may be taken are specific to a district. Others 
cross many areas and the infrastructure to carry them out can best be created as a county-wide or regional initiative. 

 Building façade improvements. A building’s appearance can affect its value, marketability, success of the business 
inside, and image of a district. Several of the region’s traditional neighborhood business districts or downtowns 
have buildings that are not well maintained or have been modified in the past, closing windows, modifying 
storefronts, and introducing inferior materials that make them unappealing. Façade renovation is a typical 
component of revitalization, recreating storefront patterns that contribute to a better aesthetic and improved 
image of the district. Façade renovation programs often include funding for design assistance and construction, 
and are implemented at the municipal level. 

 Infill and redevelopment. Several districts have properties, whether bare ground, surface parking lots, or obsolete 
structures, that can be redeveloped, These range from small lots in village centers to the Arnot Mall. Planning is 
the first step, and has been done for only a small number of sites. Planning should identify priority redevelopment 
sites, markets for reuse, and concepts for redevelopment. Implementation can be done entirely within the private 
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sector, with financial and technical assistance, as a public-private partnership, or through a government-initiated 
process that might entail property acquisition, site preparation, and developer recruitment. 

 Streetscape or public space enhancements. Many communities invest more than is necessary in improvements to 
the public streetscape. Function should be the primary driver of improvements in most districts, prioritizing issues 
of pedestrian safety, navigation or wayfinding, and use of the sidewalk as an extension of the storefront through 
outdoor displays or sidewalk dining. There are unique needs for two districts. 

▪ Downtown Addison has the potential to use space between buildings on the west side of Main Street, and 
the Canisteo River, to create a public-private gathering space supporting dining and entertainment 
businesses that could locate in the buildings. 

▪ Aesthetic improvements in downtown Montour Falls, burying or relocating overhead wires, decorative 
lighting, and landscaping, will enhance the singularly picturesque view of the falls from the district. 

 

SUMMARY MATRIX OF COMMERCIAL DISTRICTS AND POTENTIAL STRATEGIES 

COMMERCIAL DISTRICT COMMUNITY TYPE EX
IS

TI
N

G
 T

R
EN

D
 / 

TH
R

EA
TS

 

Bu
ild

in
g 

fa
ça

de
 im

pr
ov

em
en

ts
 

In
fil

l a
nd

 re
de

ve
lo

pm
en

t 

St
re

et
sc

ap
e 

or
 p

ub
lic

 e
nh

an
ce

m
en

ts
 

C
on

ve
rs

io
n 

to
 n

on
-c

om
m

er
ci

al
 u

se
s 

R
es

id
en

tia
l o

r m
ix

ed
 u

se
 d

ev
el

op
m

en
t 

Lo
dg

in
g 

de
ve

lo
pm

en
t 

H
ig

hw
ay

/c
on

ve
ni

en
ce

 d
ev

el
op

m
en

t 

Ea
tin

g/
dr

in
ki

ng
/e

nt
er

ta
in

m
en

t f
oc

us
 

R
ec

re
at

io
n 

de
ve

lo
pm

en
t 

C
ha

in
 b

us
in

es
s 

re
cr

ui
tm

en
t 

In
de

pe
nd

en
t b

us
in

es
s 

de
ve

lo
pm

en
t 

D
is

tri
ct

 m
an

ag
em

en
t/r

ev
ita

liz
at

io
n 

D
is

tri
ct

 m
ar

ke
tin

g 
ca

m
pa

ig
n 

Chambers Road / Arnot Mall Big Flats Regional ↔  X  X  X   X X    
Route 21 Hornell Community ↔    X X  X   X    
Hamilton Street Gang Mills Community ↑  X        X    
Franklin Street Watkins Glen Community ↑  X X   X X   X X   
Bridge Street Corning Neighborhood ↔  X   X      X   
Cedar Street Elmira Neighborhood ↔  X        X    
Chemung Street Horseheads Neighborhood ↔  X     X   X    
Clemens Center Parkway Elmira Neighborhood ↔  X        X    
Downtown Addison Addison Neighborhood ↑ X X X  X   X X  X X X 
Downtown Bath Bath Neighborhood ↓ X X X  X      X X  
Downtown Elmira Elmira Neighborhood ↓ X X X  X   X   X X X 
Downtown Elmira Heights Elmira Heights Neighborhood ↔ X  X        X   
Downtown Hornell Hornell Neighborhood ↔           X X  
Downtown Wayland Wayland Neighborhood ↓           X   
Main Street  Horseheads Neighborhood ↔        X   X  X 
Morris Street Bath Neighborhood ↓    X   X   X    
Park Avenue South Corning Neighborhood ↔  X   X      X   
Pulteney Street Corning Neighborhood ↑  X   X  X   X    
South Main Street Elmira Neighborhood ↓  X   X     X X   
Victory Highway Coopers Plain Neighborhood ↓  X   X  X  X X    
Downtown Corning Corning Destination ↓  X   X   X   X X X 
Downtown Hammondsport Hammondsport Destination ↑  X X   X  X   X X X 
Downtown Montour Falls Montour Falls Destination ↔ X X X  X X  X X  X X X 
Downtown Watkins Glen Watkins Glen Destination ↑  X    X  X   X X X 
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 Conversion of commercial space to office, industrial, or warehouse uses. Some of the region’s commercial 
districts will no longer support the number and diversity of commercial businesses that may have been there in 
the past. Some, such as Morris Street in Bath or Victory Highway in Coopers Plain, have large buildings for which 
there are very few potential commercial tenants. These areas might be redeveloped with other uses to reduce the 
amount of commercial land for which there is no demand. 

 Residential or mixed use development. The region has a critical need for new housing including high-end 
apartments, and owned townhomes and condominiums for first-time buyer and seniors, up through luxury units. 
Several o the area’s commercial districts can help to meet the need. This can be within existing buildings, 
especially where the upper levels of commercial buildings can be converted to units with desirable features like 
high ceilings, exposed brick walls, and wood floors. It can also be through new residential or mixed use 
construction. 

 Lodging development. This is a niche opportunity potentially available in Big Flats or the tourist-oriented districts 
of Hammondsport, Montour Falls, and Watkins Glen. Opportunities can include typical upper midscale branded 
hotels or smaller products like boutique hotels, inns, and even upper level short-term rentals in downtown 
Montour Falls.  

 Highway-oriented or convenience development. A handful of districts are located along Interstate highways and 
demonstrate a potential to attract highway-oriented uses like fast food restaurants and gas stations with 
convenience stores, or potentially truck stops. This can be a focus of planning and economic development, with 
the goal of capturing increased spending from outside of the county. 

 Eating, drinking, and entertainment focus within the district. A few districts have a concentration of independent 
restaurants, bars, and nightclubs (or the potential to) that create a draw within their market. Places with this 
concentration include the downtown of Corning, Hammondsport, and Watkins Glen, and Main Street in 
Horseheads. The downtowns of Addison, Elmira, and Montour Falls can grow this concentration. At a regional 
level, it would be possible to create a program to help prospective restaurant startups through the planning, 
launch, and early growth phases of their ventures. Such as program would directly respond to Covid-related 
impacts to the industry and would be beneficial to commercial districts throughout the area. At a local level, 
communities including the seven targeted districts can evaluate regulations and create programs to assist 
fledgling restaurants as well as existing ones in their districts. 

 Recreational development within the district. Recreation can take many forms. On Victory Highway, one 
suggested option for the former Ames Plaza is to attract an indoor sports complex. At Chambers Road, it would 
be worth studying the feasibility of an indoor waterpark, perhaps as a component of redeveloping the Arnot Mall. 
Other districts can capitalize on outdoor recreation assets like bike trails or waterfront activities. A number of 
communities around the country have used their rivers to create whitewater parks for kayaking and wave riding. 
It would be interesting to investigate this potential in the region, in locations where it can benefit a downtown or 
other business district. 

 Chain business recruitment. Some districts are made up almost entirely of chain businesses, while others do not 
have the market to attract more than a few, and other districts will be better off with only independent businesses. 
The region’s regional and community districts have the greatest potential for chain business recruitment, while 
there are limited opportunities elsewhere. This is an initiative best conducted at a regional level, in partnership 
with property owners and brokers. 

 Independent business development. Nearly all neighborhood and destination districts will benefit from programs 
to foster new business starts and strengthen existing businesses in the retail and dining sectors. These programs 
require technical assistance providers with specialized knowledge to help these businesses in areas such as 
business management, human resources, merchandise or menu planning, store or restaurant design, technology, 
online selling, marketing, and similar topics. A formal program and “as needed” training and assistance could be 
provided. A typical program has intensive modules for different business phases such as planning, launching, and 
the first year or two of operation. These programs should be developed at a regional level. 
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 District management and revitalization program. Downtown Corning and downtown Elmira currently have 
business district management programs. These are effective tools for coordinating the actions of business and 
property owners, and local government, to bring about revitalization and promote the common interests of 
district stakeholders. These organizations can play many roles including economic development, real estate 
development, marketing, event planning, and management of functions like parking, safety, and visitor services. 
They also require significant resources to implement successfully, which is one reason there are no comparable 
programs in the areas smaller communities.  Providing the services of a downtown organization can be a regional 
effort, though, and there are a growing number of examples of small communities banding together to create an 
organization serving multiple districts. This approach could be effective within the three counties. 

 District marketing campaign. A few districts will benefit from marketing campaigns designed to drive more traffic 
to the district. The four destination districts will have a focus on tourism marketing, and all are already marketing 
to some extent. Both Hammondsport and Montour Falls can utilize more effective approaches like their larger 
counterparts. In the downtowns of Addison and Elmira, and on Main Street in Horseheads, the campaigns should 
seek to develop a brand for the districts, hand-in-hand with development that grows the kinds of retail and dining  
businesses these districts should be able to support. 
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SUPPLEMENTAL DATA 
 

A great deal of data was collected for this analysis, not all of which is summarized in this report. The available data will be 
useful to businesses, business district managers, commercial realtors and property owners, and local government officials, 
It provides insight into patterns of use, visitors to the district, and potential market, and be used to support business 
development, marketing, district management, policing, planning, and other activities. It is organized in electronic files for 
each of the districts in the report.  

FOOT TRAFFIC DATA 
This data is derived from mobile device tracking. Data is collected from a sample comprised of over 30 million devices 
that have opted in to reporting location information. The data provider uses an algorithm to extrapolate total foot traffic 
from the sample data. 

 {site name} – Before and After.pdf 

Listing of the top ten locations visited immediately prior to, and after visiting the commercial district. 

 {site name} – Census {distance}.xls 

Summary American Community Survey data for the top 40 percent, 60 percent, and 80 percent of visitors to the 
district. 

 {site name} – Daily Visits.xls 

Aggregate annual number of visits by day of the week. 

 {site name} – Distance.xls 

Percent of visitors falling within a given distance from the site. 

 {site name} – Favorite Chains.xls 

Top chains shopped by visitors to the district; reported as the percentage of district visitors who also the chain. 

 {site name} – Favorite Places.xls 

Top destinations visited by visitors to the district; this includes non-commercial destinations such as recreation 
sites, museums, schools, airports, etc. 

 {site name} – Hourly Visits.xls 

Aggregate visits by hour of the day. 

 {site name} – Loyalty.xls 

Proportion of customers making five or more annual visits to the district 

 {site name} – Overview.pdf 

Summary report with district visit totals. 

 {site name} – Weekly visits.xls 

Total visits to the district by week. 

 {site name} – zip codes.xls 

Total number of annual visits to the district originating from any zip code area with at least one visit. 
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MARKET DATA 
Trade area data is collected for the trade area identified in the report, and provided in the GIS files for the site.  

 Community Profile {street address} – PDF and Excel 

Demographic data for the population living within specified distances (rings) from the location. 

 Community profile {trade area, site name} – PDF and Excel 

Demographic data for the population living within the trade area. 

 Executive Summary {street address} – PDF and Excel 

Demographic data for the population living within specified distances (rings) from the location. 

 Executive Summary {trade area, site name} – PDF and Excel 

Demographic data for the population living within the trade area. 

 Retail MarketPlace Profile {street address} – PDF and Excel 

Market potential and (demand) and estimated sales (supply) data for the population and businesses located within 
the specified distance from the location. The “leakage analysis” should only be used with great caution, as the 
supply may not capture true market potential and demand often incorrectly estimates the volume of sales at 
businesses in the area. 

 Retail MarketPlace Profile {trade area, site name} – PDF and Excel  

Estimates of market potential for the population living within the trade area. DO NOT USE ESTIMATES OF 
SUPPLY OR THE LEAKAGE ANALYSIS IN THESE REPORTS. 

 Tapestry Segmentation Profile {street address} – PDF and Excel 

Percentage of the population within each market segment, living within given distances from the location. 

 Tapestry Segmentation Profile {trade area, site name} – PDF and Excel 

Percentage of the population within each market segment, living in the trade area. 

GIS DATA 
The GIS data provided is sourced from the mobile device tracking data. 

 Kmz file – Ring encompassing the majority of the trade area. 

 Shapefile – X,Y coordinates of customer home locations in the mobile device tracking sample. 

 Shapefile – Travel routes; volume of customer traffic on dominant routes taken to reach the district. 

 Shapefile – Trade area for the district. 
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MARKET OVERVIEW 

 

The national economy, demographic changes, shifting consumer preferences, brick-and-mortar as well as internet 
competition, and technological innovation kept the commercial sector in a state of turmoil for more than a decade 
preceding the start of the pandemic. Despite some new challenges around supply chains and labor, the pandemic seems to 
have brought some stability to the retail sector, as it brought an abrupt end to some businesses that were lingering a slow 
death, brought about the closure of underperforming stores, and forced retailers to adopt technology and practices they 
had been slow to embrace. The retail industry will leave behind a great deal of dark space in secondary markets and 
commercial districts, but may be less volatile than in the past several years. 

The opposite is true for the dining sector. Restaurants saw continued growth in the years leading up to the pandemic, 
taking an ever-greater share of the overall food budget from grocery stores and other packaged food sellers. The 
pandemic brought that to an end. Even in states that did not mandate closures, some restaurants chose to close or only 
offer drive-through or carry-out service, and most customers curtailed their restaurant trips. Temporary closures have 
been followed by a weak market as many customers have still not returned to dining out, at least as frequently as in the 
past. Adding to these concerns, many restaurants have not been able to recruit the staff they need, and prices have gone 
up, creating pressure on profits needed for businesses to make up for losses through much of 2020 and 2021. All of this 
has led to a record number of restaurant closures, while those remaining struggle to adjust to new market conditions. 

TRENDS IN THE RETAIL SECTOR 
The retail industry expanded rapidly through the 1990’s and early 2000’s, even while many analysts cautioned about an 
over-building of the sector and its associated real estate footprint. As the housing crisis that began in 2007 triggered the 
Great Recession, the retail sector faced a prolonged reckoning. A growing online market added momentum to the wave of 
store closings and chain bankruptcies. The net number of chain store closings versus openings has been negative in every 
year since 2008, and the number of stores closing grew larger in more recent years.  

Some retail categories and store formats have borne the heaviest hits. Apparel, electronics, and home furnishings are 
among those sectors closing the most establishments. Traditional department stores are struggling to survive, and all but a 
few have already failed. With a severely-diminished pool of anchor and inline tenants, regional malls have also suffered. 
While there were once close to 1,800 enclosed malls in the United States, the number had fallen to about a thousand by 
the start of the pandemic, and Coresight Research predicted that as many as a quarter of these will close by 2026.  

As late at the 1990’s it was thought that a population of 250,000 was enough to support a mall, while smaller population 
thresholds were possible in rural areas. A half million, or in large metropolitan areas, a million people are now commonly 
needed to sustain a mall. Rural malls must be able to draw from a large region to have a chance of survival. Fewer 
customer visits and fewer potential tenants both contribute to malls’ struggles. With so many bankruptcies among 
departments stores and specialty retailers, there are fewer chains, and many of these are opting for a “one-in-market” 
strategy, especially as they build a more substantial online presence. 

STORE CLOSURES 

Accelerated by pandemic-related restrictions and hesitancy of many customers to shop physical stores, a record 12,200 
chain retail stores closed in 2020, according to CoStar Group, leaving 159 million square feet of vacant commercial space. 
At the time, the investment firm UBS estimated that another 80,000 retail stores will close between 2021 and 2025.  

The past decade of closures has been dominated by losses among apparel and shoe stores, electronics stores, department 
stores, furniture and home furnishings stores, office supply stores, and other specialty stores. Meanwhile, more than half of 
2021 openings are within dollar store chains (Family Dollar, Dollar General, and Dollar Tree). This speaks to the new 
pattern that is emerging. Specialty retail is leaving most small markets and urban neighborhoods to concentrate at regional 
and super-regional centers, causing these small markets to lose retail diversity. Several contributing factors can be listed. 
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 Shifting format preferences. Department stores once dominated retail, but the rise of discount stores, 
supercenters, and big box specialty stores came at their expense. As they grew, these chains dominated their 
respective industries in a way that made it harder for smaller chains and independents to compete. 

 In-store product mix. Retail stores are less constrained by traditional notions of what goods they stock. This gave 
rise to new formats like supercenters that have greatly impacted grocery stores, or the modern gas station and 
convenience store that even has prepared meals to compete with restaurants. As people shift some of their 
purchases to these stores, it eats into the share captured by traditional formats. Many retailers are now moving 
into services as a means of building and diversifying their revenue, gaining competitive advantage, and justifying 
a bricks-and-mortar presence.  

 Internet sales. Nearly a fifth of retail sales now 
occur online, in businesses that may be entirely 
Internet-based, or at businesses that operate 
physical stores in addition to having online portals. 
Fewer stores are needed with internet sales 
growing faster than the overall market. This 
contributes to closures. The emerging strategy 
within many specialty chains is to adopt a “one-in-
market” store strategy, with a market often 
comprised of a region with one million or more 
consumers. 

 Changing demographics. Households are getting 
smaller, with more singles and childless couples, 
so that the number of households is continuing to 
grow even in many areas with population losses. 
This leads to increased spending for household-level goods and services. Those households are made up of older 
residents, though, and spending on many other types of goods and services decreases with age, while health-
related spending increases. The end result is a shift in demand for goods and services that plays out in the 
business mix, and product mix within stores. 

CONSUMER SHIFTS 

Other shifts in spending have come about as a result of the pandemic, and industry analysts expect many to remain as 
virus concerns diminish. Consumers have grown more comfortable with digital technology, online shopping, and new 
ways to shop, such as online ordering with curbside pickup, or delivery services. The rise in remote work is affecting both 
where workers shop and what they buy. Working from home, people are making fewer stops at gas stations, convenience 
stores, and coffee shops. Whereas workers may have patronized pharmacies, hardware stores, and other shops near their 
workplace, these trips may now be made closer to home. Consumer spending is also shifting from things to experiences, 
accelerating a trend that began earlier. 

Beginning in the latter part of 2021, inflation has emerged as a growing concern. In many cases this is linked to supply 
chain and transportation disruptions. Rising prices present a challenge for retailers, and perhaps especially for restaurants 
that are forced to raise prices at a time when they are also struggling to lure back customers. For consumers, rising prices 
are leading to reduced consumption. Discretionary purchases will see the greatest decline. 

STORE FORMATS AND REAL ESTATE NEEDS 

The pandemic forced lagging retailers to adopt technology and new store practices. Deloitte surveyed retail chains to 
identify their priority issues as workforce retention, supply chain restructuring, and digital investment. In the workforce 
arena, they are competing with the flexibility more easily offered in other industries, and with the gig economy. Breaking 
out workforce by function, 74 percent of chain executives identified challenges with store employee recruitment and 
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retention, while 56 percent identified issues with warehouse employees. Many chains are planning investments in 
technology and foresee the implementation of staff-free stores within five years. 

The retail sector is rebuilding and reevaluating its space needs, including both retail formats and distribution networks. 
These changes will have impacts on different kinds of commercial districts. Some downtowns that relied on an office 
workforce to generate daytime traffic may need to redefine their role if a significant number of workers do not return, but 
the increased need for collaboration could create additional demand for “third places” where people gather outside of the 
office. In the strips where chain retailers locate, it may be increasingly common for stores to play a role as “last mile” 
fulfillment centers, from which stores can meet same or next-day delivery commitments. Stores and centers may need to 
be redesigned, and in many cases, local governments may need to consider changes to zoning ordinances. 

The national market for commercial real estate is showing signs of improvement. Though conditions may vary regionally 
or within regions. Coresight Research estimated that chain store openings and closings were nearly in balance in 2021, 
with 5.083 opening and 5,079 closing. Neighborhood centers were most in demand, with 9.0 million square feet absorbed, 
while 2.3 million square feet in power center, and 2.8 million square feet in strip centers was absorbed. The total of 14.1 
million square feet is still far short of the 34 million square foot average from 2012 to 2019, but retail vacancy rates are 
again approaching the pre-pandemic level of around 6.5 percent.  

The year 2022 opened with indications of short-term stability, but there is still a need to reckon with ongoing population 
losses and technology-driven changes. 

TRENDS IN THE RESTAURANT SECTOR 
Open Table, an application that restaurants use for reservation booking and table management, has provided data 
measuring the percent change in seating compared to the base year of 2019. At a national level, seatings have continued 
to lag 2019, even while showing improvement in 2021. New York State’s recovery has been slower throughout the period. 

 

 
Place Dynamics analysis of data from Open Table 

 

The National Restaurant Industry Association offers some statistics to help further measure the impact that the pandemic 
had on the industry. These figures were released in spring of 2021. 

 $659 billion: Restaurant industry sales in 2020, down $240 billion from expected levels  
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 12.5 million: Restaurant industry employees at the end of 2020, down 3.1 million from expected levels 

 110,000: Restaurant locations that are temporarily or permanently closed 

The Association noted that most of the affected businesses are small. About seven in ten are single-unit operations and 
nine in ten had fewer than 50 employees. The Association found that about 100,000 restaurants permanently closed in 
2020, which is twice the number normally expected. Estimates for 2021 will not be released until April. The industry 
research firm Datassential found only about a one percent differential, from 9.8 to 10.9 percent, across restaurants by type 
(quick service, fast casual, family dining, casual dining, and fine dining). Food trucks were more heavily impacted, with 
22.5 percent permanently closing. About two-thirds of restaurants report sales still below 2019 levels. 

 

 
National Restaurant Association 2022 Survey of Restaurants 

 

Fewer customers has not been the sole challenge for reopening restaurants. The National Restaurant Association recently 
stated that “Profit doesn't exist anymore. Restaurants that barely survived COVID-19 closures now face labor, inflation 
and supply chain crises.” In September of 2021 its research found that 85 percent of restaurant operators reported smaller 
margins than before the pandemic. Inflation accounted for part of the rising costs, while the need to raise worker pay 
contributed. Across the country, workers have been slow to return to the service sector due to concerns related to health, 
childcare, pay, and work environments. The industry is also heavily dependent on an immigrant labor force that was 
already impacted by restrictive immigration policies before the pandemic cut off most immigration. An analysis by 
Business Insider suggests that two-thirds of the worker shortage may be attributable to the lack of recent immigration. 

The last two years represent an abrupt reversal of long-term growth trends in the industry. In 2019, spending at all types 
of restaurants, or “away from home”, totaled $969.4 billion, compared to the $799.4 billion spent on food in grocery stores, 
supercenters, convenience stores, and other retailers – the “at home” segment. Total spending on food dropped during the 
pandemic, as a result of fewer restaurant visits. The balance also reversed between food purchased for consumption at 
home and food purchased for consumption away from home, mostly at restaurants. This has held true for 2020 and the 
first eleven months of 2021, although it appears that the former pattern is going to return. 

The pandemic may usher in a new era of experimentation in the food sector. Early data on business starts is suggesting 
that there is a surge in food-related new businesses, perhaps as displaced workers and entrepreneurs in the industry 
explore new restaurants or alternative approaches as personal chefs, caterers, meal kit providers, bakers, packaged goods 
producers, etc. Within the restaurant sector, many small operators created more diverse approaches that are likely to stay 
and grow, such as making and selling their own packaged goods (desserts, sauces, etc.), meal kits, and alcoholic beverage 
services. Some entered the retail sector be reselling the meat, dairy, and other products they could not use when the 
restaurant’s seating area was closed, and may continue to offer those sales once the pandemic passes. 
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US Department of Agriculture Economic Research Service 

LOCAL MARKET TRENDS 
Expenditures by households in the region account for the largest share of market potential available to retail, dining, and 
service businesses. Additional sales can be generated by workers commuting in from outside of a business’s normal trade 
area, tourism or business traveler expenditures, and online sales. Direct-to-consumer, wine club, and online sales are an 
especially important sales channel for businesses in the wine industry. 

Market potential is simply the expected aggregate expenditures of households in the three counties. In this case, it is 
derived from the annual U.S. Consumer Expenditure Survey data for New York State households, and household counts 
from the American Community Survey.  

 
Place Dynamics analysis of data from the US Consumer Expenditure Survey and American Community Survey from 2011-2020 
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Despite a declining population, household expenditures increased over time, so that the 2020 market potential is greater 
than that of 2011, even when adjusted for inflation. Online sales have continued to increase over the decade, though, 
meaning that the market share captured in physical stores has shrunk. Adjusted for inflation, the potential available to 
stores in the three counties is less than in 2011. This has implications for the retail floor area that can be supported in the 
region, as well as the business mix.  

RETAIL SALES TREND  

Taxable retail sales in the three counties increased by 36.8 percent from the four quarters ending in November of 2014 
(the earliest data available), through the four quarters ending in November of 2021, growing from $1.74 billion to $2.38 
billion. Even adjusted for inflation, this is a 15.2 percent increase. 

Sales attributed to electronic shopping and mail order houses (which would include online sales) grew by $54.37 million, of 
512.9 percent over the period, far outpacing other retail industry groups. Automobile dealers ($21.78 million or 27.4 
percent), gas stations ($17.25 million or 23.3 percent), building material and supplies stores ($15.94 million or 37.1 
percent), other miscellaneous store retailers ($14.92 million or 142.5 percent), and general merchandise stores including 
warehouse clubs and supercenters ($14.74 million or 22.3 percent) saw the largest increases. Together, these six industry 
groups make up about half of the net increase in sales over the period. 

A handful of retail industry groups lost sales, including sporting goods, hobby, and musical instruments stores (-$1.77 
million or -10.3 percent), electronics and appliance stores (-$1.24 million or -14.4 percent), office supply, stationery, and 
gift stores (-$1.00 million or -21.5 percent), used merchandise stores (-$0.45 million or 32.0 percent), book stores and news 
dealers (-$0.30 million or -23.1 percent), and jewelry, luggage, and leather goods store (-$0.21 million or -7.1 percent). 

 

 
Place Dynamics analysis of NY State Department of Taxation and Finance data 

Q1 – March-May; Q2 – June-August; Q3 – September-November; Q3 – December-February 
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RESTAURANT SALES TREND 

Restaurant sales grew at a pace slower than retail sales. Taxable restaurant sales increased from $240.86 million in the 
four quarters ending in November of 2014 (the earliest data available), to $293.64 million in the four quarters ending in 
November of 2021. This was a 21.9 percent increase, but when adjusted for inflation, falls to 2.7 percent. It does not 
appear that the pandemic is the cause of slow growth in the sector, despite a dramatic decline in sales in 2020. Sales in the 
three most recent quarters are the highest recorded in the dataset, for their respective quarter. Restaurant sales grew over 
the period, while sales at drinking places remained relatively unchanged. 

 

 
Place Dynamics analysis of NY State Department of Taxation and Finance data 

Q1 – March-May; Q2 – June-August; Q3 – September-November; Q3 – December-February 

 

COUNTY-LEVEL LEAKAGE ANALYSIS 

Sales leakage analysis is a technique used to assess how well a region is meeting the retail and dining needs of its 
residents. The gap (or surplus) is simply the difference between demand generated within the area, and estimated sales in 
the area. It has questionable value when used to assess a trade area, but is valid as a tool to examine performance within a 
taxing jurisdiction such as a county.  The presence of a gap (sales leakage) is not necessarily an indication that the area 
can support businesses that would close that gap. 

 

COUNTY-LEVEL RETAIL LEAKAGE ANALYSIS 

 DEMAND SUPPLY (SALES) GAP (SURPLUS) 
CHEMUNG COUNTY $1,038,908,000 $1,148,504,000 ($109,596,000) 
SCHUYLER COUNTY $228,180,000 $151,049,000 $77,131,000 
STEUBEN COUNTY $1,183,779,000 $1,205,497,299 ($21,718,000) 

ESRI Business Analyst 

 

Both Chemung and Steuben County have estimated sales greater than the demand generated within the county. This is to 
be expected, as the Corning and Elmira areas are the largest urban areas within a multi-county region, and contain a 
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number and diversity of stores greater than that found in surrounding counties. Schuyler County, which lacks the same 
concentration of retail stores, has a leakage of sales. 

 Chemung County has a surplus of sales in multiple retail categories including electronics and appliance stores; 
building materials and garden equipment and supply stores; food and beverage stores; shoe stores; sporting 
goods, hobby, and music stores; and general merchandise stores. It also produces a surplus of restaurant sales. 

 Even while having an overall sales gap, Schuyler County is producing a surplus of sales in other motor vehicle 
dealers, home furnishings stores, gasoline stations, and general merchandise stores. Surpluses in the first three 
categories reflect the tourist economy in the county, while the Walmart Supercenter in Watkins Glen is drawing 
customers from the neighboring counties along with some tourist traffic. 

 Steuben County has a surplus of sales in other motor vehicle dealers; auto parts, accessories, and tire stores, 
building materials and garden equipment and supplies stores; food and beverage stores, gasoline stations, 
department stores, and used merchandise stores. Department stores would include the Walmart discount store in 
Hornell. 
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ORGANIZATION OF THE SOUTHERN TIER CENTRAL MARKET 
 

The Southern Tier Central region lies between the Allegheny Mountains to the south and the Finger Lakes to the north. 
Most of the population resides in Chemung and Steuben Counties, between the cities of Corning and Elmira along 
Interstate 86. The nearest comparable population centers are Ithaca (30 miles) and Binghamton (60 miles). Larger 
metropolitan areas include Syracuse (100 miles), Rochester (105 miles), and Buffalo (125 miles). 

Corning, Elmira, and adjacent communities are densely developed while the remaining portions of the three counties are 
rural with small cities and hamlets scattered throughout. Agriculture is important in these areas and has become 
somewhat specialized in dairy and specialty crops. Many wine, beer, cider, and distilled spirits businesses have been 
established in northern parts of Schuyler and Steuben Counties, and neighboring counties, with tasting rooms contributing 
to a strong tourist market in the Finger Lakes. Watkins Glen and Hammondsport are the largest beneficiaries of tourism. 

Population trends in this area are consistent with those of much of New York and the broader Great Lakes region. Each of 
the counties has lost residents over time. The remaining population is growing older with fewer people per household. 
Projections for the counties mostly show a continued loss of population, although the projections generated for the 
housing analysis instead show an increase based on growth of the oldest population segments.  

The retail industry’s reorganization can be seen in the study area. Many small communities no longer support much 
beyond neighborhood-level retail, and some struggle to do that. Whereas a larger city like Bath once sustained Kmart, 
Salvation Army, and Sears Hometown, it now has dollar stores and Tractor Supply Company. Hornell is a larger center 
with Walmart, Lowe’s, and a small number of specialty stores, but still lost its Sears Hometown and Peeble’s stores. In the 
region’s dominant center of Horseheads, Arnot Mall is failing and stores outside the mall, such as Kmart, Rue 21, Toys R 
US, Pier 1, and others have closed. Still, it is hyperbole to call the area "the center of America's retail meltdown”, as the 
Wall Street Journal did in 2017. What is happening to the local retail landscape reflects national trends. 

STORE COUNTS OVER TIME 
The number of retail stores located in the three counties peaked in the mid-2000s before experiencing a drop concurrent 
with a national decline in the industry. A second significant loss occurred in the late 2010s, leading up to the start of the 
pandemic in 2020. Between 2004 and 2019, the total store count in the three counties decreased by 18.5 percent. The 
biggest percentage losses were in electronics and appliance stores (-60.6 percent), miscellaneous store retailers (-34.8 
percent), and motor vehicle and parts dealers (-26.9 percent). There was an increase in health and personal care stores 
(33.3 percent) and general merchandise stores (14.0 percent). This last industry includes dollar stores. 

Little change was seen in the total count of eating and drinking establishments. The available data only goes as far as 
2019, however, and the pandemic forced many businesses to partially or completely close. It is anticipated that data for 
2020 and 2021 will show a large number of restaurants closing permanently. 

 

 
Place Dynamics analysis of US Census Bureau Business Patterns, 2004-2019 
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Place Dynamics analysis of US Census Bureau Business Patterns, 2004-2019 

 

Using foot traffic data, the performance of some of the region’s larger chain retailers can be benchmarked against the 
chain as a whole. Several of the area’s stores perform well within their respective chains, including most in the region’s 
largest commercial district in Big Flats: Sportsman’s Warehouse, Lowe’s Home Improvement, TJ Maxx, Target, and the 
Walmart Supercenter. Big Lots, all four of the region’s Tractor Supply Company Stores, and the Walmart Supercenter in 
Gang Mills have above-average traffic for their respective chains.  

Among large retail stores, those having below-average traffic tend to be located in smaller communities. They include the 
Walmart Supercenter in Watkins Glen and the Lowe’s Home Improvement Center in Hornell. The smaller population 
served by these stores can account for the lower traffic volume. The Home Depot in Gang Mills is an outlier. Although 
closer to the center of population and being located next to a Walmart Supercenter that performs very well, the store’s 
customer traffic is well below average for the chain. 

 

 
Walmart Supercenter and Home Depot in Gang Mills 
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Place Dynamics analysis of Placer.ai foot traffic data 

THE REGION’S COMMERCIAL DISTRICTS 
The regional market presents opportunities at all levels, just as it has some obvious challenges. To better understand 
these, it is helpful to describe a hierarchy of commercial districts. Most definitions are based on a combination of factors 
such as the population that is served, the kinds of businesses within the district, and building types or urban form. For the 
purpose of this analysis, five types of commercial center have been defined. 

 Regional commercial districts. A regional commercial district is drawing from a large area, spanning multiple 
communities or counties. It is usually contains multiple power centers and strip centers, and free-standing big 
boxes and smaller-format stores and restaurants. It may have one or more enclosed malls or lifestyle centers. 
Businesses in the district include department stores, warehouse clubs, category big box stores, specialty retailers, 
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and restaurants. Chain businesses dominate the tenant mix and any of these businesses, or even retail categories, 
are not found in lower-tier commercial centers. The commercial area at Chambers Road, in Big Flats, is the 
regional commercial district for the Southern Tier Central region. It includes Arnot Mall. 

 Community commercial districts. Community commercial districts serve multiple neighborhoods in one or more 
municipalities. They tend to be anchored by one or more supercenters or discount stores and a few other 
category big box types like home improvement centers, office supply stores, and pet supply stores. Businesses 
include chain stores and restaurants along with independent businesses. freestanding buildings and strip centers 
are the common formats. Community commercial districts are found in Hornell, Painted Post, and Franklin Street 
along with Walmart in Watkins Glen. 

 Neighborhood commercial districts. Neighborhood commercial districts are the basic building block of the retail 
environment. Each district may serve a neighborhood or entire community, based on the area population. The 
format can vary widely, including downtowns or traditional neighborhood business districts, auto-oriented 
commercial strips, or suburban commercial centers. Neighborhood commercial districts are often anchored by 
grocery stores and have other uses with relatively low population thresholds, such as hardware stores, 
pharmacies, dollar stores, and restaurants. They have a mix of other chain and independents businesses serving 
convenience and basic shopping needs. That mix may vary depending on considerations such as whether the 
district serves significant employment concentrations. There are more than two dozen neighborhood commercial 
districts in the Southern Tier Central region, including most downtowns and neighborhood strips. 

 Destination business districts. Destination business districts are drawing regionally and often have a strong tourist 
market. They are most typically traditional business districts with a walkable urban form, although it is possible 
for some to have a suburban, auto-oriented design. The mix of mostly independent businesses tends to have a 
higher concentration of eating and drinking places, and specialty retail stores, compared to other types of 
business districts. Those with significant tourist traffic can have a seasonal customer traffic pattern. The 
downtowns of Corning (Gaffer District), Watkins Glen, and Hammondsport are strong destination business 
districts. Downtown Montour Falls is also included for its potential, even while it currently has a lesser volume of 
visitor traffic. 

 Convenience-oriented commercial nodes. Convenience-oriented commercial nodes are usually found around 
busy intersections within neighborhoods or at highway interchanges. They are frequently patronized by 
commuters or traffic passing through the area, rather than a resident population. This type is referred to as a node 
as it may not extend beyond the corners of an intersection, and it is made up of freestanding buildings and small 
strip centers. Chain-branded gas stations, convenience stores, and fast food restaurants are common tenants. 

BUSINESS DISTRICT ASSESSMENT 
The area’s business districts were visited to conduct an on-site evaluation of their conditions, business mix, and traffic. 
This was supplemented with an evaluation of foot traffic collected using mobile device tracking. Any connected device 
(cell phone, tablet, etc.) is sending signals to nearby towers every few seconds. This allows its precise location to be 
tracked at all times. Several companies aggregate this anonymous data, making it possible to describe patterns of 
visitation to any defined area, and to view the origins and travel path for its visitors.  

Data was collected for regional and community commercial districts, destination business districts, and a sample of 
neighborhood commercial districts in the Southern Tier Central region. Visitor origin data was used to map precise trade 
areas, from which demographic data could be collected to create a profile of the district’s customers. Both the Census 
Bureau and ESRI Business Analyst were used to compile demographic, market, and psychographic profiles. 
Psychographic, or market segmenttion profiles are groupings of households based on common demographic traits, 
interests, and purchasing behaviors. 

A total of 24 commercial districts were evaluated in the analysis. These include on regional center, three community 
centers, 16 neighborhood centers, and four destination commercial districts.  
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Big Flats Consumer Square 

 

COMMERCIAL CENTERS IN THE SOUTHERN TIER CENTRAL REGION 

 

 

Foot traffic at regional and community level commercial districts has returned to, and surpassed pre-pandemic levels. 
That is not true for three of the four destination districts in the region. Only Watkins Glen has recovered the volume of 
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foot traffic is recorded before the pandemic’s start. Tourist traffic has returned to previous levels in Watkins Glen, 
Hammondsport, and Montour Falls, but the portion of traffic drawn from within 50 miles is still lagging. About two-thirds 
(9 of 14) of the neighborhood commercial districts still have fewer visits than recorded before the pandemic.  

 

TOTAL FOOT TRAFFIC BY DISTRICT – REGIONAL COMMERCIAL DISTRICT 

  ARNOT MALL CHAMBERS ROAD / BIG FLATS 
2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 3,750,000 3,730,000 2,130,000 3,000,000 7,500,000 7,540,000 7,050,000 8,100,000 

UNIQUE 
VISITORS 524,300 514,900 416,800 456,800 665,200 674,000 625,300 679,900 

VISIT 
FREQUENCY 7.15 7.24 5.11 6.65 11.28 11.18 11.28 11.89 

AVG. DWELL 
TIME (MIN) 90 91 81 78 64 59 58 64 

 

TOTAL FOOT TRAFFIC BY DISTRICT – COMMUNITY COMMERCIAL DISTRICTS 

 
ROUTE 21 / HORNELL HAMILTON STREET / GANG MILLS 

2018 2019 2020 2021 2018 2019 2020 2021 
TOTAL VISITS 3,930,000 3,980,000 3,670,000 4,200,000 4,080,000 4,190,000 3,730,000 4,100,000 
UNIQUE 
VISITORS 300,100 304,800 308,300 332,100 339,100 350,100 306,500 359,600 

VISIT 
FREQUENCY 13.10 13.07 11.92 12.70 12.03 11.96 12.16 11.38 

AVG. DWELL 
TIME (MIN) 61 55 54 57 79 80 66 75 

         
  FRANKLIN STREET / WATKINS GLEN DOWNTOWN HAMMONDSPORT 

2018 2019 2020 2021 2018 2019 2020 2021 
TOTAL VISITS 1,870,000 2,000,000 2,000,000 2,300,000 477,100 427,300 298,500 401,900 
UNIQUE 
VISITORS 333,200 382,000 399,600 474,700 149,400 153,100 128,400 154,600 

VISIT 
FREQUENCY 5.62 5.23 5.01 4.85 3.19 2.70 2.32 2.60 

AVG. DWELL 
TIME (MIN) 64 65 56 66 88 115 96 105 

 

 

TOTAL FOOT TRAFFIC BY DISTRICT – NEIGBORHOOD COMMERCIAL DISTRICTS 

  DOWNTOWN CORNING / GAFFER  DOWNTOWN WATKINS GLEN DOWNTOWN MONTOUR FALLS 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 3,290,000 3,280,000 1,960,000 2,700,000 1,580,000 1,582,000 1,266,000 1,621,000 195,600 185,100 109,300 126,200 
UNIQUE 
VISITORS 485,000 483,400 339,300 484,600 558,200 602,300 612,300 726,000 47,000 55,500 38,100 55,000 

VISIT 
FREQUENCY 6.78 6.78 5.78 5.62 2.83 2.63 2.18 2.23 4.17 3.33 2.87 2.31 

AVG. DWELL 
TIME (MIN) 135 122 108 124 142 133 140 140 102 109 123 75 
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TOTAL FOOT TRAFFIC BY DISTRICT – NEIGHBORHOOD COMMERCIAL DISTRICTS (CONTINUED) 

  DOWNTOWN WAYLAND DOWNTOWN / PARK ST. HORNELL DOWNTOWN BATH 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 224,900 203,100 152,800 206,900 1,690,000 1,760,000 1,230,000 1,500,000 844,300 853,500 510,000 629,300 
UNIQUE 
VISITORS 35,400 36,000 41,300 54,400 144,200 148,900 132,800 154,800 119,700 119,400 87,100 96,500 

VISIT 
FREQUENCY 6.36 5.65 3.70 3.81 11.71 11.83 9.24 9.87 7.05 7.15 5.85 6.53 

AVG. DWELL 
TIME (MIN) 84 77 78 61 85 81 73 77 112 122 117 115 
             

  MORRIS STREET / BATH DOWNTOWN ADDISON VICTORY HWY / COOPERS PLAINS 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 2,330,00
0 

2,150,00
0 1,650,000 1,900,000 227,400 282,500 241,500 320,900 767,500 710,800 517,800 584,200 

UNIQUE 
VISITORS 327,800 362,400 242,000 313,800 25,100 30,200 31,000 35,600 181,900 186,100 149,500 167,700 

VISIT 
FREQUENCY 7.10 594.00 6.80 5.95 9.06 9.35 7.80 9.03 4.22 3.82 3.46 3.48 

AVG. DWELL 
TIME (MIN) 87 76 72 74 89 76 103 59 103 104 85 98 

             

  PULTENEY STREET / CORNING BRIDGE STREET / CORNING PARK AVENUE / SOUTH CORNING 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 958,600 942,500 793,300 987,700 847,700 815,400 535,800 706,600 326,500 330,300 273,700 285,000 
UNIQUE 
VISITORS 213,800 213,800 163,700 214,300 141,300 142,800 103,000 125,400 86,300 86,900 72,400 79,000 

VISIT 
FREQUENCY 4.48 4.41 4.85 4.61 6.00 5.71 5.20 5.63 3.79 3.80 3.78 3.62 

AVG. DWELL 
TIME (MIN) 75 81 70 73 134 162 146 155 64 62 67 82 
             

  MAIN STREET HORSEHEADS CHEMUNG STREET / ELMIRA DOWNTOWN ELMIRA HEIGHTS 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 784,900 829,500 507,600 794,400 1,370,000 1,450,000 1,160,000 1,500,000 655,100 757,600 516,700 671,800 
UNIQUE 
VISITORS 153,400 155,300 118,400 153,900 294,500 315,400 273,400 341,900 121,800 143,300 134,700 153,800 

VISIT 
FREQUENCY 5.12 5.34 4.29 5.16 4.65 4.59 4.23 4.53 5.38 5.29 3.84 4.37 

AVG. DWELL 
TIME (MIN) 100 106 96 96 56 59 53 52 127 114 90 118 
             

  CLEMENS CENTER PKWY / ELMIRA DOWNTOWN ELMIRA S MAIN STREET/ ELMIRA 
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 2,102,000 2,181,000 2,097,000 2,187,000 2,950,000 3,000,000 2,070,000 2,600,000 1,180,000 978,600 803,100 979,500 
UNIQUE 
VISITORS 220,700 218,400 212,000 220,700 311,700 327,200 245,400 272,300 143,200 136,800 118,100 132,600 

VISIT 
FREQUENCY 9.52 9.99 9.89 9.91 9.47 9.17 8.44 9.44 8.27 7.15 6.80 7.40 

AVG. DWELL 
TIME (MIN) 46 45 45 49 109 109 101 115 63 65 66 72 

             

 CEDAR STREET / ELMIRA         
2018 2019 2020 2021         

TOTAL VISITS 476,900 658,700 739,400 743,400         
UNIQUE 
VISITORS 75,700 90,100 87,000 91,100         

VISIT 
FREQUENCY 6.30 7.31 8.50 8.18         

AVG. DWELL 
TIME (MIN) 43 43 40 43         
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FOOT TRAFFIC BY DISTRICT – DESTINATION COMMERCIAL DISTRICTS 

 DOWNTOWN HAMMONDSPORT  DOWNTOWN CORNING  DOWNTOWN WATKINS GLEN  
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 477,100 427,300 298,500 401,900 3,288,000 3,276,000 1,962,000 2,719,000 1,580,000 1,582,000 1,266,000 1,621,000 

UNIQUE 
VISITORS 149,400 153,100 128,400 154,600 485,000 483,400 339,300 484,600 558,200 602,400 607,100 726,000 
VISIT 
FREQUENCY 3.19 2.79 2.32 2.60 6.78 678 5.78 5.62 2.83 2.63 2.09 2.23 
AVG. DWELL 
TIME (MIN) 88 115 96 105 135 122 108 124 142 133 140 140 
             
 DOWNTOWN MONTOUR FALLS   
 2018 2019 2020 2021         
TOTAL VISITS 195,600 485,100 109,300 126,200         
UNIQUE 
VISITORS 47,000 55,500 38,100 55,000         

VISIT 
FREQUENCY 4.17 3.33 2.87 2.31         

AVG. DWELL 
TIME (MIN) 102 109 123 75         

Place Dynamics analysis of Placer.ai data 

DEMOGRAPHIC, MARKET, AND MARKET SEGMENTATION DATA 
Summary demographic and market data is presented for each site. More extensive demographic and market information 
has been provided in electronic format as part of this study. Based on demographic traits, ESRI Business Analyst has 
defined market segments (Tapestry Market Segmentation) that group households based on common characteristics. 
Market segmentation is a helpful tool in understanding visitors to an area. These Tapestry segments are grouped into 14 
“life modes” and 67 market segments. Complete descriptions of Tapestry market segments are available at 
https://doc.arcgis.com/en/esri-demographics/data/tapestry-segmentation.htm.  

 

TAPESTRY SEGMENTATION – “LIFE MODES” AND MARKET SEGMENTS 

AFFLUENT ESTATES 
 Established wealth—educated, well-traveled married couples. 
 Less than 10% of all households, with 20% of household income. 
 Homeowners (almost 90%), with mortgages (65.2%). 
 Married-couple families with children ranging from grade school to college. 
 Expect quality; invest in time-saving services. 
 Participate actively in their communities. 
 Active in sports and enthusiastic travelers. 

MARKET SEGMENTS 
 Top Tier  
 Professional Pride 
 Boomburbs 
 Savvy Suburbanites 
 Exurbanites 

UPSCALE AVENUES  
 Prosperous married couples living in older suburban enclaves. 
 Ambitious and hardworking. 
 Homeowners (70%); prefer denser, more urban settings with older homes and a large share of 

town homes. 
 Primarily married couples, many with older children. 
 Financially responsible. 
 Serious shoppers, from Nordstrom to Marshalls or DSW, who appreciate quality and bargains. 
 Active in fitness pursuits such as bicycling, jogging, yoga, and hiking. 
 Subscribe to premium movie channels such as HBO and Starz. 

MARKET SEGMENTS 
 Urban Chic 
 Pleasantville 
 Pacific Heights 
 Enterprising Professionals 

UPTOWN INDIVIDUALS  
 Young, successful singles in the city. 
 Highest educated market, highest rate of labor force participation, and averse to traditional 

commitments of marriage and home ownership. 
 Urban dwellers, partial to city life, high-rise apartments, and uptown neighborhoods. 
 Prefer credit cards over debit cards, while paying down student loans. 
 Green and generous to environmental, cultural, and political organizations. 
 Internet dependent, from social connections to shopping for fashion, tracking investments, making 

travel arrangements, and watching television and movies. 
 Adventurous and open to new experiences and places. 

MARKET SEGMENTS  
 Laptops and Lattes 
 Metro Renters 
 Trendsetters 

 

 

https://doc.arcgis.com/en/esri-demographics/data/tapestry-segmentation.htm
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TAPESTRY SEGMENTATION – “LIFE MODES” AND MARKET SEGMENTS (CONTINUED) 

FAMILY LANDSCAPES  
 Successful young families in their first homes. 
 Prosperous married-couple families, residing in suburban or semirural areas with a low vacancy 

rate (second lowest). 
 Homeowners (79%) with mortgages (second highest %), living in newer single-family homes, with 

median home value slightly higher than the U.S. median value. 
 Two workers in the family, contributing to the second-highest labor force participation rate, as well 

as low unemployment. 
 Do-it-yourself types who work on home improvement projects as well as their lawns and gardens. 
 Sports enthusiasts, typically owning newer sedans or SUVs, dogs, and savings accounts/plans; 

comfortable with the latest technology. 
 Eat out frequently at fast food or family restaurants to accommodate their busy lifestyle. 
 Especially enjoy bowling, swimming, playing golf, playing video games, and taking trips to a zoo or 

theme park. 

MARKET SEGMENTS  
 Workday Drive 
 Home Improvement 
 Middleburg 

GEN X URBAN 
 Gen X in middle age; families with fewer kids and a mortgage. 
 Second-largest Tapestry group, composed of Gen X married couples, and a growing population of 

retirees. 
 About a fifth of residents are 65 or older; about a fourth of households have retirement income. 
 Own older single-family homes in urban areas, with 1 or 2 vehicles. 
 Live and work in the same county, creating shorter commute times. 
 Invest wisely, well insured, comfortable banking online or in person. 
 News enthusiasts (read a daily newspaper, watch news on TV, and go online for news). 
 Enjoy reading, renting movies, playing board games and cards, doing crossword puzzles, going to 

museums and rock concerts, dining out, and walking for exercise. 

MARKET SEGMENTS 
 Comfortable Empty Nesters 
 In Style 
 Parks and Rec 
 Rustbelt Traditions 
 Midlife Constants 

COZY COUNTRY LIVING 
 Empty nesters in bucolic settings. 
 Largest Tapestry group, almost half of households located in the Midwest. 
 Homeowners with pets, residing in single-family dwellings in rural areas; almost 30% have 3 or 

more vehicles and, therefore, auto loans. 
 Politically conservative and believe in the importance of buying American. 
 Own domestic trucks, motorcycles, and ATVs/UTVs. 
 Prefer to eat at home, shop at discount retail stores (especially Walmart), bank in person, and 

spend little time online. 
 Own every tool and piece of equipment available to maintain their homes, vehicles, vegetable 

gardens, and lawns. 
 Listen to country music; watch auto racing on TV; and enjoy outdoor activities, such as fishing, 

hunting, camping, boating, and bird watching. 

MARKET SEGMENTS 
 Green Acres 
 Salt of the Earth 
 The Great Outdoors 
 Prairie Living 
 Rural Resort Dwellers 
 Heartland Communities 

SPROUTING EXPLORERS 
 Young homeowners with families. 
 Multilingual and multigenerational households with children who represent second-, third-, or 

fourth-generation Hispanic families. 
 Neighborhoods feature single-family, owner-occupied homes built at city's edge, primarily built 

after 1980. 
 Hardworking and optimistic, most residents aged 25 years or older have a high school diploma or 

some college education. 
 Shopping and leisure also focus on their children—baby and children's products from shoes to 

toys and games and trips to theme parks, water parks, or the zoo.  
 Children enjoy playing video games on personal computers or handheld or console devices. 
 Many households have dogs for domestic pets. 

MARKET SEGMENTS 
 Up and Coming Families 
 Urban Villages 
 Urban Edge Families 
 Forging Opportunity 
 Farm to Table 
 Southwestern Families 

MIDDLE GROUND 
 Lifestyles of thirtysomethings. 
 Millennials in the middle: single/married, renters/homeowners, middle class/working class. 
 Urban market mix of single-family, town home, and multiunit dwellings. 
 Majority of residents attended college or attained a college degree. 
 Householders have traded their landlines for cell phones, which they use to listen to music, read 

the news, and get the latest sports updates on their favorite teams. 
 Online all the time: use the internet for entertainment (downloading music, watching YouTube, 

finding dates), social media (Facebook, Twitter, LinkedIn), searching for employment. 
 Leisure includes nightlife (clubbing, movies), going to the beach, some travel and hiking. 

MARKET SEGMENTS 
 City Lights 
 Emerald City 
 Bright Young Professionals 
 Downtown Melting Pot 
 Front Porches 
 Old and Newcomers 
 Hometown Heritage 

SENIOR STYLES 
 Senior lifestyles reveal the effects of saving for retirement. 
 Households are commonly married empty nesters or singles living alone; homes are single family 

(including seasonal getaways), retirement communities, or high-rise apartments. 
 More affluent seniors travel and relocate to warmer climates; less affluent, settled seniors are still 

working toward retirement. 
 Cell phones are popular, but so are landlines. 
 Many prefer print to digital media: avid readers of newspapers to stay current. 
 Subscribe to cable television to watch channels such as Fox News, CNN, and The Weather 

Channel. 
 Residents prefer vitamins and a regular exercise regimen. 

MARKET SEGMENTS 
 Silver & Gold 
 Golden Years 
 The Elders 
 Senior Escapes 
 Retirement Communities 
 Social Security Set 
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TAPESTRY SEGMENTATION – “LIFE MODES” AND MARKET SEGMENTS (CONTINUED) 

RUSTIC OUTPOSTS 
 Country life with older families in older homes. 
 Depend on manufacturing, retail, and healthcare, with pockets of mining and agricultural jobs. 
 Low labor force participation in skilled and service occupations. 
 Own affordable, older single-family or mobile homes; vehicle ownership is a must. 
 Residents live within their means, shop at discount stores, and maintain their own vehicles 

(purchased used) and homes. 
 Outdoor enthusiasts, who grow their own vegetables, love their pets, and enjoy hunting and 

fishing. 
 Pay bills in person; use the yellow pages; read newspapers, magazines, and mail-order books. 

MARKET SEGMENTS 
 Southern Satellites 
 Rooted Rural 
 Economic Bedrock 
 Down the Road 
 Rural Bypasses 

MIDTOWN SINGLES 
 Millennials on the move—single, urban. 
 Millennials seeking affordable rents in apartment buildings. 
 Work in service and unskilled positions, usually close to home or public transportation. 
 Single parents with very young children. 
 Embrace the internet, for social networking and downloading content. 
 From music and movies to soaps and sports, radio and television fill their lives. 
 Brand-savvy shoppers select budget-friendly stores. 

MARKET SEGMENTS 
 City Strivers 
 Young and Restless 
 Metro Fusion 
 Set to Impress 
 City Commons 

HOMETOWN 
 Growing up and staying close to home; single householders. 
 Close-knit urban communities of young singles (many with children). 
 Owners of old, single-family houses, or renters in small multiunit buildings. 
 Religion is the cornerstone of many of these communities. 
 Visit discount stores and clip coupons. 
 Purchase used vehicles to get to and from nearby jobs. 

MARKET SEGMENTS 
 Family Foundations 
 Traditional Living 
 Small Town Simplicity 
 Modest Income Homes 

NEXT WAVE 
 Urban dwellers; young, hardworking families. 
 A large share are foreign born and speak only their native language. 
 Young, or multigenerational, families with children are typical. 
 Most are renters in older multiunit structures, built in the 1960s or earlier. 
 Hardworking with long commutes to jobs, often using public transit to commute to work. 
 Spending reflects the youth of these consumers, focus on children (top market for children's 

apparel) and personal appearance. 
 Also a top market for moviegoers (second only to college students) and fast food. 
 Partial to soccer and basketball. 

MARKET SEGMENTS 
 Diverse Convergence 
 Family Extensions 
 NeWest Residents 
 Fresh Ambitions 
 High Rise Renters 

SCHOLARS AND PATRIOTS 
 College and military populations that share many traits due to the transitional nature of this 

LifeMode group. 
 Highly mobile, recently moved to attend school or serve in military. 
 The youngest market group, with a majority in the 15- to 24-year-old range. 
 Renters with roommates in nonfamily households. 
 For many, no vehicle is necessary as they live close to campus, military base, or jobs. 
 Fast-growing group with most living in apartments. 
 Part-time jobs help to supplement active lifestyles. 
 Millennials are tethered to their phones and electronic devices, typically spending over 5 hours 

online every day tweeting, blogging, and consuming media. 
 Purchases aimed at fitness, fashion, technology, and the necessities of moving. 
 Highly social, free time is spent enjoying music, being out with friends, seeing movies. 
 Try to eat healthy, but often settle for fast food. 

MARKET SEGMENTS 
 Military Proximity 
 College Towns 
 Dorms to Diplomas 

ESRI Business Analyst 
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REGIONAL COMMERCIAL CENTERS 
 

The sole regional center in the three counties is located around the Chambers Road interchange on Interstate 86, in Big 
Flats. Its largest centers include the Arnot Mall (1,050,000 square foot enclosed mall), Big Flats Consumer Square (574,215 
power center), and Big Flats Commons (172,050 strip center). This district is performing well overall, though not evenly 
across all formats. The enclosed mall is no longer viable and its struggles have impacted the retail and dining uses 
surrounding it, north of the interstate. There have also been recent vacancies to the south, but they have tended to fill 
within a reasonable time frame.  

MARKET AREA AND CUSTOMER TRAFFIC 
The trade area for the commercial district at Chambers Road and Interstate Highway 86 was drawn to represent the area 
from which 80 percent of foot traffic is being drawn, based on customer density and visit frequency. The district is pulling 
from as far north as Dundee in the north, Bath on the west, Mansfield, Pennsylvania to the south, and Nichols on the east. 
Many other individual customer locations (in the mobile device tracking sample) are scattered within and beyond these 
limits, including communities such as Hornell, Prattsburgh, Ithaca, Binghamton, and Wellsboro, Pennsylvania. Larger 
cities in the north (Buffalo, Rochester, and Syracuse) offer greater concentrations of retail that compete with the district for 
customers, while terrain is a limiting factor to the south. 

 

TRADE AREA FOR THE REGIONAL COMMERCIAL CENTER AT CHAMBERS ROAD IN BIG FLATS 

 
Place Dynamics analysis of Placer.ai data 

 

Foot traffic in the district has recovered unevenly from declines during the pandemic. Some of the area’s big box and 
specialty stores remained open, retaining lower numbers of customers during the initial months of the pandemic. Traffic 
had nearly recovered by the middle of 2020. Arnot Mall and its stores closed in the initial months of the pandemic, and 
many of the specialty retailers permanently closed their stores during this period. As a result, foot traffic in the remainder 
of 2020 and through 2021 has been much lower than in 2018 or 2019. It is not expected to recover. As a whole, though, 
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the commercial district has some potential for growth. Declining population and a continued shift to online sales is making 
it increasingly difficult for smaller communities to support past levels of retail diversity. Over time, retail will become more 
concentrated in the larger community and regional centers. As the region’s dominant center, this area will continue to 
attract specialty retailers that may only have one store in the area. 

 

 
Place Dynamics analysis of Placer.ai data 

 

ARNOT MALL 

Arnot Mall is a failing enclosed regional shopping mall on the northeast corner of the Chambers Road interchange on 
Interstate 86. Opened in 1967 with two anchors and 40 other retailers, the mall was expanded in 1980 and has a total of 
1,050,000 square feet on two levels, with six anchor spaces between 74,752 and 148,344 square feet, and space for up to 
about 100 stores. Prior to the beginning of the pandemic, it might have still been considered a Class B mall, but it is now 
firmly a Class C mall based on its market, tenant mix, and high vacancy rate.  

The structure is in average condition. Its interior is somewhat dated, there are some signs of deferred maintenance, and 
practices such as turning off lighting to save on energy costs contributes to a poor shopping environment. There have 
been no recent attempts to redesign or reposition the property. Nationally, it has been common for malls to add outward-
facing tenant spaces and/or add lifestyle components, and to increase the share of dining and entertainment uses as 
measures to sustain mall traffic.  

The mall was still relatively successful until about 2016. At that time its six anchor spaces were all occupied by retail 
chains, and inline spaces held many middle-market chain stores, even though there were several vacancies. In 2016 the 
Macy’s closed, followed by Bon Ton in 2018 and Sears in 2020. By the time of Bon Ton’s closing, it was estimated that 
about a third of the inline space was empty, and local stores or non-retail uses had replaced several past chain tenants. 
Temporary closures forced by the pandemic have become permanent for many of the remaining stores. Among those 
small shops leaving in recent years are Justice, GameStop, Christopher & Banks, Aeropostale, Victoria’s Secret, Champs 
Sports, Vitamin World, Things Remembered, Yankee Candle, Hot Topic, Littman’s, and Happy Hippo. 

Two of the vacant anchor spaces are being used for non-retail purposes. The 74,752 square foot former Bon Ton store is 
now being used for storage, and the 119,385 square foot former Macy’s is used as an event space. The Sears space 
remains empty. 
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CHAIN STORE PERFORMANCE – ARNOT MALL 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
JCPenney 505,400 190 of 690 72% 62% 
Burlington 351,500 276 of 623 55% 17% 
Regal Cinemas 214,600 61 of 170 64% 98% 

Place Dynamics analysis of Placer.ai data 

Foot traffic at the mall and its anchor tenants appears to be good, but the counts are inconsistent with observations made 
throughout the day. Both remaining department stores had a dated appearance with light customer traffic. The mall has an 
active schedule of events that will draw people to the space, and may be artificially raising foot counts both at Burlington 
and JCPenney. Total 2021 foot traffic placed JCPenney at the 71st percentile within the chain, but with visits per square 
foot only at the 61st percentile. Burlington’s total foot traffic places it at the 55th percentile, but only at the 17th percentile in 
visits per square foot. 

BIG FLATS CONSUMER SQUARE 

Split by Big Flats Road, Big Flats Consumer Square opened as a power center in 1993. It has multiple big and mid-box 
stores among its total of 39 lease spaces. Several spaces have been recently listed as available, ranging from 1,400 to 
10,000 square feet. Some of these are long-term vacancies while others were occupied by Old Country Buffet, Plato’s 
Closet, and Payless, which closed during the pandemic. The total of 34,897 square feet that is vacant is 6.1 percent of the 
total floor area available. The National Association of Retailers placed the vacancy rate for power centers at 5.4 percent, 
nationally, in the fourth quarter of 2021. 

Most stores in the center are performing from average to better than others in their chain. T.J. Maxx, Hobby Lobby, and 
Old Navy, in particular, are performing well. This was undoubtedly a factor in the decision to open HomeGoods in a space 
vacated by Bed, Bath, and Beyond, which announced the closure of more than 200 stores nationwide in July of 2020. TJX 
is the parent company of both T.J. Maxx and HomeGoods. Sierra, the fourth brand in the chain, is not currently located in 
the market. Its recent opening accounts for its low rank within the chain. Barnes & Noble and Tops are show the weakest 
performance among larger tenants of the center. 

 

CHAIN STORE PERFORMANCE – BIG FLATS CONSUMER SQUARE 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Sam’s Club 1,441,200 339 of 578 41% 36% 
T.J. Maxx 729,100 128 of 1,158 89% 95% 
Hobby Lobby 458,900 234 of 855 72% 82% 
Sportsman’s Warehouse 335,900 9 of 98 91% 63% 
Tops Friendly Markets 328,400 79 of 147 46% 19% 
Old Navy 305,700 114 of 708 84% 87% 
Michael’s 299,200 354 of 1,080 67% 46% 
Barnes & Noble 213,900 332 of 481 31% 48% 
HomeGoods 209,200 484 of 524 7% 7% 
Dollar Tree 164,400 2,654 of 6,256 57% 43% 
Petco 140,300 411 of 1,190 65% 59% 
Harbor Freight Tools 111,500 380 of 829 54% 38% 
Staples 107,800 560 of 990 43% 46% 

Place Dynamics analysis of Placer.ai data 
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BIG FLATS COMMONS 

Built in 2007, Big Flats Commons is defined as a strip center anchored by Target and Best Buy, with smaller in-line tenants 
and Five Guys in a freestanding building on an outlot. The center is nearly full, with one 1,715 square foot vacancy. Based 
on total 2021 foot traffic, the Target store is in the top 70 percent of stores in the chain. Best Buy is only at the 15th 
percentile in its chain, but it is smaller than most and its visits per square foot are in the 72nd percentile. Both Panera and 
Five Guys are among the top performers in their chains. 

 

CHAIN STORE PERFORMANCE – BIG FLATS COMMONS 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Target 1,586,500 518 of 1,779 70% 71% 
Panera 317,200 95 of 1,710  94% 99% 
Best Buy 240,900 790 of 931 15% 72% 
Five Guys 180,900 75 of 1,031 92% 96% 

Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHICS, MARKET, AND MARKET SEGMENTS 
The trade area for this district, from which 80 percent of foot traffic volume is generated, extends about 30 miles. This 
radius takes in a population of just over 300,000 people, while the trade area takes in a little under a half of that total – 41.7 
percent. Solely considering demographic traits, there is little difference between residents of the trade area and residents 
within a 30-mile radius. 

 

TRADE AREA AND 30-MILE RADIUS – ARNOT MALL AND BIG FLATS COMMERCIAL AREA 

 
Place Dynamics analysis of Placer.ai data 
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DEMOGRAPHIC AND MARKET SUMMARY – ARNOT MALL AND BIG FLATS COMMERCIAL AREA 

 TRADE AREA 30-MILE RADIUS 
Population – 2010 133,269 312,425 
Population – 2021 estimate 127,685 306,246 
Population – 2026 forecast  123,881 300,879 
Median age 42.0 40.1 
Median household income $53,523 $54,945 
Unemployment rate 6.3% 5.9% 
White collar occupations 60.2% 61.7% 
Services occupations 18.0% 16.4% 
Blue collar occupations 21.8% 21.9% 
Owner occupied housing 62.6% 66.5% 
Market potential – retail trade $1,556,510,000 $1,901,667,000 
Market potential – food and drink $159,998,000 $193,923,000 

ESRI Business Analyst 

 

Market segmentation data shows differences in households patronizing the district, versus those less likely to visit, or who 
may visit less frequently. Many of those visiting less commonly are segments found in rural parts of the region, such as 
“southern satellites”, “rooted rural”, and “the great outdoors”. These groups make up 22.8 percent of the population in the 
30-mile radius, but do not appear in the top segments within the trade area, and make up only 3.3 percent of customers. 

 

TAPESTRY MARKET SEGMENT COMPARISON – ARNOT MALL AND BIG FLATS COMMERCIAL AREA 

TRADE AREA MARKET SEGMENTS  30-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 15.5% 15.5%  Southern satellites 11.6% 11.6% 
Midlife constants 13.8% 29.2%  Salt of the earth 10.1% 21.7% 
Small town simplicity 10.3% 39.5%  Traditional living 7.1% 28.7% 
Heartland communities 9.8% 49.3%  Midlife constants 7.0% 35.8% 
Hometown heritage 6.0% 55.3%  Rooted rural 6.4% 42.1% 
Set to impress 5.4% 60.7%  Heartland communities 6.1% 48.2% 
Old and newcomers 4.7% 65.5%  Small town simplicity 4.8% 53.0% 
Comfortable empty nesters 4.6% 70.0%  The great outdoors 4.8% 53.0% 
Rustbelt traditions 4.4% 74.4%  In style 4.2% 62.0% 
Salt of the earth 3.7% 78.1%  Emerald city 4.1% 66.0% 
Retirement communities 3.4% 81.5%  Rustbelt traditions 3.5% 69.5% 

ESRI Business Analyst 

 

CHALLENGES AND OPPORTUNITIES 
The commercial area south of the interstate is performing very well, while the area to the north, anchored by Arnot Mall, is 
struggling as a retail location. The pandemic accelerated the mall’s decline, and there are few middle- to upper-tier 
retailers that might be considered as replacements for those that have been lost. This is especially true for the vacant 
department stores, and placing non-retail uses in these spaces makes it more difficult to lease interior space. Essentially, 
the enclosed mall format can no longer be supported in the region, and the property will need to be redeveloped to 
restore vitality to the area. By re-envisioning the mall and adjacent area, it will be possible to create development 
opportunities to attract new retail, dining, and service businesses. Residential or industrial uses may also be part of a 
future land use mix. 
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The commercial district has the potential to attract retailers not already in the market. Examples of these may include: 

 At Home 

 BJ’s Wholesale Club 

 Costco Wholesale 

 Great Clips 

 Hannaford 

 Hibbett Sports 

 Mattress Firm 

 Meijer 

 Menards 

 Pet Supplies Plus 

 Sally Beauty Supply 

 Sierra 

 Trader Joe’s 

 Value City Furniture 

 Vitamin World 

 BJ’s Restaurant & Brewhouse 

 Bravo! Cucina Italiana 

 Brio Tuscan Grille 

 Carraba’s Italian Grill 

 Chik-fil-A 

 Chipotle Mexican Grill 

 Dave & Buster’s 

 Denny’s 

 IHOP 

 Maggiano’s Little Italy 

 Moe’s Southwest Grill 

 Qdoba 

 The Cheesecake Factory 

 Tim Horton’s 

While not specifically addressed in the analysis, the market may also be able to support additional hotel development in 
the next few years. Nationally, occupancy and revenue per available room were still 15 to 17 percent below 2019 
averages, but travel is recovering. The local market may also have need for additional extended stay hotels for contractors 
and new employees attracted to the area’s larger businesses. Commercial uses might be expanded east along Big Flats 
Road by redeveloping the Dalrymple Gravel and Construction property, but redeveloping Arnot Mall offers better visibility 
and may allow for reuse of portions of the mall. 
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COMMUNITY COMMERCIAL CENTERS 
 

The region’s three community commercial centers are all performing well. These districts lack the concentration of 
specialty retail found in a regional district, but are anchored by supercenters or discount stores and have other chain retail 
and services meeting the needs of people in multiple neighborhoods. Their business mix helped them to weather the 
pandemic without a significant loss of foot traffic. 

MARKET AREA AND CUSTOMER TRAFFIC 
Trade areas for all three districts were mapped together to show their relationship. There is little overlap between the 
trade areas for Route 21 in Hornell, and Hamilton Street in Gang Mills. The trade areas meet on a general line through 
Prattsburgh and Jasper. Hamilton Street will pull a little further into Route 21’s trade area as it is capturing traffic from 
workers in the vicinity, who live further west. Route 21 is serving Allegany County and the southern portion of Livingston 
County. Hamilton Street draws into western Chemung County and northern Tioga County, Pennsylvania. 

The trade area for Franklin Street is more unusual. It captures Schuyler County and a significant part of the rural 
population in Yates, Seneca, northern Chemung, and western Tompkins Counties. Because the community is a draws 
visitors to Watkins Glen State Park, Seneca Lake, Watkins Glen International, downtown Watkins Glen, and the Finger 
Lakes Wine County, the district is routinely attracting customers from the urban areas of Corning, Elmira, Geneva, and 
Ithaca, the remainder of Chemung County, eastern parts of Tioga County, and northern parts of Tioga and Bradford 
Counties in Pennsylvania.  

 

TRADE AREAS FOR THE REGION’S THREE COMMUNITY COMMERCIAL DISTRICTS 

 
Place Dynamics analysis of Placer.ai data 

 

As a whole, these districts did not experience a particularly deep or prolonged loss of customer traffic during the 
pandemic. The Route 21 and Hamilton Street districts saw an initial dip in March of 2020, lasting only a few weeks. That 
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dip was far less pronounced in the Franklin Street district. After June, foot traffic in the remainder of 2020 was higher than 
in nearly every week, compared to 2019. Traffic in 2021 continued to grow over 2020 levels in all but four weeks of the 
year. Both Route 21 in Hornell and Hamilton Street in Gang Mills saw year-over-year traffic volume drop from March of 
2020 until March of 2021, when they returned to levels closer to 2019. Franklin Street and the Walmart in Watkins Glen 
experienced an increase in sales in 2021. The district may have been the beneficiary of increased travel and people 
seeking to get away from large cities. 

 

 
Place Dynamics analysis of Placer.ai data 

 

ROUTE 21 – HORNELL 
This district is anchored by a Walmart discount store, Lowe’s Home Improvement, and Wegman’s grocery store. Foot 
traffic at these stores, relative to their respective chains, is below average. The rural nature of the trade area is a primary 
cause for this. As a discount store (as opposed to supercenter) the Walmart would also be expected to have lower foot 
traffic. The stores rank higher in visits per square foot, and the Walmart ranks in the top ten percent of stores within the 
chain, in this measure. 

 

DEMOGRAPHIC AND MARKET SUMMARY – ROUTE 21 – HORNELL 

 TRADE AREA 25-MILE RADIUS 
Population – 2010 45,116 109,893 
Population – 2021 estimate 43,574 107,474 
Population – 2026 forecast  42,163 104,408 
Median age 40.0 42.9 
Median household income $49,522 $50,543 
Unemployment rate 7.3% 6.6% 
White collar occupations 53.1% 52.7% 
Services occupations 20.4% 19.6% 
Blue collar occupations 26.5% 27.7% 
Owner occupied housing 64.7% 73.3% 
Market potential – retail trade $487,363,000 $1,159,518,000 
Market potential – food and drink $43,894,000 $112,007,000 

ESRI Business Analyst 
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The foot traffic-based trade area extends approximately 25 miles from the center of the district. That 25-mile radius has a 
population estimated at 107,474. The actual trade area is capturing 40.5 of that potential market. The customers 
patronizing the market match the larger area in most demographic characteristics, with the exception that a greater 
percentage are living in rental housing. 

 

TRADE AREA AND 25-MILE RADIUS – ROUTE 21 – HORNELL 

 
Place Dynamics analysis of Placer.ai data 

 

There are greater differences in the population based on market segments. While both the trade area and 25-mile radius 
share the same top two segments, they make up a much larger share of the district’s customers. The next-largest segment 
in the radius is not represented in top segments within the trade area. In general, the district is drawing more heavily from 
a small number of segments, and is not attracting customers from several segments well represented in a 25-mile radius. 

 

TAPESTRY MARKET SEGMENT COMPARISON – ROUTE 21 – HORNELL 

TRADE AREA MARKET SEGMENTS  25-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Heartland communities 25.6% 25.6%  Heartland communities 20.0% 20.0% 
Traditional living 20.5% 46.1%  Traditional living 14.4% 34.4% 
Small town simplicity 16.3% 62.4%  The great outdoors 11.2% 45.7% 
Hometown heritage 7.2% 69.6%  Rooted rural 10.2% 55.8% 
Midlife constants 5.4% 75.1%  Salt of the earth 9.2% 65.0% 
Retirement communities 3.5% 78.5%  Midlife constants 7.1% 72.2% 
College towns 3.4% 81.9%  College towns 6.1% 78.3% 
Rooted rural 3.3% 85.2%  Small town simplicity 5.0% 83.3% 

ESRI Business Analyst 
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Further expansion of the district is somewhat constrained by the Canisteo River, high school, and existing development 
patterns. Some small to moderate-size parcels could be developed. Long-term, this could be an issue for Walmart, which 
would certainly want to develop a supercenter in the community, but is likely prevented from expanding the current 
location due to its co-tenancy with Wegman’s. Without the ability to expand in this district, Walmart will consider 
locations north of the interstate. Its relocation would impact customer traffic to the district, and leave behind a large retail 
space for which there is little demand. It may also create enough competition to threaten closing the Wegmans grocery 
store. 

HAMILTON STREET – GANG MILLS 
This district lies at the intersection of Interstates 86 and 99, on the west side of Corning’s urban area. It is a relatively new 
commercial area, with development beginning in 2003. A Walmart Supercenter, Home Depot, Tractor Supply Company, 
Aldi, and Fox Auto Group (Chevrolet-Buick, GMC) anchor the district. Walmart and Tractor Supply Company have high 
foot traffic relative to chain averages, while Home Depot is below average. It approaches average in visits per square foot. 

This district’s rise has come at the expense of others in the Corning area. That is perhaps best seen on Victory Highway, 
where Big Lots replaced a JoAnn Fabrics and Rite Aid in 2013, and the Valu Home Center closed in 2020. In a market that 
is not expanding, the introduction of new businesses will tend to replace existing businesses that are less able to compete 
due to size, offerings, technical capabilities, location, image, or other factors. Most new businesses will be attracted to the 
district in Gang Mills, and neighborhood districts such as Victory Highway will tend to have the businesses that are 
replaced. 

 

TRADE AREA AND 30-MILE RADIUS – HAMILTON STREET – GANG MILLS 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area is encompassed by a radius of about 30 miles, but it is skewed west in that area. The converging interstate 
highways make it easy for customers traveling from the southwest or northwest to stop at this location. Persons coming 
from east of the Elmira area are more likely to stop at Big Flats. 
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The trade area is only capturing 37.1 percent of the customers living within 30 miles. There are some demographic 
differences to be noted when comparing the two areas, with the trade area having a somewhat lower median household 
income and higher unemployment rate, as well as being less likely to be employed in blue collar occupations. 

 

DEMOGRAPHIC AND MARKET SUMMARY – HAMILTON STREET – GANG MILLS 

 TRADE AREA 30-MILE RADIUS 
Population – 2010 86,096 231,795 
Population – 2021 estimate 82,858 224,943 
Population – 2026 forecast  80,186 218,904 
Median age 41.3 43.7 
Median household income $53,494 $56,032 
Unemployment rate 6.6% 6.2% 
White collar occupations 60.1% 58.1% 
Services occupations 18.0% 16.7% 
Blue collar occupations 21.9% 25.2% 
Owner occupied housing 63.3% 71.5% 
Market potential – retail trade $1,010,374,000 $2,775,243,000 
Market potential – food and drink $103,393,000 $275,999,000 

ESRI Business Analyst 

 

While varying in their composition, the same eight market segments make up 72.3 percent of households in the trade area, 
and 71.7 percent of households within a 30-mile radius. 

 

TAPESTRY MARKET SEGMENT COMPARISON – HAMILTON STREET – GANG MILLS 

TRADE AREA MARKET SEGMENTS  30-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 15.9% 15.9%  Traditional living 12.2% 12.2% 
Heartland communities 13.0% 29.0%  Midlife constants 11.8% 24.0% 
Midlife constants 10.8% 39.8%  Southern satellites 9.9% 33.9% 
Small town simplicity 7.6% 47.4%  Salt of the earth 9.9% 43.8% 
Hometown heritage 7.4% 54.8%  Heartland communities 9.0% 52.7% 
Set to impress 6.5% 61.3%  Comfortable empty nesters 5.6% 58.4% 
Salt of the earth 5.1% 66.5%  Hometown heritage 5.1% 63.5% 
Old and newcomers 4.6% 71.1%  Small town simplicity 4.9% 68.3% 
Rustbelt traditions 4.3% 75.3%  Rooted rural 4.8% 73.2% 
Southern satellites 3.3% 78.6%  Set to impress 4.7% 77.8% 
Green acres 2.6% 81.2%  Green acres 3.8% 81.6% 

ESRI Business Analyst 

 

The commercial district has multiple sites along Hamilton Road, Robert Dann Drive, and Town Center Road, that could be 
developed with additional commercial uses. Off ramps from both interstates will appeal to travel-oriented uses, and four 
hotels (three of which are branded) are already located in the district. There are two gas stations with small convenience 
stores, and two fast food restaurants (Arby’s and Taco Bell). Especially with the concentration of employment at Corning’s 
Sullivan Park campus and the surrounding business park, it would seem that more of these uses could be supported. This 
could include a modern truck stop or gas station combining a convenience store with one or more fast food restaurants. 
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FRANKLIN STREET – WATKINS GLEN 
This area was drawn to include the commercial strip on Franklin Street south of Glen Creek, and the Walmart Supercenter 
and its outlots on East 4th Street. These commercial areas function differently than the downtown, which sees heavy tourist 
traffic. Anchor uses include a Walmart Supercenter, Tops Supermarket, and smaller uses including Advance Auto Parts 
and CVS Pharmacy. Foot traffic at these stores places them low within their respective chains, with Walmart at 18 percent, 
Tops at 26 percent, and Advance Auto Parts at four percent. Foot traffic at the Tops gas station shows it having the 
second-highest volume within the chain.  

The heavy tourist traffic to Watkins Glen accounts for the large radius needed to take in its trade area. At 35 miles, it is 
bigger than other districts in the three counties. While the district may be receiving visits from households in these 
dispersed areas, it is not the routine place in which those households shop. It is functioning as a convenience stop for day 
trippers to Watkins Glen and area attractions. 

 

TRADE AREA AND 35-MILE RADIUS – FRANKLIN STREET – WATKINS GLEN 

 
Place Dynamics analysis of Placer.ai data 

 

While the trade area for Franklin Street spans a large area, it pulls sparsely from most of this territory, reaching only about 
29.0 percent of the population. Trade area residents tend to be younger (36.4 years versus 40.4 years for the broader 
area), and have somewhat lower incomes. 

There is a considerable in balance between market segments making up the trade area, compared to those within a 35-
mile radius. The three largest segments in the radius make up 27.4 percent of the population, but only 2.9 percent of the 
trade area. Franklin Street does have a business mix very different from that of the downtown, which is more oriented to 
tourists. There are market segments in the region that would seem to have an interest in the offerings of the downtown 
commercial district, such as “emerald city” and “in style”, but these do not appear among segments visiting either district. 
Survey research of residents and visitors would help to develop an understanding of why households in the nearby market 
are, or are not visiting Watkins Glen’s commercial business districts. 
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DEMOGRAPHIC AND MARKET SUMMARY – FRANKLIN STREET – WATKINS GLEN 

 TRADE AREA 35-MILE RADIUS 
Population – 2010 118,678 401,952 
Population – 2021 estimate 115,425 398,327 
Population – 2026 forecast  112,918 39,149 
Median age 36.4 40.4 
Median household income $52,382 $56,685 
Unemployment rate 6.5% 5.6% 
White collar occupations 61.3% 62.8% 
Services occupations 18.7% 16.2% 
Blue collar occupations 20.0% 21.1% 
Owner occupied housing 60.5% 67.7% 
Market potential – retail trade $1,223,942,000 $4,937,069,000 
Market potential – food and drink $126,409,000 $506,330,000 

ESRI Business Analyst 

 

TAPESTRY MARKET SEGMENT COMPARISON – FRANKLIN STREET – WATKINS GLEN 

TRADE AREA MARKET SEGMENTS  35-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 18.1% 18.1%  Southern satellites 11.0% 11.0% 
Midlife constants 11.9% 30.0%  Salt of the earth 9.2% 20.2% 
Small town simplicity 9.7% 39.7%  The great outdoors 7.2% 27.4% 
Heartland communities 8.2% 47.9%  Heartland communities 6.7% 34.1% 
Hometown heritage 7.4% 55.3%  Midlife constants 6.3% 40.4% 
Set to impress 5.9% 61.2%  Traditional living 6.0% 46.4% 
Rustbelt traditions 5.0% 66.3%  Emerald city 5.5% 51.9% 
Comfortable empty nesters 4.7% 71.0%  In style 5.0% 56.9% 
Old and newcomers 4.2% 75.1%  Rooted rural 4.6% 61.5% 
Southern satellites 3.3% 78.4%  Small town simplicity 3.9% 65.4% 
Dorms to diplomas 3.1% 81.5%  Rustbelt traditions 3.9% 69.3% 
Rooted rural 1.9% 83.4%  Rural resort dwellers 3.3% 72.7% 
The great outdoors 1.8% 85.2%  Old and newcomers 2.9% 75.6% 

ESRI Business Analyst 

 

There is vacant land available in southern portions of the corridor, and the potential for redevelopment closer to the state 
park and downtown. The area’s light population limits the kinds of businesses that might be supported. At the same time, 
there is strong, growing visitor traffic that suggests the potential to attract lodging and dining uses. Aside from the Watkins 
Glen Harbor Hotel, current hotels in the community are older, non-flagged motels built by the mid-1900’s. There are a 
handful of bed and breakfast inns and many short-term rentals in the area. Visitor volumes and demographics may support 
upper-midscale hotel development, such as Holiday Inn, Hampton, or Fairfield.  

CHALLENGES AND OPPORTUNITIES 
Community shopping areas a better-positioned than lower-tier districts to weather temporary or even long-term negative 
trends. The business mix is focused on basic needs, rather than discretionary purchases, and they become the beneficiary 
of spending that shifts upward as neighborhood districts decline. Those neighborhood districts are in decline in many of 
the small cities across western New York and Pennsylvania, and the same is true of some neighborhood districts in larger 
cities. Community centers are also able to attract national chain tenants with the financial resources to compete and to 
overcome short-term setbacks. That is less true of the independent businesses and local chains common in smaller 
districts. 
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Each of these three districts has unique challenges.  

 In Hornell, the district’s growth is physically constrained while there is the threat of Walmart seeking to replace its 
store with a supercenter.  

 The district in Gang Mills has the best opportunities, among the three, to attract new retail and associated uses. 
Some of these additions may come at a cost to neighborhood commercial districts in its trade area. 

 In Watkins Glen, Franklin Street benefits from tourist traffic that uses the district to meet basic needs such as for 
fuel, dining, and grocery shopping. On a continual basis, this is a seasonal market that creates some operational 
challenges. Interruptions or declines in visitor traffic could also threaten the survival of some businesses. 

The districts in Gang Mills and Watkins Glen have the most obvious opportunities to attract new businesses. Watkins Glen 
appears to have the market demand for chain hotels, and other businesses that serve the growing tourist market. Gang 
Mills will be on the short list of sites considered by businesses seeking a presence in the Corning area, and should be able 
to support additional highway-oriented uses.  
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NEIGHBORHOOD COMMERCIAL CENTERS 
 

A neighborhood-level business district can serve a small city or one or more neighborhoods within a larger urban area. 
These districts are defined by scale as well as the kinds of businesses found in them, which often include grocery stores, 
pharmacies, hardware stores, and small shops and services. Compared to larger districts, they will have fewer specialty 
retailers and a greater proportion of independent businesses and local chains. Sixteen of the larger neighborhood 
commercial districts were examined in this analysis, scattered across several communities.  

FOOT TRAFFIC ANALYSIS 
Neighborhood commercial districts were impacted differently by the pandemic. To depict this more clearly, the districts 
were grouped by foot traffic volume in early 2018, with five districts each having below 10,000 weekly visits, 10,000 to 
20,000 weekly visits, or more than 20,000 weekly visits. 

 

GROUPINGS OF NEIGHBORHOOD COMMERCIAL DISTRICTS BY 2018 WEEKLY FOOT TRAFFIC 

TOP TIER – OVER 20,000 WEEKLY 
VISITS 

MIDDLE TIER – 10,000 TO 20,000 
WEEKLY VISITS 

LOWER TIER – UNDER 10,000 
WEEKLY VISITS 

Chemung Street (Elmira) Bridge Street (Corning) Cedar Street (Elmira) 
Clemens Center Parkway Downtown Bath Downtown Addison 

Downtown Elmira Main Street (Horseheads) Downtown Elmira Heghts 
Downtown / Park Street (Hornell) Pulteney Street (Corning) Downtown Wayland 

Morris Street (Bath) Victory Highway (Coopers Plains) Park Avenue (South Corning) 
South Main Street (Elmira)   

 

 
Place Dynamics analysis of Placer.ai data 
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Downtown Elmira typically sees a high volume of foot traffic, but counts dropped drastically during the pandemic, and 
have not fully returned. Declines were seen in the other top-performing neighborhood commercial districts, though they 
have made better recoveries. Foot traffic in downtown Elmira is unique, in that the district is home to a major hospital and 
has a large office employment base, much of it in government. Office employees have continued to work from home, with 
those in government being slower to return. Hospitals have also seen a decline in foot traffic as most have curtailed visits 
to minimize spread of the virus. 

 

 
Place Dynamics analysis of Placer.ai data 

 

The middle tier of neighborhood commercial districts track similarly. All took a sharp hit during the initial stages of the 
pandemic, but the recovery has been uneven. On Victory Highway, Value Home Center closed in 2020. Its loss has 
contributed to slower foot traffic recovery in the district. Other areas have a significant share of office jobs in which 
employees may have been working remotely for much of 2020 and early 2021. 

The lower tier neighborhood commercial districts present some unusual patterns. Cedar Street, in Elmira, began with 
about 8,000 weekly visits in 2018, but increased steadily in the following years. Some of this may be due to a shift in 
shopping patterns after the closure of a nearby Tops Friendly Market on South Main Street in 2018. The Cedar Street 
district saw no change in customer traffic during the pandemic.  

Downtown Addison and Lake Road in Elmira and Horseheads saw a greater drop in traffic, compared to the remaining 
lower tier districts, at the start of the pandemic. After briefly hitting normal levels in 202, they experienced a second drop 
in the later half of the year. In 2021 they returned to normal, although downtown Addison appears to have greater traffic 
than before.  

Park Avenue, in South Corning, has a seasonal pattern of foot traffic. This district does not have a strong concentration of 
retail or dining businesses. It does have the Park Avenue Sports Center, an outdoor recreation site that could account for 
the higher traffic seen in the summer months. 
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Place Dynamics analysis of Placer.ai data 

 

BRIDGE STREET – CORNING 
The Bridge Street district defined here extend north from the Chemung River to both sides of Pulteney Street, from Dodge 
Street on the west, to Warren Street on the east. It takes in two hotels (Hilton Garden Inn and Quality Inn), several small 
office uses, and an assortment of independent retail and eating and drinking establishments. The Corning Museum of 
Glass is located nearby to the east, and downtown Corning is across the river to the south. Bridge Street is an important 
route into the downtown, as one of three roads crossing the Chemung River. 

 

DEMOGRAPHIC AND MARKET SUMMARY – BRIDGE STREET - CORNING 

 TRADE AREA 20-MILE RADIUS 
Population – 2010 58,507 191,336 
Population – 2021 estimate 56,554 184,797 
Population – 2026 forecast  54,677 179,511 
Median age 41.0 43.4 
Median household income $53,370 $56,208 
Unemployment rate 6.6% 6.2% 
White collar occupations 62.2% 58.8% 
Services occupations 17.4% 16.7% 
Blue collar occupations 20.4% 24.5% 
Owner occupied housing 61.4% 69.0% 
Market potential – retail trade $699,143,000 $1,512,238,000 
Market potential – food and drink $72,382,146 $156,327,000 

ESRI Business Analyst 
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Bridge Street’s trade area lies inside an area with a radius of about 20 miles. The commercial district is mostly pulling 
residents from the Corning urban area, with additional traffic attributed to commuters and others heading in or out of 
Corning’s downtown. The trade area captures 30.6 percent of the population in a 20-mile radius. Demographically, the 
populations of the trade area and radius are similar. 

 

TRADE AREA – BRIDGE STREET COMMERCIAL DISTRICT (CORNING) 

 
Place Dynamics analysis of Placer.ai data 

 

Market segments in the trade area and radius are somewhat similar. The top five segments in the trade area make up 53.2 
percent of the population, and account for 46.6 percent of the population in the 20-mile radius. Differences in the 
segments making up these areas tend to focus on some that are more rural in nature. 

 

TAPESTRY MARKET SEGMENT COMPARISON – BRIDGE STREET - CORNING 

TRADE AREA MARKET SEGMENTS  20-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULAT%IVE  SEGMENT PERCENT CUMULATIVE 
Midlife constants 13.4% 13.4%  Traditional living 17.0% 17.0% 
Traditional living 13.3% 26.7%  Midlife constants 11.8% 28.8% 
Salt of the earth 10.5% 37.2%  Heartland communities 11.2% 40.0% 
Southern satellites 9.2% 46.4%  Set to impress 8.9% 48.9% 
Heartland communities 6.8% 53.2%  Hometown heritage 8.3% 57.2% 
Comfortable empty nesters 6.2% 59.4%  Small town simplicity 7.9% 65.1% 
Set to impress 6.1% 65.5%  Rustbelt traditions 5.8% 70.9% 
Hometown heritage 5.2% 70.7%  Salt of the earth 5.3% 76.2% 
Green acres 4.9% 75.6%  Old and newcomers 5.2% 81.4% 
Small town simplicity 4.9% 80.5%  Comfortable empty nesters 3.1% 84.5% 

ESRI Business Analyst 
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While most of the street frontage on both Bridge Street and Pulteney Street is developed, there is ample parking on the 
street and behind buildings on Bridge Street. Small-scale infill or redevelopment could be supported on selective sites on 
Bridge Street or Pulteney Street. This district is performing well overall, serving a combination of the surrounding 
residential neighborhood and some visitors, as well as accommodating some uses that might otherwise locate in the 
downtown. 

CEDAR STREET – ELMIRA 
Cedar Street serves as a neighborhood commercial district, but is unique in the region in that it has seen a large increase 
in foot traffic over the past four years, and it does not appear to have been impacted by the pandemic. The increase in foot 
traffic began in 2018, which would correspond to the announced closing of a Tops Friendly Markets grocery store on 
South Main Street in Elmira, about 1.75 miles north of the district. The Tops Friendly Markets store at Southtown Plaza, 
on Cedar Street, remained open and now serves a portion of the trade area belonging to the closed store. When both 
stores were still open in 2017, the trade area for the store on Cedar Street overlapped 47.8 percent of the population 
served by the South Main Street store. It is ranked 45th in foot traffic among the 142 stores in the chain, placing it in the 
69th percentile. There is also an average-performing Family Dollar (57th percentile in chain) in Southtown Plaza. A few 
other uses, mostly automotive-related, are found nearby. 

 

TRADE AREA – CEDAR STREET COMMERCIAL DISTRICT (ELMIRA) 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area spreads across a ten-mile radius, although most customers fall within the portion of Elmira between 
downtown and Cedar Street. The trade area takes in 44.0 percent of the population in the ten-mile radius. There are 
differences between the trade area and larger populations. Most notably, people in the trade area are younger, have a 
lower income, and are more likely to work in services. This last observation ties to a slightly higher unemployment rate, as 
services have been slower to rehire after pandemic-induced layoffs. People in the trade area are more likely to rent. 
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DEMOGRAPHIC AND MARKET SUMMARY – CEDAR STREET - ELMIRA 

 TRADE AREA 10-MILE RADIUS 
Population – 2010 36,648 81,649 
Population – 2021 estimate 34,153 77,644 
Population – 2026 forecast  32,842 75,244 
Median age 38.4 42.3 
Median household income $48,196 $57,165 
Unemployment rate 8.5% 6.2% 
White collar occupations 52.5% 60.7% 
Services occupations 24.3% 18.2% 
Blue collar occupations 23.2% 21.1% 
Owner occupied housing 56.6% 66.1% 
Market potential – retail trade $348,009,000 $941,505,000 
Market potential – food and drink $36,005,000 $97,598,000 

ESRI Business Analyst 

 

The top five market segments in this trade area make up 81.1 percent of its population. The same segments are 54.9 
percent of the population living in a ten-mile radius. In general, the segments in the trade area are more urban. While rural 
segments are patronizing other commercial districts. 

 

TAPESTRY MARKET SEGMENT COMPARISON – CEDAR STREET - ELMIRA 

TRADE AREA MARKET SEGMENTS  10-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 28.4% 28.4%  Traditional living 18.4% 18.4% 
Hometown heritage 15.1% 43.5%  Midlife constants 15.4% 33.8% 
Midlife constants 13.9% 57.4%  Comfortable empty nesters 10.1% 43.9% 
Heartland communities 12.4% 69.8%  Hometown heritage 8.1% 52.0% 
Set to impress 11.2% 81.1%  Heartland communities 6.9% 58.9% 
Social security set 6.7% 87.8%  Salt of the earth 6.1% 65.0% 
City commons 2.9% 90.7%  Set to impress 6.0% 71.1% 
Rustbelt traditions 2.8% 93.4%  Green acres 4.8% 75.9% 
In style 1.8% 95.2%  Small town simplicity 4.2% 80.1% 

ESRI Business Analyst 

 

Elmira is bisected by the Chemung River. South of the river, commercial activity is concentrated on South Main Street, 
and at nodes on Broadway Street, Pennsylvania Avenue, and Cedar Street. Other locations are more central than Cedar 
Street, where the principal advantages are the relative ease of development or redevelopment, and the presence of the 
only full-line grocery store in the southern part of Elmira. To the south, it is more than 20 miles to the nearest full-line 
grocer. This store is a critical element in the market on Elmira’s south side. In 2018 the Tops chain filed for bankruptcy 
and closed the store on South Main Street. In 2021 the chain merged with Price Chopper and appears to have overcome 
its earlier difficulties. The lack of suitable sites elsewhere on the south side of Elmira makes it unlikely that the store will 
face new direct competition. 

CHEMUNG STREET – HORSEHEADS 
Chemung Street is located east of the regional commercial district at Chambers Road, although there is no easy road 
connection between the districts. The district borders Interstate 86 to the north, and larger commercial uses are oriented 
to the highway rather than to Chemung Street. The district continues a short distance south on Grand Central Avenue. 
Uses in this corridor include America’s Best Value Inn, Rite Aid Pharmacy, a gas station with McDonald’s, and fast food 
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restaurants including KFC, Wendy’s, and Burger King. This concentration of fast food and highway uses accounts for 
much of the district’s traffic. 

 

CHAIN STORE PERFORMANCE – CHEMUNG STREET - HORSEHEADS 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Advance Auto Parts 20,100 2,089 of 3,391 38% 5% 
Ashley Furniture 31,900 438 of 551 20% 12% 
Family Dollar 90,000 730 of 6,784  89% 94% 
Rite Aid 119,100 629 of 1,994 68% 68% 
Tractor Supply Company 162,200 499 of 1,814  72% 31% 
Burger King 60,800 3,358 of 5,853 42% 12% 
Dunkin’ Donuts 109,800 802 of 5,205 85% 87% 
KFC 37,200 1,592 of 2,910 45% 25% 
McDonald’s 148,400 6,655 of 11,964 44% 33% 
Wendy’s 146,000 819 of 5,205 84% 78% 

Place Dynamics analysis of Placer.ai data 

 

TRADE AREA – CHEMUNG STREET COMMERCIAL DISTRICT (HORSEHEADS) 

 
Place Dynamics analysis of Placer.ai data 

 

Grand Central Plaza is a large (284,000 square foot) commercial strip anchoring the district. Developed in the early 1960’s, 
it was anchored by Kmart until that store closed in 2019. Ollie’s Bargain Outlet, part of a chain with 400 locations, opened 
in the space in 2021. Other tenants include Carquest Auto Parts, Tractor Supply Company, Family Dollar, Peter Harris 
Clothes, Home Outlet, and several small tenants. Ashley Furniture and Advance Auto Parts are located nearby. Tractor 
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Supply Company, Family Dollar, and Rite Aid are performing well, while other retailers lag chain averages in foot traffic. 
Wendy’s and Dunkin’ are strong performers, while foot traffic at other fast food chains places them slightly below average. 

 

DEMOGRAPHIC AND MARKET SUMMARY – CHEMUNG STREET - HORSEHEADS 

 TRADE AREA 25-MILE RADIUS 
Population – 2010 111,836 216,442 
Population – 2021 estimate 106,946 210,331 
Population – 2026 forecast  103,781 205,260 
Median age 41.3 43.4 
Median household income $53,693 $56,572 
Unemployment rate 6.3% 6.0% 
White collar occupations 61.0% 59.3% 
Services occupations 18.2% 17.0% 
Blue collar occupations 20.9% 23.7% 
Owner occupied housing 61.1% 70.3% 
Market potential – retail trade $1,282,484,000 $2,653,606,000 
Market potential – food and drink $132,788,000 $268,913,000 

ESRI Business Analyst 

 

Because of its highway location and the number of fast food restaurants at this location, the district is attracting customers 
from a broad region. A 25-mile radius captures the majority, while more than 60 percent are located within just ten miles. 
The trade area takes in 50.8 percent of the population within 25 miles. Demographically, it differs little from the larger 
area. 

Market segments in the trade area and 25-mile radius are similar. As typical for commercial districts in the area’s larger 
cities, the groups more common in the trade area are found more in urban environments, while rural market segments are 
less represented in the mix. 

 

TAPESTRY MARKET SEGMENT COMPARISON – CHEMUNG STREET - HORSEHEADS 

TRADE AREA MARKET SEGMENTS  25-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 17.0% 17.0%  Traditional living 17.5% 17.5% 
Midlife constants 13.9% 30.9%  Midlife constants 17.4% 34.9% 
Heartland communities 9.2% 40.1%  Comfortable empty nesters 9.4% 44.3% 
Small town simplicity 8.9% 49.0%  Salt of the earth 7.7% 52.0% 
Set to impress 7.2% 56.2%  Hometown heritage 7.7% 59.7% 
Hometown heritage 6.3% 62.5%  Heartland communities 6.3% 65.9% 
Old and newcomers 5.6% 68.1%  Set to impress 5.7% 71.7% 
Comfortable empty nesters 5.2% 73.3%  Green acres 5.6% 77.2% 
Rustbelt traditions 4.7% 78.0%  Small town simplicity 4.0% 81.3% 
Salt of the earth 2.6% 80.6%  Social security set 3.0% 84.2% 

ESRI Business Analyst 

 

CLEMENS CENTER PARKWAY – ELMIRA 
The neighborhood commercial district on Clemens Center Parkway at Washington Street is not large, but it is significant 
in that it is central to much on the northern part of Elmira and to Elmira Heights. The Wegmans grocery store in the 
district is the primary driver of traffic, although it is in the bottom half of all Wegmans stores. Big Lots and Burger King are 
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the only other significant chains in the district, which includes a node at Washington Avenue and Lake Street, and the 
Wegmans in a small strip. 

 

CHAIN STORE PERFORMANCE – CLEMENS CENTER PARKWAY COMMERCIAL DISTRICT 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Big Lots 226,800 285 of 1,303 78% 39% 
Burger King 70,100 2,669 of 5,851 54% 38% 
Wegmans 1,760,000 62 of 102 40% 81% 

Place Dynamics analysis of Placer.ai data 

 

The district does not pull from a great distance. About four out of five customers are coming from no more than ten miles, 
and two-thirds from within five miles. Outliers are drawn from the rural area around Elmira-Horseheads, and a small 
number from larger communities east and west. These visits may be tied to workers in nearby businesses who are drawn 
from those places. The trade area reaches 58.2 percent of the people living within a 15-mile radius. 

 

TRADE AREA – CLEMENS CENTER PARKWAY COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

Residents of the trade area have a lower income profile, and are more likely to work in service occupations or be 
unemployed than people living in the 15-mile radius. The difference in unemployment rates may be related to the greater 
percentage of service workers, as service sectors are among those slowest to return to pre-pandemic levels of 
employment. Trade area residents are also more likely to be renters, though this is to be expected given that the majority 
of the trade area is urban, where rental housing is concentrated.  
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DEMOGRAPHIC AND MARKET SUMMARY – CLEMENS CENTER PARKWAY - ELMIRA 

 TRADE AREA 25-MILE RADIUS 
Population – 2010 70,112 119,840 
Population – 2021 estimate 66,565 114,385 
Population – 2026 forecast  54,447 110,765 
Median age 41.0 42.8 
Median household income $53,369 $58,603 
Unemployment rate 6.6% 6.0% 
White collar occupations 59.6% 61.0% 
Services occupations 19.4% 17.4% 
Blue collar occupations 21.0% 21.6% 
Owner occupied housing 61.2% 68.5% 
Market potential – retail trade $776,572,000 $1,438,623,000 
Market potential – food and drink $80,644,000 $147,919,000 

ESRI Business Analyst 

 

The district is not pulling from all of the market segments in a 15-mile radius. Notably, the largest segment in that area is 
“salt of the earth”, an older, rural segment with average incomes and higher-than-average net worth. While making up 
13.6 percent of the population in a 15-mile radius, this segment makes up less than one percent of visitors to this district. 
The “traditional living” and “hometown heritage” segments are over-represented among visitors to the district. These are 
married couples and single parents typically earning below-average incomes from work in services, manufacturing, and 
retail trade.  

 

TAPESTRY MARKET SEGMENT COMPARISON – CLEMENS CENTER PARKWAY - ELMIRA 

TRADE AREA MARKET SEGMENTS  25-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 21.7 21.7  Salt of the earth 13.6 13.6 
Midlife constants 14.6 36.3  Traditional living 13.5 27.1 
Hometown heritage 9.2 45.5  Midlife constants 13.0 40.0 
Heartland communities 8.7 54.2  Comfortable empty nesters 7.2 47.2 
Small town simplicity 8.4 62.6  Heartland communities 6.8 54.0 
Set to impress 6.6 69.2  Set to impress 6.4 60.4 
Comfortable empty nesters 6.3 75.5  Southern satellites 5.4 65.8 
Social security set 3.6 79.1  Hometown heritage 5.4 71.2 
Rustbelt traditions 3.5 82.6  Rooted rural 4.2 75.5 
Old and newcomers 3.3 85.8  Green acres 4.2 79.6 
Green acres 3.1 88.9  Small town simplicity 4.2 83.8 

ESRI Business Analyst 

 

There is available land or redevelopment sites on which the commercial district could be expanded, including the 
potential for outlots on the large parking lot of the Wegmans center. With many alternative districts in close proximity, 
however, the scant demand for commercial sites or buildings can most likely be met in existing space in other districts. 
Wegmans is important as an anchor drawing customers to the district, but not to a degree that would make most new 
businesses reject alternative locations. 

DOWNTOWN ADDISON 
Addison is a community of about 2,500 people, located eight miles west of the Corning Urban area. The downtown is the 
only commercial district, though there are isolated commercial uses outside of the district including Dollar General, the US 
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Post Office, and auto-related uses. It is a small district, taking up one block on Main Street south of the Canisteo River, and 
a cluster of buildings north of the river. Office and service businesses dominate, while there is an independent pharmacy, 
NAPA Auto Parts, 7-11, and a few restaurants. 

The trade area for this district is small, mostly pulling from the community and from rural areas to the west, which would 
pass through the downtown en route to the Corning area. Some traffic originates in Corning and surrounding 
communities. Despite its present circumstances, the district’s location and assets suggest the potential to develop a critical 
mass of destination businesses that would attract customers from a much larger trade area. The trade area falls within a 
10-mile radius of the downtown. The demographics of both areas are very similar, even though the trade area takes in 
only 29.9 percent of the larger area’s population. 

 

TRADE AREA – DOWNTOWN ADDISON COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN ADDISON 

 TRADE AREA 10-MILE RADIUS 
Population – 2010 10,611 35,078 
Population – 2021 estimate 10,325 34,546 
Population – 2026 forecast  9,980 33,530 
Median age 39.0 41.9 
Median household income $57,730 $57,775 
Unemployment rate 5.4% 6.2% 
White collar occupations 66.3% 61.0% 
Services occupations 15.4% 14.3% 
Blue collar occupations 18.3% 24.7% 
Owner occupied housing 58.9% 68.9% 
Market potential – retail trade $136,550,000 $436,730,000 
Market potential – food and drink $14,381,000 $44,658,000 

ESRI Business Analyst 
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The trade area draws heavily (62.3 percent of its total) from four segments that make up 36.0 percent of the population 
living within ten miles. Notably, the largest segment within ten miles makes up only about one percent of visitors to the 
district. The third-largest segment is also missing. These segments are older rural residents employed in manufacturing, 
services, and health care, with incomes at or below the national median. The “old and newcomers” and “set to impress” 
segments in the trade area tend to be younger, better-educated, and single, with incomes below average as they are still in 
the early stages of their careers. 

 

TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN ADDISON 

TRADE AREA MARKET SEGMENTS  10-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Heartland communities 20.3% 20.3%  Southern satellites 18.3% 18.3% 
Old and newcomers 18.4% 38.7%  Heartland communities 15.0% 33.3% 
Set to impress 12.0% 50.7%  Salt of the earth 9.7% 43.0% 
Rustbelt traditions 11.6% 62.3%  Midlife constants 8.2% 51.3% 
Savvy suburbanites 9.0% 71.3%  Rustbelt traditions 7.7% 59.0% 
Emerald city 8.7% 80.0%  Old and newcomers 7.1% 66.1% 
Traditional living 7.9% 87.9%  Set to impress 6.2% 72.3% 
Midlife constants 5.4% 93.3%  Traditional living 6.0% 78.3% 
Small town simplicity 4.1% 97.4%  Savvy suburbanites 5.2% 83.5% 

ESRI Business Analyst 

 

The district presents an intact late 19th Century façade wall along both sides of the street. The upper levels of these 
building have not seen significant changes, and several appear to be unused. Elsewhere, buildings such as these have been 
converted to upper-end apartments with high ceilings, wood floors, exposed brick, and quality finishes. The small-town 
setting, still close to major employment centers, suggests the potential for similar conversions. Most ground-level 
storefronts have been extensively remodeled, although original features are likely to remain behind many of the new 
façades. Sympathetic restorations could make these buildings more attractive for small shops and eateries. The larger 
block backs onto the Canisteo River, raising the prospect of a public/private collaboration to make the area between the 
buildings and the water a gathering place supporting dining, entertainment, and events. 

DOWNTOWN BATH 
Downtown Bath is anchored by the Steuben County Courthouse, U.S. Post Office, banks, and variety of office-based 
businesses such as attorneys, title companies, insurance agents, and others that often concentrate in downtowns with 
county offices. There are several bars, cafés, and pizza places, and two bakeries. Retail stores include secondhand stores, 
smoke shop, bicycle shop, music store, and Sherwin-Williams Paint Store. Several businesses have limited hours and/or 
days open. Along with the large number of office and service uses, this contributes to a sense that there is little activity on 
the street. 

The two blocks north of the courthouse square present a mostly-intact wall of one-, two-, and three-story commercial 
buildings built from the mid-1800’s through the early 1900’s. The storefront façades of most buildings have been altered, 
and a couple, such as the building housing Betty-Kay Bake Shop, may now have historical significance of their own. Most 
upper-level facades have not been extensively changed. The upper levels of many buildings do not appear to be in use. 
There is on-street angled parking and a large lot behind the buildings on the east side of Liberty Street. 

About 60 percent of the traffic to downtown Bath originates within ten miles, yet the next 20 percent of customers come 
from a distance up to 25 miles from the district. Businesses in the district are not particularly strong, to account for the 
more distant travel. Instead, it is the role of the district as the county seat that brings people from more distant locations in 
Steuben County. The demographics of these areas differ considerably on key variables such as age and income. The 
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population within ten miles of Bath tends to have an older median age than does the trade area, while the median income 
within both the trade area and ten-mile radius are significantly lower than the larger area. 

 

TRADE AREA – DOWNTOWN BATH COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN BATH 

 TRADE AREA 10-MILE RADIUS 25-MILE RADIUS 
Population – 2010 33,332 21,858 144,189 
Population – 2021 estimate 32,502 21,565 142,257 
Population – 2026 forecast  31,359 20,866 138,547 
Median age 41.2 46.3 43.7 
Median household income $49,435 $46,839 $54,962 
Unemployment rate 6.7% 6.5% 6.5% 
White collar occupations 58.6% 53.3% 56.9% 
Services occupations 18.6% 17.8% 16.2% 
Blue collar occupations 22.8% 28.9% 26.9% 
Owner occupied housing 61.4% 71.6% 73.2% 
Market potential – retail trade $380,653,000 $244,655,000 $1,746,532,000 
Market potential – food and drink $38,905,000 $23,555,000 $171,791,000 

ESRI Business Analyst 

 

The two largest market segments within ten miles of the district make up 30.5 percent of that area’s population, yet 
account for only about six percent of the trade area population. Several other local segments are not well-represented in 
the trade area, supporting a conclusion that the district is not offering retail, services, or dining businesses that are 
attracting local area residents in any large numbers. Most of these segments are made up of older residents of rural areas. 
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TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN BATH 

TRADE AREA MARKET SEGMENTS  10-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 21.9% 21.9%  Rooted rural 16.1% 16.1% 
Heartland communities 14.5% 36.4%  Southern satellites 14.4% 30.5% 
Old and newcomers 10.1% 46.4%  Traditional living 12.8% 43.4% 
Hometown heritage 9.5% 55.9%  Rural resort dwellers 11.2% 54.5% 
Rustbelt traditions 6.9% 62.8%  Heartland communities 10.4% 64.9% 
Retirement communities 6.2% 69.0%  Retirement communities 10.4% 75.3% 
Set to impress 5.3% 74.3%  The great outdoors 8.4% 83.7% 
Salt of the earth 3.5% 77.7%  Hometown heritage 8.1% 91.8% 
Small town simplicity 3.4% 81.1%  Senior escapes 5.4% 97.3% 

ESRI Business Analyst 

 

Commercial districts in the City of Bath have struggled to sustain a vibrant business mix. Many smaller communities in 
western New York preceded Bath in seeing their commercial districts hollowed out as their populations shrank and the 
thresholds needed to support retail, dining, and services businesses rose. Potential nearby customers are turning to larger 
communities with a greater selection of businesses while businesses in smaller communities like Bath struggle to sustain 
their foot traffic. Bath’s commercial districts no longer support more than a neighborhood level of commercial activity.  

Nearly all of the retail and dining uses have left the downtown districts of smaller communities close to Bath. Some of the 
vacated space has remained empty while government, nonprofit, and social service uses have occupied a significant share 
of the former storefronts. In these cases, the downtown has ceased to function as a multi-purpose commercial center. Bath 
may be sitting at a turning point. There remain a handful of retail businesses and several eating and drinking 
establishments, but these often have high turnover and usually will not support levels of rent that would fund significant 
investments in their space. With office uses being a more reliable tenant, there is pressure to convert more space to 
offices, further impacting the ability of the district to support retail and dining uses. 

If the city wants to have the downtown function as a vibrant commercial center, it will need to implement a revitalization 
program focused on business development and real estate improvement. This would include programs to enhance the 
operational skills and quality of existing businesses, support for new retail and dining business formation, and assistance to 
renovate buildings and create market rate housing in the upper levels of downtown buildings. 

DOWNTOWN ELMIRA 
Elmira is one of the few communities in the region taking active steps to redevelop and revitalize its downtown business 
district. The commercial district lies north of the Chemung River, mostly bounded by Madison Avenue, 3rd Street, and 
Columbia Street. Major employers include St. Joseph’s Hospital, the Chemung County Courthouse and several city and 
county offices, while there are many small office uses and banks. Two significant entertainment venues, First Arena and 
the Clemens Center, support the district. Significant chain retail businesses in the district include Weis Markets (with a 
pharmacy and gas), Save A Lot, Walgreens, Rite Aid, Aaron’s Furniture, Family Dollar, and Dollar General, along with 
McDonald’s and Dunkin’. Foot traffic at the chain businesses is average. There are a small number of independent 
restaurants and retail shops.  

Most of the downtown’s 19th Century urban core has been lost. Two- to five-story buildings once lined the streets of 
several downtown blocks, only to be replaced over time with larger buildings and expansive surface parking lots. The 
residential neighborhood east of the downtown also has a large number of vacant lots. The residential area on Main Street, 
north of Church Street, has a strip commercial character. The result is a district that, while having significant assets, is 
neither attractive or walkable, and lacks the significant concentration of shops, dining, and entertainment that would 
attract people from outside of the area.   
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CHAIN STORE PERFORMANCE – DOWNTOWN ELMIRA 

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Dollar General  58,800 7,861 of 14,745 39% 12% 
Family Dollar 17,700 6,693 of 6,783 1% 3% 
Rite Aid 64,200 1,379 of 1,994 30% 29% 
Save A Lot 108,300 226 of 810 72% 66% 
Walgreen’s 172,300 3,607 of 7,648 52% 52% 
Weis Markets 381,000 80 of 176 55% 53% 

Place Dynamics analysis of Placer.ai data 

 

The downtown district is drawing most of its foot traffic from a compact area, with more than 70 percent of the total 
within ten miles. At a distance of up to twenty miles, there are still pockets of the trade area originating in parts of the 
Corning urban area and smaller communities. As the location of county offices, a hospital, and other large employers, the 
downtown will draw workers and people who need to travel to the district for business. 

 

TRADE AREA – DOWNTOWN ELMIRA COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area takes in 60.3 percent of the population living within a 15-mile radius. Those visitors are concentrated 
within the Elmira’s urban area. The population differs in a couple ways from that of the 15-mile radius. The trade area is 
slightly younger, lower income, and more likely to live in rental housing. This latter observation would be expected, as 
rental housing is concentrated within the urban areas. 
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DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN ELMIRA 

 TRADE AREA 15-MILE RADIUS 
Population – 2010 72,916 120,892 
Population – 2021 estimate 69,221 115,427 
Population – 2026 forecast  67,037 111,794 
Median age 40.6 43.4 
Median household income $53,886 $57,184 
Unemployment rate 6.4% 6.1% 
White collar occupations 60.5% 60.8% 
Services occupations 19.3% 17.6% 
Blue collar occupations 20.1% 21.6% 
Owner occupied housing 60.5% 68.0% 
Market potential – retail trade $811,836,000 $1,446,260,000 
Market potential – food and drink $84,732,000 $148,547,000 

ESRI Business Analyst 

 

Comparing market segments in the trade area to those living within a 15-mile radius, those in the trade area show more 
diversity, with both older and younger segments, and some with a lower income profile. The radius include a greater 
proportion of segments living a rural lifestyle. 

 

TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN ELMIRA 

TRADE AREA MARKET SEGMENTS  15-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 21.5% 21.5%  Traditional living 14.3% 14.3% 
Midlife constants 13.5% 34.9%  Salt of the earth 13.7% 28.0% 
Hometown heritage 8.8% 43.8%  Midlife constants 12.4% 40.4% 
Heartland communities 8.8% 52.5%  Comfortable empty nesters 7.1% 47.5% 
Set to impress 8.1% 60.6%  Set to impress 6.3% 53.8% 
Small town simplicity 7.0% 67.6%  Heartland communities 6.1% 60.0% 
Comfortable empty nesters 5.4% 73.0%  Small town simplicity 5.6% 65.5% 
Old and newcomers 4.3% 77.3%  Hometown heritage 5.4% 70.9% 
Green acres 3.5% 80.8%  Southern satellites 4.8% 75.7% 
Social security set 3.5% 84.3%  Rooted rural 4.4% 80.1% 

ESRI Business Analyst 

 

A first step in restoring vitality to the district would be to create more market rate housing in the area, including middle to 
upper-end apartments and entry to middle-market single family homes, duplexes, townhomes, and condominiums. 
Seniors, empty nesters, and moderate-income households are suitable targets. Vacant parcels and parking lots offer an 
opportunity for residential redevelopment including apartments and condominiums in the downtown, and single family 
homes, duplexes, or townhomes in the adjacent neighborhood. Some downtown sites might be considered for vertical 
mixed use. Commercial revitalization in the downtown core should seek to build a critical mass of retail, dining, and 
nightlife uses in one or two nodes which might be expanded over time. 

DOWNTOWN ELMIRA HEIGHTS 
Downtown Elmira is a traditional urban strip extending approximately ten blocks on East 14th Street from Glenwood 
Avenue to Horseheads Boulevards. Its core is broken up by the railroad, with two blocks on the west and four blocks on 
the east. East 14th Street does not cross the tracks, but there is a pedestrian crossing. Most of the buildings in these blocks 
are built to the street line, one or two stories in height, and aside from a few, do not have significant architectural 
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character. All of the uses in the area are independent businesses, with a majority being offices or services. There are a 
small number of specialty retailers and eating and drinking places. Parking is more than adequate for the uses, with angled 
parking on East 14th Street (which is a one-way street east of the railroad) and head-in parking on Park Street.  

The district was drawn to include an adjacent section of College Avenue, on which there is a Fastrac gas station and 
convenience store, large car wash, and other small commercial uses. 

 

TRADE AREA – DOWNTOWN ELMIRA HEIGHTS COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN ELMIRA HEIGHTS 

 TRADE AREA 15-MILE RADIUS 
Population – 2010 91,895 122,225 
Population – 2021 estimate 87,327 116,948 
Population – 2026 forecast  84,627 113,316 
Median age 40.9 42.9 
Median household income $54,463 $58,296 
Unemployment rate 6.4% 6.0% 
White collar occupations 61.2% 61.1% 
Services occupations 18.4% 17.3% 
Blue collar occupations 20.4% 21.6% 
Owner occupied housing 61.1% 68.1% 
Market potential – retail trade $1,049,082,000 $1,469,510,000 
Market potential – food and drink $109,268,000 $151,087,000 

ESRI Business Analyst 

 

While the radius for the downtown was drawn at 15 miles, roughly half of the trade area population falls within five miles 
of the district, and 70 percent is within ten miles. Demographically, the two areas have a similar profile, with the trade area 
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population having a somewhat lower income. Compared to other districts, the market segments in the trade area and 
radius are better-matched than most. The district is pulling rural market segments that do not show up as often in other 
places. This is probably a function of the business mix, with a high proportion of service businesses and offices. 

 

TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN ELMIRA HEIGHTS 

TRADE AREA MARKET SEGMENTS  15-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 19.3% 19.3%  Midlife constants 13.5% 13.5% 
Midlife constants 15.2% 34.5%  Traditional living 13.1% 26.7% 
Small town simplicity 8.2% 42.7%  Salt of the earth 12.6% 39.3% 
Heartland communities 7.9% 50.6%  Heartland communities 7.5% 46.8% 
Set to impress 7.5% 58.1%  Comfortable empty nesters 7.0% 53.8% 
Hometown heritage 7.0% 65.1%  Set to impress 6.2% 60.0% 
Old and newcomers 6.5% 71.6%  Southern satellites 5.4% 65.4% 
Comfortable empty nesters 5.5% 77.1%  Hometown heritage 5.3% 70.7% 
Rustbelt traditions 4.3% 81.4%  Small town simplicity 5.2% 76.0% 
Green acres 2.8% 84.2%  Green acres 4.1% 80.0% 

ESRI Business Analyst 

 

Downtown Elmira Heights is serving as an affordable location for a mix of independently-owned businesses. This mix 
includes a large number of personal services and other services or professional offices that are increasingly becoming 
home-based in nature. That trend was accelerated during the pandemic and may present a long-term challenge to the 
district, if that tenant base is eroded. While the public infrastructure of the area is good, the buildings are average at best, 
and many are aesthetically lacking due to poorly-conceived remodeling. The district’s appearance is not one to attract a 
business that might otherwise choose to be home-based. 

DOWNTOWN HORNELL 
Hornell’s downtown shows more vitality than others in the region, aside from those defined as destination districts which 
attract tourists to supplement the local market. Rather than linear, the district is clustered on Main Street and two cross 
streets: Seneca Street and Church Street / Broadway Mall. The district is comprised of mainly one- and two-story 
buildings constructed from the 1800’s through the middle- or late-1900’s (Dollar General and the movie theater). The 
district was drawn to include adjacent areas with a more suburban form, on Loder Street and Park Drive. 

The core district has a YMCA, movie theater, arts center, post office, and city and state offices that help to attract traffic. 
There are fewer restaurants than expected, but there is a healthy retail presence including furniture and appliance stores, 
clothing stores, specialty food stores, antique and secondhand stores, a music store, a flower shop, and others. Dollar 
General has a store in the downtown. A Gordman’s department store (formerly State Stores) was located on Broadway 
until the chain folded in 2019. A small number of fast food restaurants and a gas station are located on the periphery. 

The historic depot, now a museum, is located on Loder Street. Across from it are two blocks of 19th Century commercial 
façades with a convenience store, liquor store, and restaurants. Other businesses are located in the area including a 
laundry and dry cleaning shop and Salvation Army Thrift Store. Walgreens, Tractor Supply Company, and small strip with 
Family Dollar, Aaron’s, and Save A Lot are located on Park Drive. 

About 60 percent of downtown Hornell’s foot traffic is generated within a distance of ten miles, while isolated pockets of 
customers are found even beyond 20 miles. A 20-mile radius was chosen to represent the area from which the district 
might draw. Hornell’s downtown is capturing visitors from smaller cities around the region, but is not drawing significant 
traffic from the Corning and Elmira urban areas. 
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TRADE AREA – DOWNTOWN HORNELL COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 

 

There are some differences between the trade area population and the population living within 20 miles, most of which 
can be attributed to the fact that the district’s core customers are coming from cities, rather than rural places. People in 
the trade area tend to be younger, are more likely to rent, and have significantly lower income. The trade area covers 
about 51.5 percent of the population within 20 miles. 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN HORNELL 

 TRADE AREA 20-MILE RADIUS 
Population – 2010 37,275 71,806 
Population – 2021 estimate 36,027 69,811 
Population – 2026 forecast  34,888 67,656 
Median age 39.2 42.0 
Median household income $44,876 $50,009 
Unemployment rate 7.4% 6.9% 
White collar occupations 53.2% 52.7% 
Services occupations 20.8% 18.2% 
Blue collar occupations 26.0% 29.2% 
Owner occupied housing 63.9% 71.6% 
Market potential – retail trade $358,917,000 $963,593,000 
Market potential – food and drink $35,727,000 $73,065,000 

ESRI Business Analyst 

 

The two largest market segments are the same in both the trade area and radius, although they make up a much larger 
share of the trade area population. As is the case with many of the commercial districts in the three counties, rural market 
segments are not well-represented in the trade area. 
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TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN HORNELL 

TRADE AREA MARKET SEGMENTS  20-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Heartland communities 26.0% 26.0%  Heartland communities 21.8% 21.8% 
Traditional living 23.2% 49.2%  Traditional living 13.0% 34.8% 
Small town simplicity 13.2% 62.4%  Rooted rural 12.3% 47.2% 
Hometown heritage 7.8% 70.1%  The great outdoors 11.2% 58.4% 
Midlife constants 5.4% 75.5%  Salt of the earth 8.7% 67.1% 
Retirement communities 3.9% 79.5%  Midlife constants 7.9% 75.0% 
College towns 3.9% 83.3%  College towns 6.8% 81.8% 

ESRI Business Analyst 

 

Hornell is the commercial center for western Steuben County and parts of adjacent counties. It is the largest city in that 
mostly-rural area and has critical large retailers (Walmart, Tractor Supply Company, Lowe’s Home Improvement) that 
bring shoppers to the city for goods they can’t get locally. Once in Hornell, they may patronize other businesses such as 
those in the downtown. As the surrounding area loses population it will be harder for smaller communities to retain a 
diverse business mix, reinforcing the central role played by Hornell. That population can also be a threat to Hornell as 
some commercial uses will be harder to support and may gravitate to larger communities like Corning and Elmira. The 
City can support the downtown through a program of business development, helping existing businesses reach a broader 
audience and fostering a pipeline of new businesses to occupy downtown space.  

DOWNTOWN WAYLAND 
Wayland is a small community with a small downtown commercial district serving a rural area in northwestern Steuben 
County and southeastern Livingston County. About three-quarters of its visitors live in a 15-mile radius. 

 

TRADE AREA – DOWNTOWN WAYLAND COMMERCIAL DISTRICT 

 
Place Dynamics analysis of Placer.ai data 
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Most of the commercial activity in Wayland is located in the downtown. The only notable exceptions are a Dollar General 
north on Highway 15, and a Gas Mart / Food Mart east on Highway 21. Along with a CVS in the downtown, these are the 
larger stores and primary sources for groceries within the city. There is a second pharmacy and medical equipment store 
in the downtown, along with 7-11, and a handful of independent shops and restaurants. The post office, village offices, 
other office uses and services are located in the district. Some buildings have had their storefront converted to residential 
uses, and there are a small number of vacant storefronts. 

The Village of Dansville is located just about five road miles from Wayland. Although their populations differ by a few 
hundred, Dansville is located on the interstate highway and supports some highway-oriented convenience and fast food 
uses, has Tops Friendly Market and Save A Lot grocery stores, Tractor Supply Company, Big Lots, and other retail, eating 
and drinking, and service uses not found in Wayland. The strength and better location of this nearby competition will 
make it difficult for Wayland to expand its commercial sector. 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN WAYLAND 

 TRADE AREA 15-MILE RADIUS 
Population – 2010 20,706 41,425 
Population – 2021 estimate 20,139 40,700 
Population – 2026 forecast  19,619 19,864 
Median age 38.2 46.2 
Median household income $49,845 $56,701 
Unemployment rate 7.3% 6.3% 
White collar occupations 53.9% 55.0% 
Services occupations 18.4% 15.1% 
Blue collar occupations 27.7% 29.9% 
Owner occupied housing 64.8% 79.6% 
Market potential – retail trade $203,286,000 $491,251,000 
Market potential – food and drink $20,462,000 $47,762,000 

ESRI Business Analyst 

 

Trade area demographics skew toward a lower income with a higher proportion of workers in services. The trade area 
population is significantly younger than people living in a 15-mile radius. Rural areas around Wayland tend to have a high 
proportion of older residents. This is also seen in the profiles of market segments common within the 15-mile radius. They 
show up among trade area residents, but in much lower proportions than in the larger population. 

 

TAPESTRY MARKET SEGMENT COMPARISON – DOWNTOWN WAYLAND 

TRADE AREA MARKET SEGMENTS  15-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Heartland communities 21.7% 21.7%  The great outdoors 21.4% 21.4% 
Traditional living 18.3% 40.0%  Heartland communities 19.6% 40.9% 
Small town simplicity 12.2% 52.3%  Salt of the earth 15.2% 56.2% 
Rustbelt traditions 11.9% 64.2%  Rooted rural 11.5% 67.7% 
Hometown heritage 8.0% 72.1%  Green acres 6.5% 74.1% 
Salt of the earth 7.0% 79.1%  Small town simplicity 5.5% 79.7% 
The great outdoors 4.3% 83.3%  Rustbelt traditions 5.1% 84.7% 

ESRI Business Analyst 

 

Smaller communities around Wayland have lost the few commercial businesses they once had. As the market continues to 
age and shrink, Wayland could face similar losses, and will need to consider strategies that will help it retain a critical 
mass of retail, service, and eating and drinking establishments. 
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MAIN STREET - HORSEHEADS 
Main Street in Horseheads is a commercial district that formed around the junction of highways between Elmira and 
Watkins Glen, and Corning and Ithaca. The highways have since been relocated off these streets, which are lined with 
mostly one- or two-story buildings typically built to the street line. The buildings are in decent condition. Many have had 
their storefronts remodeled, but have retained a majority of the original openings, which are critical to making a walkable 
environment. The district is attractive relative to similar traditional-format neighborhood commercial districts in the area. 
Infrastructure in the area is adequate, including several public parking lots. 

Uses in the district include a large number of independent restaurants, services, and offices including Village offices. The 
diverse restaurants – American, Thai, Japanese, Italian, and others – have many online reviews and generally good 
ratings. There are few retail businesses aside from the Horseheads Do-It Center and UPS Store. As is typical, it appears 
that the upper levels of several buildings are unused. 

 

TRADE AREA – MAIN STREET COMMERCIAL DISTRICT (HORSEHEADS) 

 
Place Dynamics analysis of Placer.ai data 

 

About 70 percent of the commercial district’s foot traffic lives within a ten mile radius, primarily in Horseheads, Elmira and 
Elmira Heights, and Big Flats, and in small communities or rural areas to the north and east. Beyond ten miles, traffic is 
drawn from areas around Corning, Watkins Glen, and Waverly. The demographics of the trade area and 15-mile radius are 
closely matched. This is also an area in which the market segments of the trade are and radius fit well. The district is able 
to draw rural residents along with people living in the urban area. 

No other district in the Elmira urban area has a similar concentration of independent restaurants, though the regional 
district at Chambers Road in Big Flats has a larger number, but of chain restaurants. It is not clear how the pandemic will 
affect these businesses over the long term. Economic development efforts targeting the district should seek to assist these 
businesses in marketing to build a larger customer base, adopting technology, and making other improvements to help 
them compete. Overall, the area could be branded as a eating and drinking hub, encouraging new restaurants and related 
businesses to locate in the district. 
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DEMOGRAPHIC AND MARKET SUMMARY – MAIN STREET - HORSEHEADS 

 TRADE AREA 15-MILE RADIUS 
Population – 2010 85,993 122,555 
Population – 2021 estimate 82,012 117,304 
Population – 2026 forecast  79,474 113,700 
Median age 41.0 42.9 
Median household income $55,101 $57,809 
Unemployment rate 6.3% 6.0% 
White collar occupations 61.1% 63.9% 
Services occupations 18.4% 17.4% 
Blue collar occupations 20.5% 21.6% 
Owner occupied housing 61.5% 67.6% 
Market potential – retail trade $983,657,000 $1,471,217,000 
Market potential – food and drink $102,681,000 $151,329,000 

ESRI Business Analyst 

 

TAPESTRY MARKET SEGMENT COMPARISON – MAIN STREET - HORSEHEADS 

TRADE AREA MARKET SEGMENTS  15-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 19.5% 19.5%  Midlife constants 14.4% 14.4% 
Midlife constants 14.4% 33.6%  Traditional living 13.1% 27.4% 
Set to impress 7.5% 41.1%  Salt of the earth 10.8% 38.2% 
Heartland communities 7.5% 48.5%  Heartland communities 7.9% 46.1% 
Hometown heritage 7.5% 56.0%  Comfortable empty nesters 6.9% 53.1% 
Old and newcomers 7.1% 63.1%  Set to impress 6.2% 59.2% 
Small town simplicity 6.4% 69.5%  Small town simplicity 6.2% 65.4% 
Comfortable empty nesters 6.2% 75.7%  Southern satellites 5.8% 71.2% 
Rustbelt traditions 5.0% 80.7%  Hometown heritage 5.3% 76.5% 
Green acres 3.8% 84.6%  Green acres 4.0% 80.5% 
Social security set 2.5% 87.0%  Old and newcomers 3.9% 84.4% 

ESRI Business Analyst 

 

MORRIS STREET - BATH 
Morris Street in Bath is a commercial strip that has transitioned from a community-level business district to a 
neighborhood-level district. Over the past several decades the area population has declined while new chain retail has 
been developed in places like Corning, Hornell, and the regional center in Big Flats. These, and stronger existing 
businesses, have captured market share from retailers in Bath. The Morris Street commercial district lost its Kmart in 
2019. While still having Tractor Supply, Dollar General, and Dollar Tree, these stores do not have the same diversity of 
good, or drawing power as would a discount department store.  

Valu Home Center will open a new store in the space vacated by The Salvation Army Store in 2020. This regional chain 
competes with Lowe’s and Home Depot, with much smaller stores. The chain closed stores in Painted Post in 2020, and 
Hornell in 2021, as it was unable to compete with the larger chains in those communities. The strategy of opening a store 
in Bath will be to compete on convenience, and intercept traffic from rural areas predominantly to the north of Bath.  

The Tractor Supply Company, Advance Auto Parts, and Tops Friendly Markets chain stores in this district are performing 
well. Tractor Supply Company is likely to be affected by the new Valu Home Center when it opens. Other chain stores in 
the district are performing in the lower half of their respective chain. The Save A Lot was ranked last in the chain in 2021 
foot traffic. This should raise concerns about its long-term presence in the community. 
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CHAIN STORE PERFORMANCE – MORRIS STREET – BATH  

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Advance Auto Parts 53,000 180 of 3,390 94% 79% 
Dollar General 53,900 9,226 of 14,769 37% 49% 
Dollar Tree 120,000 4,086 of 6,365 31% 36% 
Rite Aid 82,100 1,054 of 1,994 47% 58% 
Save A Lot 15,800 810 of 810 0% 0% 
Tops Friendly Markets 585,200 30 of 142 79% 88% 
Tractor Supply Company 204,600 210 of $1,815 88% 46% 
Walgreens 104,700 6,500 of 7,648 15% 30% 

Place Dynamics analysis of Placer.ai data 

 

Forty percent of the district’s customers reside within five miles, and 60 percent are within ten miles of the district. Over 
the last four years, there are indications that the trade area is shrinking, with a greater share of customers coming from a 
ten-mile radius or less. A20-mile radius was used to compare with the trade area, taking in about 75 percent of customers. 
Having a handful of gas stations, fast food restaurants, and hotels, the district also serves as a convenience stop along 
Interstate 86, which helps to bring customers to these businesses from outside of the normal trade area. 

 

TRADE AREA – MORRIS STREET COMMERCIAL DISTRICT (BATH) 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area has about 36.7 percent of the population within a 20-mile radius. Compared to the larger area, the trade 
area has a lower median income and is more likely to be employed in services. While the surrounding area has a sizable 
percentage of rural market segments, they are for the most part not shopping this district. Its core segments are the 
middle-market urban groupings that make up the core of most similar districts in the three counties. 
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DEMOGRAPHIC AND MARKET SUMMARY – MORRIS STREET - BATH 

 TRADE AREA 20-MILE RADIUS 
Population – 2010 32,773 88,366 
Population – 2021 estimate 32,097 87,409 
Population – 2026 forecast  31,016 84,935 
Median age 42.0 44.1 
Median household income $46,638 $52,500 
Unemployment rate 6.9% 6.5% 
White collar occupations 55.7% 56.8% 
Services occupations 19.6% 16.5% 
Blue collar occupations 24.7% 26.7% 
Owner occupied housing 62.8% 71.9% 
Market potential – retail trade $358,630,000 $1,057,689,000 
Market potential – food and drink $35,941,000 $104,177,000 

ESRI Business Analyst 

 

TAPESTRY MARKET SEGMENT COMPARISON – MORRIS STREET - BATH 

TRADE AREA MARKET SEGMENTS  20-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 23.5% 23.5%  Heartland communities 13.8% 13.8% 
Heartland communities 16.2% 39.7%  Southern satellites 11.5% 25.2% 
Hometown heritage 8.9% 48.6%  Rooted rural 10.6% 35.9% 
Old and newcomers 8.0% 56.6%  Traditional living 9.8% 45.7% 
Retirement communities 6.7% 63.3%  Rural resort dwellers 7.8% 53.4% 
Rustbelt traditions 5.7% 69.0%  Midlife constants 6.3% 59.7% 
Small town simplicity 5.7% 74.6%  Salt of the earth 5.9% 65.7% 
Rooted rural 4.8% 79.5%  The great outdoors 5.6% 71.3% 
Rural resort dwellers 4.2% 83.6%  Old and newcomers 4.5% 75.7% 
Salt of the earth 3.3% 86.9%  Senior escapes 4.4% 80.1% 

ESRI Business Analyst 

 

This district is going to struggle to maintain its vibrancy in the face of competition from larger commercial concentrations 
in Hornell, Corning, and Big Flats. It is fair to say that it would appear to be performing better if not for the large retail 
structure that had been constructed when Bath served a bigger market, but are now oversized for the kinds of uses that 
are attracted to the district, or even vacant. Seen truly as a neighborhood-level district, its performance is among the best 
in the region. The Village’s challenge will be to retain its existing stores while repurposing other properties such as the 
former Kmart, which will not easily find a retail tenant. Market pressure might suggest converting the space to self-storage 
warehousing. 

PARK AVENUE – SOUTH CORNING 
This “edge of town” district is among the more unusual in the region. It is not central to the urban population and has a 
sparse population in the immediate area, or in rural parts of the county to the south. There are few eating and drinking 
places or retail stores in the district, and the Salvation Army Thrift Store closed in 2020, leaving Family Dollar and Corning 
Building Company as the two significant retailers. There are a large number of automotive, rental, and storage uses. 

The district is also home to the Park Avenue Sports Center, an outdoor recreation facility with mini golf, driving range, 
batting cages, climbing wall, and laser tag. As a regionally-unique business, this asset draws people from a greater distance 
than the district as a whole, but seasonally. There is also an indoor event space on the property. 
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Over half of the district’s customers are living within five miles, and nearly 70 percent are within ten miles. A radius of 15 
miles was drawn to represent an area from which the district might expect to draw additional customers. 

 

TRADE AREA – PARK AVENUE COMMERCIAL DISTRICT (SOUTH CORNING) 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area population is roughly half (50.2 percent) of the population living in a 15-mile radius. Those in the trade area 
tend to be younger. While having a median income lower than that of the radius, the trade area income is close to that of 
the region as a whole. Drawing heavily from urban areas around Corning and Elmira, residents of the trade area are more 
likely to rent housing. Market segments in the two areas are similar, with those in the trade area skewing more to urban 
segments. 

 

DEMOGRAPHIC AND MARKET SUMMARY – PARK AVENUE – SOUTH CORNING 

 TRADE AREA 15-MILE RADIUS 
Population – 2010 64,387 126,878 
Population – 2021 estimate 61,261 122,012 
Population – 2026 forecast  59,185 118,286 
Median age 39.8 42.5 
Median household income $53,910 $58,331 
Unemployment rate 6.4% 6.1% 
White collar occupations 61.2% 61.4% 
Services occupations 17.9% 16.8% 
Blue collar occupations 20.8% 21.8% 
Owner occupied housing 60.0% 67.9% 
Market potential – retail trade $743,583,000 $1,537,321,000 
Market potential – food and drink $77,211,000 $158,718,000 

ESRI Business Analyst 
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TAPESTRY MARKET SEGMENT COMPARISON – PARK AVENUE – SOUTH CORNING 

TRADE AREA MARKET SEGMENTS  15-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 15.0% 15.0%  Midlife constants 13.4% 13.4% 
Heartland communities 11.3% 26.3%  Traditional living 13.3% 26.7% 
Midlife constants 11.2% 37.5%  Salt of the earth 11.1% 37.8% 
Set to impress 10.0% 47.5%  Heartland communities 8.1% 45.9% 
Hometown heritage 8.9% 56.4%  Southern satellites 7.8% 53.7% 
Small town simplicity 6.0% 62.4%  Comfortable empty nesters 6.3% 60.0% 
Rustbelt traditions 5.8% 68.2%  Set to impress 6.0% 66.0% 
Old and newcomers 5.0% 73.2%  Hometown heritage 5.1% 71.1% 
Salt of the earth 4.9% 78.2%  Green acres 4.8% 75.9% 
Comfortable empty nesters 3.2% 81.4%  Small town simplicity 4.8% 80.8% 

ESRI Business Analyst 

 

This area is well-suited to the kinds of services that have located in the district. It is not a prime location generating large 
traffic volumes, and so will struggle to attract retail. Automotive services, storage, and similar uses, however, do not need 
traffic passing them. Customers will seek them out, and they can take advantage of lower costs. The City can encourage 
more of this type of development within the corridor. Recreation uses may also be a niche for the corridor 

PULTENEY STREET – CORNING 
The segment of Pulteney Street from Interstate 86 to William Street is an important neighborhood commercial district 
within the Corning urban area. The district is anchored by a Tops Friendly Market, Walgreen’s, AutoZone, and Advance 
Auto Parts, along with a handful of local retail stores. With access to the interstate, there is a Fastrac gas station and 
convenience store, Fairfield Inn, and restaurants. There is a large vacancy in the small center with the Tops grocery store.  

Overall foot traffic at the chain establishments is varied. Bob Evans and Wendy’s are both performing well ahead of most 
restaurants in their chains. Advance Auto Parts and Tops Friendly Markets are average stores, while AutoZone and 
Walgreen’s are below average. It is particularly noteworthy that foot traffic at Walgreen’s places it at the bottom three 
percent of stores in the chain. It was formerly a Rite Aid store (Walgreen’s owns Rite Aid). 

  

CHAIN STORE PERFORMANCE – PULTENEY STREET – CORNING  

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Advance Auto Parts 24,600 1,558 of 3,390 54% 23% 
AutoZone 29,700 3,063 of 5,068 39% 34% 
Tops Friendly Markets 352,700 71 of 142 50% 57% 
Walgreens 71,700 7,393 of 7,648 3% 2% 
Bob Evans Restaurant 182,300 115 of 437 73% 73% 
Wendy’s 159,100 613 of 5,206 88% 89% 

Place Dynamics analysis of Placer.ai data 

 

The district has a suburban character. At its eastern end there are several older commercial properties developed to a 
standard less than what would be accepted today. They lack sidewalks, landscaping, or even access control, with asphalt 
extending to the street across the entire frontage. A higher development standard is in place further east. Several sites are 
available, or could be candidates for redevelopment both in the eastern part of the district, and at the corner of Pulteney 
Street and Buffalo Street. 



66 
 

A little over half of the district’s foot traffic is drawn from residents living within ten miles, while over 80 percent lives 
within a 30-mile radius. Central to the Corning urban area, located on the interstate, and having large employers nearby, 
the district is able to pull customers from beyond a normal trade area. A radius of 20 miles was used to represent a region 
from which it might expect to draw its customers. 

 

TRADE AREA – PULTENEY STREET COMMERCIAL DISTRICT (CORNING) 

 
Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – PULTENEY STREET - CORNING 

 TRADE AREA 20-MILE RADIUS 
Population – 2010 77,907 162,566 
Population – 2021 estimate 74,959 157,053 
Population – 2026 forecast  72,501 152,381 
Median age 40.8 43.4 
Median household income $53,314 $56,510 
Unemployment rate 6.7% 6.2% 
White collar occupations 60.0% 59.7% 
Services occupations 18.4% 16.7% 
Blue collar occupations 21.6% 23.6% 
Owner occupied housing 62.1% 68.9% 
Market potential – retail trade $909,471,000 $1,942,577,000 
Market potential – food and drink $93,658,000 $197,611,000 

ESRI Business Analyst 

 

The trade area population is 47.7 percent of the population living within 20 miles. The trade area has a demographic 
younger, having a lower median income, and more likely to rent, compared to the larger area. 
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Like most neighborhood commercial areas, the dominant market segments are those associated with an urban population, 
while the rural market segments are not being attracted to the district. 

 

TAPESTRY MARKET SEGMENT COMPARISON – PULTENEY STREET - CORNING 

TRADE AREA MARKET SEGMENTS  20-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 18.3% 18.3%  Traditional living 12.1% 12.1% 
Heartland communities 12.2% 30.4%  Midlife constants 11.8% 12.8% 
Midlife constants 10.7% 41.2%  Salt of the earth 10.3% 34.2% 
Hometown heritage 8.6^ 497%  Southern satellites 9.9% 44.1% 
Set to impress 7.8% 57.5%  Heartland communities 9.3% 53.3% 
Small town simplicity 6.4% 63.9%  Comfortable empty nesters 5.6% 59.0% 
Salt of the earth 4.5% 68.4%  Hometown heritage 5.1% 64.0% 
Rustbelt traditions 4.5% 72.8%  Rooted rural 4.9% 69.0% 
Old and newcomers 4.2% 77.0%  Small town simplicity 4.8% 73.8% 
Comfortable empty nesters 3.1% 80.1%  Set to impress 4.6% 78.4% 
Green acres 2.6% 82.6%  Green acres 3.7% 82.1% 

ESRI Business Analyst 

 

Conditions within this district suggest that it has the potential to support additional retail, dining, and service businesses. 
In particular, the strength of existing restaurants would make additional fast-, fast-casual, or full-service restaurants a 
target for attraction.  

SOUTH MAIN STREET - ELMIRA 
Elmira’s South Main Street commercial district is central to downtown and the population on the south side of the city. It 
once had an urban character similar to the downtown, but only about two blocks of those multi-story commercial 
buildings remain on the west side of Main Street. Some of these were renovated to create low income housing and ground 
floor commercial space in 2019. There is a concentration of low income housing in this area, including large apartments 
buildings owned by the Elmira Housing Authority. That creates an image problem for the district, despite the efforts of the 
Housing Authority and City of Elmira to foster redevelopment and revitalization.  

Chain tenants in the area include Family Dollar, Dollar Tree, Aldi, AutoZone, and Rite Aid. A Tops Friendly Market closed 
as part of the chain’s bankruptcy in 2020, and a Walgreens closed after the chain’s acquisition of the Rite Aid chain, which 
had an adjacent store that remained open. Both storefronts remain vacant. These stores are all performing poor to 
average, based on foot traffic relative to their respective chains. 

 

CHAIN STORE PERFORMANCE – PULTENEY STREET – CORNING  

CHAIN NAME 2021 VISITS 
CHAIN RANK / 

TOTAL STORES 
PERCENTILE 

TOTAL VISITS VISITS / SQ FT 
Aldi 197,300 1,135 of 1,889 39% 35% 
AutoZone 35,800 2,358 of 5,068 53% 57% 
Dollar Tree 109,500 4,487 of 6,365 29% 28% 
Family Dollar 44,100 3,660 of 6,783 46% 56% 
Rite Aid 67,000 1,324 of 1,994 33% 32% 

Place Dynamics analysis of Placer.ai data 
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The trade area is pulling mostly from Elmira and Elmira Heights. It is more compact than most. About 70 percent of 
customers to this district are living within five miles, while more than 80 percent reside within a ten-mile radius. It is 
worthwhile to compare this trade area to that of Cedar Street, which is able to capture traffic from the same parts of the 
urban area, and rural areas south of the city. Those customers stop at Cedar Street without coming to this district. 

 

TRADE AREA – SOUTH MAIN STREET COMMERCIAL DISTRICT (ELMIRA) 

 
Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – SOUTH MAIN STREET – ELMIRA  

 TRADE AREA 10-MILE RADIUS 
Population – 2010 45,028 84,084 
Population – 2021 estimate 42,186 79,990 
Population – 2026 forecast  40,580 77,491 
Median age 39.2 42.5 
Median household income $50,876 $57,655 
Unemployment rate 7.6% 6.0% 
White collar occupations 56.1% 61.3% 
Services occupations 22.4% 17.9% 
Blue collar occupations 21.6% 20.8% 
Owner occupied housing 58.6% 66.9% 
Market potential – retail trade $462,787,000 $982,341,000 
Market potential – food and drink $48,118,000 $101,890,000 

ESRI Business Analyst 

 

The population of the trade area is 52.7 percent of the population living in a ten-mile radius. The trade area population is 
younger, earns less, is more likely to be unemployed or work in services (which were hard-hit by pandemic layoffs), and to 
live in rental housing. 
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Urban market segments dominate both the trade area and the ten-mile radius. These figure more prominently in visitation 
to the district, while the rural market segments are tending to not shop in this area. 

 

TAPESTRY MARKET SEGMENT COMPARISON – SOUTH MAIN STREET – ELMIRA  

TRADE AREA MARKET SEGMENTS  10-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 28.2% 28.2%  Traditional living 17.8% 17.8% 
Midlife constants 13.7% 41.9%  Midlife constants 15.7% 33.5% 
Hometown heritage 13.2% 55.1%  Comfortable empty nesters 10.3% 43.8% 
Heartland communities 9.5% 64.6%  Hometown heritage 7.8% 51.6% 
Set to impress 9.4% 73.9%  Heartland communities 7.0% 58.6% 
Social security set 5.6% 79.5%  Salt of the earth 6.0% 64.6% 
Small town simplicity 5.3% 84.8%  Set to impress 5.9% 70.5% 
Comfortable empty nesters 4.0% 88.8%  Green acres 5.6% 76.1% 
City commons 2.3% 91.2%  Small town simplicity 4.1% 80.2% 
Exurbanites 2.3% 93.4%  Rooted rural 3.6% 83.8% 

ESRI Business Analyst 

VICTORY HIGHWAY – COOPERS PLAIN 
Introducing new large-scale commercial development into a market that is not growing often has the effect of displacing 
existing businesses or even business districts. This is the case with Victory Highway, a district stretching about a quarter 
mile on either side of the Interstate 86 interchange. The district was impacted in part as its original anchors fell victim to 
changes in the retail industry, and through the development of a Walmart Supercenter, Home Depot, and other uses along 
Hamilton Street, about a mile to the south.  

 

TRADE AREA – VICTORY HIGHWAY COMMERCIAL DISTRICT (COOPERS PLAIN) 

 
Place Dynamics analysis of Placer.ai data 
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Some development west of the interchange is newer, with a Dunkin’ and small commercial strip opening in 2018, and a 
Holiday Inn Express in 2009. There is additional vacant land in this vicinity. The east side of the district was once 
anchored by Ames Plaza, with two large commercial buildings and outlots. The larger, 114,864 square foot building 
housed an Ames Department Store and Valu Home Center. Both have closed and Ames space is now used as a “galleria” 
with booth space for vendors. Firestone, Burger King, and an auto parts store line the street, along with a Moose Lodge in 
a former Pizza Hut. The other building has a Big Lots, Dollar General, and small users. A new credit union opened across 
the street. 

Two changes are occurring in the area. Firstly, it is attracting the kind of convenience uses that typically spring up around 
interstate interchanges. Secondly, it is not able to attract quality retail uses, especially those that could occupy the large 
footprints that are available in the former Ames Plaza. 

A little under half of the district’s customers (48.2 percent) live within ten miles, while about 70 percent live at a distance 
of 25 miles. The interstate highway location helps to account for the distance from which the district pulls, and Victory 
Highway is a key gateway to Corning’s Sullivan Park Campus and the industrial park on Robert Dann Drive. 

 

DEMOGRAPHIC AND MARKET SUMMARY – VICTORY HIGHWAY – COOPERS PLAIN 

 TRADE AREA 25-MILE RADIUS 
Population – 2010 66,146 188,672 
Population – 2021 estimate 64,654 182,939 
Population – 2026 forecast  62,687 177,717 
Median age 42.2 43.6 
Median household income $53,959 $56,146 
Unemployment rate 6.3% 6.3% 
White collar occupations 61.1% 58.8% 
Services occupations 17.1% 16.7% 
Blue collar occupations 21.8% 24.5% 
Owner occupied housing 64.3% 70.5% 
Market potential – retail trade $815,710,000 $2,258,236,000 
Market potential – food and drink $83,546,000 $227,003,000 

ESRI Business Analyst 

 

The trade area takes in only about 35.3 percent of the population in a 25-mile radius, but the demographics of both areas 
are pretty well matched.  

 

TAPESTRY MARKET SEGMENT COMPARISON – VICTORY HIGHWAY – COOPERS PLAIN 

TRADE AREA MARKET SEGMENTS  25-MILE RADIUS MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE  SEGMENT PERCENT CUMULATIVE 
Traditional living 15.5% 15.5%  Salt of the earth 10.7% 10.7% 
Heartland communities 14.8% 30.4%  Traditional living 10.4% 21.1% 
Midlife constants 9.5% 39.9%  Southern satellites 10.3% 31.4% 
Small town simplicity 7.4% 47.2%  Midlife constants 10.2% 41.6% 
Hometown heritage 6.5% 53.8%  Heartland communities 9.5% 51.1% 
Old and newcomers 5.5% 59.2%  Rooted rural 8.2% 59.3% 
Salt of the earth 5.3% 64.5%  Comfortable empty nesters 5.0% 64.3% 
Set to impress 4.6% 69.1%  Hometown heritage 4.4% 68.6% 
Retirement communities 4.4% 73.5%  Small town simplicity 4.2% 72.9% 
Rustbelt traditions 4.1% 77.6%  Set to impress 4.0% 76.9% 
Comfortable empty nesters 3.2% 80.9%  Rural resort dwellers 3.2% 80.1% 

ESRI Business Analyst 
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The district attracts market segments that overlap many of those in the 25-mile radius, yet it is not attracting the rural 
segments that make up much of the larger area’s population.  

The Town of Ewing commissioned a 2020 study of the interchange area to assess its economic opportunities. Three 
options were presented. 

 Redeveloping the Ames Plaza area with an indoor sports complex. 

 Encouraging mixed use redevelopment with housing and commercial uses. 

 Allowing highway-oriented uses such as a travel plaza (which has been proposed for the area. 

There would be strong demand for a travel plaza with fueling, convenience, restaurant, and perhaps other uses at this 
location. It would serve travelers through the region and commuters who pass through on the way to and from work. 
Different sites might be considered depending on the project’s scale, but a location west of the interchange would best 
serve nearby employment centers. 

The suggestion of an indoor sports complex also has merit. These facilities are becoming common, often developed either 
by a municipality or nonprofit organization. Alternate formats might be considered such as an indoor water park or indoor 
sports fields. Its success would depend on targeting a niche not already filled by other facilities, such as the YMCA. A 
sports complex could occupy a portion of the Ames Plaza site, leaving the frontage available for commercial development. 
These kinds of facilities often generate demand for eating and drinking, helping to create demand for restaurants that 
might locate in the district. 

Mixed use development is the most questionable of the opportunities identified in the study. There is a certain need for 
quality apartments and owned townhomes or condominiums in the region. From a technical standpoint, they could be 
constructed on the site, but they would be disconnected from other residential neighborhoods. The kinds of commercial 
uses that will be attracted to this area do not lend themselves to vertical mixed use formats. Horizontal mixed use – 
separate residential and commercial buildings – are possible, but may consume too much land to make redevelopment 
feasible. 
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DESTINATION BUSINESS DISTRICTS 
 

Four of the region’s downtowns were identified as destination business districts. These are districts that pull significant 
customer volume from a distance well beyond the local area, and are usually tourist destinations in their own right. Three 
(Hammondsport, Montour Falls, and Watkins Glen) are associated with the Finger Lakes, while Corning has become a 
destination for its arts, entertainment, and unique shops and restaurants. Downtown Montour Falls is somewhat 
aspirational as a destination district. It draws far fewer visitors that the downtowns of Watkins Glen, Hammondsport, or 
Corning, yet its proximity to Watkins Glen, picturesque setting, and notable concentration of unique shops and restaurants 
should enable it to compete for tourist traffic.  

The downtowns of Corning and Watkins Glen generate the most visitor traffic and are comparable in terms of volume, 
even while visitors make up a much larger share of the total volume of traffic in Watkins Glen. While having only a quarter 
the number of visitors of the large district, tourism remains a significant contributor to foot traffic in Hammondsport, 
accounting for more than a quarter of the total. Montour Falls, meanwhile, has the potential to see significant new traffic if 
it can entice just a percentage of tourists to Watkins Gen to its downtown. 

 

PERCENTAGE OF DISTRICT FOOT TRAFFIC BY DISTANCE 

 ANNUAL VISITS* 10 MILES 50 MILES 100 MILES 
Downtown Corning 2,796,000 45-50% 80-85% 85-90% 
Downtown Hammondsport 401,000 35-40% 55-65% 70-75% 
Downtown Montour Falls 229,000 45-50% 50-85% 80-90% 
Downtown Watkins Glen 1,513,000 20-25% 50-55% 65-70% 

* Average of annual foot traffic over the past four years 
Place Dynamics analysis of Placer.ai data 

 

TOURIST FOOT TRAFFIC* BY DISTRICT – DESTINATION COMMERCIAL DISTRICTS 

 DOWNTOWN HAMMONDSPORT  DOWNTOWN CORNING  DOWNTOWN WATKINS GLEN  
2018 2019 2020 2021 2018 2019 2020 2021 2018 2019 2020 2021 

TOTAL VISITS 156,900 159,900 119,500 170,100 643,600 573,700 277,100 508,100 632,600 630,000 598,600 809,300 
UNIQUE 
VISITORS 82,400 85,900 75,000 98,700 251,400 258,000 143,600 256,800 369,000 399,400 416,400 521,900 
VISIT 
FREQUENCY 1.90 1.86 1.59 1.74 2.56 2.22 1.93 1.98 1.71 1.58 1.44 1.55 
AVG. DWELL 
TIME (MIN) 92 145 103 108 229 205 190 170 175 160 173 165 
             
 DOWNTOWN MONTOUR FALLS  * Tourists defined as persons living more than 50 miles from the district. 
 2018 2019 2020 2021         
TOTAL VISITS 22,600 21,800 16,400 31,400         
UNIQUE 
VISITORS 14,400 16,300 13,700 24,100         

VISIT 
FREQUENCY 1.57 1.34 1.19 1.31         

AVG. DWELL 
TIME (MIN) 74 88 39 61         

Place Dynamics analysis of Placer.ai data 

 

The pandemic impacted all four districts, though to an unequal extent. Because it relies so heavily on workers and visitors 
to Corning’s headquarters, downtown Corning saw a drastic decrease in foot traffic in 2020, and still lags the volume it 
saw in earlier years. Both resident and tourist traffic declined. After a decline in 2020, tourism came back strong in the 
other three districts in 2021, beating volumes seen in earlier years. 
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Place Dynamics analysis of Placer.ai data 

 

 
Place Dynamics analysis of Placer.ai data 

 

There is a seasonal pattern in foot traffic to these districts, whether originating locally or as part of the tourism market. 
Visits drop off sharply in cooler months, especially to Watkins Glen and Hammondsport.  
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These districts are drawing from different, overlapping areas in a region extending from Cleveland to Washington DC, into 
western Massachusetts and Connecticut, and into upstate New York. Downtown Watkins Glen is pulling the most heavily 
from these areas. Downtown Corning covers most of this same area, but to a lesser extent. Downtown Hammondsport 
and Downtown Montour Falls do not pull as well outside of western New York. Only five to 15 percent of foot traffic is 
generated from beyond a 250-mile radius. 

 

COMPARISON OF TRADE AREAS FOR THE REGION’S DESTINATION DISTRICTS 

 

Place Dynamics analysis of Placer.ai data 

DOWNTOWN CORNING 
Downtown Corning (the Gaffer District) is an exceptional specialty district. The core of the downtown extends seven 
blocks along Market Street, with over four blocks of specialty shops and eating and drinking establishments in mostly two- 
to four-story buildings dating from the mid-1800’s to the present. The buildings are in excellent condition and there has 
been a considerable investment in the public streetscape. Parking is available on-street or in lots and structures 
surrounding the district. 

Typical downtown uses are also found on Denison Parkway, which parallels Market Street to the south. These are 
primarily office and service uses with some restaurants and retail, and a considerable area devoted to parking. Those lots 
could be targeted for redevelopment to provide much-needed condominiums and luxury apartments in a setting desired 
by potential buyers or renters. 

Corning Incorporated has its world headquarters immediately north, between the Gaffer District and the Chemung River. 
This facility is a critical contributor to the vitality of the district. Its white collar workforce is a large market for coffee 
shops or other snack and beverage stores, and for restaurants offering lunch service. Corning employees and guests may 
also venture into the district to shop. The sharp drop in foot traffic seen during the pandemic is in no small part a result of 
employees working from home, and decreased business travel associated with Corning Incorporated. 
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NATIONAL VIEW OF VISITOR LOCATIONS IN THE MOBILE TRACKING SAMPLE – DOWNTOWN CORNING 

 

 

REGIONAL TRADE AREA – DOWNTOWN CORNING 

 
Place Dynamics analysis of Placer.ai data 
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Although The district does attract visitors from across the country, about 90 percent are from within about 250 miles, or 
what would be considered a day’s drive. Regional metropolitan areas like Buffalo, Rochester, and Syracuse are significant 
tourist markets. Places from which the district draws customers have a demographic profile different from that of 
Chemung, Schuyler, and Steuben Counties. Visitors to downtown Corning tend to be younger, with significantly higher 
median income, and much more likely to be employed in white collar occupations. 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN CORNING 

 TRADE AREA 
Population – 2010 505,983 
Population – 2021 estimate 521,172 
Population – 2026 forecast  532,537 
Median age 35.7 
Median household income $71,507 
Unemployment rate 7.3% 
White collar occupations 74.5% 
Services occupations 13.9% 
Blue collar occupations 11.7% 
Owner occupied housing 39% 
Market potential – retail trade $8,449,472,000 
Market potential – food and drink $966,328,000 

ESRI Business Analyst 

 

The district does draw several of the urban market segments common in the three counties, but at a much lower 
proportion than that of the region. The “traditional living”, “midlife constants”, “set to impress”, “heartland communities”, 
“small town simplicity”, “college towns”, “hometown heritage”, and “old and newcomers” segments make up just 24.4 
percent of the district’s foot traffic, while just one or two of these segments may make up a quarter of traffic to several of 
the area’s commercial districts. Whether skewing young or old, the segments unique to downtown Corning and other 
destination districts are among the more diverse, better-educated, higher-earning, and professionally-employed market 
segments.   

 

TAPESTRY MARKET SEGMENTS – DOWNTOWN CORNING 

TRADE AREA MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE 
Laptops and lattes 16.9% 16.9% 
Metro renters 11.3% 28.2% 
Trendsetters 11.1% 39.3% 
Traditional living 5.1% 44.4% 
Golden years 4.4% 48.8% 
Downtown melting pot 4.3% 53.1% 
Midlife constants 3.8% 56.9% 
High rise renters 3.7% 60.5% 
Set to impress 3.4% 64.0% 
Heartland communities 3.0% 67.0% 
Small town simplicity 2.9% 69.9% 
City lights 2.8% 72.7% 
College towns 2.5% 75.1% 
Hometown heritage 2.1% 77.2% 
City strivers 2.0% 79.2% 
Old and Newcomers 1.6% 80.8% 

ESRI Business Analyst 
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Research underlying the market segmentation is used to create a market potential index for dozens of sports and leisure 
activities, in which an index of 100 is average, indices below show below-average participation, and those above indicate a 
population more likely to engage in the activity. This is a market likely to participate in non-motorized outdoor activities, 
with a considerable interest in arts, culture, and sports. As an outlier to this, the proximity of Watkins Glen International 
results in a high index related to NASCAR. 

 

MARKET POTENTIAL INDEX (MPI) – DOWNTOWN WATKINS GLEN 
MARKET POTENTIAL FOR ACTIVITY IN THE PAST YEAR: US AVERAGE =100 

ACTIVITY MPI 
Fishing (fresh water) 80 
Hunting with rifle 85 
Golfing 92 
Overnight camping trip 92 
Hunting with shotgun 94 
Motorcycling 94 
Attended country music performance 95 
Boating (power) 95 
Birdwatching 100 
Gambled at a casino 100 
Attended sports events 100 
Visited theme park 103 
Dined out 104 
Mountain biking 105 
Horseback riding 107 
Visited indoor water park 110 
College basketball superfan 113 
Attended rock music performance 113 
NBA superfan 113 
Canoeing / kayaking 114 
Attended dance performance 114 
Did photography 116 
Road biking 116 
Painting / drawing 117 
Cooked for fun 117 
Hiking 118 
MLB superfan 119 
Attended live theater 122 
Backpacking 126 
Attended adult education course 127 
Went to a museum 132 
NHL superfan 133 
NASCAR superfan 137 
Soccer superfan 137 
Visited art gallery 142 
Attended classical music / opera performance 142 
Ice skating 143 
Skiing (downhill) 155 

ESRI Business Analyst 

 

Downtown Corning has an enviable collection of specialty shops and dining, an attractive environment, and strong 
anchors. This is a strong foundation on which to build, taking advantage of redevelopment opportunities on Denison 
Parkway to add residential or vertically-mixed use buildings. In the long run, adding a significant number of new units in 
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close proximity will generate additional activity for the district. There is a more immediate need to support businesses in 
the district that continue to be impacted by a drop in foot traffic. Counts are still well below previous levels in good part 
due to Corning Incorporated workers not coming back to the office, and a drop in business related travel to their 
headquarters. These lower numbers may be an ongoing reality as more people work from home, at least partially, on a 
permanent basis. Businesses that relied on worker traffic will need to make permanent adjustments, and the business mix 
of the district may evolve to compensate. 

DOWNTOWN HAMMONDSPORT 
Located at the foot of Keuka Lake, Hammondsport is a small community of about 1,000 residents, and a destination within 
the Finger Lakes wine country. Its quaint and attractive downtown is arranged around a town square between Pulteney 
Street (Highway 54A) and Shethar Street, east of Main Street (Highway 54A). The buildings are one or two stories, dating 
from the mid-1800’s through the mid-1900’s. Most are built to the street in an urban pattern and are in good condition. 
There are several eating and drinking places and specialty shops catering to a tourist market (antiques, art, gifts, wine 
barrel furniture and accessories, etc.). There are also businesses serving local residents, such as an independent pharmacy, 
small grocery store, a bank, the post office, and service and office uses. The Chamber of Commerce operates a visitor 
center on the square. Most parking is provided on the street, while a few businesses have small lots. 

Although it received high levels of tourist traffic, has many tourist-oriented businesses, is very close to some of the most 
highly-regarded wineries in the Finger Lakes, along with Keuka Lake and other attractions, there is only one significant 
lodging establishment in the community or nearby, the Best Western Plus south of the village, near the Glenn H. Curtiss 
Museum. There are a handful of small inns, bed & breakfast establishments, and short-term rentals in the community.  

Downtown Hammondsport is drawing fewer tourists overall, and fewer from beyond 250 miles, compared to Downtown 
Corning or Downtown Watkins Glen. Even within western New York, it reaches a smaller market than the two larger 
districts, mostly in Buffalo and Rochester. 

 

NATIONAL VIEW OF VISITOR LOCATIONS IN THE MOBILE TRACKING SAMPLE – DOWNTOWN HAMMONDSPORT 

 
Place Dynamics analysis of Placer.ai data 
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REGIONAL TRADE AREA – DOWNTOWN HAMMONDSPORT 

 
Place Dynamics analysis of Placer.ai data 

 

The trade area for downtown Hammondsport has the highest median income of that of any commercial district in the 
three counties. Its population is among the youngest, and it is overwhelmingly made up of persons employed in white 
collar professions.  

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN HAMMONDSPORT 

 TRADE AREA 
Population – 2010 776,455 
Population – 2021 estimate 793,369 
Population – 2026 forecast  798,183 
Median age 38.2 
Median household income $82,705 
Unemployment rate 6.6% 
White collar occupations 74.4% 
Services occupations 13.0% 
Blue collar occupations 12.6% 
Owner occupied housing 49.9% 
Market potential – retail trade $14,157,701,000 
Market potential – food and drink $1,617,058,000 

ESRI Business Analyst 
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The trade area has the most diverse market segments of any of the districts, with the top twenty segments not even 
making up 80 percent of the total population. Some of the area’s rural market segments show up in this district, while they 
are missing from most other districts. 

 

TAPESTRY MARKET SEGMENTS – DOWNTOWN HAMMONDSPORT 

TRADE AREA MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE 
Laptops and lattes 21.4% 21.4% 
Trendsetters 9.4% 30.8% 
Metro renters 4.2% 35.0% 
Diverse convergence 3.9% 38.9% 
Midlife constants 3.7% 42.6% 
Traditional living 3.5% 46.1% 
Rustbelt traditions 3.4% 49.5% 
Comfortable empty nesters 3.0% 52.6% 
Savvy suburbanites 2.8% 55.4% 
Urban chic 2.6% 58.0% 
In style 2.4% 60.4% 
Set to impress 2.3% 62.7% 
City lights 2.0% 64.8% 
Hometown heritage 1.9% 66.6% 
Downtown melting pot 1.9% 68.5% 
Heartland communities 1.8% 70.3% 
Emerald city 1.8% 72.1% 
Old and newcomers 1.8% 73.9% 
Pleasantville 1.8% 75.7% 
Top tier 1.8% 77.2% 

ESRI Business Analyst 

 

Market potential indices for downtown Hammondsport are similar to those of the other destination districts. Visitors to the 
district engage in non-motorized outdoor activities (road and mountain biking, hiking, etc.) and arts and culture. Fewer 
NASCAR fans are attracted to Hammondsport, compared to Corning and Watkins Glen. 

Compared to downtown Watkins Glen, Hammondsport appears to be a somewhat undiscovered destination in the Finger 
Lakes. The same visitors should have an interest in both districts, but it is likely that Watkins Glen State Park attracts the 
additional visitors to downtown Watkins Glen, and they do not venture east to Hammondsport, which probably sees more 
visitors for Keuka Lake and nearby wineries. It interesting to note patterns from the housing analysis that show many of 
the people moving to the three counties are buying homes in the northwestern part of Steuben County, near 
Hammondsport. 

Given its ability to draw high-income tourist traffic, there will be demand for additional business development in 
downtown Hammondsport, which may not be accommodated within the existing boundaries of the district. A couple 
strategies might be considered to encourage these uses. The first would be to encourage existing uses that are not visitor-
serving to relocated to the south entrance to the village, vacating space that might be occupied by specialty shops and 
eateries. A second strategy would be to allow the adaptive use of residential properties bordering the commercial district. 
Homes and even accessory buildings like garages can be converted to shops, galleries, and small food places. There 
would even be an opportunity for small-scale infill on the alley between Strethar Street and Lake Street, redesigning the 
alley as a pedestrian way onto which shops could open. These kinds of small spaces would be well suited to artists and 
food entrepreneurs living in the area. 
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MARKET POTENTIAL INDEX (MPI) – DOWNTOWN HAMMONDSPORT 
MARKET POTENTIAL FOR ACTIVITY IN THE PAST YEAR: US AVERAGE =100 

ACTIVITY  
Hunting with rifle 76 
Fishing (fresh water) 83 
Hunting with shotgun 84 
Motorcycling 90 
Birdwatching 95 
Overnight camping trip 96 
Attended country music performance 98 
Boating (power) 98 
Golfing 99 
Horseback riding 102 
Visited indoor water park 103 
Gambled at a casino 104 
Visited theme park 106 
College basketball superfan 107 
Attended sports events 108 
Dined out 108 
Mountain biking 109 
NBA superfan 110 
Painting / drawing 110 
Canoeing / kayaking 112 
Cooked for fun 117 
MLB superfan 117 
NASCAR superfan 118 
Did photography 118 
Road biking 119 
Attended rock music performance 120 
Attended dance performance 122 
Backpacking 123 
Hiking 125 
Attended live theater 129 
Attended adult education course 129 
Ice skating 133 
Soccer superfan 134 
NHL superfan 135 
Went to a museum 139 
Visited art gallery 145 
Attended classical music / opera performance 147 
Skiing (downhill) 164 

ESRI Business Analyst 

 

DOWNTOWN MONTOUR FALLS 
Located just a little over a mile from Watkins Glen, Montour Falls features a picturesque downtown with Shequaga Falls as 
a terminal vista. Deckertown Falls, Eagle’s Cliff Falls, and falls in Havana Glen Park are located just east of the village, and 
Aunt Sarah’s Falls is to the north. The Catherine Valley Trail, a gravel-surfaced bicycle and walking trail, passes through 
Montour Falls between Watkins Glen and Pine Valley, north of Horseheads. 

The downtown is about three blocks long, with buildings along the street wall built from the mid-1800-s to the early 
1900’s. Some have noteworthy architecture and are in excellent condition, while plainer buildings have often been 
unsympathetically remodeled. Most are one or two stories high. Parking is available on the street and in small lots (some 
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private). Along with village offices, there is a small historic inn, a pharmacy, a small number of specialty shops and eating 
and drinking establishments, a popular bakery, post office, bank, and offices and services. There are vacant storefronts 
and sites where redevelopment would be possible at the west end of the district or north of Smith Lane. 

 

REGIONAL TRADE AREA – DOWNTOWN MONTOUR FALLS VS DOWNTOWN WATKINS GLEN 

 
The trade area for downtown Montour Falls is shown in red. 

Place Dynamics analysis of Placer.ai data 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN MONTOUR FALLS 

 TRADE AREA 
Population – 2010 373,441 
Population – 2021 estimate 379,804 
Population – 2026 forecast  382,184 
Median age 38.2 
Median household income $71,404 
Unemployment rate 7.8% 
White collar occupations 72.4% 
Services occupations 14.8% 
Blue collar occupations 12.8% 
Owner occupied housing 36.4% 
Market potential – retail trade $6,562,930,000 
Market potential – food and drink $755,011,000 

ESRI Business Analyst 

 

Unlike Watkins Glen, the downtown district in Montour Falls is not attracting a large number of tourists, or overall visitors, 
despite its assets. The district has very good potential for revitalization to house tourist-supported businesses like 
restaurants, specialty food stores and other specialty shops, and galleries. Redevelopment sites on Main Street can 
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accommodate retail or small mixed use buildings. Upper floors of new mixed use buildings might be considered for 
housing tourism industry workers, including seasonal workers. 

Trade area demographics follow a pattern similar to the other destination districts, with a younger, higher-income visitor 
more likely to be employed in a white collar occupation. The top market segments in downtown Montour Falls are similar 
to those in downtown Watkins Glen, but segments common in the local area are more likely to appear among visitors to 
this district. They make up just under a quarter 23.3 percent) of the total. 

 

TAPESTRY MARKET SEGMENTS – DOWNTOWN MONTOUR FALLS 

TRADE AREA MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE 
Laptops and lattes 21.2% 21.2% 
Metro renters 9.5% 30.7% 
Trendsetters 8.0% 38.8% 
City strivers 7.3% 46.1% 
Downtown melting pot 5.8% 51.9% 
High rise renters 5.3% 57.1% 
Traditional living 5.0% 62.1% 
Midlife constants 2.6% 64.7% 
Hometown heritage 2.5% 67.2% 
Set to impress 2.4% 69.6% 
Golden years 2.2% 71.7% 
Small town simplicity 2.0% 73.8% 
Heartland communities 1.9% 75.7% 
Rustbelt traditions 1.9% 77.6% 
Emerald city 1.8% 794% 
Social security set 1.7% 81.2% 

ESRI Business Analyst 

 

Downtown Montour Falls will be able to attract a greater number of tourists, drawing on traffic to its larger, better-known, 
and much more heavily visited neighbor just a mile to the north. Five actions should be taken to bring about the district’s 
revitalization. 

1. Enhance the streetscape. With Shequaga Falls as a focal point, downtown Montour Falls is already picturesque. 
Improvements to the streetscape will build on the views. Improvements to be considered include burying power 
lines, replacing existing streetlights with lower decorative lighting, widening sidewalks to create outdoor display 
or dining areas in front of businesses, and installing planter bays to introduce low (up to about three foot high) 
landscaping. A significant gateway should be developed at the intersection of Main Street with Catherine Street 
(Highway 14). 

2. Improve building façades. The tourist market is one that patronizes unique local businesses, but also demands 
quality. The building façade is the first signal of the quality of the products, services, or food inside. Buildings do 
not need to be elaborate, but do need to be well-designed and well-maintained. In many cases, the district’s 
buildings will make a favorable impression by simply renovating in a manner similar to their original design, 
including materials and the size of window or door openings.  

3. Redevelop available sites in the district. Sites at the east end of Main Street or on Smith Lane can be redeveloped 
to bring new uses into the district. Retail and dining uses are appropriate for Main Street, with the potential for 
residential units above, that might include short-term rentals or tourism workforce housing. Lodging, residential, 
and some commercial uses would be appropriate for Smith Lane. Redevelopment on the corner of Main Street 
and Catherine Street will help to bring the district out to where it will draw the attention of passing traffic. 
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4. Implement a program of business development. The goal of a business development program will be to transition 
the district to a higher proportion of retail and dining businesses serving the tourism market. These will be 
independent and locally-owned businesses. Most will be startups with the potential for some to expand into the 
district, which offers the advantage of lower costs compared to Watkins Glen. Technical and financial assistance 
should be provided, and may also be used to help non-tourism businesses relocate to Highway 14. 

5. Strategically market the district. Marketing should piggy-back on that of Watkins Glen and the Finger Lakes. The 
goal is to capture side trips from people already visiting the area. In addition to efforts to market the district, 
cooperative marketing programs can also be put in place to help individual businesses. Location-based web 
marketing, billboards, and advertising in publications or locations that will be visited are going to be the most 
effective techniques.  

 

COMPARISON OF ROUTES TRAVELED TO DOWNTOWN MONTOUR FALLS AND DOWNTOWN WATKINS GLEN 

 
Routes traveled to downtown Montour Falls Routes traveled to downtown Watkins Glen 

 Place Dynamics analysis of Placer.ai data 

DOWNTOWN WATKINS GLEN 
Downtown Watkins Glen attracts more tourists than any other district in the three-county area. Situated at the lower end 
of Seneca Lake, the district stretches from the waterfront south to Watkins Glen State Park, a spectacular deep and narrow 
gorge with waterfalls and hiking trails. The park attracts more than a million annual visitors, with one of three entrances on 
Franklin Street where it passes over Glen Creek. Schuyler County offices are located across from the park entrance. 

The street has a mixed development pattern from the state park north to about 5th Street, with post-war suburban 
buildings interspersed with a few remaining older homes that have been converted to commercial uses. This gives way to 
a traditional downtown with buildings dating from the mid-1800s to the present. Most are in very good condition and 
there are few examples of the poorly-conceived and executed renovations common in other business districts. The 
streetscape is simple, but does have planers and street trees to soften the district’s aesthetic. Only a couple locations have 
space to allow outdoor dining, and there is no sidewalk dining, which is unusual for a tourist district. Parking is provided 
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on the street or in public and private surface lots. There are sites that could be redeveloped in both the northern and 
southern parts of the district. 

 

NATIONAL VIEW OF VISITOR LOCATIONS IN THE MOBILE TRACKING SAMPLE – DOWNTOWN WATKINS GLEN 

 
Place Dynamics analysis of Placer.ai data 

 

REGIONAL TRADE AREA – DOWNTOWN WATKINS GLEN 

 
Place Dynamics analysis of Placer.ai data 
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Over 4.5 million people live in the district’s extended trade area, reaching out to 250 miles and taking in parts of cities like 
New York, Philadelphia, Washington DC, Pittsburgh, Cleveland, and nearby metropolitan areas like Buffalo, Rochester, 
and Syracuse. It is second only to Hammondsport in median household income. Visitors to the district have a younger 
median age and are much more likely to be employed in white collar occupations, compared to the region and customers 
of most districts in the three counties. 

 

DEMOGRAPHIC AND MARKET SUMMARY – DOWNTOWN WATKINS GLEN 

 TRADE AREA 
Population – 2010 4,375,612 
Population – 2021 estimate 4,512,833 
Population – 2026 forecast  4,576,239 
Median age 37.9 
Median household income $78,842 
Unemployment rate 7.7% 
White collar occupations 71.3% 
Services occupations 15.1% 
Blue collar occupations 13.6% 
Owner occupied housing 38.7% 
Market potential – retail trade $76,834,229,000 
Market potential – food and drink $8,902,804,000 

ESRI Business Analyst 

 

Dominant market segments in the trade area are very different from those of the three counties, but share many similar to 
the downtown districts of Hammondsport, Corning, and Montour Falls. These are a mix of older and younger households 
with above-average income and wealth. They enjoy traveling and have the resources to spend on quality lodging, dining, 
and experiences. Employed in professions that are more amenable to remote working, they will have more time available 
to travel (both frequency and duration of trips) as employers provide more flexibility for them to work outside of the office. 

   

TAPESTRY MARKET SEGMENTS – DOWNTOWN WATKINS GLEN 

TRADE AREA MARKET SEGMENTS 
SEGMENT PERCENT CUMULATIVE 
Laptops and lattes 20.2% 20.2% 
Downtown melting pot 16.3% 36.5% 
Trendsetters 7.8% 44.3% 
Metro renters 7.2% 51.4% 
Diverse convergence 5.2% 56.7% 
High rise renters 3.8% 60.5% 
City lights 3.1% 63.5% 
Golden years 2.5% 66.0% 
City strivers 2.5% 68.5% 
Pleasantville 1.9% 70.5% 
Rustbelt traditions 1.8% 72.3% 
Pacific heights 1.7% 74.0% 
Urban chic 1.7% 75.7% 
Top tier 1.6% 77.4% 
College towns 1.3% 78.7% 
Social security set 1.2% 79.9% 
Comfortable empty nesters 1.2% 81.1% 

ESRI Business Analyst 
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Watkins Glens’ tourists share a similar market potential index with the other destination districts, with regard to their 
leisure and recreational interests. Favored activities are among those offered in the vicinity, including outdoor activities 
like hiking, canoeing and kayaking, photography, and road biking. Watkins Glen and Corning are in a better position than 
other districts to offer events that appeal to the tourist market, but individual businesses can explore programs that bring 
people to the area, especially in the off-season. For example, several wineries in Washington State host off-season and 
holiday events such as special wine tastings, wine and food pairings, and events that mix wine and art. 

 

MARKET POTENTIAL INDEX (MPI) – DOWNTOWN WATKINS GLEN 
MARKET POTENTIAL FOR ACTIVITY IN THE PAST YEAR: US AVERAGE =100 

ACTIVITY MPI 
Fishing (fresh water) 63 
Hunting with rifle 68 
Hunting with shotgun 76 
Overnight camping trip 82 
Golfing 83 
Attended country music performance 85 
Motorcycling 87 
Birdwatching 89 
Boating (power) 92 
Attended sports events 100 
Horseback riding 102 
Gambled at a casino 102 
Dined out 102 
Painting / drawing 103 
Canoeing / kayaking 105 
Road biking 109 
Attended rock music performance 110 
Mountain biking 113 
Visited theme park 117 
Cooked for fun 119 
Hiking 120 
Backpacking 120 
Did photography 121 
Attended dance performance 122 
Attended adult education course 123 
Visited indoor water park 125 
Attended live theater 125 
NBA superfan 136 
Went to a museum 140 
Attended classical music / opera performance 144 
MLB superfan 145 
Visited art gallery 148 
College basketball superfan 150 
Ice skating 154 
Skiing (downhill) 157 
NHL superfan 166 
NASCAR superfan 172 
Soccer superfan 182 

ESRI Business Analyst 

 

Watkins Glen is the biggest beneficiary of pandemic induced behavioral changes that saw increases in participation in 
outdoor activities, travel to small town destinations, and weekend getaways. The downtown district can capitalize on a 
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significant increase in foot traffic to support new tourist-oriented businesses, whether in existing buildings or on 
redevelopment sites. Local economic development and tourism initiatives can facilitate redevelopment, create programs 
for business development, and assist in building traffic during the slower months of the year through marketing and 
events. 
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