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1 EXECUTIVE SUMMARY 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

In 2015 the Corcoran Neighborhood Organization (CNO) began working on developing strategies and 

methods for cultivating a thriving Corcoran business environment that is supportive and responsive to 

local resident’s needs in accordance with the CNO Strategic Plan adopted in 2012.  Following the key 

highlights of this strategic plan, CNO has been undertaking efforts to build staff capacity in an attempt to 

both “strengthen the diverse richness of the area through place-making and the engagement of 

people,1” and “pursue and strengthen partnerships to better serve the community.”  

As a part of these efforts, a thorough demographic background analysis, retail analysis, and 

administration of a variety of public surveys were conducted to provide the organization with current 

and relevant information to assist with these capacity-building activities while strategies are developed 

to cultivate a thriving Corcoran business environment.  The proposed developments occurring within 

close proximity to the Hiawatha & Lake LRT Station - where housing, retail, and population densities will 

all be dramatically increasing in the future - has also served as a catalyst for opening discussions and 

changing both perceptions and reality regarding the future business landscape of the Corcoran 

neighborhood.   

The social and economic diversity of the neighborhood creates a need to preserve a culturally diverse 

business environment, though the constant stream of high business-ownership turnover and vacant 

storefronts has been a constant challenge for the neighborhood in maintaining a stable business 

environment.  This research paper highlights the key findings regarding the demographic background and 

spending habits of residents living in the Corcoran neighborhood, provides an overview of the current 

business landscape, and briefly discusses results from the surveys administered.   

Business Landscape and Business Mix 
The Corcoran neighborhood is positioned along three distinct routes: East Lake Street, Cedar Avenue 
South, and 35th Street East, with retail businesses scattered along both Cedar Ave and 35th Street East, 
and clustered along East Lake Street.  Existing nodes at E. Lake St & Cedar Ave, 35th 
St. & Cedar Ave. and 35th St. & 23rd Ave. are areas in the neighborhood with  
highest retail density, with the node at 35th St. & 23rd Ave. highly suitable for 
providing many of the types of goods and services that have been recommended 
in the following report.  
 
A number of vacant storefronts exist at each of these nodes, creating challenges  
for developing strategies as how to cluster investment for the most effective results 
while ensuring an inclusive and equitable strategy for all residents living in the 
Corcoran neighborhood.    
 
 While there is a diverse mix of businesses located in neighborhood 
compared to other popular retail nodes close to Corcoran, ESRI Business 
Analyst and survey results suggest a need for: specialty food stores, an 
electronics & appliances store, health and personal care stores, food  
service & drinking places (limited-service eating places), and lawn & 
garden equipment supply store; as these are the types of businesses with 
the highest retail gap (Apx. D) and market leakage (Fig. 11) in  
neighborhood that seem appropriate when considering population 
size, density, demographics, competition, and existing built landscape.   
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Survey Outreach 
To gain a better understanding of the Corcoran business environment and resident shopping habits, two 
separate surveys were conducted targeting neighborhood residents, people shopping in the neighborhood, 
and Corcoran business owners to gain better understanding of their perception of the Corcoran business-
retail environment, along with identifying the shopping habits and types of stores people would like to see 
in Corcoran.   
 
An overwhelmingly number of the 140+ respondents had a strong preference for supporting local 
businesses and shopping in a diverse business environment.  A large number of respondents also reported 
having traveled outside the Corcoran neighborhood for goods/services more than five times in the past 30 
days.  The most desired types of businesses are listed as follows: restaurant/dining option, coffee shop, 
followed by a deli/bakery.  Professional services, health and beauty store, and a gas station were the least 
desired types of businesses survey respondents prefer in the neighborhood.   

 

 
 
A total of 30 business owners were delivered the survey in mid-July and those who did not respond were 
followed up with an additional contact.  7 business owners responded for a response rate of 23.33%.  
Restrictive building regulations, poor building conditions, and language barriers appear to be the main 
issues in which business owners currently face, while many of the other business challenges appeared to 
have little relevance from this pool of respondents.  Business mentoring and business technical assistance 
were the two categories in which business owners felt assistance would be most helpful.  
 

Recommendations 
Focusing efforts on filling the vacant storefronts at the 35th St. & 23rd Ave commercial node with the types 

of consideration made in this report would likely satisfy the large number of survey respondents who 

desired these types of establishments, along with matching the demographic patterns of residents living 

within very close proximity to this node.  Further outreach to E. Lake St business owners and connecting 

with a larger number of the Latino and East African population would allow for strategies more reflective of 

these populations opinions and shopping needs.   

Further outreach should be conducted to the remaining business owners to help identify how CNO can be 

as effective and efficient moving forward with implementation strategies.  From the small sample of 

respondents, identifying deteriorating building structures and helping business owners understand and 

navigate restrictive building regulations would be the assistance most useful at this time.   
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2 INTRODUCTION 

   

The Corcoran neighborhood is located in the greater Midtown area of south Minneapolis and 

situated within close proximity to major transportation routes and commercial corridors.  The 

intersection at Hiawatha and East Lake Street serves as a regional hub, attracting residents from all 

over metro area for a variety of activities including the YWCA, Minneapolis Public Schools Adult 

Education courses and services, the Midtown Farmers Market, South High School, the 

Hiawatha/Lake Street LRT Station, and a variety of other shopping activities within close proximity.  

The Corcoran neighborhood has existing retail at East Lake Street along the northern edge of the 

neighborhood and Cedar Ave South along the western edge, the former a commercial corridor, and 

the latter being a major road artery serving the Twin Cities metro.  As a result, the area attracts 

many people living outside the Corcoran neighborhood on a daily basis and increases the 

opportunity for business owners to serve an even larger customer-base.   

There are many different social, cultural, and economic differences and disparities existing within 

the neighborhood to be considered while cultivating a thriving business environment supportive of 

all resident’s needs and properly functioning as a tool for economic development and catalyst for 

future interest and investment in the area.     

Methodology 
Research for this project was conducted using various methods in an effort to gain an 
understanding of the neighborhood residential and business environment background.  ESRI ArcGIS 
was used to examine and map the demographics of residents and to gain a better understanding of 
the current land-use patterns and zoning regulations.  ESRI’s Business Analyst extension was used 
to gather further demographic, economic, and business data by generating a series of Market 
Profile reports that contained information regarding the consumer spending and shopping habits of 
Corcoran residents and all businesses within close proximity to the neighborhood.  
Recommendations generated by ESRI Business Analyst regarding the market potential and 
consumer spending habits of Corcoran residents have been included in this report. 
 
Additional survey outreach was performed to further gather information regarding the perceptions 
of Corcoran residents of the current business environment and to identify threats and issues 
currently challenging business owners in the neighborhood.  
 



6 | P a g e  
 

3 NEIGHBORHOOD BACKGROUND/DEMOGRAPHICS 

Demographics: 
The Corcoran neighborhood is an ethnically and culturally diverse neighborhood, catering to 
residents with a wide range of social and economic interests and consumption habits.  The 
neighborhood has a total population of 4,027 residents as of 2014. (*see Appendix A for a full 
study of Corcoran neighborhood demographics).  The area is mainly a residential neighborhood 
with a relatively high population density of 8,570.2 people per square mile, and considerably high 
housing density of 2,393.48 households per square mile.   
 
Figure 1 shows the population according to ethnicity, which highlights the diverse landscape.  
2019 estimates predict an even more diverse landscape (Appendix A) as the Hispanic population 
will continue to increase.  The neighborhood has a considerably younger population than both 
Minnesota and the US, with a median age of 32.6 compared to 37.9 and 37.7 respectively, and a 
total of 72% of residents under the age of 45 (Fig. 2), important to consider as younger 
populations have different shopping and consumption patterns.   

       
The educational attainment of individuals in the neighborhood is similar to that of 
Minnesota as a whole, though Corcoran has higher totals in both individuals with a 
Bachelor’s Degree or higher and individuals who haven’t graduated from high school (Fig 3). 
 

    
Homeownership rates are similar to the City of Minneapolis at 
52.9% vs 49.2% respectively, with rates higher in the southeastern 
quadrant of the neighborhood where income levels and educational 
attainment rates are greater (Fig. 4). 
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Fig. 4 

Source: ESRI Business Analyst, 2015 

 

Source: ESRI Business Analyst, 2015 

 

Source: ESRI Business Analyst, 2015 
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The following series of maps illustrate the geographic location of Corcoran in relation to the entire 
City of Minneapolis, highlighting some of the spatial issues challenging the neighborhood:  

 
 

 
 

 
 

Figure 5 shows the proximity of 

Corcoran to locations with high 

concentrations of poverty and low-

wage workers, which can influence the 

types of services and businesses 

needed to best serve existing nearby 

populations.  Corcoran is positioned 

between areas of both high poverty 

rates to the northwest and much lower 

poverty rates to the south and 

southeast of the neighborhood.   

Fig. 5 

Fig. 6 

Fig. 7 

Figure 6 examines the spatial position 

of Corcoran in relation to the home 

ownership rate and the population’s 

median age, highlighting the 

differences existing close to and within 

the Corcoran neighborhood.  A younger 

and more diverse population with 

lower home ownership rates tend to 

live towards the northwestern edge of 

the neighborhood, resembling that of 

nearby neighborhoods to the north and 

west, while the southeastern portion of 

the neighborhood resembles 

neighborhoods to the south and east, 

where homeownerships rates and 

median age tend to be higher.    

Figure 7 examine the racial 

demographics near Corcoran, helping 

to identify the diverse population 

existing within and close to the 

neighborhood.  The most densely 

populated area of Hispanic residents 

lies just to north/northwest of the 

neighborhood.  Persons of Hispanic 

origin represent 30.1% of the 

population in Corcoran in  

comparison to 17.5% for the U.S.  

The Diversity Index, which measures 

the probability that two people from 

the same area will be a different 

race/ethnic groups, is 82.9 in the 

identified area, compared to 62.6 for 

the U.S.  



8 | P a g e  
 

 Median household income and median home value stand at $39,175 and $183,701, lower than 
the $58,634 and $193,663 of Minnesota residents statewide, which can have adverse effects on 
the purchasing power of residents living in the neighborhood (Fig. 8).  Income projections for 
2019 show a growth rate of 2.81% to $44,998 (Appendix A) which closely resemble projected US 
annual growth rates.  27.6% of households have earnings less than $25,000 annually, while 
21.4% of households have earnings greater than $75,000 annually, highlighting the stark 
contrast related to consumption power and consumer spending occurring within the Corcoran 
neighborhood.  An overall average net worth of $189,913 (Appendix A) compared to $595,144 

for Hennepin County3 further highlights the lack of disposable income and weaker purchasing 
power of residents in Corcoran. 
 
 

    
 
Economic growth indicators suggest growth has occurred within the neighborhood boundaries, 
with an increase in income (consumption power) for higher income earners from 2003-2013 
(Fig. 9) and less percentage of overall workers in both the low and middle income-earning 
categories: 

 
 
Although the younger workforce has seen total membership in workforce decrease over the 
past decade, workers Age 55 or older have doubled the amount of residents in workforce over 
the same period of time (Fig. 10), which could suggest the increase in Jobs by Income may be 
related to a more experienced and older workforce, and not necessarily all jobs seeing 
increased wages.  The unemployment rate of residents in the neighborhood is significantly 
higher than Minnesota overall, at 9.6% compared to a rate of 5.9%  respectively, another 
challenge facing the neighborhood in cultivating a business environment inclusive of different 
incomes and shopping habits.   
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Source: ESRI Business Analyst, 2015 

Source: On the Map Application, 2015 Source: On the Map Application, 2015 
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The income and educational disparities existing in the neighborhood along with the proximity to 
higher levels of populations living in poverty outside of the neighborhood present challenges and 
opportunities for CNO in which to be aware.  The Corcoran neighborhood has certain spatial 
attributes important to consider while cultivating a strategy to strengthen the Corcoran business 
environment.  The neighborhood is positioned close to both lower income populations with lower 
home ownership rates to the northern and western edges of the neighborhood boundaries, while 
to the south and east, home ownership rates and income levels are considerably higher.  Corcoran 
is also positioned within very close proximity to the most densely populated area of residents that 
identify as being of Hispanic origin in the City of Minneapolis, another important element to 
consider while developing inclusive and equitable strategies for filling vacant storefronts in the 
neighborhood.  With both a younger population and higher unemployment rates in the 
neighborhood, including these populations will help to strengthen both the business environment 
and the well-being of Corcoran residents.   
 
By addressing these challenges and providing economic opportunities to others as an inclusive 

strategy, the overall Corcoran neighborhood environment will benefit as a result.  With the 

increase in both housing and population density that will be occurring over the next few years as 

a result of the proposed housing developments in the neighborhood, more residents and activity 

offer an opportunity to build off this excitement and cultivate a thriving business environment 

that is both exciting and attractive to residents and visitors both familiar with, and new to the 

neighborhood.  
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4 MARKET POTENTIAL 

ESRI’s Business Analyst extension provides numerous capabilities for analysis to gather 
demographic, economic, and business data that offers insight into the consumer spending and 
shopping habits of Corcoran residents in & within close proximity to the neighborhood.*  Reports 
identifying market surplus and leakage trends, which examines current market gaps within in the 
neighborhood; consumer spending information; and reports analyzing the potential market index 
have been included in this analysis to provide another layer of data for CNO to examine and 
consider for future reference, along with being used to develop the following graphs. 
 

 
 

 
 
While there is a diverse mix of businesses located in neighborhood compared to other popular 
retail nodes close to Corcoran, the data from ESRI Business Analyst highlights a need for: specialty 
food stores, an electronics & appliances store, a book store, health and personal care stores, food 
service & drinking places (limited-service eating places); as these are the types of businesses with 
the highest retail gap (*See Appendix D: Retail Gap and Market Leakage) in neighborhood.  These 
recommendations also seem appropriate when considering population size, density, demographics, 
existing competition, and the existing built landscape.   Further examination of consumer spending 
reports also supports these recommendations as well, with Food Away from (and At) Home, 
TV/Video/Audio Accessories, Computers & Accessories, and Vehicle Maintenance & Repairs as 
categories with high Spending Potential Index scores and high overall consumer spending totals. 
 

 

*See Appendix A- 

Demographic and Income 

Profile; Appendix B- Retail 

Marketplace Expenditures; 

Appendix C-Market 

Potential; Appendix D-

Retail Gaps and Market 

Leakage  

Fig. 12 
Spending Potential Index 
 
 
 

Market Surplus/Leakage 

 

Fig. 13 

Fig. 11 

Source: ESRI Business Analyst, 2015 

Source: ESRI Business Analyst, 2015 Source: ESRI Business Analyst, 2015 
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When examining the market potential for the Corcoran neighborhood, the population 
demographics and business environment located within close proximity to neighborhood are also 
important considerations.  Using the ESRI Business Analyst drive-time analysis feature and applying 
a range of “minutes-traveled” intervals that potential customers may be willing to travel to access 
the Corcoran neighborhood provides great insight into the local market demographics and 
competing business landscape.  The map below highlights the areas within a 1, 2, 5, 10, and 15 
minute drive when traveling to the approximate center of the Corcoran neighborhood (Fig. 14), 
followed by a series of workflow maps that examines the relationship between workers place of 
employment and their residence entering and leaving the neighborhood.  Understanding the 
market potential outside of the neighborhood will inform CNO on how to capture potential 
customers visiting the neighborhood on a daily basis and living within close proximity. 

 

 

Fig. 10 

Fig. 14 

Fig. 15 Fig. 16 
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5 BUSINESS LANDSCAPE AND BUSINESS MIX 

The Corcoran business landscape centers along three major routes: East Lake Street, Cedar 
Avenue South, and 35th Street East, with retail businesses scattered along both Cedar Ave and 
35th Street East, and clustered along East Lake Street, creating contrasting retail densities along 
this northern boundary compared to the rest of this mostly residential neighborhood.  The 
following series of maps provide an overview of the current Corcoran retail environment, 
highlighting the various business corridors and nodes within the neighborhood. (Fig. 17-20)   
 

    

 
 
East Lake Street, Cedar Ave South, and 35th Street East are dotted with commercial properties 
that cater to locals with food & dining options, and an assortment of service industries that serve 
the greater Twin Cities metro population.  The commercial corridor along East Lake Street 
contains a wide assortment of businesses, with many of the stores providing a wide assortment 
of goods and services catering to a range of diverse populations and ethnicities.  The existing 
nodes at both 35th St/23rd Ave. and the corner of Cedar Ave & E. 32nd St appear highly suitable for 
providing some of the types of goods and services that have been recommended in this report 
due to the relatively high pedestrian traffic resulting from the bus shelter located at the 

Fig. 17 Fig. 18 

Fig. 19 

Fig. 20 
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respected nearby corners, and the large open areas along the street that allow for outdoor 
seating and opportunity for public seating and use. (Fig. 18)   
 
The following maps provide an overview of total retail sales (Fig. 21), followed by a map that 
provides an overview of the retail landscape that highlights existing retail clusters. (Fig. 22) 
 

 

 
 
 
One of the more important aspects of cultivating a thriving business environment is creating a 
retail and public space conducive to shopping and consumption and addressing minor changes 
such as streetscape and infrastructure improvements that may be implemented to attract new 
entrepreneurs and investment into the neighborhood.  Addressing the streetscape and more 
visual aspects of the neighborhood will also help to address the public’s perception of the 
neighborhood as a new neighborhood business atmosphere develops.  A suggested method of 
actionable steps for addressing these concerns have been included in this report (p. 18), and 
include minor streetscape improvements and working to create a cohesive neighborhood identity 
and addressing business signage and marketing throughout Corcoran.    

Fig. 21 

Fig. 22 

A Hot-Spot analysis was conducted on 

the registered businesses throughout 

portions of south Minneapolis to 

identify potential retail clusters and to 

examine the existing retail landscape 

within, and around, Corcoran.  Fig. 23 

highlights “hotspots” mostly to the 

edges of the study area. It is 

important to understand the spatial 

relationship of Corcoran to these 

hotspots to help identify clusters 

when attracting new businesses to 

the neighborhood.    

Fig. 23 
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A number of vacant storefronts are located in seemingly great locations within the 
neighborhood- near public transit attracting pedestrian foot traffic, along major arterial roads, 
and within close proximity to existing retail storefronts.  Streetscape improvements in these areas 
will help to soften the urban environment, and potentially serve as a catalyst for attracting 
entrepreneurs and new street activity to the neighborhood.   
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 24 
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6     SURVEY RESULTS 

In an effort to obtain information regarding the current business environment in Corcoran, both a 

residential survey and business owner survey were conducted to identify common themes and 

opinions regarding the Corcoran business environment and possible areas in which to focus.  A 

previous study of the 38th and Bloomington intersection served as a tool and guidance in the 

development of these survey questions2. 

The residential survey was administered through various channels: through the CNO website and 

CNO online e-newsletter, a Saturday morning at Midtown Farmers Market, during the East Lake 

Street Open Streets event, and outreach along East Lake Street on a few occasions.  Over 140 

responses were gathered in the process, with an overall higher number of female, Caucasian 

respondents that have obtained a Bachelor’s or Graduate degree, while only 6.6% of respondents 

had attained up to a high school diploma, considerably less than the composition of the Corcoran 

neighborhood.  About 66% plan to continue living in Corcoran, suggesting neighborhood and 

household stability.  Further outreach to the nearby Latino and East African populations would be 

helpful in determining whether their current needs are being satisfied within the Corcoran 

neighborhood.   

 
 
 
From the majority of respondents, there was a strong preference for shopping in a culturally 

diverse business landscape, and an overwhelmingly desire to support local businesses, with 

95.7% of respondents replying this was very important and 82.9% of respondents expressed they 

would rather purchase local over big-box and online.  88.2% have traveled outside of Corcoran 

for goods over 5 times in past 30 days, while only 39.2% have purchased goods in Corcoran over 

5 times past 30 days.  A large share of individuals responded that they have shopped along E Lake 

St more than 5 times in past 30 days as well, hinting that availability of a wide range of goods and 

services is lacking in the Corcoran neighborhood.  
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The business nodes in which most respondents reported frequently shopping were: Midtown 
Farmers Market, Lake & Hiawatha, Seward (Franklin Ave), and along Lake St at Lyndale Ave, 27th 
Ave, and Bloomington Ave.   

 

 

There was a somewhat mixed perception regarding public safety and crime, with almost equal 

distribution across the different ranking intervals.  Filling storefronts and making some minor 

aesthetic improvements to building facades or streetscape should help to invite more people into 

the neighborhood and serve as strategy to help resolve this challenge.  Common themes 

identified from the survey results tended to focus mostly on availability and types of 

goods/services provided: “Don’t have what I’m looking for…”, while convenience of online 

shopping and price were other factors causing people not to purchase locally.   

An additional survey was conducted targeting business-owners in the neighborhood to gather 
insight into how the neighborhood can best support these local businesses as they continue 
working on building staff-capacity at CNO.  A total of 30 businesses were delivered the survey in 
mid-July, and those who did not respond were followed up with an additional contact.  7 business 
owners responded for a response rate of 23.33%.  Restrictive building regulations, poor building 
conditions, and language barriers appear to be the main issues in which business owners 
currently face, while many of the other business challenges appeared to have little relevance 
from this pool of respondents.  Business mentoring and business technical assistance were the 
two categories in which business owners felt assistance would be most helpful.  Further outreach 
with business owners in the neighborhood is needed to gain additional information on how CNO 

Ranking of Qualities Important to Address *5 is most important 
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could provide the best support and have clear understanding on how to focus neighborhood 
improvements most efficiently for wide-range of stakeholders.   
 
Overview of Business Owner survey responses: 
 

• 7/30 respondents for a 23.3% response rate 
• No respondents along East Lake Street 
• Most were satisfied with current location 
• Most respondents reported that customers traveled by automobile from within City of 

Minneapolis 
• Poor building conditions, restrictive building regulations were most common challenges addressed 
• Business owners were focused on improving the public infrastructure and developing the business 

identify of the neighborhood for a more pleasurable retail experience 
• Connecting to local business association, business mentoring, and improved access to Midtown 

Greenway were types of assistance business owners desire to make businesses more successful 
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7 CONCLUSION 

As housing density and the overall population steadily increases over the next few years as new 

housing projects and mixed-use developments come to fruition along Lake St and Hiawatha, it is 

important to consider the changes in population and housing density that will occur as a result.  

Final recommendations have been included based on neighborhood demographics, survey results, 

and analysis of existing business landscape.   

 Creative, multi-use spaces that offer both services and entertainment  

 Concentrate efforts on filling storefronts at the 35th St& 23rd Ave node; assisting with, and attracting East Lake 
St & Cedar Ave businesses and addressing streetscape nearby; and finally attracting new tenants to area 
around Cedar Ave & E 32nd St 

 Types of services and goods most desired are restaurants, coffee, and deli/bakery from survey results, similar 
to recommendations from ESRI BA suggesting high potential for Food Away from Home 

 Focus efforts on providing a wider assortment of goods and services followed by neighborhood aesthetics (per 
survey results) 

 Follow strategies outlined in Corcoran Midtown Revival Plan and Corcoran Strategic Plan for developing a 
cohesive urban environment- streetscape improvements, etc. 

 Further outreach to business owners to identify challenges and threats in neighborhood 
 

This report provides an analysis of both the quantitative and qualitative data obtained from ESRI 
Business Analyst and during survey outreach to identify the most effective and efficient methods 
for cultivating a thriving and stable business environment in the Corcoran neighborhood. Providing 
a wider range of goods and services, while addressing basic streetscape improvements to alter the 
perception of the Corcoran neighborhood will help to attract investment and the opportunity for 
“on-the-ground” community involvement by the Corcoran Neighborhood Organization while 
building staff capacity and developing a strategy within the organization.   
 

 

Fig. 25 

 

Fig. 30 

Dunn & Bradstreet Million Dollar Database, 2014 
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Actionable Steps: 
 Promote inserting awnings along storefronts at 35th St & 23rd Ave node and replace awnings at 

Cedar Ave & 32nd Ave; follow design of awnings at E Lake St & Cedar Ave for cohesive 
neighborhood feel 

    
 

 Streetscape improvements and “softening” urban environment 

                
  

 Implementing creative features to create environment more attractive to entrepreneurs and 
shoppers 

                    
 

 Prime locations with available room for outdoor seating within close proximity to public transit 
should be focused on for marketing available opportunities 

                     
 

E Lake St 

Landscape Features 

E 35th St & 23rd Ave S Cedar Ave S & E 32nd St  

Art & Streetscape Furniture 
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8 SOURCES 
1 Corcoran Neighborhood Organization Strategic Plan 

2 38th & Bloomington Market Profile Report 

3 http://www.point2homes.com/US/Neighborhood/MN/Hennepin-County-Demographics.html 
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9 APPENDIX 

A- Corcoran Demographic and Income Profile 

Summary Census 2010  2014 2019 

Population 3,942  4,027 4,208 

Households 1,501  1,546 1,626 

Families 800  818 856 

Average 
Household 
Size 

2.61  2.59 2.57 

Owner 
Occupied 
Housing Units 

866  885 930 

Renter 
Occupied 
Housing Units 

635  661 696 

Median Age 31.4  32.6 32.8 

Trends: 2014 
- 2019 Annual 
Rate 

Area  State National 

Population 0.88%  0.61% 0.73% 

Households 1.01%  0.68% 0.75% 

Families 0.91%  0.60% 0.66% 

Owner HHs 1.00%  0.67% 0.69% 

Median 
Household 
Income 

2.81%  3.14% 2.74% 

     

   
 
 

2014            2019            

Households 
by Income 

 Number Percent Number Percent 

<$15,000  229 14.8% 232 14.3% 

$15,000 - 
$24,999 

 198 12.8% 163 10.0% 

$25,000 - 
$34,999 

 246 15.9% 207 12.7% 

$35,000 - 
$49,999 

 279 18.0% 286 17.6% 

$50,000 - 
$74,999 

 263 17.0% 294 18.1% 

$75,000 - 
$99,999 

 163 10.5% 211 13.0% 

$100,000 - 
$149,999 

 137 8.9% 173 10.6% 

$150,000 - 
$199,999 

 19 1.2% 36 2.2% 

$200,000+  12 0.8% 24 1.5% 

      
Median 
Household 
Income 

 $39,175  $44,998  
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Average 
Household 
Income 

 $50,181  $57,669  

Per Capita 
Income 

 $19,330  $22,362  

 Census 2010             2014            2019            

Population by 
Age 

Number Percent Number Percent Number Percent 

0 - 4 365 9.3% 350 8.7% 361 8.6% 
5 - 9 272 6.9% 306 7.6% 309 7.3% 
10 - 14 233 5.9% 247 6.1% 270 6.4% 
15 - 19 206 5.2% 235 5.8% 249 5.9% 
20 - 24 302 7.7% 314 7.8% 342 8.1% 
25 - 34 921 23.4% 759 18.8% 721 17.1% 
35 - 44 601 15.2% 680 16.9% 681 16.2% 
45 - 54 487 12.4% 485 12.0% 499 11.9% 
55 - 64 373 9.5% 398 9.9% 417 9.9% 
65 - 74 119 3.0% 187 4.6% 259 6.2% 
75 - 84 47 1.2% 50 1.2% 78 1.9% 

85+ 16 0.4% 16 0.4% 22 0.5% 

 Census 2010             2014            2019            

Race and 
Ethnicity 

Number Percent Number Percent Number Percent 

White Alone 2,140 54.3% 2,101 52.2% 2,069 49.2% 
Black Alone 529 13.4% 560 13.9% 616 14.6% 
American 
Indian Alone 

192 4.9% 189 4.7% 186 4.4% 

Asian Alone 108 2.7% 119 3.0% 133 3.2% 
Pacific 
Islander 
Alone 

2 0.1% 2 0.0% 2 0.0% 

Some Other 
Race Alone 

733 18.6% 801 19.9% 920 21.9% 

Two or More 
Races 

238 6.0% 255 6.3% 282 6.7% 

 

Source: U.S. Census Bureau, Census 2010 Summary File 1.  Esri forecasts for 2014 and 2019. 
 

 

Area 
State 
USA 

Trends 2014-2019 
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 Net Worth Profile  

  2014-2019 2014-2019 

Summary  Census 2010 2014 2019 Change Annual Rate 

Population  3,942 4,027 4,208 181 0.88% 

Median Age  31.4 32.6 32.8 0.2 0.12% 

Households  1,501 1,546 1,626 80 1.01% 

Average Household Size  2.61 2.59 2.57 -0.02 -0.15% 

       

2014 Households by Net 

Worth 

    Number Percent 

Total     1,546 100.0% 

<$15,000     695 45.0% 

$15,000-$34,999     166 10.7% 

$35,000-$49,999     77 5.0% 

$50,000-$74,999     119 7.7% 

$75,000-$99,999     61 3.9% 

$100,000-$149,999     88 5.7% 

$150,000-$249,999     123 8.0% 

$250,000-$500,000     151 9.8% 

$500,000+     66 4.3% 

       

Median Net Worth     $21,833  

Average Net Worth   $189,913  

   Number of Households  

2014 Net Worth by Age of 

Householder 

<25 25-34 35-44 45-54 55-64 65-74 75+ 

Total 91 361 378 288 253 123 52 

<$15,000 72 217 203 120 66 12 5 

$15,000-$34,999 12 69 32 28 20 5 0 

$35,000-$49,999 3 15 19 11 12 17 0 

$50,000-$99,999 3 31 59 40 27 14 6 

$100,000-$149,999 1 14 20 21 21 7 4 

$150,000-$249,999 0 6 26 24 37 15 15 

$250,000+ 0 9 19 44 70 53 22 

Median Net Worth $9,479 $12,477 $13,966 $30,705 $102,703 $184,301 $212,155 

Average Net Worth $14,478 $52,722 $102,510 $289,563 $576,690 $824,924 $701,447 
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B- Market Expenditures 

       Spending 
     Potential        

Average 
Amount 

 

  Index Spent Total 
Apparel and 
Services  

 50 $1,120.56 $1,732,388 

Men's  47 $199.08 $307,780 
Women's  41 $324.58 $501,804 
Children's  56 $202.77 $313,488 
Footwear  37 $162.92 $251,870 
Watches & Jewelry  72 $101.93 $157,586 
Apparel Products and 
Services (1) 

 136 $129.28 $199,860 

Computer     
Computers and 
Hardware for Home Use 

 75 $157.21 $243,046 

Portable Memory 
 

78                            
$4.08 

$6,310 

Computer Software  82 $16.25 $25,118 
Computer Accessories  69 $12.86 $19,886 

Entertainment & 
Recreation 

 69 $2,213.25 $3,421,690 

Fees and Admissions  67 $423.34 $654,479 
Membership Fees for 
Clubs (2) 

 66 $109.73 $169,647 

Fees for Participant 
Sports, excl. Trips 

 68 $79.91 $123,534 

Admission to 
Movie/Theatre/Opera/Ballet 

74 $118.68 $183,483 

                    Admission to Sporting Events, 
excl. Trips 

62 $40.26 $62,248 

Fees for Recreational 
Lessons 

62 $74.14 $114,624 

Dating Services 105 $0.61 $944 
TV/Video/Audio 72 $914.42 $1,413,690 
Cable and Satellite 
Television Services 

70 $614.08 $949,375 

Televisions 75 $107.86 $166,752 
Satellite Dishes 75 $1.15 $1,784 
VCRs, Video Cameras, and 
DVD Players 

78 $8.31 $12,847 

Miscellaneous Video 
Equipment 

79 $8.25 $12,755 

Video Cassettes and DVDs 79 $24.59 $38,016 
Video Game 
Hardware/Accessories 

83 $18.66 $28,844 

Video Game Software 81 $21.75 $33,622 
Streaming/Downloaded 
Video 

82 $4.62 $7,150 

Rental of Video Cassettes 
and DVDs 

81 $18.62 $28,791 

Installation of Televisions 61 $0.66 $1,028 
Audio (3) 68 $82.28 $127,204 

Rental and Repair of 
TV/Radio/Sound Equipment 

68                            
$3.57 

$5,522 

Pets 73 $403.79 $624,265 
Toys and Games (4) 72 $86.08 $133,078 
Recreational Vehicles and 
Fees (5) 

49 $103.73 $160,369 

Sports/Recreation/Exercise 
Equipment (6) 

61 $111.98 $173,114 

Photo Equipment and 
Supplies (7) 

74 $58.46 $90,379 
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Reading (8) 64 $95.36 $147,428 
Catered Affairs (9) 69 $16.10 $24,889 

Food 73 $6,048.86 $9,351,533 
Food at Home 73 $3,692.16 $5,708,081 

Bakery and Cereal 
Products 

71 $507.05 $783,896 

Meats, Poultry, Fish, 
and Eggs 

73 $819.99 $1,267,703 

Dairy Products 71 $389.15 $601,621 
Fruits and Vegetables 72 $696.72 $1,077,126 
Snacks and Other Food 
at Home (10) 

73 $1,279.26 $1,977,735 

Food Away from Home 74 $2,356.70 $3,643,452 
Alcoholic Beverages 76 $412.80 $638,191 
Nonalcoholic Beverages at 
Home 

74 $358.80 $554,712 

Household Furnishings 
and Equipment 

   

Household Textiles (13) 71 $67.85 $104,895 
Furniture 72 $362.86 $560,974 
Rugs 54 $13.00 $20,102 
Major Appliances (14) 64 $166.81 $257,881 
Housewares (15) 59 $41.48 $64,126 
Small Appliances 70 $31.40 $48,540 
Luggage 69 $6.19 $9,568 
Telephones and Accessories 86 $41.82 $64,650 
Household Operations    
Child Care 75 $327.55 $506,394 
Lawn and Garden (16) 55 $231.44 $357,806 
Moving/Storage/Freight Express 88 $63.61 $98,336 
Housekeeping Supplies (17) 70 $491.34 $759,613 
Transportation    
Vehicle Purchases (Net Outlay) (20) 69 $2,717.78 $4,201,693 
Gasoline and Motor Oil 72 $2,452.61 $3,791,735 
Vehicle Maintenance and Repairs 71 $768.10 $1,187,488 
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C- Retail Market Potential 

 Expected Number of  Percent of   

Product/Consumer Behavior  Adults/HHs Adults/HHs MPI 

Apparel (Adults)    

Bought any men's clothing in last 12 months 1,428 47.8% 99 

Bought any women's clothing in last 12 months 1,308 43.8% 98 

Bought clothing for child <13 years in last 6 months 888 29.7% 106 

Bought any shoes in last 12 months 1,664 55.7% 102 

Bought costume jewelry in last 12 months 596 20.0% 100 

Bought any fine jewelry in last 12 months 596 20.0% 103 

Bought a watch in last 12 months 329 11.0% 96 

    

Automobiles (Households)    

HH owns/leases any vehicle 1,225 79.2% 93 

HH bought/leased new vehicle last 12 mo 94 6.1% 70 

    

Automotive Aftermarket (Adults)    

Bought gasoline in last 6 months 2,399 80.3% 94 

Bought/changed motor oil in last 12 months 1,416 47.4% 95 

Had tune-up in last 12 months                                                                                                                  834                                          27.9%                                                               92 

Beverages (Adults) 

Drank bottled water/seltzer in last 6 months 1,895 63.4%               97 

Drank regular cola in last 6 months 1,474 49.3%                 108 

Drank beer/ale in last 6 months 1,449 48.5%                 115 

    

Cameras (Adults)    

Own digital point & shoot camera 845 28.3%             88 

Own digital single-lens reflex (SLR) camera 269 9.0%             105 

Bought any camera in last 12 months 178 6.0%             83 

Bought memory card for camera in last 12 months 158 5.3%              92 

  Cell Phones (Adults/Households) 

Bought cell phone in last 12 months 1,179 39.5% 108 

Have a smartphone 1,766 59.1% 121 

Have an iPhone 635 21.3% 114 

Number of cell phones in household: 1 562 36.4% 113 

Number of cell phones in household: 2 610 39.5% 107 

Number of cell phones in household: 3+ 310 20.1% 80 

HH has cell phone only (no landline telephone) 932 60.3% 159 

    

Computers (Households)    

HH owns a computer 1,195 77.3% 101 

HH owns desktop computer 635 41.1% 84 

HH owns laptop/notebook 831 53.8% 105 

Spent <$500 on most recent home computer 236 15.3% 108 

Spent $500-$999 on most recent home computer 293 19.0% 94 

Spent $1,000-$1,499 on most recent home computer 151 9.8% 98 
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Spent $1,500-$1,999 on most recent home computer 72 4.7% 101 

Spent $2,000+ on most recent home computer 65 4.2% 109 

Convenience Stores (Adults)    

Shopped at convenience store in last 6 mos 1,851 62.0% 102 

Bought brewed coffee at convenience store in last 30 days 429 14.4% 94 

Bought cigarettes at convenience store in last 30 days 471 15.8% 120 

Bought gas at convenience store in last 30 days 971 32.5% 98 

Spent at convenience store in last 30 days: <$20 242 8.1% 99 

Spent at convenience store in last 30 days: $20-$39 224 7.5% 82 

Spent at convenience store in last 30 days: $40-$50 192 6.4% 84 

Spent at convenience store in last 30 days: $51-$99 93 3.1% 68 

Spent at convenience store in last 30 days: $100+ 702 23.5% 102 

    

Entertainment (Adults)    

Attended a movie in last 6 months 1,963 65.7% 109 

Went to live theater in last 12 months 324 10.8% 86 

Went to a bar/night club in last 12 months 581 19.5% 114 

Dined out in last 12 months 1,214 40.6% 90 

Gambled at a casino in last 12 months 333 11.1% 76 

Visited a theme park in last 12 months 514 17.2% 96 

Viewed movie (video-on-demand) in last 30 days 548 18.3% 118 

Viewed TV show (video-on-demand) in last 30 days 481 16.1% 132 

Watched any pay-per-view TV in last 12 months 480 16.1% 123 

Downloaded a movie over the Internet in last 30 days 268 9.0% 136 

Downloaded any individual song in last 6 months 704 23.6% 115 

Watched a movie online in the  last 30 days 621 20.8% 153 

Watched a TV program online in last 30 days 623 20.9% 155 

Played a video/electronic game (console) in last 12 months 422 14.1% 124 

Played a video/electronic game (portable) in last 12 months                                                                218     7.3% 163 

Financial (Adults) 

Have home mortgage (1st) 640 21.4% 68 

Used ATM/cash machine in last 12 months 1,481 49.6% 102 

Own any stock 167 5.6% 72 

Own U.S. savings bond 129 4.3% 75 

Own shares in mutual fund (stock) 183 6.1% 82 

Own shares in mutual fund (bonds) 106 3.5% 72 

Have interest checking account 683 22.9% 79 

Have non-interest checking account 754 25.2% 89 

Have savings account 1,427 47.8% 89 

Have 401K retirement savings plan 317 10.6% 72 

Own/used any credit/debit card in last 12 months  1,985 66.5% 90 

Avg monthly credit card expenditures: <$111 262 8.8% 74 

Avg monthly credit card expenditures: $111-$225 142 4.8% 73 

Avg monthly credit card expenditures: $226-$450 149 5.0% 79 

Avg monthly credit card expenditures: $451-$700 150 5.0% 92 

Avg monthly credit card expenditures: $701-$1,000 110 3.7% 85 

Avg monthly credit card expenditures: $1,001+ 245 8.2% 89 
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Did banking online in last 12 months 1,001 33.5% 95 

Did banking on mobile device in last 12 months 367 12.3% 118 

      Paid bills online in last 12 months                                                                                                        1,231                41.2%                               99 

Grocery (Adults)    

Used beef (fresh/frozen) in last 6 months 2,075 69.5% 97 

Used bread in last 6 months 2,845 95.2% 100 

Used chicken (fresh or frozen) in last 6 mos 1,968 65.9% 92 

Used turkey (fresh or frozen) in last 6 mos 437 14.6% 80 

Used fish/seafood (fresh or frozen) in last 6 months 1,733 58.0% 104 

Used fresh fruit/vegetables in last 6 months 2,496 83.6% 96 

Used fresh milk in last 6 months 2,592 86.8% 96 

Used organic food in last 6 months 712 23.8% 121 

    

Health (Adults)    

Exercise at home 2+ times per week 883 29.6% 104 

Exercise at club 2+ times per week 364 12.2% 94 

Visited a doctor in last 12 months 2,032 68.0% 90 

Used vitamin/dietary supplement in last 6 months 1,417 47.4% 89 

    

Home (Households)    

Any home improvement in last 12 months 264 17.1% 62 

Used housekeeper/maid/professional HH cleaning service in 
last 12  

165 10.7% 82 

Purchased low ticket HH furnishings in last 12 months 278 18.0% 115 

Purchased big ticket HH furnishings in last 12 months 363 23.5% 112 

Purchased bedding/bath goods in last 12 months 794 51.4% 96 

Purchased cooking/serving product in last 12 months 375 24.3% 100 

Bought any small kitchen appliance in last 12 months 342 22.1% 99 

Bought any large kitchen appliance in last 12 months 166 10.7% 83 

    

Insurance (Adults/Households)    

Currently carry life insurance 957 32.0% 74 

Carry medical/hospital/accident insurance 1,482 49.6% 77 

Carry homeowner insurance 789 26.4% 55 

Carry renter's insurance 302 10.1% 137 

Have auto insurance: 1 vehicle in household covered 678 43.9% 140 

Have auto insurance: 2 vehicles in household covered 366 23.7% 84 

      Have auto insurance: 3+ vehicles in household covered                                                   110       7.1%                                   32 

Pets (Households) 

Household owns any pet 670 43.3% 81 

Household owns any cat 266 17.2% 76 

Household owns any dog 431 27.9% 70 

Psychographics (Adults)    

Buying American is important to me 961 32.2% 75 

Usually buy items on credit rather than wait 264 8.8% 78 

Usually buy based on quality - not price 562 18.8% 105 

Price is usually more important than brand name 810 27.1% 99 

Usually use coupons for brands I buy often 467 15.6% 83 

Am interested in how to help the environment 443 14.8% 89 

Usually pay more for environ safe product 426 14.3% 113 



29 | P a g e  
 

Usually value green products over convenience 312 10.4% 103 

Likely to buy a brand that supports a charity                                                          917                                                 30.7%                             90 

Reading (Adults) 

Bought digital book in last 12 months 369 12.4% 111 

Bought hardcover book in last 12 months 733 24.5% 109 

Bought paperback book in last 12 month 1,026 34.3% 101 

Read any daily newspaper (paper version) 596 20.0% 71 

Read any digital newspaper in last 30 days 1,152 38.6% 123 

Television & Electronics (Adults/Households) 

Own any e-reader/tablet  616 20.6% 97 

Own any portable MP3 player 1,059 35.5% 106 

HH owns 1 TV 401 25.9% 129 

HH owns 2 TVs 396 25.6% 97 

HH owns 3 TVs 338 21.9% 102 

HH owns 4+ TVs 179 11.6% 59 

HH subscribes to cable TV 896 58.0% 114 

HH subscribes to fiber optic 86 5.6% 84 

HH has satellite dish 189 12.2% 48 

HH owns DVD/Blu-ray player 923 59.7% 97 

HH owns camcorder 183 11.8% 76 

HH owns portable GPS navigation device 279 18.0% 65 

HH purchased video game system in last 12 mos 152 9.8% 107 

HH owns Internet video device for TV 75 4.9% 111 

Travel (Adults)    

Domestic travel in last 12 months 1,456 48.7% 97 

Took 3+ domestic non-business trips in last 12 months 278 9.3% 75 

Spent on domestic vacations in last 12 months: <$1,000 277 9.3% 83 

Spent on domestic vacations in last 12 months: $1,000-$1,499 127 4.3% 71 

Spent on domestic vacations in last 12 months: $1,500-$1,999 91 3.0% 87 

Spent on domestic vacations in last 12 months: $2,000-$2,999 112 3.7% 98 

Spent on domestic vacations in last 12 months: $3,000+ 118 4.0% 73 

Domestic travel in the 12 months: used general travel website 204 6.8% 97 

Foreign travel in last 3 years 780 26.1% 110 

Took 3+ foreign trips by plane in last 3 years 135 4.5% 103 

Spent on foreign vacations in last 12 months: <$1,000 108 3.6% 86 

Spent on foreign vacations in last 12 months: $1,000-$2,999 63 2.1% 69 

Spent on foreign vacations in last 12 months: $3,000+ 147 4.9% 100 

Foreign travel in last 3 years: used general travel website 186 6.2% 114 

Nights spent in hotel/motel in last 12 months: any 1,174 39.3% 95 

Took cruise of more than one day in last 3 years 206 6.9% 79 

Member of any frequent flyer program 453 15.2% 91 

Member of any hotel rewards program 340 11.4% 81 

 

Restaurants (Adults)    

Went to family restaurant/steak house in last 6 months 2,175 72.8% 96 

Went to family restaurant/steak house: 4+ times a month 813 27.2% 95 

Went to fast food/drive-in restaurant in last 6 months 2,680 89.7% 99 

Went to fast food/drive-in restaurant 9+ times/mo 1,245 41.7% 103 

Fast food/drive-in last 6 months: eat in 1,064 35.6% 98 

Fast food/drive-in last 6 months: home delivery 356 11.9% 152 

Fast food/drive-in last 6 months: take-out/drive-thru 1,376 46.1% 98 
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Appendix D- Retail Gap and Market Leakage 
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Appendix E- Reports for Business Mix Analysis 

Lake & Hiawatha Business Mix    Franklin Ave (Seward) Business Mix 

 

 

E Lake St & 27th Ave Business Mix         E Lake St & Bloomington Ave Business Mix 

      

  NAICS    Demand          Supply Retail Gap Leakage/Surplus    Number of 

Industry Summary    (Retail Potential)         (Retail Sales)   Factor     Businesses 

Total Retail Trade and Food & Drink  44-45,722 $3,711,856 $24,631,827 -$20,919,971 -73.8 7 

Total Retail Trade  44-45 $3,319,161 $19,508,673 -$16,189,512 -70.9 6 

Total Food & Drink  722 $392,694 $5,123,154 -$4,730,460 -85.8 1 

  NAICS     Demand          Supply Retail Gap Leakage/Surplus    Number of 

Industry Group    (Retail Potential)         (Retail Sales)   Factor     Businesses 

Motor Vehicle & Parts Dealers  441 $646,092 $441,890 $204,202  18.8 1 

   Automobile Dealers  4411 $566,138 $0 $566,138  100.0 0 

   Other Motor Vehicle Dealers  4412 $35,517 $0 $35,517  100 0 

   Auto Parts, Accessories & Tire Stores  4413 $44,438 $441,890 -$397,452  -81.7 1 

Furniture & Home Furnishings Stores  442 $68,878 $0 $68,878  100.0 0 

   Furniture Stores  4421 $41,852 $0 $41,852  100.0 0 

   Home Furnishings Stores  4422 $27,027 $0 $27,027  100.0 0 

Electronics & Appliance Stores  443 $82,589 $0 $82,589  100.0 0 

Bldg Materials, Garden Equip. & Supply Stores  444 $101,079 $0 $101,079  100.0 0 

   Bldg Material & Supplies Dealers  4441 $81,671 $0 $81,671  100.0 0 

   Lawn & Garden Equip & Supply Stores 4442 $19,408 $0 $19,408  100.0 0 

Food & Beverage Stores  445 $540,464 $5,358,245 -$4,817,781  -81.7 1 

   Grocery Stores  4451 $467,162 $0 $467,162 100.0 0 

   Specialty Food Stores  4452 $14,774 $0 $14,774 100.0 0 

   Beer, Wine & Liquor Stores 4453 $58,528 $0 $58,528 100.0 0 

Health & Personal Care Stores  446,4461 $232,354 $0 $232,354 100.0 0 

Gasoline Stations  447,4471 $374,330 $0 $374,330 100.0 0 

Clothing & Clothing Accessories Stores  448 $183,229 $0 $183,229 100.0 0 

   Clothing Stores  4481 $141,701 $0 $141,701 100.0 0 

   Shoe Stores  4482 $33,217 $0 $33,217 100.0 0 

   Jewelry, Luggage & Leather Goods Stores 4483 $8,312 $0 $8,312 100.0 0 

Sporting Goods, Hobby, Book & Music Stores  451 $82,361 $0 $82,361 100.0 0 

   Sporting Goods/Hobby/Musical Instr Stores 4511 $62,343 $0 $62,343 100.0 0 

   Book, Periodical & Music Stores  4512 $20,018 $0 $20,018 100.0 0 

General Merchandise Stores  452 $623,283 $0 $623,283 100.0 0 

   Department Stores Excluding Leased Depts. 4521 $255,351 $0 $255,351 100.0 0 

   Other General Merchandise Stores  4529 $367,932 $0 $367,932 100.0 0 

Miscellaneous Store Retailers  453 $81,708 $104,370 -$22,662 -12.2 1 

   Florists  4531 $3,246 $0 $3,246 100.0 0 

   Office Supplies, Stationery & Gift Stores  4532 $16,730 $37,625 -$20,895 -38.4 1 

   Used Merchandise Stores  4533 $14,944 $0 $14,944 100.0 0 

   Other Miscellaneous Store Retailers  4539 $46,788 $0 $46,788 100.0 0 

Nonstore Retailers  454 $302,795 $5,542,147 -$5,239,352 -89.6 1 

   Electronic Shopping & Mail-Order Houses  4541 $266,501 $0 $266,501 100.0 0 

   Vending Machine Operators  4542 $10,050 $0 $10,050 100.0 0 

   Direct Selling Establishments  4543 $26,244 $0 $26,244 100.0 0 

Food Services & Drinking Places  722 $392,694 $5,123,154 -$4,730,460 -85.8 1 

   Full-Service Restaurants 7221 $159,542 $4,860,444 -$4,700,902 -93.6 1 

   Limited-Service Eating Places  7222 $203,050 $0 $203,050 100.0 0 

   Special Food Services  7223 $11,905 $0 $11,905 100.0 0 

   Drinking Places - Alcoholic Beverages  7224 $18,197 $0 $18,197 100.0 0 
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Appendix F- Survey Instruments 

Neighborhood Boundaries 

 

 

 
Greetings!  The Corcoran Neighborhood Organization (CNO) is currently in the process of identifying potential 

opportunities and strategies to strengthen and cultivate a thriving commercial real estate environment.  The organization is 

conducting a survey of both business owners and residents to gather data and opinions on the business environment and 

how it could be developed in the upcoming years.   CNO cannot achieve this vision without your help and input, and would 

kindly consider if you would take a few minutes to fill out this survey.  Also, the survey may be completed online on our 

website at www.corcoranneighborhood.org.  We are excited to hear your thoughts!    

 

If you have any questions regarding this survey, feel free to contact us at info@corcoranneighborhood.org or 612-724-7457.  

Please fill out and return this survey on or before August 15th, 2015.   

 

http://www.corcoranneighborhood.org/
mailto:info@corcoranneighborhood.org


33 | P a g e  
 

Resident Survey            

Shopping Habits 

              

1. What is your relationship with the Corcoran neighborhood? 

 Live in  Work in  Shop in  Other   

              

2. Is it important to you to support local businesses in the Corcoran neighborhood?  

 Yes   No   No preference 

              

3. How important is a culturally diverse business environment to you? 

 Not important  Somewhat important  Very important 

              

4. Please check the commercial centers where you currently shop regularly: 

 Lake & Hiawatha  Lake & Hennepin  Midtown Farmers Market  

 Lake & Bloomington  38th & Chicago  Seward (Franklin Ave) 

 Lake & 27th Ave  38th & Bloomington   Other    

 Lake & Lyndale  Cedar-Riverside  

              

5. What types of products or services do you purchase in the Corcoran neighborhood? 

 Restaurant/Dining  Gas/Convenience  Entertainment  Professional services 

 Health/Beauty  Grocery store   Coffee   Retail/Clothing 

 Deli/Bakery   Hardware/Repair  Bicycle shop   Other    

              

6. What types of products or services do you think are needed in the Corcoran neighborhood?  

(Choose up to 3) 

 Restaurant/Dining  Gas/Convenience  Entertainment  Professional services 

 Health/Beauty  Grocery store   Coffee   Retail/Clothing 

 Deli/Bakery   Hardware/Repair  Bicycle shop   Other    
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7. Please rank the qualities you think need to be improved for a more pleasurable retail experience in the 

Corcoran neighborhood:  (Select a ranking of 1-5 for each attribute. Each numerical ranking may only be used 

once.) 5= Highest Priority 

Goods and services available   1  2  3  4  5     

(More retail, dining, and entertainment options; Lack of diverse goods and services available)  (Comments) 

Public safety    1  2  3  4  5     

(Crime; Vacancies)         (Comments) 

Aesthetics    1  2  3  4  5     

(Street appearance; Building appearances; More parks/open green spaces; Business marketing/signage) (Comments) 

Public infrastructure   1  2  3  4  5     

(Street lighting; Sidewalk/street improvements; Parking; pedestrian/bicycle access; bicycle infrastructure) (Comments) 

Neighborhood business identity  1  2  3  4  5     

(Commercial or neighborhood branding efforts; creating a sense of “place”)      (Comments)   

              

8. In the last 30 days, how many times did you… 

Visit businesses in Corcoran neighborhood         Not at all      Less than 5 times  More than 5 times 

Visit the Midtown Farmers Market            Not at all      Less than 5 times  More than 5 times 

Travel outside of Corcoran for goods/services   Not at all      Less than 5 times  More than 5 times 

Shop on E Lake St (between 35W & Mississippi)           Not at all      Less than 5 times  More than 5 times 

Make a purchase online             Not at all      Less than 5 times  More than 5 times 

              

 

              

9. If you could purchase a product for the same price, how would you purchase the item? 

 Local store  Online  Big-Box Retailer  No preference 

              

10. Please list your reasons for not using local stores to purchase goods and/or using services: 

              

              

11. Please list any additional comments or thoughts: 
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General background information 

              

12. What is your gender?     M    F      13. What is your age?  Under 18  18-24      25-44 

          45-64         Over 64 

              

14. What is your ethnicity?  African  African-American  Asian  Caucasian 

                     Latino   Middle Eastern    Native Am.                

              

15. What is your household’s annual gross income?  Under $24,250   $24,251-$48,500 

        $48,501-$97,000  over $97,001 

              

16. What is the highest level of formal education you have completed? 

 High school, no diploma  High school graduate   Some college, no degree 

 Associate’s degree   Bachelor’s degree   Graduate/Professional degree 

              

17. How long have you lived in the Corcoran neighborhood? 

 Under 1 year  1-2 years  2-5 years  5-10 years  over 10 years 

              

18. Do you plan on continuing to live in the Corcoran neighborhood? 

 Yes, I plan to stay in Corcoran for many years   Yes, I plan to stay in Corcoran for the short term 

 No, I plan to move away from Corcoran    Undecided 
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Dear Corcoran Business Owner, 

 

Greetings!  The Corcoran Neighborhood Organization (CNO) is currently in the process of identifying potential 

opportunities and strategies to strengthen and cultivate a thriving commercial real estate environment.  The organization is 

conducting a survey of both business owners and residents to gather data and opinions on the business environment and 

how it could be developed in the upcoming years.  As a business owner, the Corcoran Neighborhood Organization needs 

your help gathering information to inform them of the current issues you may be having, along with identifying different 

strengths and opportunities in the neighborhood.  CNO cannot achieve this vision without your help and input, and would 

kindly consider if you would take a few minutes to fill out and return this survey in the enclosed envelope, which should take 

no more than 10 minutes of your time.  Also, the survey may be completed online on our website at 

www.corcoranneighborhood.org.   

We are excited to hear your thoughts, and hope that each business owner in Corcoran will take the time to provide their 

insight and opinions.   

If you have any questions regarding this survey, feel free to contact us at info@corcoranneighborhood.org or 612-724-7457.  

Please fill out and return this survey on or before August 15th, 2015.   

 

Neighborhood Boundaries 

 

 

http://www.corcoranneighborhood.org/
mailto:info@corcoranneighborhood.org
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Business Owner Survey          

Business background information 

 

Business Name:       

 

1. In what industry is your business? 

 Restaurant/Dining  Gas/Convenience  Entertainment  Professional services 

 Health/Beauty  Grocery store   Coffee   Retail/Clothing 

 Deli/Bakery   Hardware/Repair  Bicycle shop   Other    

              

2. How long has your business been in operation? (Include time at this and previous locations) 

 Under 1 year   1-5 years   6-10 years  

 11-20 years   Over 20 years    

              

3. Did you develop a business plan before opening?   Yes  No 

              

4. Do you own or lease the building in which your business is currently located? 

 Own      Lease      Lease, want to purchase existing     Lease, want to purchase new location 

              

5. How satisfied are you with your current location?  

     Unsatisfied (1) to Very satisfied (5)  

 1  2  3  4  5        

              

6. Does your current location support the business growth you are seeking in the future? 

 Yes  No  No, but improvement could be made 

              

7. Do you currently have plans to expand your business? 

 Yes, I plan to expand in Corcoran  Yes, I plan to expand outside of Corcoran 

 No, I plan on reducing size of operation  No changes being made in near future 
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8. How many employees do you currently employ through your business? And how many are residents of 

Corcoran neighborhood? 

        # Of total employees 

        # Of Corcoran residents employed  

Vision of Corcoran 

              

9. Are you aware of the Corcoran Neighborhood Organization? 

 Yes  No  Yes, I’ve interacted with organization 

              

10. How do customers travel to your business? 

 Walk   Automobile   Bike   Bus   Light-rail 

              

11. Approximately what % of your customers visit from the following locations? (% should equal 100) 

         Corcoran neighborhood 

         Minneapolis 

         Twin Cities metro area 

         Outside of the Twin Cities 

              

              

12. Which nearby businesses complement your business? 

 Midtown Farmers Mkt YWCA of Mpls  La Alborada Market  Early Atrebla Learning Center 

 Chatterbox Pub  Winner Gas  Other    

              

13. Please rate degree in which you are experiencing the following business challenges:  

                                       1= No challenge and 5= Major challenge 

Conflict with building owner or tenant  1  2  3  4  5 

Difficulty recruiting employee   1  2  3  4  5 

Unskilled workers    1  2  3  4  5 

Poor building condition    1  2  3  4  5 

Restrictive building regulations       1  2  3  4  5 

Expensive rent     1  2  3  4  5 

Insufficient financing    1  2  3  4  5 



39 | P a g e  
 

Insufficient parking    1  2  3  4  5 

Insufficient street lighting   1  2  3  4  5 

In-town competition    1  2  3  4  5 

Out-of-town competition    1  2  3  4  5 

Language barriers    1  2  3  4  5 

Shoplifting or theft    1  2  3  4  5 

Vandalism     1  2  3  4  5 

Other (   )   1  2  3  4  5 

              

14. Please specify the greatest business challenge or threat from the list above and why: 

            

            

              

15. Please specify the greatest business opportunities or strengths in the Corcoran neighborhood: 

            

            

              

 

16. Please rank the qualities to be you think need to be improved for a more pleasurable retail experience:  

(Select a ranking of 1-5 for each attribute. Each numerical ranking may only be used once.) 5= Top priority 

Goods and services available   1  2  3  4  5     

(More retail, dining, and entertainment options; Lack of diverse goods and services available)  (Comments) 

Public safety    1  2  3  4  5     

(Crime; Vacancies)         (Comments) 

Aesthetics    1  2  3  4  5     

(Street appearance; Building appearances; More parks/open green spaces; Business marketing/signage) (Comments) 

Public infrastructure   1  2  3  4  5     

(Street lighting; Sidewalk/street improvements; Parking; pedestrian/bicycle access; bicycle infrastructure) (Comments) 

Neighborhood business identity  1  2  3  4  5     

(Commercial or neighborhood branding efforts; creating a sense of “place”)      (Comments)   
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17. What types of assistance would make your business more successful? (Select a ranking of 1-8 for 

each attribute. Each numerical ranking may only be used once.) 8= Most helpful   

   

Neighborhood beautification   1  2  3  4  5  6  7  8 

Business loan programs    1  2  3  4  5  6  7  8 

Local road improvements   1  2  3  4  5  6  7  8 

Improved access to Lake St LRT station  1  2  3  4  5  6  7  8 

Improved access to Midtown Greenway  1  2  3  4  5  6  7  8 

Business mentoring    1  2  3  4  5  6  7  8  

Business technical assistance   1  2  3  4  5  6  7  8 

Connecting to local business associations  1  2  3  4  5  6  7  8 

              

18. Please list any additional comments or thoughts: 
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Appendix G- Survey Results 

Survey comments: 

Reasons for not using local stores to purchase 
goods and/or using services: 

11. Please list any additional comments or 
thoughts: 

not able to purchase it locally 
Convenience of delivery 

Public safety needs to be brought to the 
forefront at our current retail nodes. Shootings 
two doors down from Chatterbox, recent 
neighborhood robberies .. Neighbors are 
concerned.  

Time constraints, Price, Location Making the area around lake street more 
bike/pedestrian friendly should be TOP priority. 
The additional apartment buildings and 
storefronts mean more people! Crosswalks 
should be updated and faster! I would be more 
likely to make a trip by bike or foot to a store if it 
felt safer and faster to get there.  

Cheaper online and often more convenient 
(parking/driving issues, safety issues). 

There needs to be a good storefront lunch 
place. Something to order and go, or sit to eat 
with someone else. And subway doesn't count. 

Lack of transportation to bring item to my home. 
Laziness. Price.  

I love my neighborhood, but lets give longfellow 
a run for its money and make our neighborhood 
great!!  

Not a lot of storefront retail to choose from. I spend 
a significant amount of time and money at coffee 
shops, and I would gladly patronize a coffee place 
in Corcoran. 

We need a coffee shop! 

Variety and Selection 
Quality of Product 

We may have too many business nodes for 
each node and each storefront to be viable. 
Overall I don't see it as a goal for each 
neighborhood in the city to have most of the 
stuff people want to buy. Should we focus on a 
few things that perhaps have research behind 
them as the types of goods and services people 
like to have nearby, like coffee shops, 
bodywork, restaurant/ brewpub, etc. etc. 
Also how about some kind of barter facilitation 
or neighborhood equipment rental storefront-
something that is more cooperative than just a 
regular for-profit individual business? 
How about a coffeeshop/bakery type place 
that's also a drop-in child care place that also 
has space for artists within the neighborhood to 
display their art-and for the artists to also teach 
something to the kids there and/or teach adults? 
With studio space on the second floor? 
etc. etc. lots of ideas (: 

Not enough options! if i could walk to a corner 
market with a deli/ bakery i would definitely shop at 
least 3-4 times a week. My family doesnt eat out too 
much but when we do the chatterbox is always a 
top choice but a coffee shop or breakfast place or a 
different type of restaurant would be ideal.  

Lake street needs to be more inviting, with 
restaurant destinations, and better businesses. 
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No co-op in the neighborhood or coffee shop.  We are going to have a very difficult time 
promoting funky, independently-owned shops in 
our neighborhood because of a long series of 
planning blunders by the government. The Hi-
Lake shopping center is a suburban-style strip 
mall with low-quality chain stores. Hiawatha 
Avenue is not compatible with commerce 
because it's a highway. 36th street is mostly 
residential. Cedar Avenue is our best hope for a 
thriving small business community.  

What I need is not within the local area/more 
choices elsewhere 

I try to shop local whenever possible and would 
love to see more retail in corcoran.  

I can't get what I need locally or I don't feel safe 
walking/biking so I might as well drive outside the 
neighborhood if I have to drive. 

Corcoran residents have a very DIY attitude, so 
retail with those consumers in mind would likely 
do well.  

The services I need are not provided. Parking and 
traffic is a problem. 

Aethetics and green space are in question 7 are 
two different things--if things are clean and neat 
great, if green is some planters and boulevard 
pollinator planting--awesome. Green space 
however can also mean and often does mean 
parks. We are good with the park. 

Not sure if it's the atmosphere I'd be comfortable in 
or the store simply doesn't sell/carry anything I'd 
want or need. 

There aren't that many businesses in Corcoran, 
I think your first priority to simple get more 
businesses or get zoning to allow more 
businesses, then worry about what they are.  

Local stores often do not have the items I need. So 
I drive to Target or Home Depot. 

I would like more eating establishments, 
including fast food. Others may not want that in 
Corcoran, but sometimes I want fast, cheap 
food to go and the only option is Subway. I miss 
Burger King! 

Products unavailable and/or significantly more 
expensive at local stores. 

Corcoran could really use more businesses, 
especially restaurants. I find the neighborhood 
to be very walkable but there are not many 
options for a quick walk to grab a bite to eat. I 
think the Taco Taxi is the only place I can think 
of where one can do that. 

Cost differences, not knowing about local 
businesses that carry an item, combining shopping 
trips outside Corcoran for items that aren't found in 
the neighborhood 

Hard to compete with Trader Joes 
Hi-Lake can be sketchy 
bike safety 

They do not exist in our neighborhood and are not 
walkable. 

Light-rail safety 

Not many nearby choices, selection of products is 
limited 

I highly recommend a coffeehouse/bike-shop 
with outdoor seating for the vacant corner of 
23rd Ave and 35th St. A neighborhood 
convenience store there would be SUPER... 
convenient as well, but I understand that others 
have failed there, so my 2nd choice is anything 
with outdoor seating.  

convince, diversity of product and price It is VERY upsetting to see graffiti appearing on 
the artwork on the sides of buildings and 
electrical boxes. This should be cleaned up 
immediately to reclaim the pride in 'sense of 
place' and steps to prevent future graffiti should 
be taken. 
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I don't have a car so walkability/bikability is 
important to me, Unfortunately, there aren't a lot of 
local options in Corcoran, so I end up walking to 
Target for most of my stuff. 

It is VERY upsetting to see graffiti appearing on 
the artwork on the sides of buildings and 
electrical boxes. This should be cleaned up 
immediately to reclaim the pride in 'sense of 
place' and steps to prevent future graffiti should 
be taken. 

Lack of selection, higher prices Murals/street art; bike paths 

I prefer to shop the Seward co-op and liquor stores 
with a wide range of craft beer. We dine out often 
and would love to see more farm to table 
restaurants, tap rooms and a good deli. Other than 
groceries I tend to shop for sewing supplies, 
otherwise we make a strong effort to not buy 
"stuff." If you think you need to buy something, 
wait two weeks. You usually forget about it and 
therefore don't need it.  

I'd love some used clothing stores 

It's generally much easier to purchase something 
online and have it delivered to my home than it is 
to travel a long distance to a store for one or two 
items - especially with small children at home that 
either need to be left with another caretaker, or 
need to make the trip as well. 
 
It would be much different if walking/biking was a 
possibility, or even driving through less congested 
area. 

Don't live in Corcoran live in Powderhorn 10 yrs 

There are not stores in Corcoran that serve my 
household needs. I do shop local (Lake Street 
Resturants, Baker's Wife, Services in adjacent 
neighborhoods such as the vet, ACE on 42nd, 
Everett's, and Northbound, but outside of the 
farmers market not much for us in Corcoran. Travel 
for other groceries to Seward COOP and Highland 
Lunds.  

I will drive to my favorite restaurants and 
venues 

Stores not in Corcoran. Chatterbox should be sold to someone with a 
new concept- need a good pub. 

Not applicable to me. Not approachable.  More north/south bike lanes; more nice rides; 
live and plan to stay in Standish 

Easier to have something delivered.  Don't want more cops tho, they're scary! 

The goods and services I need are not available. I 
would use them if I could get what I needed at a 
competitive price 

Like to shop local to benefit community 

There are very few retail options within walking 
distance.  

I love this neighborhood! 

There are not any co-ops in the neighborhood. I go 
to Seward for Groceries. 

A good organic food store needed 

Lack of options and poor accessibility are the most 
common reasons I would not shop local stores. 

Support local economy and strengthen 
neighborhood is why shop local 

I would rather go to local stores It would be great to see a neighborhood deli, 
coffee shop or bakery in the vacant commercial 
building across from Chatterbox Pub. Also, 
Chatterbox really needs some major 
improvements. The interior is horribly outdated, 
the food is overpriced and very poor quality, and 
it's filthy and stinks so bad like grease and the 
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smell then saturates your hair and clothing. This 
has the potential to be a great neighborhood 
watering hole and to attract people from outside 
the neighborhood, but it's just awful and an 
embarrassment to Corcoran.  

Product availability or lost More shops with food 

Cost and convenience No pagar el alto renta y billes, para comprar 
más. 
To not pay the high rent and bills, for then I 
would shop more. 

Trader Joes is 2/3rd cost of co-op Que no nos cobren la renta alta y los billes. 
To not be charged high rent and bills. 

Lack of options, lack of local foods 
I go to Farmers Market in season 

Menos billes, más dinero! 
Less bills, more money! 

Cost can be higher 
Not seeing what I need for sale locally 

Que baje la renta y billes. 
To lower the rent and bills. 

Lack of inventory compared to online, pricing Drunks on Hi/Lake; pedestrian safety at Hi/Lake 

Most of Corcoran is not near my daily commute (I 
work south of Corcoran and live at the southern 
edge so am more likely to use stores in Standish-
Ericsson) 

Reason for shopping local- supporting local 
businesses 

convience Need more upscale night life like Busters or 
Blue Door 

Don't have what I need. E.g. common things you'd 
buy at cvs like q tips, shampoo or deodorant. 

I love Corcoran and would LOVE to see more 
small local businesses! 

Don't have what I need. E.g. common things you'd 
buy at cvs like q tips, shampoo or deodorant. 

i think we are an up and coming neighborhood 
and should seize the moment to take out 
neighborhood to the next leve. 

Violent community; keep money here (at MFM)  

Product not available  

Distance  

Further drive, smaller selection  

Basically all I come here for MFM & y. I'm not a big 
shopper 

 

Live somewhere else  

Ease, no traffic  

Variety  

Price  

Not what I needed  

Availability; accessibility  

Prefer to shop at co-ops and tend to patronize bike 
shops and restaurants near 48th/Chicago and 
along Nicollet Ave 

 

Too expensive; accessibility   

Lack of stores  

Stuff N/A in Corcoran; not many good coffee shops  

Parking; availability of products  

Diversity in choice  
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Money stays in the area  

Sometimes a bit spendy than others  

Near by  

More online and cheaper, but want to shop locally 
too 

 

Crowds and parking  

Not enough variety  

Not available  

Convenience; availability of products  

Cost  

Not having what I need  

Not available  

Everything I want not available locally  

Access; lack of marketing  

Price and convenience  

Lack of time - sometimes ordering online is easier 
than driving around to shop.  
Pricing of local business can be higher than other 
retailers (like big box such as Target). 
Safety - sometimes feel my personal safety is at 
risk when I'm out in the neighborhood alone.  

 

Por que no hay lo que busco. 
Because there's not what I'm looking for. 

 

Ninguna razon. 
No reason. 

 

No tiene hispanos productos. 
Do not have hispanic products. 

 

No tienen productos hispanos. 
Do not have hispanic products. 

 

Don't get out of the house  

Not what I'm looking for  

They are not here  

Don't have everything- no clothing  

Honestly, I dont think we have enough. I would love 
Corcoran to have a coffee shop, a clothing 
boutique, a little local grocery store, a gas station. 
All these things are available OUTSIDE of corcoran 
in the neighborhing communities. 

 

Easier to shop online with small children.   
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Appendix H- SWOT Analysis: 

The SWOT analysis is a tool often used at the beginning of the planning process to help 

identify potential strengths, weaknesses, opportunities, and threats to consider and 

understand as barriers to success.   

Strengths:  

 LRT Transit Station within close proximity 

 Public transit stations along Cedar Ave and East Lake St 

 Diverse population offers opportunity for using these diverse cultural aspects 
when implementing art and new features into neighborhood (Fig. 16 & Fig. 17) 

 

                            
 

 Strong CNO presence- Corcoran Midtown Revival Plan; Corcoran small-area plans; neighborhood has 
been looking towards future; CNO developed Standards for Automobile Parking for in the Transit Zone; 
Corcoran 2225 E Lake St TOD 

 Using synergy approach for cultivating thriving and stable commercial real estate environment 
responsive to resident’s needs 

 
Weaknesses:  

 No distinct “entertainment” nodes 

 Minimal branding of businesses  

 Disconnected from LRT station and opportunities to capture pedestrian traffic 

 Streetscape not inviting in some areas (Fig. 18) and lacking other pedestrian features (seating, bicycle 
racks, escape from rain and snow) 

 

           VS    &   
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 Non-cohesive building facades 

 Little neighborhood identity branding 
  
Opportunities:  

 Ethnically and culturally diverse landscape allows for wide-range of businesses that have opportunity 
for success 

 Connecting with LRT station/bus routes along Cedar and Lake 

 Changing landscape 

 LRT ridership increasing (Blue Line 14% increase from ridership last year7) 

 Strong local support and interest in local businesses (from surveys) 

 Lake Street being developed as community corridor (2030 MPLS comprehensive plan)  

 Minneapolis Comprehensive Plan has most of neighborhood zoned to provide flexibility in how built 
landscape may be used 

 New affordable housing/population density at 2225 E Lake St is incredible opportunity for increasing 
types of goods/services provided 

 
Threats:  

 Crime and vacancies and addressing the perceptions vs reality (theme from survey results & 
comments) 

 High business turnover 

 “Broken windows” theory- important to maintain sense of “what it is you are seeking” so that 
residents perceptions of the neighborhood improve 

 Areas with highest poverty are almost most densely populated, and have highest rates of both renters 
and minorities 
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