
RETAIL MARKET 
ANALYSIS10

This retail market analysis estimates how many new stores and 
restaurants could feasibly be supported in the neighborhood 
based on current market conditions. While the information 
presented here will be useful for any planning and investment 
decision within the study area, the primary purpose of this 
study is to help the City and its planning partners develop a 
Choice Neighborhoods Transformation Plan that is realistic 
and financially feasible. By incorporating a market analysis 
in the earlier stages of the planning process, the community 
can form recommendations that are within the constraints 
of market feasibility, particularly as it pertains to retail 
development, where private businesses must be profitable 
to survive. Additionally, neighborhood stakeholders have 
long believed there is a shortage of retail services in the 
neighborhood, and this study aims to quantify this shortage as 
a critical first step in encouraging more stores and restaurants 
to open in the area.

The demand estimates presented here are categorized by 
the type of goods sold (e.g. clothing stores, electronics) 
and store types (e.g. neighborhood shopping center, big 
box retail, destination shopping). The estimates include 
three market areas to distinguish between neighborhood 
shopping, community and big-box shopping, and destination 
shopping and entertainment centers, which is further 
described on page 81.

The following is a summary of the greatest retail 
potential based on the findings of this study:

 y The greatest demand is for neighborhood retail 
services, particularly restaurants (dine-in and 
takeaway) and personal care services.

 y There is modest demand for stores associated with 
community retail shopping centers. Beauty supply 
stores, a small fitness center, electronics, and a 
clothing store may be viable.

 y There is very limited demand for big-box retail or 
stores associated with destination shopping and 
lifestyle centers. Exceptions to this may include public-
private ventures that build upon the advantages of 
the area. This may include a fish market, recreation/
activity complex and/or a museum. 

The findings of this retail market analysis support 
what residents believe are the greatest retail needs in 
the neighborhood. In the Resident Needs Assessment 
conducted by Wallace Roberts Todd from March to 
July 2017, local and public housing residents cited 
the greatest need for neighborhood retail services, 
particularly take-away and casual sit-down restaurants, 
nail salons, and beauty stores.
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Existing Retail
The Southeast community was once a thriving area with 
shops, restaurants and services lining Jefferson Avenue and 
Chestnut Avenue. In the latter half of the 20th century, most 
of the retail establishments left as the neighborhood suffered 
from middle class flight and population decline. 

This is based on the total number of stores and restaurants 
per 10,000 residents, where the national average is 73, and the 
target neighborhood is 23. This is an even starker difference 
than wealthier communities; in Beverly Hills, for example, 
where this number is 400.

In recent years, HUD and its partners have adopted an 
analysis of neighborhood retail as one metric of neighborhood 
“opportunity,” or a way to gauge the quality of life within a 
neighborhood. Notably, access to fresh food and produce is 
one metric commonly cited in the Opportunity Project, an 
analysis of community health sponsored by the U.S. Census 
Bureau. The Southeast community was once a “food desert,” 
where most residents needed to travel more than one mile 
to access a grocery store. 

To address this issue and the overall lack of retail in the 
community, the City and its partners worked with the private 
sector to develop the multiple phases of the Brooks Crossing 
mixed-use development project located at Jefferson Avenue 
and 31st Street. This project is anchored by a full-sized grocery 
store. Additionally, within the seven-block stretch of Jefferson 
Avenue south to 28th Street, a Family Dollar and a police 
station recently opened. The Brooks Crossing project has 
capacity for an additional 80,000 square feet of retail.

To the south of Brooks Crossing along Jefferson Avenue, 
the City has recently invested in sidewalk improvements as 
part of the U.S. Complete Streets Program sponsored by the 
U.S. Department of Transportation. Currently, the stretch 
of Jefferson Avenue, from 36th Street to 26th Street, has new 
streetlamps, sidewalks, tree plantings, public seating, and 
façade improvements to many of its buildings. This 10-block 
arterial functions as the retail center of the community, 
combining neighborhood shopping with a Main Street appeal.

Currently, the neighborhood 
is underserved, with only 
one third the number of 
shops and restaurants than 
national average.
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Retail Potential
The retail market analysis included in this study uses 
industry standards to determine the Marshall-Ridley Choice 
Neighborhood’s potential for attracting and supporting new 
stores and restaurants. This potential is calculated based on 
supply and demand, where a) demand is defined as the dollar 
value of how much residents and visitors spend at shops and 
restaurants; and b) supply is defined by how much revenue 
shops and restaurants generate. 

When residents and visitors spend more than what local 
businesses are earning, we assume those dollars are spent 
outside the market area. This is called “leakage.” When 
residents and visitors spend less than what local businesses 
are earning, we call that “surplus.” If a market area has high 
retail leakage, we generally assume that the neighborhood is 
commercially underserved. Conversely, when a neighborhood 
has significant retail surplus, we generally find that this 
neighborhood is a shopping or dining destination. 

As a local example, the shops along Jefferson Avenue near 
Bland Boulevard have a concentration of five car dealerships. 
For these dealerships to be profitable, they would need to sell 
to residents from all over the region, not just the adjacent 
neighborhoods. We can therefore say that this hub of car 
dealerships represents a surplus. 

Alternatively, our target neighborhood market area has a 
population of 7,335 people, who spend an estimated $4.3 
million annually at restaurants. However, the neighborhood 
market only has four restaurants with annual sales of 
approximately $2 million, creating a leakage of over $2 million 
to other neighborhoods. If we also consider the daytime 
population of workers eating at local restaurants, then that 
leakage is even greater.

Store Type Square Footage (approx.) Estimated Number of Stores

Restaurants 7,000 5 non-chain restaurants or 2 chain restaurants

***Personal Care 5,500 – 18,000 5 to 18 stores*

Clothing 5,000 – 12,500 1 to 3 small stores**

Electronics 4,600 2 small stores

Hobby/Sporting 2,611 2 stores

Table 16: Estimated Retail Potential in the Target Neighborhood

Atria Planning LLC

*The low estimate assumes a Neighborhood retail center within the target neighborhood; the high estimate assumes a Community retail center within the 
target neighborhood.

** This does not include larger general clothing stores like Ross or TJ Maxx, where average store sizes are approximately 30,000 square feet.

*** Personal care is a broad retail category that includes beauty, fitness and health-related stores.

We use retail categories provided by the North American 
Industry Classification System (NAICS). The NAICS system 
categorizes store types into 71 categories based on the types 
of goods or services provided. These categories are then 
aggregated into 11 general retail categories. For example, 
Food and Beverage Stores includes grocery stores, cheese 
shops, butcher shops, wine stores, etc. The full list of retail 
categories is provided in the Retail Supply and Demand tables 
found on page 78.

Based on this analysis, we find that 
the Marshall-Ridley neighborhood 
is underserved with approximately 
$25 million in sales spent outside the 
neighborhood. In particular the greatest 
retail gaps are found within restaurants 
(both sit down restaurants and take-
out), personal care services (which 
includes nail salons, beauty salons, and 
pharmacies), and small electronics (which 
includes telecommunications stores like 
T-Mobile or AT&T).
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Chart 22: Number of Shops and Restaurants per 10,000 residents

per 10,000 residents per 10,000 residents per 10,000 residents

Dennys

Radio Shack Sally Beauty Supercuts

24HR Fitness

Types of retail

MARSHALL-RIDLEY 
NEIGHBORHOOD

NATIONAL 
AVERAGE

BEVERLY HILLS,  
CA

23 73 400
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Retail Market Demand 
Methodology
This study includes an assessment of retail potential in 
the target neighborhood, looking at three types of retail 
destinations: 1) neighborhood shopping, 2) community 
shopping, and 3) destination shopping. The approach follows 
industry standards using supply and demand benchmarks, 
where:

Supply = sales volume (in dollars) within the market area by 
retail category (e.g. clothing, personal care); and

Demand = how much people in the market area spend by 
retail category

The market analysis utilizes third party data sources to 
determine the supply and demand characteristics of each 
market. This includes expenditure data provided by ESRI 
Business Analyst; and average sales volume and square 
footage of various store types provided by Urban Land 
Institute’s Dollars and Cents of Shopping Centers.

Trade Areas

We include three market trade areas to analyze the potential 
for: 1) Neighborhood retail services; 2) Community retail 
services; and 3) Destination retail services that include big 
box retail and destination centers. (The analysis excludes the 
potential for new shopping malls, which have been in steady 
decline since the 1990s as destination centers became more 
desirable). The Neighborhood market area is defined as a 
15-minute walking radius around the Marshall-Ridley target 
site. The Community market area is defined as a 10-minute 
drive time from the target site. The Destination retail market 
area is defined as a 30-minute drive time from the target site.

Data Sources

 y Urban Land Institute Dollars and Cents of Shopping 
Centers, 2008 (adjusted to 2017 figures)

 y ESRI Business Analyst Retail Market Potential, effective 
April 2017

 y 2015 Hampton Roads Real Estate Market Review published 
by Old Dominion University

 y Cushman and Wakefield First Quarter 2016 Market Report 
(MarketBeat)

 y Active Listings Survey using Loopnet, Cityfeet and field 
surveys

Assumptions

The market analysis assumes the three market 
areas will have differing capture rates based on 
competition within the market area. For example, 
the Neighborhood market area includes all areas 
within a 15-minute walk of the target site. This area 
has limited retail options; therefore, the analysis 
assumes a high capture rate of 50% to 75% (i.e. 50% 
to 75% of the dollars currently spent outside of the 
market area could be captured within the market 
area if retail options were available). 

The neighborhood market analysis also includes a 
portion of the daytime population when estimating 
restaurant demand. We use a conservative estimate, 
assuming 10% of the downtown workforce would 
eat at a restaurant within the neighborhood once 
a week if the opportunity were available. This 
additional market increased restaurant demand 
by close to $3 million, equivalent to two additional 
restaurants.

Tables 17 through 19 provide a detailed summary 
of the retail market analysis for the three market 
areas. The estimated number of stores that can be 
supported is based on the average sales volume and 
store size for neighborhood or community retail 
centers across the county. However, it should be 
noted that sales volume requirements and store 
sizes vary widely based on each retailer’s business 
model. For example, the average size of a personal 
care store is approximately 1,100 square feet. 
However, a local nail salon may only require 500 
square feet, whereas a national beauty supply chain 
like Sally Beauty requires, on average, 1,700 square 
feet. Therefore, the estimated demand for retail 
categories by square footage and number of stores 
should be used as a guideline only. Ultimately, the 
size and number of stores that open shop in the 
neighborhood will be decided by retailers, real 
estate developers and commercial brokers specific 
to each of their goals and requirements.

The market analysis 
assumes the three market 
areas will have differing 
capture rates based on 
competition within the 
market area.
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Map 19: Community and Regional Trade Areas for Retail Demand
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Map 20: Neighborhood Trade Area for Retail Demand
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Table 17: Retail Demand, Neighborhood Retail

Retail Category Retail Gap

Average 
Sales per 
Square 
Foot

Supportable 
Square 
Footage 
(base) 

Site 
Capture 

Rate

Expected 
Demand 

(SF) 

Average 
SF per 
store

# of 
Stores 

Motor Vehicle & Parts Dealers $9,942,576  1,341  1,006 0

Automobile Dealers $8,404,503 $0  -  75%  -   -  0

Other Motor Vehicle Dealers $951,704 $0  -  75%  -   -  0

Auto Parts, Accessories & Tire Stores $586,369 $437  1,341 75%  1,006  1,920 0

Furniture & Home Furnishings Stores $1,418,826  20,727  10,363 2

Furniture Stores $864,873 $94  9,221 50%  4,611  7,360 0

Home Furnishings Stores $553,953 $244  2,270 50%  1,135  1,635 0

Electronics & Appliance Stores $2,097,713 $227  9,236 50%  4,618  1,750 2

Bldg Materials, Garden Equip. & Supply Stores $0  409  307 0

Bldg Material & Supplies Dealers $0 $163  -  75%  -   2,049 0

Lawn & Garden Equip & Supply Stores $179,376 $438  409 75%  307  2,049 0

Food & Beverage Stores $4,308,535  8,826  6,620 0

Grocery Stores $4,377,535 $533  8,207 75%  6,156  26,825 0

Specialty Food Stores $0 $171  -  75%  -   1,188 0

Beer, Wine & Liquor Stores $276,889 $447  619 75%  464  1,418 0

Health & Personal Care Stores $1,201,523 $168  7,152 75%  5,364  1,026 5

Gasoline Stations $2,835,017 $1,493  1,899 75%  1,424  1,500 0

Clothing & Clothing Accessories Stores $1,870,667 $0  -  50%  4,958 1

Clothing Stores $1,296,351 $175  7,401 50%  3,701  3,642 1

Shoe Stores $261,649 $159  1,642 50%  821  1,764 0

Jewelry, Luggage & Leather Goods Stores $312,666 $358  873 50%  436  869 0

Sporting Goods, Hobby, Book & Music Stores $865,616  3,482  2,611 2

Sporting Goods/Hobby/Musical Instr Stores $865,616 $249  3,482 75%  2,611  1,175 2

Book, Periodical & Music Stores $0 $278  -  75%  -   1,320 0

General Merchandise Stores $7,375,770  31,656  23,742 1

Department Stores Excluding Leased Depts. $5,985,703 $261  22,931 75%  17,198  22,000 0

Other General Merchandise Stores $1,390,067 $159  8,724 75%  6,543  6,500 1

Miscellaneous Store Retailers $1,726,396  7,382  5,537 3

Florists $60,670 $299  203 75%  152  1,104 0

Office Supplies, Stationery & Gift Stores $278,890 $228  1,222 75%  916  2,089 0

Used Merchandise Stores $159,729 $233  686 75%  515  1,147 0

Other Miscellaneous Store Retailers $1,227,108 $233  5,272 75%  3,954  1,147 3

Food Services & Drinking Places $3,985,137  9,583  7,188 5

Special Food Services $59,259 $416  143 75%  107  1,188 0

Drinking Places - Alcoholic Beverages $55,020 $416  132 75%  99  1,600 0

Restaurants/Other Eating Places $3,870,858 $416  9,309 75%  6,981  1,448 5

RETAIL GAP $25,766,863 

Sources: ESRI BAO Retail Surplus/Gap Analysis; Urban Land Institute Dollars and Cents of Shopping Centers 2008 (adjusted for inflation); estimates produced by Atria Planning LLC
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Table 18: Retail Demand, Community Retail

Retail Category
Cooresponding Store 
Type

Retail Gap

Average 
Sales per 
Square 
Foot\1

 upportable 
Square 
Footage 
(base) 

Site 
Capture 
Rate

Expected 
Demand 
(SF)

Average 
SF per 
store

# of 
Stores 

Motor Vehicle & Parts Dealers $4,159,603  (6,788)  -  0

Automobile Dealers $6,391,353 $0  -  25% 0  -  0

Other Motor Vehicle Dealers $736,514 $0  -  25% 0  -  0

Auto Parts, Accessories & Tire Stores Automotive (TB&A) ($2,968,263) $437  (6,788) 25% 0  1,920 0

Furniture & Home Furnishings Stores $7,541,291  97,332 24,333 3

Furniture Stores Furniture $3,222,381 $94  34,357 25% 8,589  7,360 1

Home Furnishings Stores Home Accessories $4,318,910 $244  17,695 25% 4,424  1,635 2

Electronics & Appliance Stores Telephone/Telecomm $10,284,443 $227  45,280  0 11,320  1,750 6

Bldg Materials, Garden Equip. & Supply Stores ($17,169,399)  (91,951) 0 0

Bldg Material & Supplies Dealers
Building Materials/
Hardware

($13,659,744) $163  (83,946) 25% 0  2,049 0

Lawn & Garden Equip & Supply Stores
Building Materials/
Hardware

($3,509,655) $438  (8,005) 25% 0  2,049 0

Food & Beverage Stores $15,173,172  33,486 8,372 1

Grocery Stores Supermarket $13,222,061 $533  24,790 25% 6,198  26,825 0

Specialty Food Stores Specialty Food $1,195,882 $171  7,009 25% 1,752  1,188 1

Beer, Wine & Liquor Stores Liquor/Wine $755,228 $447  1,688 25% 422  1,418 0

Health & Personal Care Stores
Hair Salon, Pharmacy, 
Dry Cleaner, Health Club

$12,422,998 $168  73,946 25% 18,487  1,026 18

Gasoline Stations Service Station $6,953,552 $1,493  4,658 25% 1,165  1,500 0

Clothing & Clothing Accessories Stores $10,974,448 $0  -  25% 14,261  -  4

Clothing Stores Women's Specialty $8,803,556 $175  50,263 25% 12,566  3,642 3

Shoe Stores Family Shoes $206,916 $159  1,299 25% 325  1,764 0

Jewelry, Luggage & Leather Goods Stores Jewelry $1,963,977 $358  5,483 25% 1,371  869 1

Sporting Goods, Hobby, Book & Music Stores ($706,567)  (2,689) 0 0

Sporting Goods/Hobby/Musical Instr Stores Sporting Goods/General ($346,900) $249  (1,395) 25% 0  1,175 0

Book, Periodical & Music Stores Bookstore ($359,668) $278  (1,294) 25% 0  1,320 0

General Merchandise Stores $12,073,236  48,180 12,045 0

Department Stores Excluding Leased Depts. Discount Mixed Apparel $11,285,099 $261  43,233 25% 10,808  22,000 0

Other General Merchandise Stores Dollar Store $788,136 $159  4,947 25% 1,237  8,048 0

Miscellaneous Store Retailers $8,229,304  35,481 8,870 5

Florists Flowers/Plant Store $98,397 $299  329 25% 82  1,104 0

Office Supplies, Stationery & Gift Stores Cards and Gifts $2,617,550 $228  11,467 25% 2,867  2,089 1

Used Merchandise Stores Other Retail $859,716 $233  3,693 25% 923  1,147 0

Other Miscellaneous Store Retailers Other Retail $4,653,643 $233  19,992 25% 4,998  1,147 4

Food Services & Drinking Places ($2,869,828)  (6,901) 397 0

Special Food Services Specialty Food $507,346 $416  1,220 25% 305  1,188 0

Drinking Places - Alcoholic Beverages Restaurant with Liquor $152,282 $416  366 25% 92  1,600 0

Restaurants/Other Eating Places
Restaurant without 
Liquor

($3,529,456) $416  (8,488) 25% 0  1,448 0

RETAIL GAP $67,066,253 

Sources: ESRI BAO Retail Surplus/Gap Analysis; Urban Land Institute Dollars and Cents of Shopping Centers 2008 (adjusted for inflation); estimates produced by Atria Planning LLC
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Table 19: Retail Demand, Destination Retail

Retail Category
Cooresponding Store 
Type

Retail Gap

Average 
Sales per 
Square 
Foot\1

Supportable 
Square 
Footage 
(base) 

Site 
Capture 
Rate

Expected 
Demand 
(SF)

Average 
SF per 
store

# of 
Stores

Motor Vehicle & Parts Dealers $109,496,637  (30,455)  -  0

Automobile Dealers $59,330,018 $0  -  5% 0  NA 0

Other Motor Vehicle Dealers $63,485,053 $0  -  5% 0  NA 0

Auto Parts, Accessories & Tire Stores Automotive (TB&A) ($13,318,434) $437  (30,455) 5% 0  10,000 0

Furniture & Home Furnishings Stores $117,857,039  1,792,493  71,380 3

Furniture Stores Furniture $54,840,286 $94  584,714 10% 58,471  50,000 1

Home Furnishings Stores Home Accessories $63,016,753 $244  258,181 5% 12,909  6,340 2

Electronics & Appliance Stores Telephone/Telecomm $215,682,424 $227  949,599  -   -   6,000 0

Bldg Materials, Garden Equip. & Supply Stores $162,382,650  990,578  98,841 0

Bldg Material & Supplies Dealers
Building Materials/
Hardware

$160,481,102 $163  986,241 10% 98,624  40,000 0

Lawn & Garden Equip & Supply Stores
Building Materials/
Hardware

$1,901,546 $438  4,337 5% 217 
 
217,800 

0

Food & Beverage Stores $31,040,153  180,990 18,491.3 1

Grocery Stores Supermarket ($6,506,962) $533  (12,200) 5% 0  80,000 0

Specialty Food Stores Specialty Food $30,139,432 $171  176,636 10% 17,664  12,000 1

Beer, Wine & Liquor Stores Liquor/Wine $7,407,683 $447  16,554 5% 828  10,000 0

Health & Personal Care Stores
Hair Salon, Pharmacy, 
Dry Cleaner, Health Club

$78,210,172 $168  465,537 5% 23,277  11,000 2

Gasoline Stations Service Station $168,091,221 $1,493  112,607 5% 5,630  2,000 2

Clothing & Clothing Accessories Stores $18,679,328 $0  -  5% 5,169.6 0

Clothing Stores Women's Specialty $10,909,056 $175  62,284 5% 3,114  10,000 0

Shoe Stores Family Shoes ($6,954,730) $159  (43,650) 5% 0  2,949 0

Jewelry, Luggage & Leather Goods Stores Jewelry $14,725,002 $358  41,107 5% 2,055  2,135 0

Sporting Goods, Hobby, Book & Music Stores $40,956,577  169,251 20,734.6 0

Sporting Goods/Hobby/Musical Instr Stores Sporting Goods/General $51,546,093 $249  207,346 10% 20,735  40,000 0

Book, Periodical & Music Stores Bookstore ($10,589,516) $278  (38,095) 5% 0  23,071 0

General Merchandise Stores ($172,046,219)  (858,045)  -  0

Department Stores Excluding Leased Depts. Discount Mixed Apparel ($90,690,441) $261  (347,433) 5% 0  75,000 0

Other General Merchandise Stores Dollar Store ($81,355,777) $159  (510,612) 5% 0  36,000 0

Miscellaneous Store Retailers $91,573,139  395,282 22,783.5 7

Florists Flowers/Plant Store $612,918 $299  2,047 5% 102  3,000 0

Office Supplies, Stationery & Gift Stores Cards and Gifts $29,138,929 $228  127,657 5% 6,383  30,000 0

Used Merchandise Stores Other Retail ($14,057,239) $233  (60,389) 5% 0  2,100 0

Other Miscellaneous Store Retailers Other Retail $75,878,532 $233  325,967 5% 16,298  2,056 7

Food Services & Drinking Places ($109,622,439)  (263,617) 708.2 0

Special Food Services Specialty Food $5,889,617 $416  14,163 5% 708  5,659 0

Drinking Places - Alcoholic Beverages Restaurant with Liquor ($5,738,515) $416  (13,800) 5% 0  1,100 0

Restaurants/Other Eating Places
Restaurant without 
Liquor

($109,773,541) $416  (263,980) 5% 0  2,810 0

RETAIL GAP $752,300,682 

Sources: ESRI BAO Retail Surplus/Gap Analysis; Urban Land Institute Dollars and Cents of Shopping Centers 2008 (adjusted for inflation); estimates produced by Atria Planning LLC

80 |     Newport News Market Study Report



Market Comparables
There are five types of retail centers found in the market area, including neighborhood 
shopping centers, community shopping centers, a shopping mall, “big box” retailers, 
and two lifestyle centers. We can distinguish these five retail types as follows:

Walmart Neighborhood Market

Jefferson Commons

Patrick Henry Mall

Big Box Retail

Peninsula Town Center

NEIGHBORHOOD SHOPPING CENTER 
A cluster of retail establishments, usually designed as a “strip 
mall” where stores are designed in a unified architectural style 
with separate entrances to each store and anchored by one 
larger retailer. The anchor is typically a grocery store and is 
supported by smaller independent stores, which may include 
takeaway and sit-down restaurants (e.g. Subway, Chinese 
takeout), personal care stores (e.g. nail salon, barber), and a 
telecommunications store (e.g. Radio Shack).

COMMUNITY SHOPPING CENTER
Comparable to a neighborhood shopping center, but 
“anchored” by several larger retailers, typically a grocery store, 
national chain pharmacy, and/or general merchandise store. 
These anchors are supported by small and medium-sized 
stores that serve everyday shopping needs, like beauty supply 
stores (e.g. Sally’s Beauty), and hobby stores (e.g. Michael’s). 
MarketPlace at Tech Centre (Whole Foods) and Jefferson 
Commons (Trader Joe’s) are two examples.

SHOPPING MALL
A shopping mall consists of a collection of stores located inside 
of a large building anchored by at least two department stores. 
The anchor stores are accessible from the parking lot; however, 
secondary stores require shoppers to enter the building. Patrick 
Henry Mall is an example of a shopping mall in Newport News.

BIG BOX RETAIL
The “big box” store refers to the retail trend that began in the 
1990s, where one retailer will sell a wide variety of products 
(oftentimes of one type, like electronics or furniture) in a 
warehouse-like box, typically no less than 50,000 square feet. 
Examples include Best Buy, Target, and Wal-Mart.

DESTINATION CENTER
This type of retail development is a hybrid of the shopping 
mall and a Main Street or downtown shopping and 
living environment. Oftentimes, the retail component is 
complemented by office space and apartments above, 
creating a mixed use, walkable environment. Stores are 
accessed from the outside, typically along well-landscaped 
pathways. Examples of destination centers in the market 
area include City Center at Oyster Point and Peninsula Town 
Center in Hampton.
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Vacancy and Comparable Pricing
The Hampton Roads/Newport News retail market has an 
oversupply of retail, where vacancy rates for neighborhood 
and community shopping centers are approximately 14% 
(compared to 8% nationally). This is largely due to the 
high vacancy rates within Class B and Class C shopping 
centers, whose outdated infrastructure and buildings are less 
desirable. However, Cushman and Wakefield projects that 
between 2017 and 2020, demand for neighborhood retail 

will increase, while shopping centers with several national 
chains will struggle as eCommerce is slated to grow rapidly 
in the coming years. 

This bodes well for the continued development of Brooks 
Crossing as a neighborhood retail center, but is an indicator 
that there will be limited demand for new chain stores over 
20,000 square feet to enter the market. 

Pricing within the Newport News retail market is on par with 
regional figures, with average rents per square foot at $15.

# of 
Properties

GLA in SF
New Construction 

(SF)
Vacant SF % Vacant

Avg Small Shop 
Rate PSF

Neighborhood 
Center 

50  3,454,037  -   503,308 14.57%  $13.75 20%

Community 
Center

18  3,265,528  5,747  476,836 14.60%  $14.58 19%

Fashion/
Specialty Center

5  986,917  -   189,043 19.15%  $18.38 6%

Power Center 11  4,572,230  -   509,455 11.14%  $20.68 26%

Theme Festival 
Center

0  -   -   -  0%

Outlet Center 1  349,927  -   -  2%

Other 16  593,189  -   71,489 12.05%  $16.38 3%

Freestanding 33  3,488,184  21,411  323,093 9.26%  $10.00 20%

Mall 2  894,607  -   12,888 1.44% 5%

Total  136  17,604,619  27,158  2,086,112  $15.00 100%

Table 20: Summary of Retail Supply in the Region

Source: Hampton Roads Real Estate Market Review, Old Dominion University, 2015

Traffic Counts

The retail market analysis includes an assessment of traffic 
counts to determine if “big box” or destination retail is feasible 
in the market area. This is particularly relevant given the 40 
acres of vacant land at the former Harbor Homes/Dickerson 
Court public housing site. This area has excellent accessibility 
to 664, and has been considered a target site for large retail 
development in past planning and market studies.

However, per traffic counts provided by the VA Department 
of Transportation for 2016, approximately 32,000 cars, on 
average, move past the site along the interstate daily. This is 
less than what most big-box retailers are looking for when 
deciding where to locate. Typically, 50,000 in average daily 

vehicular traffic is a minimum threshold.

For comparison, the major hub of retail on VA 143, which 
includes Marketplace at Tech Center, Costco, Target, and Best 
Buy, brings 47,000 to 51,000 cars a day. 

Because of this relatively low traffic volume, the retail 
market analysis does not indicate a strong demand for 
big box retail or a destination shopping center, despite 
having a large parcel of available land near an interchange. 
However, this does not preclude destination retail from the 
neighborhood. It only indicates that in general, big-box 
retailers and developers specializing in lifestyle centers pursue 
sites with more traffic volume and, in many cases, areas near 
middle and upper income residential areas.
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Other Retail

Despite low traffic volume, we recognize 
three potential retail/entertainment 
developments that could draw in 
customers from outside the market area. 
This is based on field surveys, interviews 
with industry leaders, and an assessment 
of existing retail currently available within 
a 30-minute drive time.

Seafood Market – The Virginia Beach-Norfolk-Newport News 
MSA is a maritime community with more than 1.7 million people. 
Fishing, shipbuilding, and the Navy are economic drivers for 
the area, while tourism brought in 13.6 million visitors to 
Virginia Beach in 2015 (according to Virginia Beach Economic 
Development). Culturally, the community has close ties to 
the Chesapeake Bay, inlets, and the ocean, where fishing and 
crabbing are popular pastimes. Yet, despite local seafood being 
a significant draw for tourists and existing residents, there are 
no fish or seafood markets in the metropolitan area. Because the 
target neighborhood includes waterfront and the fishing marina, 
a seafood market may be feasible in becoming a “destination” 
for the region.

Recreation/Games/Sports/Entertainment Complex – 
Newport News is located just north of Virginia Beach, a tourism 
destination for many Washingtonians (and foreign visitors) 
in the summer months. Most visitors drive south via I-64 to 
vacation at the beach, which has spurred other entertainment 
destinations along the way, including Busch Gardens and 
Colonial Williamsburg. The target neighborhood has a publicly 
owned 40-acre site off the freeway, which is rare and offers 
potential for developing a large attraction specifically catering 
to the tourism market. This could potentially include a Family 
Fun Park (e.g. laser tag, batting cages, mini-golf); a recreation 
center/sports complex; and/or a sports arena. 

Museum or Learning Center – Because the neighborhood 
includes 40 acres of public land adjacent to an interstate 
exchange, and the City has prioritized the neighborhood and 
Newport News’ downtown as target areas for revitalization, 
there is potential for the City to designate the site as a future 
museum, university facility or city institution. This would require 
significant public and philanthropic funding, but the approach 
has been used in other cities to bring in visitors and dollars. This 
may be a challenge in the current market (the region already 
boasts a Children’s Museum, Maritime Museum and Technology 
Museum), but could be considered as a long-term potential 
when the City and its private and philanthropic partners have 
interest in this scale of development.
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