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Executive Summary

INTRODUCTION The City of Adrian and its Downtown Development Authority (DDA) retained 
Anderson Economic Group to develop a market strategy for its Witt property 
and downtown riverfront area, as seen in Exhibit 4 on page A-6. This market 
strategy analyzes the development potential for the study areas with an empha-
sis on economic catalysts to benefit the community. Our report also addresses 
housing options in these study areas.

MARKET ANALYSIS To determine the retail and residential potential for Adrian, we conducted a rig-
orous analysis that included:

• Assessment of the demographics to identify key trends;
• Trade area delineation and drive time analysis;
• Supply-demand analysis to identify retail categories holding opportunity for the 

market area;
• Consumer expenditures assessment to determine retail category with sales 

potential; and
• Residential absorption assessment.

These steps, along with a market tour and field analysis, interviews with com-
munity leaders and stakeholders, and assessment of local economic factors, 
informed our identification of market opportunities, and the creation of the mar-
ket strategy.

SUMMARY OF 
RECOMMENDATIONS

Our strategy for the riverfront redevelopment and Witt property are based on 
results from our analysis, supported by a qualitative assessment of the market 
area. Below is a summary of the key recommendations.

• Adrian should pursue a catalyst project to connect the riverfront to the down-
town. Three potential projects that could serve as the cornerstone for the cata-
lyst include a downtown movie theatre with street-level retail; joint downtown 
campus facility; and conference center and hotel.

• Six specific residential projects should be considered within the riverfront area, 
including rowhouses, single-family detached units, condominiums, and execu-
tive estates.

• The Witt property should be used for a mixture of neighborhood-oriented retail, 
professional space, and single-family residential units.
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Limits to Analysis

It is recommended that this market strategy not be used as the sole basis for real 
estate ventures, development, financing or leasing by the City of Adrian, private 
developers, or prospective retail tenants and businesses within the area. Actual 
site, building, parking, utility, environmental, grading, civil engineering, archi-
tectural plans and construction documents are not included within the scope of 
this work. The City should work closely with a professional planning firm to 
address these and all related planning considerations. 



Market Analysis 

Anderson Economic Group, LLC 1

I. Market Analysis

Our analysis of the market area begins with a look at key demographic trends, 
followed by the delineation of the effective trade area to identify the geographic 
region from which customers are most likely to be drawn. We then complete a 
rigorous supply-demand model, which is the basis of our retail strategy, and 
qualify it with market observations and interviews with community leaders and 
stakeholders.

A residential assessment follows, with a look at typical absorption rates, and 
identification of subareas for the development of different housing mixes. Rec-
ommendations include housing types, configurations, price points, and ameni-
ties.

For information on our methodology, see “Methodology” on page A-1.

DEMOGRAPHIC 
ANALYSIS

Lenawee County has experienced limited but steady population growth that has 
mirrored the State of Michigan and neighboring counties since 1990. Between 
1990 and 2000, Lenawee County grew at an annual rate of 0.8%, while the State 
grew at 0.7%. Between 2000 and 2005, the county grew at 0.5% and the State at 
0.7%.

Lenawee County grew faster than neighboring Hillsdale and Jackson Counties 
between 1990 and 2000, but from 2000 to 2005 grew less quickly than all 
neighboring counties with the exception of Fulton County, as shown in Exhibit 
9 on page A-11. Washtenaw County had the largest rate of growth from 1990 to 
2000 at 1.3% annually, and Monroe County had the largest rate of growth from 
2000 to 2005 at 1.5%. Population growth in the Adrian effective trade area has 
mirrored the growth in Lenawee County between 1990 and 2005.

Growth in per capita income for Lenawee County also mirrored the State and 
neighboring counties from 1990 to 2005, although the dollar amount remains 
lower than Michigan and Monroe and Washtenaw Counties. While the rate of 
growth for per capita income in Lenawee County slowed from 1990 to 2005, it 
still outpaced Hillsdale, Monroe, and Jackson Counties between 2000 and 2005.

Growth in per capita income for the ETA has mirrored Lenawee County from 
1990 through 2005, however the actual dollar amount is slightly higher for the 
ETA than for the County. In 2005, the per capita income for the Adrian ETA 
was $23,382 compared to $23,278 for Calhoun County and $25,633 for the 
State of Michigan. See Exhibit 9 on page A-11 for more details.



Market Analysis 

Anderson Economic Group, LLC 2

TRADE AREA 
DELINEATION

An essential step in our quantitative supply-demand analysisis the delineation of 
an effective trade area considering a number of market factors and conditions. 
These include the locations of competing shopping destinations, distribution of 
population and income levels, physical and socio-economic barriers, transporta-
tion networks, and corresponding drive-time distances. The resulting trade area 
reflects the geography from which approximately 70% of Adrian’s retail market 
is drawn.

We have generated a drive-time analysis for downtown Adrian at 15, 30, and 45 
minute intervals. While the results of this computer-generated analysis tend to 
be conservative in terms of distance traveled within a certain time frame, they 
are consistent and provide an accurate basis for delineating the trade area. For a 
map displaying the trade area and drive-time analysis, see Exhibit 6 on page A-
8.  Note that the presence of Ann Arbor to the northeast shortens the Adrian 
trade area in that direction, while the absence of a major market to the west and 
south allows the trade area a further reach in those directions.

MARKET SUPPLY Regional Shopping Destinations
Shopping opportunities outside of the trade area attract residents with retail 
shops that may not be available locally. While some shoppers may head north to 
Jackson, a majority travel north to Ann Arbor or south to Toledo. The larger 
population base of these cities enables more retail options and attracts shoppers 
from hours away for items they may not be able to find in their home market.

Regional shopping centers such as Briarwood Mall in Ann Arbor and Franklin 
Park Mall in Toledo offer retail choices that are not available in the Adrian trade 
area. Stores like Macy’s, Williams-Sonoma, Ann Taylor, and Barnes & Noble 
offer higher end merchandise and selection that attracts shoppers from a wide 
region.  

Exhibit 7 on page A-9 displays the large chain retailers that are located in 
Adrian and other markets in the area.

Adrian Trade Area Supply

Adrian provides a retail core within its mostly rural trade area. With the excep-
tion of retail clusters in Tecumseh, Hudson, and other small communities, the 
majority of retail activity in the area is located in or near Adrian. 

While downtown Adrian serves as the geographic and civic hub of the region, a 
large portion of the City’s retail activity is located to the south of the City along 
highway 223. This has been a consistent trend over the past few decades as new 
retailers enter the market and locate where they have the best access to highway 
traffic and where large tracts of land were available for development. Major 
retailers located in this corridor include:
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• Meijer
• Kmart
• Kohl’s
• J.C. Penney
• Wal-Mart
• Lowe’s
• Sears
• Elder-Beerman

The Adrian Mall is a one-level enclosed mall with Sears, J.C. Penney, and Elder 
Beerman as anchors. The mall looks dated inside and out, however there is low 
vacancy and many modern and trendy retailers focused on moderate income 
consumers. The main entrance on the west side of the mall has a food court, and 
could potentially serve as an additional pad for a fourth anchor. Other observa-
tions regarding the mall include:

• Sears underwent minor remolding in 2004, and J.C. Penney is currently under-
going some remodeling;

• Elder Beerman looks dated, but has high merchandise density;
• Outlots are dominated by restaurants, with a few vacancies;
• The mall atmosphere felt safe and comfortable, and the tenant mix is healthy for 

a mall of this size.

DEMAND - 
EXPENDITURE 
POTENTIAL

The demand side of our retail analysis involves a comparison of resident income 
levels with the portion of income that is actually spent on each retail category in 
the trade area (transacted expenditures). We then compare this to the portion of 
income that is more typically spent on each retail category within the region or 
State (resident expenditure potential).

By calculating the portion of local expenditures being captured by existing 
retailers, we determine which categories have remaining sales potential. A com-
parison of these results to supply by retail category enables us to identify oppor-
tunities for additional shops, merchants, or businesses. Table 8 on page A-10 
lists the 2002 expenditures for several retail categories for Lenawee County and 
the State of Michigan. This serves as the basis of comparison for retail potential 
within the trade area.

MARKET GAP AND 
OPPORTUNITY

Our recommendations for Adrian reflect our analysis of the retail expenditure 
data for 21 unique categories and an assessment of the community’s ability to 
intercept sales from its own area residents and surrounding communities. We 
evaluated the share of income that ‘typical’ shoppers spend in each category, 
and compared this resident expenditure potential to the retail supply within the 
project’s effective trade area to identify any market gaps.
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We have also qualified the opportunity for a variety of other unique market con-
siderations, including site and locational characteristics, local economics, and 
significant retail events. We also examined strategic considerations and retail 
concepts like clustering, critical mass, synergy, connectivity, merchandise mix, 
import / export, and sales transfer, impact or “cannibalization.”

Based on the results of our supply-demand analysis, which we qualified by our 
visits to the market, we have determined that there is support for nearly 500,000 
square feet of additional retail space in the Adrian trade area. The results of our 
analysis, presented in Exhibit 10 on page A-12, represent the best opportunity 
for a successful new store or expansion. However, this opportunity is based on 
the assumption that the business is well-run and follows the recommendations 
presented in this report. In addition, while this analysis identifies the best oppor-
tunity for new or expanded retail, it does not mean that retail categories not 
mentioned in this section will necessarily be unsuccessful. The success of any 
business depends on a number of factors and market conditions, especially the 
management of the operation. Exhibit 10 on page A-12 displays the number, 
square feet, and potential tenant types for various retail categories that present 
opportunity for growth in downtown Adrian.



Downtown Riverfront Strategy 

Anderson Economic Group, LLC 5

II. Downtown Riverfront Strategy

This section of the report presents our recommendations and comprehensive 
strategy for the downtown based on our retail supply-demand analysis, market 
tour and field assessment, demographic overview, and assessment of local eco-
nomic factors. Our conclusions are based on current market supply by commer-
cial and business category, qualified by consumer demand, and also reflect the 
market position of the downtown within the entire local market and region.

COMMUNITY 
CONNECTIVITY

The riverfront west of downtown Adrian holds high potential for redevelop-
ment. Specifically, there is potential for multi- and single-family residential 
units, redeveloped commercial space, and enhanced greenspace along the river.

The leading objective for the redevelopment of the riverfront should be to con-
nect this amenity to the downtown. The best connecting corridors are Maumee 
Street, Pearl Street, and Church Street, leading visitors from the downtown to 
Comstock Park and the river.

There are many advantages for connecting the community through the river-
front, including social connectedness, physical well-being through exercise and 
activity, and economic development. Creating connections between the river-
front and downtown will draw residents downtown and increase opportunities 
for residents to shop and dine. Conversely, these connections will give those 
visiting or working downtown a compelling reason to visit the riverfront, 
enhancing their downtown experience and sense of community pride.

Connections between the downtown and riverfront are not just physical (side-
walks, crosswalks, etc.), they are visual and emotional. A pedestrian needs a 
compelling reason to continue down a path, either to reach a destination or to 
explore a new area. A visually compelling corridor will entice pedestrians to 
continue down the path to explore what is around the next corner.

Finally, pedestrians need signs to guide them along their way. From the intersec-
tion of Maumee and Main Street, a visitor may not be aware that Comstock park 
and the river are simply two blocks to the west, a simple walk for most people. 
Appropriate signage is necessary to lead visitors to explore new parts of the city 
and enhance their Adrian experience. Signs should also be used to direct visitors 
to restaurants, shops, restrooms, visitor’s centers, etc.

The importance of connectivity, especially in these corridors, will be illustrated 
in the next section with the discussion of key projects for this area. Community 
connectivity is a key element to ensure that major projects are successful and 
enhance the lives of residents and experiences of visitors to the city.
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DOWNTOWN 
CATALYST PROJECT

The area west of Winter Street, between Maumee and Church Streets is a two 
block area that connects the downtown to the river. Because of this link, this 
area should become the “Downtown Catalyst Project” to spur redevelopment 
along the riverfront as well as in the downtown. We have developed a strategy 
to develop these connections, starting with a “Catalyst Project.” 

This catalyst project could take many forms, and should include a mix of land 
uses. However the project must be substantial to draw attention to the area, cre-
ate a buzz in the community, and create a desire for other developers to improve 
properties around it. This two block area must serve as the catalyst for redevel-
opment, creating sufficient momentum for development to continue without 
much City involvement.

We have identified three potential projects that could serve as the cornerstone 
for this Catalyst Project:

1. A downtown movie theatre with street-level retail and restaurants
2. A joint downtown campus facility for the two local colleges
3. A conference center and hotel created in collaboration with local colleges.

Options one and two are currently feasible for this area, and with the right 
design both concepts could be integrated into the same space. However, each of 
these projects is substantial enough to serve as a catalyst for the downtown and 
riverfront area.

Option three, a conference center and hotel, is only supportable if developed in 
collaboration with local colleges, and assumes that these institutions collec-
tively bring in the majority of the conference traffic. This concept may become 
more supportable in the future if these colleges are able to expand their student 
base, or host new conference series to promote the institutions.

Downtown Movie Theater
A small downtown cinema is supportable in Adrian, and would serve as a sig-
nificant catalyst for the downtown riverfront area. The cinema should have 4 to 
6 movie screens, and should be built in a two or three story structure. 

Optimally, the ground level would be reserved for other retail shops and restau-
rants, with the cinema located above, as shown in Figure 1. To provide parking, 
a multi-level parking deck should be constructed and connected to the cinema. 
This structure should be aesthetically pleasing, and should not obstruct views of 
the river.
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FIGURE 1. An example of a cinema located above retail space

The movie theater would serve as the anchor of a new entertainment district in 
downtown Adrian. To further enhance this concept, Pearl Street could become a 
pedestrian street lined with restaurants, bars, and shops that connects the down-
town to the river. The theater should have lobby entrances on both Maumee and 
Pear Streets to encourage patrons to visit neighboring eating, drinking, and 
retail establishments.
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Downtown College Facility
Adrian College and Sienna Heights University have an opportunity to expand 
their campuses and course offerings through a joint facility in downtown 
Adrian. This new facility would provide the colleges with an opportunity to 
offer joint courses that apply to degrees at either school, or new degrees not cur-
rently offered. This new campus could also serve as a graduate campus, offering 
masters degree courses to traditional students as well as members in the com-
munity that are currently working.

A joint campus facility is an opportunity for both schools to expand their enroll-
ment and exposure in the community without taking on the cost alone. This 
facility could also lead to other collaborative efforts for the schools, both in 
terms of facilities and marketing opportunities.

This facility should be prominent, and serve as a landmark in the community to 
achieve its full potential of raising the awareness of these schools in the commu-
nity. The main entrance to the facility should be located on Maumee Street, with 
secondary entrances on Pearl and College Streets. Optimally, the structure 
would be three to four levels in height, reserving space on the first level for 
retail shops, restaurants, and cafes along the street. 

To meet the parking needs of the facility, a multi-level parking deck should be 
constructed at the rear of the facility. This parking deck should be attractive, but 
should not obscure views of the river or Comstock park from the college facil-
ity. The deck should be accessible from the college facility at multiple levels, 
providing easy access for faculty, students, and guests.

Conference Center and Hotel
The City, collaborating with Adrian College, Sienna Heights University, and 
other interested parties, could create a conference center with a moderate-sized 
adjoining hotel. Optimally, this conference center would be three or four levels 
in height, reserving space on the first level for retail shops, restaurants, and 
cafes along the street. These retail units should have doors to the street as well 
as to the conference center, allowing conference attendees to browse while wait-
ing for their next event.

The conference center should have multiple meeting rooms of various sizes to 
accommodate numerous groups simultaneously. At least one of the meeting 
rooms should serve as the main conference hall, with capacity to hold up to 
1,000 seated guests. This room could have movable wall dividers to create mul-
tiple rooms for smaller events. These rooms could also be used by the college or 
university to provide courses downtown, creating a satellite campus.

The Adrian market currently includes only a few moderate hotels, and most are 
clustered near the mall. These include Motel 8, Days Inn, Holiday Inn Express, 
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and Carlton Lodge. Most hotel chains like these rely upon an impulse market 
where truckers, vacationing families, and business travelers can exit at major 
intersections and make spontaneous choices among a variety of brands.

A downtown hotel should be a higher-quality establishment offering premium 
rates but views of the downtown and/or river. The hotel could also be anchored 
by a quality restaurant with full bar, requiring a liquor license of course. Other 
retail could include a spa and salon, small gift and convenience store, and dry 
cleaners. Examples include a Sheraton Inn, Westin Inn or Marriott Extended 
Stay Suites.

The hotel should be attached, using the same lobby as the conference center to 
make efficient use of staff and space. Up to 40 rooms should be supportable for 
this facility through a combination of conference center events, college and uni-
versity events, and other visitors to Adrian on separate business or leisure. The 
rooms should be comfortable, providing a desk and internet service for confer-
ence attendees and providing views of the river or downtown. Continental 
breakfast should be offered, and a small exercise room would be appreciated by 
guests, but a pool is not necessary.

To meet the parking needs of the conference center and hotel, a multi-level 
parking deck should be constructed at the rear of the facility. This facility should 
be attractive, but should not obscure views of the river or Comstock park from 
the conference center. The deck should be accessible from the conference center 
and hotel at multiple levels, providing easy access for guests.

RETAIL 
OPPORTUNITY

While there is potential for more retail space along the river, we caution against 
overbuilding the retail environment and hindering the downtown. Retail should 
be focused along the Maumee corridor, where merchants are already estab-
lished.

A major retail concern is filling the facility that will become vacant once CVS 
relocates to their new store on the north side of town. The facility would be a 
good location for a “design mart,” a combination of stores selling furniture and 
home furnishings including wall coverings, illumination, custom hardware, 
blinds and window coverings, flooring, etc. An example of this is shown in 
Figure 2 on page 10.

These stores should be located near each other to capitalize on the relationship 
between the categories and to transition customers with ease from one to the 
other. The optimal location should make shoppers feel like it is little extra time 
or effort to stop in at another store. In other words, the location should enable 
customers to walk and cross-shop between stores. 
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Some of the stores that could locate in this Design Mart may already be operat-
ing a business in Adrian, or nearby. This includes carpet, tile, plumbing, paint, 
wallpaper, etc. These existing businesses should be approached to consider con-
solidating into a design mart to capitalize on the potential efficiency for cross-
shopping customers.

FIGURE 2. Example of a Design Mart 

Another possibility for the CVS facility is a recreation facility. The existing 
facility could be either converted or demolished to make way for an indoor 
community recreation center such as an ice rink operated in collaboration with 
the area colleges. Other recreation ideas include a rock climbing wall, paintball 
facility, or tennis and racquetball club.

RESIDENTIAL With a few exceptions, the riverfront redevelopment area is best suited for resi-
dential use. We have identified six subareas within the study area that provide 
the best opportunities for residential redevelopment, as shown in exhibit 5 on 
page A-7. The most appropriate type of housing unit for each subarea is 
described in the following section of our report.

Downtown Rowhouses
A row of townhouses should be developed along the north side of Church 
Street, between Winter Street and College. These units should target young pro-
fessionals, empty nest couples, plus singles interested in an urban atmosphere. 
Ideally, the majority of these units would be owner-occupied, but a small selec-
tion could offer renter options to meet the housing needs of the community. 

While a supply-demand analysis is necessary to determine the exact residential 
opportunity in the Adrian market, based on our market observations and knowl-
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edge of current trends in the housing industry, a selection of units would be 
well-received near term.

FIGURE 3. Examples of Rowhouses that should be developed on Church Street

Like the examples shown in Figure 3, these units should be approximately 1,000 
to 1,400 square feet in size, have two or three bedrooms, a minimum of two full 
baths, and should provide a one car garage. 

Garages and all parking should be in the back, accessed by an alley and hidden 
from the street, as in Figure 4 on page 12. These units should also utilize views 
of Comstock Park and the River Raisin, possibly through upper level balconies 
in the rear of the units.
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FIGURE 4. Example of Balconies Built in the Backs of the Units
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Riverside Condominiums - South
The area along the east side of the river north of Michigan Street would be a 
suitable location for riverside condominiums. This area is currently occupied by 
a vacant industrial facility and a city park. We recommend the industrial struc-
ture be razed and the parcel cleared of all environmental hazards through a 
Brownfield redevelopment designation. The city should actively seek develop-
ers to take on this project, while taking the lead in acquiring vacant parcels and 
beginning mitigation work. An example of this is shown in Figure 5 on page 14, 
where a manufacturing facility in Eaton Rapids, Michigan was converted into a 
riverfront housing development.

Once this parcel is ready for the development, the city should combine it with 
the adjacent Riverside Park to present an attractive parcel for residential devel-
opment. If possible, the vacant industrial parcel to the east should also be 
included to enhance the neighborhood and to put these vacant parcels back into 
productive use for the community. To enable a more sizeable development, the 
city should also consider a relocation of George Street to the east.

We recommend testing the market with one building that has at least 4 and no 
more than 6 units. Subsequent buildings can then be phased-in after the project 
gains attention and momentum.

These riverside condominium units should be owner-occupied, ranging in price 
from $150,000 to $250,000. These units should be approximately 1,200 to 1,600 
square feet in size, have two or three bedrooms, two full baths, and a two car 
garage. Examples of these types of units are shown in Figure 6 on page 14. 
These riverfront condominiums in Portland, Michigan sold for $200,000 to 
$250,000 per unit in 2004.

These units will appeal to mature couples and single residents that desire an 
attractive, well appointed unit with waterfront views near the heart of the com-
munity, while retaining the feel of a quiet neighborhood street. These owners 
will not mind others using the rivertrail on the opposite side of the river, in fact, 
this feature will likely been seen as an element of interest. Some owners may 
enjoy porches overlooking the river and trail, creating a sense of connectedness 
and closeness to the community. 
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FIGURE 5. Eaton Rapids, Michigan Industrial Facility Converted into Housing

FIGURE 6. Portland, Michigan Riverfront Condominiums 

Nelson Street Single-Family Homes
The southeast portion of our study area includes a number of modest single-
family detached homes along Nelson Street. This area currently provides rela-
tively affordable housing for working residents of Adrian. We recommend that 
new units in this area clearly preserve the fabric of the surrounding neighbor-
hoods, and retain the current style of structures, but with newer units and some-
what higher density. We would like to see this quality maintained in this 
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neighborhood through the introduction of new detached single-family units on 
smaller lots. 

These units should remain a modest size (1,000 to 1,400 square feet) to retain 
their affordability, but should be on smaller lots to increase density in this neigh-
borhood. These units should all be owner occupied to ensure a high level of 
maintenance and neighborhood pride. Units should have two bedrooms, and 
two full bathrooms, plus a one-car attached or detached garage. Detached 
garages are acceptable to keep these units affordable for moderate income hom-
eowners.

We do not advocate displacing families or residents from their homes, espe-
cially since these are the residents that this project is intended to serve. To make 
this recommendation a reality, the City should work with a developer or devel-
opers to acquire land as it becomes available.

The City could consider banking the acquired land and maintaining the resi-
dence as a rental unit until adjacent parcels become available. Once two or more 
adjacent parcels have been acquired, structures of poor quality should be razed, 
and new homes of moderate size and price should be built in their place, at a 
density of three for every two existing units. Examples of moderate new owner-
occupied homes of this type are shown in Figure 7.

FIGURE 7. Moderate Single-Family Homes on Smaller Lots
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Single-Family Executive Estates
The northern portion of our study area is currently occupied by a cement redi-
mix company occupying multiple parcels. These parcels, with views of the river 
and close proximity to the Rivertrail and Trestle Park, would be an ideal resi-
dential neighborhood, and has potential for custom built single-family homes 
priced in the $200,000 to $350,000 range. 

These units should make use of the natural setting by providing views of the 
river and maintaining as many mature trees as possible. These units should be 
1,600 to 2,400 square feet in size, with higher priced units providing a higher 
number of amenities and higher quality materials including wood and tile floors 
and granite countertop surfaces. These units should have three to five bedrooms, 
with a majority of the units offering three or four. All units should have at least 
two and a half bathrooms, with more expensive units offering three or three and 
a half baths. All units should have at least a two car attached garage, and more 
expensive units may offer a three car garage.

Units in this new neighborhood should have some upscale architectural ele-
ments without being overly exclusive. We do not recommend a gated commu-
nity. However, none of the units should front onto Maple Street, and all units in 
the development should be accessed from one or two points on Maple Street, or 
Springbrook Avenue, if possible. 

The road network in the development should be connected by a bridge over the 
river midway through the development. The use of two simple cul-du-sac roads 
accessed from Maple Street should be avoided, as this type of design leads to 
neighborhood fragmentation and community disconnectivity. 

Riverside Condominiums - North
The area along Race Street on the west side of the River Raisin should be devel-
oped into riverfront condos, similar to those recommended for the southern por-
tion of the study area. However, the density in this area should be kept low to 
create the feel of a peaceful residential neighborhood. While the units to the 
south should target owners that desire and active and connected environment, 
these units should provide a more private, secluded atmosphere for those who 
value their own personal space. 

These residential units should be developed to take advantage of river views, 
while retaining public access to the river through the re-routed river trail. This 
will also boost the potential of the units that are not placed on the river, as these 
homeowners will still have access to the rivertrail and river views.

Additionally, we recommend that the rivertrail be rerouted to run along the 
river, freeing up its existing location for a larger development project. Rerouting 
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the rivertrail to follow the river provides the dual advantage of a larger area to 
develop into residential units, as well as a more attractive area for the rivertrail. 

City Maintenance Area
The area currently occupied by the City public works facility and public school 
bus maintenance facility would be best utilized as a mix of residential units and 
public space. While this parcel is the least attractive of the six areas to develop-
ers, the best use for the area is residential, to compliment adjacent land uses.

Given the change in terrain from one end of this parcel to the other, some of the 
parcel may not be suitable for development. However, upon completion of all 
the other projects already described, it will become more important that this 
property be developed into a more attractive use. The property feels like a 
'bucket' or 'bowl', and its features may lend itself well to outdoor recreational 
amenities. We recommend that the City explore the logistics of this parcel with 
consideration for some of the following potential uses:

Winter Uses:

• Outdoor Skating and Hockey Rinks
• Sledding Hills
• Warming House

Summer Uses:

• 'Olympic-Grade' Skate Park
• Stunt Bicycle Park
• Archery Practice Field
• Outdoor Batting Cages
• Outdoor Go-Karts
• Outdoor Amphitheater

Alternatively, this parcel could be used for an enclosed sports complex, per-
forming arts center, or another similar facility that is needed by the community 
or one of the colleges. This type of use should be complimentary to the adjacent 
residential neighborhoods, meaning that noise and traffic levels produced by the 
facility should be kept low. Traffic should be encouraged to enter and exit from 
Maumee, reducing increased traffic levels in the residential neighborhood to the 
north and west.
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Absorption
While a comprehensive residential supply-demand analysis would be necessary 
to pinpoint the exact market opportunity and absorption rates, we relied on our 
knowledge of the Adrian market and experience in residential development to 
assess the current market situation and provide recommendations on the types 
of residential units that should be developed and how quickly new units can be 
absorbed into the market.

In general, smaller projects will have a slower rate of absorption, for several 
reasons. First, larger projects convey a broader range of 'choice' to potential 
home buyers, especially if a good number of units have premier views of the 
river, downtown, rivertrails or other points of interest. Second, larger projects 
can be constructed more efficiently for developers, and the cost savings realized 
through project scale can be shared with home buyers. 

It is also important to realize that absorption rates may be soft in the first partial 
year of opening, but the fastest rates will be realized during the earlier years of 
project development. Momentum should be achieved quickly, whereas the later 
phases of the project may move more slowly. Again, this is partly attributed to 
consumer perceptions of choice among units. 

There will always be some exceptions to these guidelines. For example, if 
affordable yet quality brownstones are developed near the downtown, and if the 
format is unique to the market, then the limited supply could motivate buyers to 
snap up the units at a faster rate. With these considerations, we have forecast 
conservative absorption rates for smaller-scale projects, and more favorable 
absorption rates for larger projects. 

For smaller scale multi-family projects, such as downtown rowhouses and 
southern riverside condos, we recommend a market entry with one building of 
six units, or no more than two buildings to take advantage of construction effi-
ciencies. For small scale single-family projects such as the Nelson Street proj-
ect, we recommend introducing six to eight units in the first year. Projects of 
this scale can expect the following average rate of absorption:

TABLE 1. Typical Absorption Rate for Small Development Projects

Year Units Absorbed

1 6

2 12

3 8

4 6

5 3
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For larger multi-family projects like the northern riverside condos, and for sin-
gle-family projects such as the riverfront estate homes and city maintenance 
area, a higher rate of absorption can be anticipated. Projects of this scale can 
expect the following average rate of absorption:

TABLE 2. Typical Absorption Rate for Larger Development Projects

Year Units Absorbed

1 12

2 24

3 18

4 12

5 6

6 3
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III. Witt Property Strategy

BEST USE The best use for this parcel would be a mixture of neighborhood-oriented retail, 
professional space, and single-family residential units. The retail and profes-
sional space should be positioned close to Adrian Highway, with a detached sin-
gle-family residential neighborhood located behind it. The City plans to retain 
the area adjacent to the river for a rivertrail and natural area, enhancing the 
appeal of the residential units in the development, and we concur with this deci-
sion.

If possible, the two parcels that are located along Main Street surrounded by the 
Witt property should be acquired and assembled into the project before develop-
ment begins. It includes two small parcels with single-family detached houses.

FIGURE 8. The City-owned Witt Property 

RETAIL AND 
PROFESSIONAL 
SPACE

The Witt property would not be a suitable location for new large-scale retail for 
a number of reasons, including:

• The access to major highways is insufficient in this location. Although the 
property is located along the primary north-south corridor through the com-
munity, it is not near a major east-west route, limiting its retail potential. The 
intersection of Main Street and Highway 223 on the south end of town bene-
fits from two major routes.

• The conglomeration of large retailers on the south end of the City has cre-
ated a critical mass of retail that makes it difficult for retailers to operate at a 
distance from their competition.

• The demand in the Adrian trade area is not large enough to support a second 
regional retail destination.
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However, conveniences like a moderate-sized grocery store are supportable.

To create additional office space for new or expanding businesses, we recom-
mend that the space be designed to accommodate upper level offices and suites 
for office and professional space. This design is a more efficient use of land, and 
creates additional traffic for retailers located in the development. 

Integration of professional space also brings additional shoppers into the devel-
opment, as those working in the professional space will likely frequent the 
retailers. Also, these types of projects are excellent alternatives to downtown 
settings for services and businesses, ensuring that traditional downtown space is 
reserved for retail merchants. Figure 9 demonstrates examples of this concept.

FIGURE 9. Two-story Buildings with Professional Space Above Retail
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The retail development should be designed with the “backs” of the stores facing 
Main Street, with signs and awnings creating an inviting environment and 
attracting drivers to the retail center. The retail center should be well-balanced 
with retail on two sides facing into each other. See Figure 10 and Figure 11 for 
examples of these designs.

FIGURE 10. Example Site Plan, with Stores Facing into the Parking Area
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FIGURE 11. Signs, Awnings, and Windows Facing a Main Street

This retail center must be anchored by a destination retailer, such as a grocery 
store, to attract shoppers to the development. We recommend a quality full-line 
grocery store that emphasizes fresh produce and high levels of customer service. 

The grocery store should be convenient for residents throughout north Adrian, 
and offer the selection and service needed to compete with discount grocers on 
the south end of town. We recommend this grocer emphasize produce, deli, and 
bakery departments, offering variety and quality that may not be available at 
other locations in the community. The produce section should offer a variety of 
organic foods to attract local shoppers that may currently be driving to Ann 
Arbor or other locations to find good selection.

The grocery store should anchor the project on the most prominent development 
pad, with good visibility to traffic. Small shops should be easily recognizable on 
a monument sign for the shopping center.
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Other types of retailers that should be included in this shopping center include a 
small electronics specialty store, hobby shop, bookstore, office supply and gifts, 
video rental, beauty salon, dry cleaner, and a few small restaurants, such as a 
sub sandwich shop, coffee shop, etc. 

If the City struggles to secure a letter of intent from a quality grocery store for 
the Witt Property, then we recommend that the City forgo speculative retail 
space.

Professional space should include services such as attorneys, accountants, real 
estate agents, household services, dentists, opticians, etc. These offices should 
be located on the second floor, with easy and visible access from ground level. 
Given Michigan’s winter conditions, these offices should be accessed through a 
common enclosed corridor, protecting customers from the winter elements. 

RESIDENTIAL With the exception of the small retail center anchored by a grocery store, and 
topped by professional office suites, the balance of the project should be devel-
oped into residential units rather than some other use like warehouse, industrial, 
or some other commercial space.

A single-family residential neighborhood should be developed on the Witt Prop-
erty, located to the east of a new retail and professional space development 
along Adrian Highway. This development should be connected to the retail 
development through access roads, as well as to Howell Highway to the east. 

The feasibility of these residential units is independent of the retail center, and 
does not depend on that portion of the project to ensure success. In fact, the 
retail component will have a better opportunity for success if the residential 
units are already in place. For this reason, we recommend the residential portion 
of this development proceed before or at the same time as the retail portion.

While a comprehensive residential supply-demand analysis would be necessary 
to pinpoint the exact market opportunity and absorption rates, we have used our 
knowledge of the Adrian market and experience in residential development to 
assess the current market situation and provide recommendations on the types 
of residential units that should be developed. Based on this assessment, we 
believe that residential units in this location are feasible now, and would be 
absorbed into the market over the course of 4 to 7 years.

These units should be targeted at families needing space, convenience, and 
homes that are “livable.” These units should offer yards ranging in size from a 
quarter acre to half of an acre, with much of the open space in the back yard.

These units should provide a range of sizes and home prices, from $150,000 for 
smaller units to $300,000 for larger units on more desirable lots. These homes 
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should vary in size from 1,200 square feet to 2,400 square feet, with varying 
levels of amenities and features. 

Housing units should have two to four bedrooms, with a majority of units offer-
ing three. Every unit should have at least two full bathrooms, with larger units 
ranging up to three and a half baths. Floorplans should be open, allowing a 
relaxed atmosphere and easy conversation from room to room.

Garages should be included with every unit, with a two car garage the preferred 
choice for most units. Some smaller units may have one stall, while larger units 
may offer three. All garages should be attached and set behind the front of the 
house, with rear or side loading preferable to garages that face the street. An 
example of this is shown in Figure 12.

Sidewalks should be included in the residential neighborhood, and should con-
nect to the retail area as well as to other areas in the City. Houses should be built 
close to the street and have front porches to foster a sense of community, as 
shown in Figure 13 and Figure 14. Cul-du-sacs should be avoided, as they lead 
to an inefficient use of land and create disconectivity in the community.

FIGURE 12. Side Loaded Garage
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FIGURE 13. Houses Built Close to the Sidewalk and Street

FIGURE 14. Front Porches
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Appendix: Methodology and Exhibits 

This section outlines the methodology and parameters we used to reach our conclu-
sions and recommendations and includes exhibits that support our work.

METHODOLOGY Parameters for Trade Area Delineation
The trade area was delineated with consideration of likely shopping patterns. For 
example, shoppers tend to gravitate toward urban centers that are either closer or 
provide greater shopping opportunities. For this reason, the trade area boundary lies 
roughly half way between Adrian and neighboring urban centers, including Jack-
son, Ann Arbor, and Toledo. However the trade area has a wider range to the west 
and south, as there are few communities with comparable retail draw in those areas.

Parameters for Retail Supply-Demand Analysis
The deductive supply-demand analysis assumes that there will be no over-storing in 
any given market. In other words, it is assumed that each new merchant will reason-
ably attempt to reach the limit of expenditure potential in each category, but will not 
exceed a threshold level of market saturation.

A market’s saturation level within any given retail category is usually discovered by 
trial-and-error, as merchants can learn through experimentation if an increase in 
space or merchandise no longer results in an increase in sales. This process can be 
both discouraging and costly, but can be mitigated with an accurate supply-demand 
analysis.

Up to a certain threshold, expenditures can be influenced by opportunity and com-
petitive levels. If local residents have a capacity to spend, but choose not to because 
of limited retail selection or quality, they will seek competing destinations, resulting 
in sales export. If other options do not exist, they may simply curtail spending. This 
can indicate a considerable opportunity for additional retail space in the market.

Once a market reaches its threshold in retail space, the addition of more space will 
result in negative sales impact for existing merchants, and cannot be expected to 
motivate additional spending. Rather, the market share for each retail category is 
then expected to be redistributed after new stores open, with inevitable negative 
sales impact on existing units.

The “build it and they will come” principle applies only when local supply does not 
yet meet the market demand. However, resident expenditure potential does increase 
with gains in population, households and labor force, and particularly with 
increases in income levels. These fundamental rules, when applied in our retail 
analysis, are used to quantify the amount of additional space that is supportable in 
Adrian, which represents the retail core for the effective trade area.
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LIST OF EXHIBITS Exhibits that support our analysis and findings are included on the following pages. 
These exhibits are as follows:

1. Exhibit 1, “Adrian Regional Overview,” on page A-3;

2. Exhibit 2, “Adrian 2005 Population Density,” on page A-4;

3. Exhibit 3, “Adrian 2005 Regional Per Capita Income,” on page A-5;

4. Exhibit 4, “Adrian Riverfront Study Area and City Owned Parcels,” on page A-6;

5. Exhibit 5, “Riverfront Focus - Residential Redevelopment Areas,” on page A-7;

6. Exhibit 6, “Adrian Trade Area and Drive Time Analysis,” on page A-8;.

7. Exhibit 7, “Comparison of Chain Retailers in Adrian and Surrounding Markets,” on 
page A-9;

8. Exhibit 8, “Michigan and Lenawee County - Retail Expenditures for 2002,” on 
page A-10;

9. Exhibit 9, “Adrian Population and Per Capita Income,” on page A-11; and

10.Exhibit 10, “Adrian Opportunity by Retail Category,” on page A-12.
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 Exhibit 1. Adrian Regional Overview
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 Exhibit 2. Adrian 2005 Population Density
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 Exhibit 3. Adrian 2005 Regional Per Capita Income
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 Exhibit 4. Adrian Riverfront Study Area and City Owned Parcels



Appendix  

Anderson Economic Group, LLC A-7

 Exhibit 5. Riverfront Focus - Residential Redevelopment Areas



Appendix  

Anderson Economic Group, LLC A-8

 Exhibit 6. Adrian Trade Area and Drive Time Analysis

ToledoToledo

NoviNovi

CantonCanton

Ann ArborAnn Arbor

JacksonJackson

MaumeeMaumee

AdrianAdrian

PerrysburgPerrysburg

WixomWixom

Bowling GreenBowling Green

SylvaniaSylvania

Plymouth TownshipPlymouth Township

YpsilantiYpsilanti

OregonOregon

South LyonSouth Lyon

80

94

75

475

94

80
475

LENAWEE COUNTYLENAWEE COUNTY

JACKSON COUNTYJACKSON COUNTY WASHTENAW COUNTYWASHTENAW COUNTY

FULTON COUNTYFULTON COUNTY

MONROE COUNTYMONROE COUNTY
HILLSDALE COUNTYHILLSDALE COUNTY

LUCAS COUNTYLUCAS COUNTY

WOOD COUNTYWOOD COUNTY

WILLIAMS COUNTYWILLIAMS COUNTY

HENRY COUNTYHENRY COUNTY

INGHAM COUNTYINGHAM COUNTY LIVINGSTON COUNTYLIVINGSTON COUNTY

DEFIANCE COUNTYDEFIANCE COUNTY

0 2010MilesCreated By: Anderson Economic Group, LLC
Data Source: ESRI
July 2006

Adrian Drive Time Analysis
15 Minutes

30 Minutes

45 Minutes

Adrian 70% Trade Area



Appendix  

Anderson Economic Group, LLC A-9

 Exhibit 7. Comparison of Chain Retailers in Adrian and Surrounding Markets

Adrian Jackson Toledo
Ann Arbor/ 
Ypsilanti Tecumseh Dundee

Hillsdale/
Jonesville Coldwater

Wauseon,
OH

Wal-Mart Super
Center

Super
Center W W - - Super

Center
Super
Center

Super
Center

Kmart K K K K - - - - -
Target - T T T - - - - -
Meijer M M M M - - - M -

Pamida - P
(Brooklyn) - - P - - - -

Sam's Club - SC SC SC - - - - -
Costco - - - - - - - - -
Home Depot - H H H - - - H -
Menards - M M - - - - - -
Lowe's L L L L - - - - -
Kohl's K K K K - - - - -
JC Penney JC JC JC JC - - Catalog Catalog -

Sears* S S S S - - Sears
Hometown - -

Elder Beerman EB EB EB - - - - EB -
Art Van Furniture - AV - AV - - - - -
Kroger - K K K - K K - -
Best Buy - BB BB BB - - - - -
Rex Rex - - - - - - - -
Radio Shack RS RS RS RS RS - RS RS -
Linens 'N Things - - LNT LNT - - - - -
Joanne Fabrics JF JF JF JF - - - - -
Bed Bath & 
Beyond - BBB BBB BBB - - - - -

Tractor Supply Co. TSC TSC TSC - - TSC TSC - -
MC Sports MC MC MC MC - - - - -
Dunham's D D - D - - - D -
Dick's Sporting 
Goods - - D - - - - - -

Gander Mountain - - GM - - - - GM -
Michael's - M M M - - - - -
Burlington Coat 
Factory - - - - - - - - -

Petco - - P P - - - - -
Pet Supplies Plus PSP PSP PSP PSP - - - PSP -
Ace Hardware - Ace Ace Ace Ace Ace - - Ace
Aco Hardware Aco Aco - - Aco - - Aco -
True Value TV - TV TV TV TV - -
Do It Best Do it Do it Do it Do it - Do it Do it Do it Do it
Big Lots BL BL BL - - - - BL -
Save a Lot - SL SL - - - SL SL -
Aldi's A A A - - - - A -
Walgreen's W W W W - - - W -
Rite Aid R R R R - - R R R
Pharm Ph - Ph - - - - - -
CVS CVS CVS - CVS CVS - - CVS -

Source: Retailer websites; collected and complied by Anderson Economic Group, LLC
*Sears Hometown Dealers offer a limited selection of merchandise, typically home appliances and hardware items.

Chain Retail Grid
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 Exhibit 8. Michigan and Lenawee County - Retail Expenditures for 2002

Actual Transacted $/Estab. $/Capita PCI Actual Transacted $/Estab. $/Capita PCI
NAICS 2002 Economic Census # Estab. Sales* $* ($) (%) # Estab. Sales* $* ($) (%)

Total Retail Trade 38,876 $109,350,139 $2,812.8 $10,842 45.4% 375 $978,830 $2,610.2 $9,797 44.6%

441 Motor Vehicle & Parts Dealers 4,234 $31,774,898 $7,504.7 $3,151 13.2% 50 $345,623 $6,912.5 $3,459 15.7%
4413 Auto parts, accessories, & tire stores 1,954 $2,143,235 $1,096.8 $213 0.9% 21 $27,175 $1,294.1 $272 1.2%

44131 Auto parts & accessories stores 1,421 $1,423,749 $1,001.9 $141 0.6% 18 $11,211 $622.9 $112 0.5%

442 Furniture & Home Furnishing Stores 1,970 $3,071,351 $1,559.1 $305 1.3% 15 $16,039 $1,069.3 $161 0.7%
4421 Furniture stores 803 $1,761,836 $2,194.1 $175 0.7% 6 $8,644 $1,440.7 $87 0.4%
4422 Home furnishings stores 1,167 $1,309,515 $1,122.1 $130 0.5% 9 $7,395 $821.7 $74 0.3%

443 Electronics & appliance stores 1,589 $2,898,501 $1,824.1 $287 1.2% 10 $5,486 $548.6 $55 0.2%

444 Building material & garden equipment stores 3,421 $9,430,300 $2,756.6 $935 3.9% 55 $115,226 $2,095.0 $1,153 5.2%
4441 Building material & supplies dealers 2,706 $8,376,942 $3,095.7 $831 3.5% 39 $81,497 $2,089.7 $816 3.7%
4442 Lawn & Garden Equipment & Supplies 715 $1,053,358 $1,473.2 $104 0.4% 16 $33,729 $2,108.1 $338 1.5%

445 Food & beverage stores 5,973 $13,156,420 $2,202.6 $1,304 5.5% 39 $99,626 $2,554.5 $997 4.5%
4451 Grocery stores 4,001 $11,761,262 $2,939.6 $1,166 4.9% 28 $93,754 $3,348.4 $938 4.3%
4452 Specialty food stores 814 $527,650 $648.2 $52 0.2% 6 $2,857 $476.2 $29 0.1%

446 Health & Personal Care 2,861 $6,621,439 $2,314.4 $657 2.7% 27 $64,734 $2,397.6 $648 2.9%
44611 Pharmacies & Drug Stores 1,504 $5,742,985 $3,818.5 $569 2.4% 17 $60,842 $3,578.9 $609 2.8%
44612 Cosmetics, Beauty Supplies & Perfume 354 $188,723 $533.1 $19 0.1% 3 $1,436 $478.8 $14 0.1%

447 Gasoline Stations 4,201 $8,729,068 $2,077.9 $866 3.6% 47 $90,395 $1,923.3 $905 4.1%

448 Clothing & Clothing Accessories 4,792 $4,917,700 $1,026.2 $488 2.0% 32 $12,830 $400.9 $128 0.6%
4481 Clothing Stores + Shoes 2,857 $3,442,862 $1,205.1 $341 1.4% 14 $4,449 $317.8 $45 0.2%
4483 Jewelry, luggage, & leather goods stores 961 $760,536 $791.4 $75 0.3% 9 $5,073 $563.7 $51 0.2%

451 Sporting Goods, Hobby, Book & Music Stores 2,241 $2,719,002 $1,213.3 $270 1.1% 21 $18,018 $858.0 $180 0.8%
4511 Sporting Goods & Hobby Stores 1,610 D - - - 14 $11,823 $844.5 $118 0.5%
4512 Books, Periodical & Music Stores 631 D - - - 7 $6,195 $885.0 $62 0.3%

452 General Merchandise 1,450 D - - - 17 $177,824 $10,460.2 $1,780 8.1%
452111 Department Stores (excl. Discount) 108 D - - - 3 $25,492 $8,497.3 $255 1.2%

4529 Other General Merchandise Stores 1,099 D - - - 13 $107,812 $8,293.3 $1,079 4.9%
4529901     Variety Stores 651 $472,679 $726.1 $47 0.2% 6 $5,943 $990.5 $59 0.3%

512131 Motion Picture Theaters (except drive-ins) 158 $348,608 $2,206.4 $35 0.14% 3 $2,070 $690.0 $21 0.09%

71 Arts, Entertainment & Recreation 3,498 $4,715,019 $1,347.9 $468 2.0% 32 $15,170 $474.1 $152 0.7%

713 Amusement, Gambling, Recreation, Bowling 2,599 $3,159,883 $1,215.8 $313 1.3% 23 $20,382 $886.2 $204 0.9%
7139 Other amusement & recreation industries 2,471 $1,750,204 $708.3 $174 0.7% 21 $19,501 $928.6 $195 0.9%

721 Accommodations 1,857 $1,919,818 $1,033.8 $190 0.8% 9 $4,668 $518.7 $47 0.2%

722 Foodservices & Drinking Places 17,227 $10,328,451 $599.6 $1,024 4.3% 175 $83,422 $476.7 $835 3.8%

8121 Personal Care Services (hair, nail, diet) 3,424 $686,881 $200.6 $68 0.3% 24 $3,540 $147.5 $35 0.2%
8123 Drycleaning & Laundry Services 1,274 $637,894 $500.7 $63 0.3% 12 $2,122 $176.8 $21 0.1%

* Indicates number is in the thousands
D Indicates that data is suppressed by the Census Bureau

Lenawee CountyMichigan



Appendix  

Anderson Economic Group, LLC A-11

 Exhibit 9. Adrian Population and Per Capita Income

Source: ESRI, with AEG calculations; CAGR - Compound Annual Growth Rate.

Michigan
Lenawee
County

Hillsdale
County

Monroe
County

Jackson
County

Washtenaw
County

Fulton
County

Adrian
ETA

POPULATION
1990 Total Population 9,295,297 91,476 43,431 133,600 149,756 282,937 38,498 111,434
2000 Total Population 9,938,444 98,890 46,527 145,945 158,422 322,895 42,084 120,776
2005 Total Population 10,310,273 101,461 48,556 156,964 166,240 344,854 42,727 124,124
2010 Total Population 10,731,309 103,739 50,889 170,623 175,056 367,567 43,175 127,368
   CAGR 1990-2000 0.7% 0.8% 0.7% 0.9% 0.6% 1.3% 0.9% 0.8%
   CAGR 2000-2005 0.7% 0.5% 0.9% 1.5% 1.0% 1.3% 0.3% 0.5%
   CAGR 2005-2010 0.8% 0.4% 0.9% 1.7% 1.0% 1.3% 0.2% 0.5%

PER CAPITA INCOME
1990 Per Capita Income $14,803 $13,259 $11,759 $14,577 $13,166 $17,925 $13,003 $13,264
2000 Per Capita Income $22,821 $20,770 $18,699 $23,085 $20,700 $28,091 $19,738 $20,835
2005 Per Capita Income $25,633 $23,278 $20,584 $25,772 $22,957 $32,081 $22,993 $23,382
2010 Per Capita Income $30,029 $26,598 $23,207 $29,687 $26,369 $38,424 $27,224 $26,831
   CAGR 1989-1999 4.6% 4.8% 5.0% 4.9% 4.9% 4.7% 4.3% 4.8%
   CAGR 1999-2005 2.9% 2.9% 2.4% 2.8% 2.6% 3.4% 3.9% 2.9%
   CAGR 2005-2010 3.2% 2.7% 2.4% 2.9% 2.8% 3.7% 3.4% 2.8%
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 Exhibit 10.  Adrian Opportunity by Retail Category

Based on 2002 Economic Census 2010 2010 2010 2010
Total Adrian Witt Property Riverfront Other Areas
Opportunity Recommended Recommended Recommended

NAICS Category (Sq. Ft.) (Sq. Ft.) (Sq. Ft.) (Sq. Ft.)

Auto parts & accessories stores 12,000 12,000
Furniture Stores 20,000 10,000 10,000
Home Furnishings 20,000 10,000 10,000
Electronics & appliance stores 45,000 2,000 43,000
Building Material and Supply stores 14,000 14,000
Supermarket & Other Grocery 45,000 45,000
Specialty food stores 4,000 4,000
Clothing & Clothing Accessories 30,000 30,000
Jewelry, luggage, & leather goods stores 2,000 2,000
Sporting goods stores 6,000 2,000 4,000
Hobby, toy, & game stores 12,000 2,000 10,000
Books, Periodical & Music Stores 30,000 2,000 28,000
General Merchandise 180,000 180,000
Office Supplies, Stationary & Gifts 8,000 4,000 4,000
All Other Miscellaneous 4,000 4,000
Motion Picture Theaters 10,000 10,000
Video tape & disk rental 2,000 2,000
Accommodations 25,000 25,000
Restaurants & Drinking Places 18,000 8,000 10,000
Personal Care Services (hair, nail, diet & weight) 4,000 2,000 2,000
Drycleaning & Laundry Services 4,000 2,000 2,000

SUMMATION 495,000     81,000       65,000       349,000     

Note: Subject to minor revisions with completion of the Final Report.
Source: 1997 and 2002 US Census of Retail Trade; calculations, projections and analysis by AEG.


