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Executive Summary 

This market analysis of the Village of Mamaroneck Central Business District (CBD) 

examines the current retail climate, and identifies opportunities for expansion 

and recruitment efforts. This analysis will function as a resource guide for 

downtown economic development strategies. Key findings of this analysis 

include:  

 The Village of 

Mamaroneck’s 

2013 population 

was 18,881 

while the 

estimated trade 

area had a 

population of 

141,532.  

 Median 

household 

income for the 

trade area was 

$106,380. Median household income in the village was $89,484. 

 The village has a diverse population. The largest minority population is of 

Hispanic origin.  

 Primary Trade Area includes the village and a three mile wide buffer 

around the boundary. Destination attractions have larger trade area. 

 Current retail vacancy rate is low at 5%. This number includes some retail 

spaces that are vacant but unavailable for lease.  

 Many vacancies noted during the early stages of data collection have 

since been filled, signifying negligible gaps in occupancy.  

 Retail leakage is minimal in the CBD, but there is room for improvement in 

several retail categories.  

 Data indicates the CBD has a healthy mix of retail uses, which is reflected 

in the low vacancy rate.  

 Pull factor analysis indicates the CBD has a strong draw from surrounding 

neighborhoods. 

 Proactive targeting and recruitment strategy is necessary to maintain 

health of and competitiveness of CBD. 

 Physical conditions of buildings, signage and facades are overall 

satisfactory, however there is room for enhancements.  

 There are few national chains, which may minimize spillover effect.  



 

 

Introduction 

The Village of Mamaroneck first incorporated in 1895 as a result of 

increased commercialization along the Mamaroneck River, at the boundary of 

the Town of Rye and the Town of Mamaroneck. Today, that same area serves as 

the central business district (CBD) for the village. It is a primary source of 

character within the village. It is a hub for cultural institutions, entertainment, 

shopping, and fine dining. The CBD is bound by Boston Post Road to the south, 

Metro North Railroad to the north, the Mamaroneck River to the east and Mt 

Pleasant Avenue to the west. The CBD is also wholly comprised of the C-2 

zoning.. Mamaroneck Avenue is the main corridor in the CBD, running north to 

south. The purpose of this analysis is to identify unmet retail demand, assess the 

current state of retail activity, evaluate the strengths and weaknesses of the 

CBD, and postulate specific retail categories for targeted recruitment. A 

proactive marketing approach may then be applied to the CBD to foster 

growth in retail activities. 

Process 

Data on the mix of uses within the district was collected to better 

understand the health of the downtown. Village planning inventoried retail uses, 

residential units, and office units within the CBD. Data captured includes parcel 

identification number, parcel owner, business name, business type, NAICS code 

(census standardization codes for businesses), address, a photograph of each 

business and whether or not the space was vacant.  

The information collected was compiled into a database that was used to 

create multiple deliverables including a web mapping application or “story 

map” which takes the user on a tour through each property in the CBD. The use 

of applications like the “story map” display data in a more palpable way that 

allows for better understanding by the common user. The application is now 

posted on the internet for public access in support of a larger marketing 

campaign that promotes economic growth in the CBD and the rest of the 

Village.    

 Data collected was juxtaposed against data from nearby 

municipalities to ascertain how Mamaroneck’s downtown retail mix compares 

to other municipalities. This aids in the identification of an appropriate retail mix 

that meets both the needs of the consumer and the merchant. A geographic 

information systems approach to demographics in the region was performed 

and lends itself to a better understanding of the consumer and where they are 

traveling from. Market power reports that identify retail leakages and surpluses 



 

 

for the trade area and the village were performed, and used in connection with 

the inventory and demographic profile.  

 A three dimensional GIS model of each commercial building within the C-

2 zone was created. The model may be applied in a number of ways in the near 

future. For example, a three dimensional model is useful in assessing current and 

proposed zoning by creating hypothetical development scenarios using the 

language of the zoning code. Another potential use may be seen by 

“dropping” proposed developments into the model so they may be analyzed 

by the planning board as they  appear in relation to the character and massing 

of adjacent properties and the CBD as a whole, thereby comparing conceptual 

designs in relation to existing conditions. A web accessible “scene” of the 

model, story map, and other economic development resources are available 

on the Village’s Economic Development website: 

http://96.56.82.68:8081/economicdevelopment/ 

Trade Area 

In many downtown retail studies a consumer survey is performed to 

gather information on consumer wants and needs. These surveys help define a 

trade area, as they gather information on where consumers lives. At the time of 

this analysis a full customer survey was not possible, and alternative methods of 

defining trade area were used. Although consumer surveying was not 

completed it is implicit that the CBD trade area goes well beyond the village’s 

municipal boundary. This is especially true when considering destination 

attractions which draw from the larger region. The CBD has multiple destination 

attractions including its mix of eclectic and traditional restaurants, the newly 

remodeled Mamaroneck Public Library, Emelin Theatre, and multiple street fair 

events throughout the year. The primary trade area (PTA) was determined as 

the area of the Village of Mamaroneck plus a three mile wide buffer from the 

village boundary using elements of Reilly’s Law of Retail Gravitation (Figure1). 

Reilly’s law makes considerations for the population of a community, its proximity 

to competing business districts, mix of businesses, traffic patterns, and 

destination attractions. A drive time analysis reveals that areas that are within 

ten minutes of the central business district have nearly the same boundary as 

the PTA, which further validates the defined trade area (Figure 2). Major 

competing retail centers within the PTA include the downtown areas of New 

Rochelle, Larchmont, Harrison, and Rye.  
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Figure 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

Figure 2 

Strengths 

 Multiple modes of transportation. Ease of access to train station, bus lines, 

and major highways and arterial roadways. About 13,000 cars travel 

Mamaroneck Avenue between Halstead and Boston Post Road.  

 Proximity to Harbor Island Park which hosts a number of events with 

substantial spillover. 

 Strong cultural 

recreational and 

institutional centers 

including the newly 

renovated 

Mamaroneck Library, 

Emelin Theater, and 

Harbor Island Park. 

 Close proximity to New 

York City, a thirty five 

minute train ride from 

Grand Central Station.  

 Multiple parades, 

street fairs, and festivals in the CBD and the adjacent Harbor Island Park.  

 Recent streetscape improvements have enhanced the aesthetics of the 

CBD.  

Weaknesses 

 Limited retail selection aside from restaurants and food service 

establishments.  

 Parking is inadequate on Mamaroneck Avenue. However according to a 

2014 parking study, if the right parking policies and wayfinding are 

established, there will be sufficient parking to accommodate further 

growth without having to create new parking spaces. 

 Few national franchises that may draw customers and create spillover to 

locally owned businesses. 

 Few anchor stores, and little coordination between locations of anchors. 

 More than 1/3 of the structures in the CBD were constructed before 1939. 

Many of these buildings may need renovations to improve interior and 

exterior aesthetics to attract new tenants. 

MAMARONECK LIBRARY & THE EMELIN THEATRE 



 

 

Demographic Profile 

The population within the CBD was estimated to be 1,010 individuals. The 

population of the Village of Mamaroneck was 18,932 (2010 ACS 2008-2012 5 

Year Estimates.)  The median household income within the CBD was estimated 

to be $25,827/ Year.  The estimated median household income for the entire 

village was $87,034.  The estimated mean household income for the village was 

$130,231. Residence of the downtown district had the lowest income in the 

village at $24,827 in 2013 (ESRI reports 201.) 

 The economic demographics for the PTA compare favorably with those of 

Westchester County as a whole.  The median household income for Westchester 

County is $81,093. The mean household income for Westchester County is 

$130,808. The median household income for households within the PTA is 

$106,380. The mean household income for PTA is $159,316. The median 

disposable income, or after tax income, in 2013 for the PTA was $76,004. Per 

capita income within the PTA in 2013 was $55,601 (ESRI Reports 2013.) 

 The Village of Mamaroneck is moderately diverse with a racial makeup of 

76.8% White, 4.1% Black or African American, 4.9% Asian, and 10.9% some other 

race in 2010 (Census SF1.) The Hispanic makeup of the village was 24.3%, making 

Hispanics the largest minority group in the village. The Hispanic population is 

mostly concentrated in the Washingtonville and Industrial Area neighborhoods 

(Figure 6.) 

 The median age within the village is 40.9 years old.  This is up from 38.1 in 

2000.  Near 67.3% of households are family households.  The average household 

size was 2.65. The average family size is 

3.23 (Census SF1.)   The population 

pyramid indicates a large middle-aged 

population, and a large population of 

children under the age of 14.  Young 

adults aged 18-29 are not well 

represented (Figure 3.) As evident in the 

change in median age, the population as 

a whole is aging, with less young adults 

either staying, or moving to Mamaroneck.   

 Village residents are highly 

educated with 86.9% of residents 

completing high school or higher.  

Residents with bachelor’s degrees or 

higher make up 49.3% of the population.  

-10.00% 0.00% 10.00% 20.00%

  Under 5 years

  10 to 14 years

  20 to 24 years

  30 to 34 years

  40 to 44 years

  50 to 54 years

  60 to 64 years

  70 to 74 years

  80 to 84 years

Population Pyramid: 2010

Fem…

Figure 3  

Source: 2008-2012 American Community Survey 5-Year Estimates. 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6 



 

 

Demographic Significance 

The demographic trends in the Village of Mamaroneck have the most 

significant impact on what retail categories will flourish best in the short and long 

terms. First and foremost population data helps quantify the size and future 

growth of the village’s trade area. The current population projections project 

there will be steady growth in Mamaroneck, and businesses will have to 

accommodate these new customers.  The socio-economic and ethnic makeup 

of these customers is equally important in determining what retail types will 

thrive. Education levels impact the socio-economic status of an area. For 

Example, highly educated populations tend to spend more on high-end 

products and services. More in-depth demographic reports are available on the 

Village’s Economic Development Website.  

Building Conditions & Streetscapes 

The general conditions within the CBD are more than adequate. The 

Village with Westchester County Planning, completed streetscape 

improvements in the late 90s.  These improvements included new tree plantings 

and tree wells, update streetlamps, and improved sidewalk design. The 

downtown is sufficiently pedestrian oriented, with numerous crosswalks, and 

wide sidewalks. 

Street furniture has 

been installed. The 

introduction of 

sidewalk cafes in 

1998 has had a 

dramatic effect on 

the vibrancy of the 

downtown. The 

cafes, open spring 

through fall, bring 

the street to life 

throughout the 

warmer months.   

The 

downtown area has a 

diverse mix of buildings. Many of the older buildings are either one or two stories 

with residential on the top floor. Many of the newer buildings, after 1983, 

incorporate increased residential uses, as a result of increased density 

allowances in the village’s zoning code.  With over 35% of buildings over 75 

NEW CONSTRUCTION ON MAMARONECK AVENUE  



 

 

years old, many of the buildings may be in need of extensive maintenance or 

redevelopment, to maintain high aesthetic standards sought by retailers.   

Identification of Retail Categories 

A retail analysis of three geographies was performed to identify retail 

categories that may be experiencing leakage. Retail leakage is the difference 

between supply and demand within a defined area. A negative retail leakage 

factor means that retail establishments are meeting customer demands, but it 

may also mean there is saturation. A positive leakage factor means there is 

unmet demand, and customers may be bringing their business to other areas. 

Negative values suggest less room for growth while positive values suggest 

opportunities to expand or grow business.  

  Reports were completed for the CBD, the village municipal area, and the PTA. 

The reports, completed using ESRI’s Business Analyst, pull from business database 

listings provided by Dun & Bradstreet, in addition to demographic data sourced 

from ESRI forecasts and the U.S census. The data demonstrates that the CBD is 

healthy and is experiencing minimal leakage. Nearly all of the categories 

experiencing leakage within the CBD are atypical for downtown districts such as 

motor vehicle dealers, gasoline stations, and lawn and garden equipment 

stores. (Figure 7) 

Built 2010 or later

0%

Built 2000 to 2009

1% Built 1990 to 1999

15%

Built 1980 to 1989

0%

Built 1970 to 1979

14%

Built 1960 to 1969

3%

Built 1950 to 1959

7%

Built 1940 to 1949

23%

Built 1939 or earlier

37%

Structures by Year Built: CBD



 

 

The data specify that the CBD has substantial retail pull from outside 

areas. The total leakage factor for the surrounding communities is considerably 

higher than the village’s downtown. This shows that a number of consumers are 

traveling from outside areas to shop or dine in the CBD. (Figure 7) 

Although the block group level data does not clearly indicate any starkly 

underrepresented retail categories, a closer look at the village-wide data and 

surrounding community data may be used to identify such categories. Within 

both the villlage and its surrounding communities there is a retail leakage seen  

in several categories including food and beverage stores; health and personal 

care stores; sporting good ,hobby, book, and music stores; general merchandise 

stores; food services and drinking places. Targeted marketing should be 

considered to attract businesses in these categories that are experiencing 

leakage.  

AUTOMOTIVE REPAIR SHOP IN CENTRAL BUSINESS DISTRICT 



 

 

 

Figure 7 



 

 

Figure 7 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 8 



 

 

Pull Factor Analysis 

In addition to surplus/leakage analysis a pull factor analysis allows for 

benchmarking a trade area’s “pull” in relation to competing market areas. A pull factor 

measures the ability of an area to attract consumers based on its population and 

statewide average expenditures. In the case of Mamaroneck countywide expenditures 

were used instead of statewide expenditures because of the smaller size and scale of 

the CBD, and the dissimilarity between the state retail market and the metropolitan 

new york retail market. The following example applies a pull factor to total retail sales in 

the CBD: 

 

2013 Total Retail Sales in Westchester County= $11,963,281,899 

2013 Total Population of Westchester County= 949,017  

2013 Total retail Sales per Capita= $11,963,281,899 ÷ 949,017 = $12,605 

 

2013 Total Retail Sales in CBD= $41,684,247 

2013 Total Population in CBD= 1,004 

2013 Total Retail Sales per Capita= $41,684,247 ÷ 1,004 = $41,518 

Pull Factor for Total Retail Sales in Mamaroneck CBD= 41,518 ÷ 12,605 = 3.3 

 

A pull factor greater than 1 indicates the trade area is attracting outside of its 

own population base. A high pull factor for total retail sales in a central business district 

is to be expected. Assessing the pull factor of each retail category may shed light on 

which retail categories have strong pull and which categories do not.  

 There are a few retail 

categories that were found to have 

negative pull factors within the CBD. 

Categories that have negative pull 

factors and are appropriate for the 

CBD include grocery stores, sporting 

goods/hobby/musical instrument 

stores, department stores, and 

general merchandise stores. These 

stores may be experiencing negative 

pull values for a number of reasons 

including being underrepresented in 

the community, universal market 

decline, or lack of effective 

marketing. 

BICYCLE & TOY SHOP 



Pull Factor by Retail Category 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 9 

 



Retail Mix and Inventory 

Assessing retail mix is essential in the determination of growth opportunities. 

Heavy  saturation of one type of retail category may take away from a downtown’s 

vibrancy. Having a strong variety of retail categories assures the downtown attracts 

people for different reasons. This is essential as a customer may come for a specific 

retail destination, but may end up shopping in multiple stores. 

Every community is unique, and not every retail mix is well suited for every 

community. To compare and constrast the retail mix of another municipality a number 

of considerations must be made. The communities chosen should have similar 

characteristics. They should have similar populations, demographics, and should be at 

a comparable distance from New York City. This is limiting in the case of Mamaroneck 

given the lack of available data.   

 The City of Peekskill recently performed a retail study including an inventory of 

stores in their downtown. Their data was collected in 2012 and is the most accurate and 

comparable available. Peekskill has notable demogaphic differences with respect to 

income and racial/ethnic diversity.  However, Peekskill is similarly sized to the village of 

Mamaroneck with a total population of 23,000 residents. The trade area identified in the 

Peekskill study has roughly the same population as the village’s trade area. Although 

there are differences between the two communities a comparison of retail mix is still 

worthwhile considering the similarities between the two communities and the ease of 

access to authoritative data.  

The Village of Mamaroneck’s CBD has a lower vacancy rate at just 5%, 

compared to Peekskill’s 35%.  The 

largest variation in percentage is seen 

in the restaurants/fast food category, 

with Mamaroneck’s restaurants taking 

up 28% of the market, while Peekskill’s 

restaurants take up 20%.  Among 

other retail categories there is no 

variation greater than 4%.  Some 

categories are missing altogether. 

Categories present in Peekskill but not 

in Mamaroneck are grocery stores, 

art gallerys, locksmiths, discount 

stores, and thrift stores. Categories not 

present in Peekskill are pet stores, 

shipping stores, shoe stores(although 

shoes are likely sold within general 

apparel stores), and tobacco stores. 

  

Single-

Family 

Homes, 

12, 8%

Multi-

Family 

Homes, 

21, 14%

Mixed-

Use 

Buildings, 

44, 30%

Retail/ 

Offices, 

61, 41%

Open 

Grass Lots/ 

Cemetaries

, 3, 2%

Parking 

Lots, 5, 4%

Churches, 

2, 1%

Village of Mamaroneck Downtown Uses



 

 

Due to the difference in demographics some of the unrepresented retail 

categories may not thrive in Mamaroneck. Dollar stores and thrift stores typically target 

lower income areas.  A small scale grocery store of 5,000 to 10,000 square feet may be 

supported in the downtown. A grocery store would fit in with the vision of the adjacent 

TOD area and support mixed-use and less reliance on personal automobiles.  

Currently the only grocery store over 5,000 square feet is Legume Market, a gourmet 

specialty market, located at 1 Depot Plaza. The addition of a grocery store in this area 

will bolster health in the community and protect the area from becoming a food desert.  

Art galleries may also be a viable option in the downtown. Mamaroneck should 

seek to capitalize on the growing “creative class”. Art galleries and culture help 

improve a communities appeal by creating a sense of place. Arts and cultural activities 

draw visitors from outside communities which help enhance economic and social 

capital. Other municipalities, such as Peekskill in Northern Westchester and Beacon in 

Dutchess County have implemented incubator and live-work programs to help attract 

artists to their communities.  Arts and cultural activities appeal to young professionals 

and artists, both of which are currently underrepresented in Mamaroneck, and many 

other southern Westchester municipalities. Additionally, coffeeshops also attract 

members of the so called “creative class”. Coffeeshops are often utilized as public 

spaces that allow customers to work, socialize, and relax. Since coffeeshops cast a 

large net of uses, they tend to attract a broad range of customers, which could lead to 

increased spillover. 

LEGUME MARKET 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Antiques, 2, 1%
Apparel, 6, 4%

Automotive, 4, 3%

Bakery, 4, 

Banking, 4, 3%

Convenience Store / Pharmacy, 

6, 4%

Electronics, 6, 4%

Fitness Club, 4, 3%

Florist, 2, 1%

Restaurants / Fast Food, 43, 28%

Furniture, 5, 3%

Home Improvement, 8, 5%

Jewelery, 4, 3%

Laundromat, 4, 3%

Liquor / Wine, 2, 1%

Music / Education, 5, 3%

Party Goods, 2, 1%

Personal Care, 18, 12%

Pets, 3, 2%

Photography, 1, 1%

Post Office, 1, 1%

Printing, 1, 1%

Shipping, 1, 1%

Shoes, 2, 1%

Taxi, 1, 1%Tobacco, 1, 1%

Toys / Bicycles, 3, 2%

Vacant Retail, 8, 5%

Downtown Mamaroneck Retail Mix



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Conclusions 

 The Village of Mamaroneck downtown is currently healthy. It has a competitive 

mix of retail types that attracts local customers as well as customers from surrounding 

muncipalities. Only a handful of retail 

types may be underrespresented in the 

community. A proactive targeting and 

recruitment approach will ensure the 

downtown’s continued growth. Based 

on information conducted in this analysis 

retail types that should be targeted for 

recruitment or marketing are: 

 Food and Beverage Stores: 

Including a Small Grocery Store 

with Fresh Food 

 Health and Personal Care Stores 

 Sporting Goods ,Hobby, Book, and Music Stores 

 General Merchandise Stores 

 Food Services and Drinking places 

 Art Galleries 

 Coffeeshops 

In addition to targeted recruitment and marketing, the Village should continue hosting 

streetfairs and other placemaking events.  The Village should also continue to uphold its 

reputation as a restaurant center, but capatilize on other retail uses that bring in 

business at different times of the day, keeping the street alive, and filled with 

pedestrians througout the 

day. Given the large 

percentage of older 

buildings, the village should 

consider working with 

property owners in the area 

to apply for main street 

grants aimed at improving 

the aesthetics of the CBD. 

The way the street feels and 

looks when people come to 

Mamaroneck will determine 

whether or not they will 

come and visit again, a 

street that is teaming with activity will leave a positive impression on customers and will 

ultimately benefit the many businesses in downtown Mamaroneck.  
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