
A Proactive Approach to Downtown 

Marketing & Economic Development

Village of Mamaroneck Planning Department

October 13th, 2015



Downtown Marketing Goals

 Attract and retain businesses

 Understand shopper and merchant needs

 Identify, target, and recruit to create appropriate retail mix

 Promote Downtown Mamaroneck and increase pedestrian traffic and activity



Proactive Marketing

 Determine Primary Trade Area:

 Primary Trade area is determined by accounting for 75-80% of the most frequent shoppers in 

closest proximity to the downtown.

 Based on retail mix the Primary Trade Area for the Village of Mamaroneck is estimated to be a 3 

mile radius from the municipal boundary. 

 Destination attractions may pull from a 5 mile or more radius around the Village of Mamaroneck. 

e.g Emelin Theatre, restaurants & street fairs.





Demographic Profile

 Median household income for PTA was $106,380 this compares very favorably to the median 

household income of $81,946 for Westchester County.

 Approximately 142,000 residents in Primary Trade Area including 19,035 residents in Village of 

Mamaroneck. 

 Diverse demographics-76.8% White, 10.9% other race, 4.9% Asian, 4.1% African American, 

24.3% Hispanic Population.

 ~66% of residents in PTA have a Bachelors Degree or higher compared to 45.4% for 

Westchester County.

 Median age is 40.9 this is up from 38.1 in 2000. 

 Loss in Millennial population aged 20-34 from 20% in 2000 to 15.5% in 2013. 



Demographic Profile of Primary Trade 
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Village of Mamaroneck

Downtown Uses
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Pull Factor Analysis
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Negative pull values shown below

A pull factor of 1.0 is capturing the exact retail expenditures 

of the local population, but not attracting outside shoppers. 

Values above 1 indicate capturing of local population and

outside shoppers, values below 1 indicate local population is 

Going outside of the Village to shop.



Strengths

 Excellent buying power in PTA.

 Multiple modes of transportation. 

 Highly trafficked area.  (27,000 trips on Mam’k Ave north of train, 13,000 on Mam’k Ave in 

downtown, ~19,000 on Boston Post Rd)

 Strong cultural and recreation institutions- Mamaroneck Library, Emelin Theatre, Harbor 

Island.

 Attractive streetscape with abundance of street trees.

 Low 5% Vacancy Rate.

 Large number of events including parades, street fairs, and festivals at Harbor Island Park.



Tools- Economic Development Planning 

Report & Data Summary Reports

 Full Downtown Retail Analysis with Executive Summary available on Village of 

Mamaroneck Planning Department Website. 

 Retail reports by retail type available on VOM Planning Department Website.

 Up to date information on retail activities, new businesses and new developments 

available on economic development portal.

 New zoning finder application that allows property owners and potential developers to 

easily find zoning regulations for specific properties within seconds from anywhere.

 New tools that are ideal for brokers, corporate, and site selection consultants. 



Tools- Economic Development Portal
EconDev.VillageofMamaroneck.org



Tools- Zoning Finder



Recent Activity

 151 Mamaroneck Avenue received Planning Board approval for ten 1-bedroom units and 3,500 square feet of retail 
on Mamaroneck Ave.

 New fast service restaurant Green Life at 266 Mamaroneck Ave.

 New bar/restaurant Northeast Oyster Co at 152 Mamaroneck Ave.

 New restaurant, Smokehouse Tailgate Grill, to replace Roasted Peppers location at 320 Mamaroneck Ave.

 New Indian restaurant, Spice Kitchen, at 122 Mamaroneck Ave. 

 118 W Boston Post Road is now occupied by MADE art & design, an experience art studio

 108 Mamaroneck Avenue – now advertising 1,800 sq. ft. new retail store for rent (part of 6 unit new luxury 

development extending to Library lane)



Other Activities

 Proposal for walkway incentives within Downtown zone to encourage walkways that 

connect Mamaroneck Avenue with rear parking lots. 

 Wayfinding initiative to create clear comprehensive signage system that identifies cultural 

destinations & parking areas.

 Wayfinding to include retail directory at kiosk locations in the Downtown. 

 Opportunity to market TOD Zone north of railroad along with the Downtown. Explore 

strengthening connections between the two areas. 

 Communication between Planning Department, VOM Arts Council & local brokers to 

implement “pop-up” art galleries in vacant retail spaces. 



Retail Opportunities

 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, including coffee shops

 Art Galleries

 Office Supplies/Stationery/Gift Stores



Implementation – Proactive Marketing

 Planning Department to use tools such as Retail Tenant Directory to proactively market 

Downtown. 

 Promotion of economic development website and associated tools.

 Planning Department to work with businesses interested in locating in Mamaroneck. 

 Draft retail survey to gather additional data that will reveal consumer preferences and 

better define the Primary Trade Area- publish new data on Economic Development Portal.

 Provide site selection tools for brokers, businesses, and property owners leading to 

improved tenant mix and maintenance of high occupancy rate. 








