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Introduction 
 
The University of North Carolina at Greensboro (UNCG) retained HR&A Advisors, Inc. (HR&A) to conduct a 
retail market study for the proposed UNCG/Glenwood Mixed-Use Village (the “Village”). UNCG intends 
to develop new buildings for University student housing, many with ground-floor retail along the West Lee 
Street corridor located at the northern edge of the Glenwood neighborhood south of the core campus. 
 
This report estimates the amount of supportable retail development in the Village, describes key findings 
from the survey distributed to UNCG students, faculty, and staff in March 2011 as well as a resident focus 
group conducted in April 2011, and presents overall development recommendations.  
  

UNCG/Glenwood Mixed-Use Village Vision Plan 
 
The Village will be a new University neighborhood with a mixture of student housing, retail, academic 
space, and a recreation center. The plan, shown in Figure 1, places new buildings primarily along West 
Lee Street bounded by Aycock Street to the west and Silver Street to the east. Development would extend 
southward toward Haywood Street. UNCG prepared a preliminary Village Vision Plan in early 2010 and 
made revisions based on feedback from local stakeholders and public charrettes held between May and 
November 2010. 
 
 
Figure 1:  UNCG/Glenwood Mixed-Use Village Vision Plan Design 

 
 
Source:  UNCG 
 
 
Village Overview 
 
UNCG, in its 2007 Campus Master Plan Update, outlined the need to expand in order to accommodate 
academic and student life needs. University planning efforts since then have specifically set the goal of 



 
 
 
 

HR&A Advisors, Inc.  | 4 
 

accommodating 40 to 50 percent of students in University housing, up from approximately 30 percent. The 
2007 Plan identifies the West Lee Street corridor as an optimal location for expansion given the proximity 
to campus and long-term potential for a commuter rail station location that would be a gateway to UNCG. 
The City of Greensboro’s High Point Road/West Lee Street Corridor Plan, now referred to as the Central 
Gateway Corridor, and Glenwood Neighborhood Plan both acknowledge the benefits and opportunity 
provided by UNCG development in this area. 
 
The primary uses of the current Vision Plan include student housing (1,800 beds), ground floor mixed-use 
space (99,900 square feet), and a recreation center (225,000 square feet). The first phase, expected to 
open in 2013, will introduce 800 beds, 25,600 square feet of mixed-use space, a 16,000 square foot 
police station, and a pedestrian underpass below the rail line (the “Gateway Connector”) connecting the 
existing campus to the Village.  
 
Overall, the Plan includes three initial phases described in Figure 2.  
 
Figure 2:  UNCG/Glenwood Mixed-Use Village Program 

 
 
 
 Housing will be in the form of apartment-style units and primarily serve UNCG upperclassmen and 

potentially graduate students. 
 

 Mixed-Use space will include ground-floor retail, easily accessible and available to the general 
public. It will also include office space available to the general public or UNCG programs with 
dedicated funding for space. This report quantifies the demand for retail space and the amount 
that could be supported for each phase of the Village development. 
 

 The Recreation Center will serve UNCG students, faculty, and staff. Additionally, it is UNCG’s intent 
to make membership available to residents from the Glenwood neighborhood.  

 
 The UNCG Police Station will provide a centralized facility for the 60-person police force 

replacing existing locations spread throughout campus. 
 
  

Proposed Use Full Build-Out Phase 1 Phase 2 Phase 3
Rec Center 

Phase
Later

Phases

Student Housing (beds) 1,800 800 300 300 400
Mixed-Use (square feet) 99,900 25,600 38,900 12,000 23,400
Academic (square feet) 350,000 350,000
Recreation Center (square feet) 225,000 225,000
Police Station (square feet) 16,000 16,000
Parking (spaces)

Off-Street 1,348 805 390 243
On-Street 467 172 96 38 161

Anticipated Opening Year 2013 2016 2016 2015

Source: UNCG
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Retail Market Conditions 
This section summarizes key trends for the overall retail market in Guilford County and how market 
conditions may impact retail development on West Lee Street in the Village.  
 
Regional Market Conditions 
 
 Retail vacancy rates improved in 2010 due to limited new construction and positive leasing 

activity, but remain higher than in previous years. Vacancy rates for the retail market in 
Guilford County stood at 6.9% at the end of 2010, according to CoStar, a national data 
provider. While slightly lower than in 2009, they are significantly higher than vacancies of 5.3% 
at the end of 2007. It should be noted, however, that the retail market in Guilford is much 
healthier than that of the overall Piedmont Triad region, where retail vacancies stood at 7.3%, 
according to CoStar. However, NAI Piedmont, a retail brokerage firm, notes that small shop 
vacancies reached 25% at the end of 2010.  

 
 Retail rents have improved but remain below rents achieved during the peak period. CoStar 

describes average rents at $12.77 per square foot, triple-net, across the entire retail market in 
Guilford County. Shopping centers in Guilford County had slightly lower rents at an average of 
$11.49 while freestanding retail space exhibited slightly higher rents of $13.36. NAI Piedmont 
indicates an average effective rent, inclusive of concessions and escalation, of $16 per square 
foot for Downtown locations in the Piedmont Triad Region. 

 
 Most new retail development in Greensboro is primarily occurring on the outskirts of the City, 

adjacent to new subdivisions. This includes 72,000 square feet recently developed in 2009 and 
2010 in Greensboro, primarily on the northern edge of the City. However, some new retail 
development, such as Lofts on Lee, is occurring Downtown and on/near UNCG.  
 
Projects in the pipeline are primarily located at the edge of the City including the 513,000 square 
foot Shoppes at Piedmont Crossing near the Airport, the 700,000 square foot Britt Way Commons 
at South Elm/I-85. Relevant projects near the proposed Village include the 170,000 square foot 
Spring Garden/Kenilworth UNCG residence hall under construction that will house 400 students, a 
Bojangles restaurant and convenience store on the ground floor. Deep Roots, a local specialty 
grocer, plans to move from their current store at Spring Garden/Wendover to a 10,500 square 
foot location Downtown. Finally, the Koury Corporation is building a 100,000 square foot movie 
theater and retail development adjacent to the Four Seasons Town Centre Mall southwest of the 
Village off High Point Road. 
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Figure 3:  Guilford County Retail Real Estate Trends, 2007 to 2010 

 
 
 
Figure 4:  Guilford County Retail Real Estate Conditions, 2010 
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Change in Inventory Net Absorption Vacancy Rate

Retail Category
Number of 

Buildings Total GLA Total (sf) Rate
Net 

Absorption Delivery
Quoted Rates 

(psf NNN)

General Retail 2,591 19,707,803 758,523 3.8% 141,457 60,549 $13.36
Mall 4 5,452,625 282,238 5.2% (856) 0 $23.45
Power Centers 1 690,139 14,600 2.1% 24,300 0 $13.70
Shopping Centers 344 13,413,136 1,704,617 12.7% (98,409) 0 $11.49
Specialty Center 1 738,341 13,586 1.8% 0 0 $35.00
All Retail 3,312 40,002,044 2,773,564 6.9% 66,492 60,549 $12.77

Source:  CoStar; HR&A

Vacancy
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Figure 5: Recent Retail Real Estate Development, Greensboro 

 
 

 
Figure 6:  Retail Development Pipeline, Greensboro 

 
 
  

Retail Development Address Square Feet
Year 

Delivered

Church Street Retail Center 5820 North Church St 55,727 2010
Shoppes at Brassfield Station 2002 New Garden Rd 12,500 2009
Lofts on Lee 915 West Lee St 3,810 2010
Total 72,037

Source: CoStar; REIS; HR&A

Project Location
Square 

Feet

Under Construction
UNCG Residence Hall Spring Garden St at Keilworth Rd N/A
Four Seasons Station Shopping Center Koury Blvd at Pinecroft Rd 99,475

Planned
Shops at Woodmont Station Fleming Rd at Inman Rd 75,005
The Shoppes at Piedmont Crossing Phase 5644 Hornaday Rd 513,000
Deep Roots Market 550 N Eugene St 10,500
Britt Way Commons South Elm/Eugene at I-85 700,000
Total 1,397,980

Source: CoStar; REIS; Triad Commercial Properties; HR&A
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Local Market Conditions 
 
According to local brokers, retail rents in Greensboro range from $8 to $22 per square foot with much 
of the retail on West Lee Street leasing in the $12 per square foot range. Smaller spaces in prime 
locations such as Tate Street lease at higher rents per square foot than properties further off campus.  

 
 The asking rents for the vacant retail space at Lofts on Lee, is approximately $12 per square foot, 

including utilities, taxes, and common area maintenance. 
 

 Kotis Properties is asking for $20 to $22 per square foot, net of utilities, common area 
maintenance, taxes, and insurance charges (“triple-net”) for a 2,170 square foot space at 435 
Tate Street between Spring Garden Street and Walker Avenue.  
 

 At 803-815 Holden Street and 3006-3008 Spring Garden Street, two miles west of campus, Kotis 
Properties is asking for $16 to $17 per square foot, triple-net for spaces ranging from 1,034 
square feet to 3,700 square feet (a former Mexican restaurant). 
 

 At 2222 Patterson Street, just west of the Greensboro Coliseum Complex one block from High 
Point Road, Brown Investment Properties is asking $10 per square foot, triple-net for a 1,925 
square feet store in a 15,400 square foot strip center. 
 

 At 1605 West Lee Street, one block west of Aycock Street, Coldwell Banker Commercial is 
marketing a freestanding 2,464 square space built in 2001 for $12.17 per square foot, triple 
net. An auto services shop previously occupied the space. 
 

 At 201 Smyres Place, at the intersection with West Friendly Avenue, Kotis Properties is leasing the 
former 4,000 square foot Ham’s restaurant for $21 per square foot, triple-net. The property is 
one block from the northwest corner of campus, but further from most academic, recreational, and 
dorm buildings. 
 

 Tucked behind 201 Smyres, Kotis Properties is leasing two spaces at 1703 Madison Avenue for 
$12 per square foot, triple-net. Both spaces are roughly 2,500 square feet. 
 

 At the intersection of Westover Terrace and West Friendly Avenue, Kotis Properties is leasing a 
1,808 square foot space for $15 per square foot, triple-net. The space is part of a 7,100 square 
foot property with Hungry Howie’s Pizza, Luxurious Nails, and a dry cleaner as co-tenants.  
 

 REIS, a national real estate data provider, estimates that the Coliseum Shopping Center on 
Coliseum Boulevard in Glenwood leases space for $12.24 per square foot for the smaller, non-
anchor spaces. 
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Competitive Retail Areas 
 
Students and faculty make use of on-campus food service and convenience retail, but also shop and dine 
throughout Greensboro where more diverse offerings can be found.  
 
On-Campus 
 
Retail on campus consists of the campus Dining Center, the Elliott Center (food court and Barnes & Noble), 
and other restaurants including Taco Bell, Spartan Grill, and Au Bon Pain scattered throughout campus. 
Located in the midst of campus, on Spring Garden Street, Yum Yums and Old Town Draught House also 
serve the student, faculty, and staff population. As previously noted, there will be a Bojangles restaurant 
on the ground floor of the new residence hall on Spring Garden/Kenilworth. The convenience store located 
inside the Spring Garden Apartments will relocate to the new residence hall across the street. 
 
Tate Street 
 
Tate Street is a high-density 900-foot long corridor of stores serving the UNCG community. Retailers 
include quick-service and full-service restaurants (Tate Street Coffee, New York Pizza, Jimmy Johns, India 
Palace, Sushi Republic), convenience retail, FedEx, and other retailers such as vintage clothing. Given the 
immediate proximity to campus and density of uses, there is significant foot traffic and limited parking. 
 
Spring Garden Street 
 
To the west of campus, Spring Garden Street extends 2.5 miles to Wendover Avenue and includes a 
variety of convenience retail such as quick-service food, nail salons, dry cleaning, auto repair, gas stations, 
and florists located in freestanding buildings or small shopping centers. In addition, there are residential, 
industrial, and vacant properties in between the retail uses all along the corridor. Closer to campus, there 
is a mixture of health care stores (Walgreen’s, CVS), national chains (Domino’s, Sonic), and local retailers 
including a coffee shop, bakery, eateries (First Carolina Deli, Jack’s Corner), and personal services (yoga, 
tanning, laundry).  
 
High Point Road 
 
Lee Street transitions to High Point Road west of the proposed Village. It is anchored by the Greensboro 
Coliseum Complex to the north and the Four Seasons Mall/Koury Convention Center to the south at the 
intersection with I-40. There is a high concentration of auto-oriented retail along the corridor including 
shopping centers, freestanding buildings, and the mall/hotel complex just south of I-40. 
 
Walker Avenue 
 
In the heart of the off-campus student housing community roughly ¾ mile from campus, there is a cluster of 
stores at the intersection of Walker Avenue and South Elam Avenue. Bestway, a grocery and liquor store, 
is a draw for the area which also includes a laundry, dry cleaner, bar, and local eateries (Lindley Park 
Filling Station, Fishbones). 
 
Glenwood Neighborhood 
 
Glenwood is, first and foremost, a residential neighborhood. There is a small concentration of retail space 
on Grove Street, but a number of these properties remain vacant given the relatively low vehicular and 
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pedestrian traffic. However, much of the shopping is done at the Coliseum Shopping Center, a 65,000 
square foot neighborhood shopping center anchored by a Food Lion and CVS. It is located on Coliseum 
Boulevard, just south of Florida Street and serves the Glenwood neighborhood and through-traffic.  
 
Major Retail Corridors/Clusters 
 
There are also several retail corridors through Greensboro where the UNCG community shops and dines. 
These corridors are auto-oriented consisting of a variety of retail types (freestanding buildings, shopping 
centers, power centers, and regional malls). Students must use an automobile or take a lengthy bus ride to 
visit these activity centers. These corridors and centers serve the larger Greensboro market, and therefore 
offer a variety of retail types and price points. These corridors include: 
  
 Westover Terrace/Battleground Avenue 
 Friendly Center 
 Wendover Avenue 

 
 
Figure 7:  Competitive Retail Areas 
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Retail Gap Analysis 
 
HR&A provides a retail demand analysis that examines student, faculty & staff, and residential spending 
potential compared against current retail sales data to calculate supportable retail square footage at the 
Village. Commonly referred to as a “retail gap analysis,” the methodology is well accepted nationally and 
recommended by the Urban Land Institute. The basic outline of the analysis is as follows: 
 
 Estimate spending potential (demand) of potential consumers  
 Estimate current trade area sales volume (supply) 
 Determine unmet spending potential by store type (gap) 
 Evaluate sales productivity (sales per square foot) 
 Calculate supportable square footage from unmet spending potential 

 
Potential Consumers 
 
Based on conversations with local real estate brokers, UNCG officials, area residents as well as the 
location and type of retail shopping opportunities in the area, HR&A determined that the UNCG students, 
faculty and staff, as well as residents of northern Glenwood would be the primary market for retail stores 
located in the Village. HR&A also understands that the residents beyond walking distance, but within easy 
driving distance (within a one mile radius of the Village) would be a secondary market for retail stores in 
the Village. Persons attending events at the Greensboro Coliseum Complex and drivers on West Lee Street 
present additional markets, although it is unlikely they will have a significant impact on sales. 
 
To this end, HR&A completed separate spending potential analyses for three groups: 
 

1. UNCG Community. Off-campus spending by the students, faculty, and staff at UNCG 
 

2. Glenwood Study Area. Spending by the residents of northern Glenwood 
 
3. Secondary Study Area. Spending by the residents within one mile of the Village, excluding those 

counted in the first two groups  
 
  



 
 
 
 

HR&A Advisors, Inc.  | 12 
 

UNCG Community: Students 
 
There are 17,536 students at UNCG, 13,942 (79.5%) undergraduate and 3,594 (20.5%) graduate 
students. While only 30% of all undergraduate students live in campus residence halls, three-quarters of 
freshman students live on campus. The split between on- and off-campus housing reverses after freshman 
year, with 60% of sophomores living off campus. By senior year, 91% of undergraduates live off campus, 
while nearly all graduate students live off campus.1 
 
 
Figure 8: Undergraduate Housing Distribution 

 
 
 
Students living off campus are concentrated in zip codes 27403 (1,605 students), 27410 (931 students), 
and 27407 (744 students). 
 
In addition, there has been significant new construction of private student housing to the west of campus. 
This includes Spring Place Apartments on Spring Garden Street in zip code 27407 with 576 apartments 
and University Village built in 2007 with 600 beds in 203 units in zip 27403, among others. 
 
 
Figure 9:  Undergraduate Distribution by Zip Code 

 
 
  
                                                           
1 Student data from Spring 2011 

Undergraduate Class On-Campus Off-Campus

Freshman 75% 25%
Sophomore 40% 60%
Junior 20% 80%
Senior 9% 91%
Other 0% 100%
Total 30% 71%

Source: UNCG Office of Institutional Research; HR&A

Zipcode
Undergraduate 

Students
Graduate 
Students Total

27413 4,131 23 4,154
27403 1,230 375 1,605
27410 586 345 931
27407 575 169 744
27406 357 114 471
27265 294 96 390
27455 217 114 331
27284 236 63 299
27409 205 93 298
Other 6,111 2,202 8,313
Total 13,942 3,594 17,536

Source: UNCG Office of Institutional Research; HR&A
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UNCG Community: Faculty/Staff 
 
UNCG has 1,086 faculty and 1,772 staff employees. Roughly a quarter of faculty and staff live in zip 
codes 27410 and 27403, near campus.  
 

Figure 10:  Faculty/Staff Distribution by Zip Code 

 
 
 
Glenwood Study Area 
 
Glenwood is an older urban neighborhood primarily consisting of single-family homes occupied by a 
variety of residents including UNCG students, the elderly, singles, and young couples. HR&A defines a 
Study Area for the northern Glenwood neighborhood that extends from Coliseum Boulevard to Freeman 
Mill Road and West Lee Street to Florida Street to the south. To understand demographic trends, HR&A 
summarizes data for the four Census block groups that approximates northern Glenwood and compares it 
to the City of Greensboro and Guilford County. A full list of demographic tables is provided in Appendix 
1. 
 
 
Figure 11: Map of Glenwood Study Area 

 
 

Zipcode
Faculty/Staff 
Distribution

27410 14%
27403 11%
27455 7%
27408 6%
27406 6%
27407 6%
27405 4%
27401 4%
Other 42%
Total 100%

Source: UNCG Office of Institutional Research; HR&A

Glenwood Study Area 
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 The Glenwood Study Area consists of roughly 3,100 persons with an average household income of 

$46,000, significantly lower than average household income of households in the City ($67,000) 
and County ($70,000) overall.  
 

 The Glenwood Study Area has had limited population and household growth (0.1%) while the 
number of households in the City and County overall grew at a rate of 1.1% and 1.4% per year 
the past ten years, respectively. The Glenwood Neighborhood Plan designates few areas for 
redevelopment, likely limiting the potential population growth of the neighborhood into the future 
besides increased occupancy of housing units. 

 
 The Glenwood Study Area population is significantly younger than the City and County overall. 

31% of the population is between 20 and 34, reflecting the high concentration of the 
undergraduate students, graduate students, and younger community.  

 
 There is significantly less owner-occupancy in the Glenwood Study Area (36% of housing units) 

compared to the City (48%) and County (57%) overall. The majority (50%) of housing units are 
renter-occupied in the Study Area while a significant number of units (15%) are vacant. 

 
 In 2000, the Glenwood Study Area had a high share (48%) of non-family households, compared 

to 42% in the City and 35% in the County. Traditional families, married couple households with 
kids, made up 15% of all households. 

 
 

Figure 12: Demographic Summary 

 
  

1990 2000 2010
1990 to

2000
2000 to

2010

Study Area
Population 3,032 3,024 3,058 0.0% 0.1%
Households 1,283 1,247 1,281 -0.3% 0.3%
Average Household Income $22,530 $36,584 $46,054 5.0% 2.3%

Greensboro City, NC
Population 192,971 223,891 248,122 1.5% 1.0%
Households 78,520 92,394 109,707 1.6% 1.7%
Average Household Income $38,765 $54,753 $67,152 3.5% 2.1%

Guilford County, NC
Population 347,420 421,048 485,583 1.9% 1.4%
Households 137,706 168,667 210,838 2.0% 2.3%
Average Household Income $38,373 $57,488 $69,882 4.1% 2.0%

Piedmont Triad Region
Population 1,242,119 1,464,979 1,638,213 1.7% 1.1%
Households 488,251 582,666 693,104 1.8% 1.8%
Average Household Income $35,165 $51,533 $61,716 3.9% 1.8%

Source: ESRI; HR&A

Annualized Growth
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Secondary Study Area 
 
The Village retail has the potential to draw shoppers beyond the on-campus population and Glenwood 
Study Area. HR&A conservatively defines a Secondary Study Area as the one mile radius around the 
Village, shown in Figure 13. In the retail analysis that follows, HR&A excludes the UNCG Community on 
campus and the Glenwood Study Area evaluated from the Secondary Study Area. 
 
 
Figure 13: Map of Secondary Study Area 

 
  

Secondary Study Area 

Glenwood Study Area 
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Spending Potential (Demand)  
 
Spending Potential: UNCG Community  
 
In order to estimate the spending potential of UNCG students, faculty and staff, HR&A, in cooperation with 
UNCG Office of Institutional Research, developed a web-based survey emailed to 3,013 faculty and staff 
and 15,853 students in March 2011. The response rate for both groups (865 faculty and staff and 1,234 
students) established a 95% confidence level for the results. 
 
The survey asked respondents to estimate their spending at stores and restaurants near campus (i.e. not at 
venues on campus such as the Elliot Center). The survey posed this question to respondents: 
 
 
 

For Students: In an average week, how much would you estimate spending on the following 
purchases off-campus?  
 

– Groceries off-campus 
– Eating out off-campus 
– Buying retail items off-campus (apparel, shoes, accessories, etc.) 
– Enjoying entertainment off-campus 
– Personal services off-campus 

 
For Faculty & Staff: During or immediately before and after your workday, in an average 
week, how much would you estimate spending on the following purchases off-campus? 
 

– Same categories as above 
 
Respondents were asked to select one of the following options: 
 

– $0 per week 
– $1 to $5 per week 
– $6 to $10 per week 
– $11 to $20 per week 
– More than $20 per week 

 
 
 
Both students and faculty/staff spent the most on groceries, followed by eating out, retail items, 
personal services, and entertainment while off-campus. Figure 14 and Figure 15 summarize survey 
results for students and faculty/staff, respectively. Notably, for groceries, 74% of faculty/staff and 
55% of students spend more than $20 per week while off-campus. 
 



 
 
 
 

HR&A Advisors, Inc.  | 17 
 

Figure 14: Student Off-Campus Spending Per Week 

 
 
 
Figure 15:  Faculty/Staff Off-Campus Spending Per Week 
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Based on these findings, HR&A estimates the off-campus spending potential for each merchandise 
category for the UNCG Community, summarized in Figure 16. The analysis indicates that the UNCG 
community spends $14 million on groceries off-campus, $11 million on restaurants off-campus, $8 
million on non-food retail (clothing, accessories, household goods), $6 million on entertainment, and $5 
million on personal services ( haircuts, cleaners, nails, laundry). 
 
 
Figure 16:  UNCG Community Off-Campus Spending Potential 

 
 
 
The estimate relies on several key assumptions: 
 
 For those respondents that selected “$1 to $5”, “$6 to $10”, or “$11 to $20” per week, 

HR&A uses the midpoint of the two endpoints as a total spend estimate. For those respondents 
that selected “more than $20 per week” HR&A conservatively assumes a total spend of $30 
per week. 
 

 There are 17,536 undergraduate and graduate students at UNCG (Spring 2011 data) and 
2,858 faculty and staff at UNCG (Fall 2010 data). 

 
 The analysis only accounts for spending during eight months, or 32 weeks, of the year. 

 
  

Purchase Students Faculty & Staff Total

Groceries $11,700,000 $2,250,000 $13,940,000
Food Service $9,030,000 $1,700,000 $10,730,000
Non-Food Retail $7,010,000 $1,330,000 $8,340,000
Entertainment $4,980,000 $720,000 $5,700,000
Services $4,530,000 $990,000 $5,520,000

Source: March 2011 Survey of UNCG Community; HR&A
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Spending Potential: Glenwood Study Area 
 

HR&A evaluates the spending potential of the residents of the Glenwood Study Area excluding students 
living in the neighborhood.2 To estimate spending potential in the Glenwood Study Area, HR&A collects 
data from ESRI, a national data provider that collects spending potential data for residents at a variety of 
retail store types.  
 
The analysis shows households in the Glenwood Study Area have the potential to spend roughly $9,700 
per year or $11 million total on purchases at the store types shown in Figure 17. A table of spending 
potential for more detailed store types can be found in Figure 31 in Appendix 2. Due to data limitations, 
HR&A did not evaluate the residents spending potential at entertainment or personal services retailers.  
   
 
Figure 17: Residential Spending Potential in Glenwood Study Area 

 
 
 
  

                                                           
2 HR&A only considers 88% of the total spending potential from the1,260 households in the Glenwood Study Area. ESRI data 
indicates that 12% of the population in the Glenwood Study Area is between 20 and 24 years old, a proxy for the student 
population living in the Glenwood Study Area. 

Retail Store Type Per Household Aggregate

Groceries $2,523 $2,790,000
Restaurants $2,010 $2,220,000
Non-Food Retail $5,118 $5,660,000
Total $9,652 $10,670,000

Source: ESRI; HR&A

1 Groceries includes grocery stores and specialty food stores
2 Restaurants includes full-service restaurants and limited-service eating places

Spending Potential

3 Non-Food Retail includes furniture, electronics, sporting, hobby, music, 
general merchandise, personal care, and miscellaneous stores
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Spending Potential: Secondary Study Area 
 
HR&A evaluates the spending potential of the residents of the Secondary Study Area. To avoid double-
counting, HR&A excludes those groups already evaluated from the UNCG Community and Glenwood 
Study Area.3  
 
The analysis shows households in the Secondary Study Area have the potential to spend roughly $9,500 
per year or $24 million total on purchases at the store types shown in Figure 18. Due to data limitations, 
HR&A did not evaluate the residents’ spending potential at entertainment or personal services retailers.  
 
 
Figure 18: Residential Spending Potential in Secondary Study Area 

 
 
  

                                                           
3 HR&A only considers 62% of the total spending potential from the 5,581 households in the Secondary Study Area. Glenwood 
residents make up 19% of the population in the Secondary Study Area. Further, ESRI data indicates that within the Census block 
groups outside Glenwood and the UNCG campus but within 1 mile of campus, 23% of the population is between 20 and 24 years 
old, a proxy for the student population living in the non-Glenwood portion of the Secondary Study Area.  

Retail Store Type Per Household Aggregate

Groceries $2,477 $6,320,000
Restaurants $2,025 $5,200,000
Non-Food Retail $5,027 $12,830,000
Total $9,529 $24,350,000

Source: ESRI; HR&A

1 Groceries includes grocery stores and specialty food stores
2 Restaurants includes full-service restaurants and limited-service eating places

Spending Potential

3 Non-Food Retail includes furniture, electronics, sporting, hobby, music, 
general merchandise, personal care, and miscellaneous stores
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Spending Potential: Overall 
 
HR&A compiles the spending potential from the UNCG Community, Glenwood Study Area, and Secondary 
Study Area to understand the total demand for retail at the Village. The above analysis considers overall 
spending potential from which the Village could capture a certain amount for each consumer group. The 
application of capture rates to the maximum spending potential identified above does not represent the 
anticipated sales at the Village, but rather, a more realistic upper limit of spending potential from each 
consumer group. Figure 19 summarizes the analysis. 
 

1. UNCG Community Spending Potential Capture Rate. The Village, given the proximity to campus, 
could capture a substantial portion of total spending. HR&A uses a 90% capture rate for 
groceries, 80% for restaurants, and 50% for non-food retail store types. Groceries and food 
options within walking distance of campus will likely appeal to the UNCG Community. Non-food 
retail (clothing, furniture, supplies) options at the Village may also appeal to the UNCG 
Community, but much of that spending will likely continue to take place on retail corridors and 
malls where there is a critical mass of options.  
 

2. Glenwood Study Area Potential Capture Rate. Similarly, the residents of the Glenwood Study 
Area will be within walking distance of the retail options at the Village. HR&A uses a 75% capture 
rate for groceries, 60% for restaurants, and 50% for non-food retail store types. Groceries and 
food options within the neighborhood will likely appeal to residents. Non-food retail (clothing, 
furniture, supplies) options at the Village may also appeal to residents, but much of that spending 
will likely continue to take place on retail corridors and malls where there is a critical mass of 
options.  

 
3. Secondary Study Area Potential Capture Rate. The residents in the Secondary Study Area will be 

less likely to shop at the Village compared to the UNCG Community and Glenwood Study Area 
residents. HR&A uses a 10% capture rate for each store type given that shopping at the Village 
would likely require a car trip. These residents are more likely to continue spending at stores on 
retail corridors and malls where there is a critical mass of options and auto accessibility. 
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Figure 19:  Overall Spending Potential 

   

Store Type Students
Faculty & 

Staff
Glenwood Study 
Area Residents1

Secondary Study 
Area Residents2 Total

Groceries
Overall Spending Potential $11,700,000 $2,250,000 $2,790,000 $6,640,000
Capture Rate 90% 90% 75% 10%
Capturable Spending Potential $10,530,000 $2,025,000 $2,092,500 $664,000 $15,311,500

Restaurants
Overall Spending Potential $9,030,000 $1,700,000 $2,220,000 $5,470,000
Capture Rate 80% 80% 60% 10%
Capturable Spending Potential $7,224,000 $1,360,000 $1,332,000 $547,000 $10,463,000

Non-Food Retail
Overall Spending Potential $7,010,000 $1,330,000 $5,660,000 $13,490,000
Capture Rate 50% 50% 50% 10%
Capturable Spending Potential $3,505,000 $665,000 $2,830,000 $1,349,000 $8,349,000

Source: ESRI; HR&A
1 Excludes students living in the Glenwood Study Area, assumed to be 12% of population.
2 Excludes residents from the Glenwood Study Area, 19% of the population. Also, excludes students, assumed to be 
23% of the remainder population.

UNCG Community
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Current Retail Sales 
 
In order to estimate the amount of additional retail space that can be supported in the Village, overall 
spending potential is compared to existing sales generated by shops and services in locations that would 
be considered competitive with the retail options at the Village. For the purposes of this study, HR&A 
considered those locations that are within easy walking distance from campus, and defined this 
Competitive Trade Area as a half-mile radius from the center of UNCG campus. 
 
As shown in Figure 20, the UNCG community can reach retail locations on Tate Street, Spring Garden 
Street, and Lee Street. In this radius, according to ESRI, there is roughly $13.4 million of sales in the retail 
store types of interest summarized in Figure 21 and presented in detail in Figure 32 in Appendix 2. 
 
 
Figure 20: Map of Competitive Trade Area 

 
 
 
Figure 21:  Competitive Trade Area, Current Sales 

  
 
 
  

Retail Store Type Current Sales

Groceries $780,000
Restaurants $8,240,000
Non-Food Retail $4,370,000
Total $13,390,000

Source: ESRI; HR&A

1 Groceries includes grocery stores and specialty food stores
2 Restaurants includes full-service restaurants and limited-service eating places
3 Non-Food Retail includes furniture, electronics, sporting, 
hobby, music, general merchandise, personal care, and 

Competitive Trade Area 
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Village Retail Potential 
 
HR&A compares the total spending potential of all consumers groups against the current sales in the 
Competitive Trade Area. Figure 22 summarizes the analysis. 
 
 For groceries, there is significantly more spending potential than current grocery store sales in 

walking distance from campus ($15.3 million compared to $780,000). This $14.5 million gap is 
likely being met by other retailers near campus (i.e. Walgreen’s) and grocers and general 
merchandise stores at a distance from campus (i.e. Food Lion, Bestway, Walmart). However, it 
highlights the dearth of grocery options near campus.  

 
 For restaurants, there is a substantially higher spending potential compared to current sales ($10.5 

million compared to $8.2 million). This $2.2 million gap is likely being met by other restaurants 
further from campus, but highlights the supportability of restaurant development near campus. 

 
 For non-food retail, there is a substantially higher spending potential compared to current sales 

($8.3 million compared to $4.4 million). While there may be non-food retailers within walking 
distance of campus that meet the needs of the UNCG Community and residents, it should be 
emphasized that the retail malls and corridors away from campus have plentiful parking and 
large national retailers that capture much of the spending potential.  

 
 
Figure 22:  Village Retail Development Potential Analysis 

 
 
 
HR&A believes that new retailers at the Village could capture this unmet spending. To translate unmet 
potential to supportable retail square footage, HR&A uses average sales productivities for retailers in 
similar store types as noted in the Dollars & Cents of Shopping Centers, published by the Urban Land 
Institute (ULI). 
 
HR&A relies on the data collected for “neighborhood shopping centers” which typically have between 
30,000 and 100,000 square feet and provide for the “day-to-day living needs of the immediate 
neighborhood.” For many store types, ULI provides sales productivities at centers located in the South, but 
for others it provides only nationwide figures. HR&A adjusted the figures for nationwide centers to a 
center in the South using the regional data provided by ULI. In addition, HR&A adjusted the 2008 ULI 
figures from a 2008 figure to a 2011 figure based on Consumer Price Index data from the Bureau of 
Labor Statistics. The sales productivities range from $582 per square foot for groceries to $229 for 
restaurants.  
 

Store Type
Spending 
Potential Current Sales1

Unmet
Potential

Sales 
Productivity 

(sales per sf)
Supportable 
Square Feet

(a) (b) (c) = (a) - (b) (d) (e) = (c) / (d)

Groceries $15,311,500 $780,000 $14,531,500 582 25,000
Restaurants $10,463,000 $8,240,000 $2,223,000 229 10,000
Non-Food Retail $8,349,000 $4,370,000 $3,979,000 390 10,000

Source: ESRI; Urban Land Institute; HR&A
1 Includes sales within 0.5 miles from the center of campus.
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 For groceries, HR&A estimates the $14.5 million of unmet potential translates to support for up to 
25,000 square feet of grocery store space. In practice, a grocery store can range from a 10,000 
square feet for a specialty market to a 30,000 square foot Food Lion (as seen on Coliseum 
Boulevard) to a 50,000 square foot full-size Whole Foods or Harris Teeter. 
 

 For restaurants, HR&A estimates the $2.2 million of unmet potential translates to support for up to 
10,000 square feet of restaurant space. This is based on a sales productivity estimate for 
restaurants without liquor. 
 

 For non-food retail, HR&A estimates the $4 million of unmet potential translates to 10,000 square 
feet of space. This is based on the median sales productivity of neighborhood shopping centers 
throughout the South. In practice, a drugstore/pharmacy will have higher sales productivity while a 
clothing store will have lower sales productivity. 

 
Further Considerations 
 
 HR&A also evaluated the spending potential of the UNCG Community at entertainment and 

personal services retailers. The sales, described in Figure 16 above, indicate that the UNCG 
Community spends roughly $5.7 million on entertainment and $5.2 million on personal services. 
HR&A did not compute unmet potential for these categories because third-party data is not 
available to evaluate current entertainment and personal services sales near campus. These retail 
store types could also be developed at the Village complementing the grocery, restaurants, and 
non-food retail. 
 

 The Village will include 1,800 UNCG students living directly above the ground-floor retail. The 
off-campus spending potential of these students is included in the analysis. This is conservative, 
given that these students will spend more heavily at the Village retail at their doorstep than the 
average surveyed student.  
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Consumer Group Outreach Findings 
 
While the retail gap analysis points to potential gaps in the marketplace, a more detail investigation as to 
the way potential consumers currently shop, their impressions of the existing market and desires for 
additional retail shops and services will help inform the tenanting strategy. To this end, an email survey of 
UNCG students, faculty and staff was administered and a focus group with Glenwood residents was 
conducted. The following summarizes the input that was received. 
 
UNCG Student Survey Results 
 
The UNCG Office of Institutional Research distributed a web-based retail services survey, designed by 
HR&A and UNCG, in March 2011 to 15,853 faculty and staff and received 1,234 responses (living 
location summarized in Figure 23). The Office of Institutional Research summarized survey results and 
HR&A presents key highlights here including the desire for a grocery store and additional food venues 
near campus. 
 
 
Figure 23:  Living Location of Student Survey Respondents 

 
 
Groceries 
 
 Dissatisfaction with grocery store options on or near campus. 61% of respondents expressed 

dissatisfaction with the grocery store options on campus or within easy walking distance. (Figure 
33) 
 

 50% of students not on the meal plan ranked eating at their home as the place they typically 
eat their meals. (Figure 34)  

 

29%

28%

20%

22%

2%

On-campus
Off-campus within walking distance
Less than a 15 minute drive
15 minute to 1 hour drive
More than 1 hour drive
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 Students (not on the meal plan) are not frequenting nearby grocery stores during or 
immediately before and after their workday. When asked to rank the places where they shop 
for groceries during or immediately before and after their workday, 73% of respondents listed 
“Other places not listed.” Very few ranked Walker Avenue (Bestway), Food Lion on Coliseum 
Boulevard, or the grocery stores on Tate Street, Spring Garden Street, or on campus. 

 
Restaurants 
 
 Slight majority exhibited satisfaction with table service restaurant options on or near campus. 

59% of respondents expressed satisfaction with or neutrality towards options for table service 
restaurants on or near campus, while 41% expressed dissatisfaction. (Figure 33) 

 
Non-Food Retail 
 
 Dissatisfaction with clothing store and electronic options on or near campus. Over 50% of 

respondents expressed dissatisfaction with places to purchase electronics or clothing stores on 
campus or within easy walking distance. (Figure 33) 

 
 Nearly one in two students ranked the Friendly Center and Four Seasons Mall as the most 

frequented place to make retail purchases. These places have the critical mass of desirable retail 
options and capture much of the student spending potential. 
 

Entertainment 
 
 Nearly one in two students ranked Downtown and Four Seasons Mall/High Point Road as the 

most frequented places for entertainment. Downtown has a critical mass of bars while Four 
Seasons Mall includes nearest movie theater for most students. 

 
Faculty & Staff Survey Results 
 
The UNCG Office of Institutional Research distributed a web-based retail services survey, designed by 
HR&A and UNCG, in March 2011 to 3,013 faculty and staff and received 865 responses (64% staff and 
37% faculty). The Office of Institutional Research summarized survey results and HR&A presents key 
highlights here. 
 
Groceries 
 
 Dissatisfaction with grocery store options. 74% of respondents expressed dissatisfaction with the 

grocery store options on campus or within easy walking distance. (Figure 39) 
 

 Faculty and staff are not frequenting nearby grocery stores during or immediately before and 
after their workday. When asked to rank the places where they shop for groceries during or 
immediately before and after their workday, 71% of respondents listed “Other places not listed” 
and very few ranked Walker Avenue (Bestway), Food Lion on Coliseum Boulevard, or the grocery 
stores on Tate Street, Spring Garden Street, or on campus. (Figure 42) 

 
 The vast majority (90%) of faculty and staff shop for groceries at least once per week during 

or immediately before and after their workday. Four out of ten shop for groceries more than five 
times per week. (Figure 44) 
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Restaurants 
 

 As expected, 89% of faculty and staff eat out lunch at least one to two times per week. 50% 
of respondents eat out one to two times per week and 39% of respondents eat out three to seven 
times per week. 11% of respondents never eat out for lunch. (Figure 40) 
 

 One in three faculty and staff eat breakfast and dinner at least one to two times per week on 
or near campus. (Figure 40) 

 
 Popularity of locations with critical mass of options. Faculty and staff ranked Tate Street, the 

Elliot Center, and Spring Garden Street as the most frequented places for eating out besides 
eating from home. (Figure 41)  

 
 Faculty and staff eat at table service restaurants more often than fast food restaurants during 

or immediately before and after their workday. The vast majority (92%) eat at table service 
restaurants at least once per week, compared to 74% for fast food restaurants. (Figure 44) 

 
 Nearly three in four faculty and staff go to a coffee shop during or immediately before and 

after their workday. Nearly one in five faculty and staff visit a coffee shop more than four times 
per week. (Figure 44) 

 
Non-Food Retail 
 
 One in two faculty and staff ranked the Friendly Center as the most frequented place to make 

retail purchases. Few respondents ranked Battleground Avenue, Wendover Avenue, Four Seasons 
Mall, Spring Garden Street, or the Barnes & Noble in the Elliot Center first. The Friendly Center, 
near to campus and with a critical mass of desirable retail options, captures much of the faculty 
and staff spending potential during or just before and after their workday. (Figure 43) 

  
Glenwood Residents Focus Group Findings 
 
On April 2nd, 2011, HR&A conducted a focus group with nine residents from the Glenwood neighborhood. 
HR&A prepared a brief survey that participants filled in at the beginning of the meeting. It had ten 
questions regarding the residents’ shopping behavior and interest in various retail store types that could 
open at the Village. The written responses indicate the following: 
 
 Most residents shop for their daily needs during weekend evenings or weekend days. 

 
 Most residents dine out in the evening; both on weekday nights and weekend nights. 

 
 Wendy’s, San Luis and Beef Burger are the stores on West Lee Street (from Coliseum Boulevard to 

Freeman Mill Road) that residents frequent most. 
 
 Residents shop in all nearby retail corridors (High Point Road, Wendover, Battleground, 

Downtown, Spring Garden Street, and others) for groceries (both traditional-Harris Teeter and 
Aldi and organic-Earth Fare), and value-conscious national retailers such as Walmart, Lowes, Ross, 
Marshall’s, Costco and CVS). 
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 A specialty/organic grocer, sit-down ethnic restaurant, coffee/baker, brewpub/sports bar and 
crafts/art supplies were most often cited as retailers that residents would be most likely to 
frequent.  

 
 All respondents indicated that they would walk to a new development on West Lee Street. Three 

indicated that they would also take a car, two indicated they would also take a bus and one 
indicated that they would also take a bike. 

 
 Although there was support for both an outdoor farmers market and a crafts market, a number of 

residents noted that they would like to see it located within the Glenwood community on Grove 
Street. 

 
HR&A led a discussion with the group after they filled in the survey, and the residents indicated support for 
the following: 
 
 Having a grocer that sold organic foods and local produce was of great interest to residents. 

There was agreement that they would be willing to go to large supermarkets such as Food Lion for 
paper and other household goods, but that they wanted a place to shop for fresh food items on a 
daily basis that was within walking distance of their homes. 

 
 Sit-down restaurants, both full-service (such as a diner) and counter-service, were of interest to 

respondents.  
 
 A restaurant offering take-out food, as well in in-store dining (such as a Chinese restaurant and 

Lox, Stock and Bagel) was also cited.  
 
 Residents cautioned that these venues needed to be reasonably priced and not upscale. They also 

voiced a strong preference for food venues that sold healthy options such as soups, salads and 
freshly prepared foods rather than fast food. 

 
 Residents did not want the shops and services in the Village to compete with those on Tate Street. 

They were particularly concerned about how a coffee venue would affect Tate Street Coffee. 
 
 There appeared to be a lack of support for stores selling health and beauty aids (CVS) and 

convenience goods (7/11). However service such as a shoe repair and hardware store were 
retailers that they would like to see in the Village.  
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Village Retail Development Recommendations 
 
The current plan for the Village includes 99,000 square feet of ground-floor space at the base of the new 
buildings. The gap analysis conservatively estimates that there is demand for roughly 45,000 square feet 
of additional retail space in the marketplace.  
 
In order to meet the demand that the UNCG community and Glenwood area residents have expressed for 
this type of retail, UNCG must balance a variety of considerations including initial tenanting, parking 
needs, space layout, visibility, among others as outlined below. 
 
Phasing and Program Recommendations 
 
The Village will be developed in four phases, from 2013 to 2016, plus future development at a yet-to-be-
determined date. Given that walkability from campus will be an important factor in the success of the 
retail component of the Village, UNCG will need to create a cluster of retail shops and services which 
capitalizes on proximity to the Gateway Connector in the early years, and build upon these early 
successes to attract new retailers in later years. Similarly, it will be important to attract area residents and 
those traveling along West Lee Street. To this end, the availability of both on-street parking and 
proximate off-street parking in the early phases of the project will be critical to early leasing efforts. 
Figure 24 summarizes our program recommendations for each building in the Village. 
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Figure 24: Retail Development Recommendations 

 
 
Phase One (2013) 
 
The first phase, to be developed by 2013, includes 25,600 square feet of mixed-use space available for 
retail development in Buildings 1 and 2 on the south side of West Lee Street. This phase will accommodate 
800 students and will be visible to the Glenwood community and traffic on West Lee Street.  
 
Temporary Restaurant Space in Building 1. Because Phase One buildings will be a distance from the 
Gateway Connector, the retail component in this phase is unlikely to attract significant spending from the 
UNCG Community other than from those living and working in Buildings 1 and 2. The space will be located 
in a “construction zone” for a number of years while the remainder of the Village is being built. Therefore, 
we believe that retail in Phase One has limited potential in the near term. We understand, however, that 
amenities for the UNCG students and faculty living and working in Phase One buildings will need to be 
provided. HR&A recommends that three food concepts, totaling a minimum of 5,000 square feet of space 
be created, with the balance of the ground-floor built out as office space, gallery space for exhibits of 
student works, and/or community space.  
 
In order to ensure that food service is available when the buildings open, HR&A recommends that UNCG 
reach out to Chartwells, its on-campus food service purveyor, to operate and manage the food facilities in 
these buildings. The space should be developed in Building 1 which is closer to the Gateway Connector 
and has off-street parking. We expect that UNCG will negotiate terms that are similar to its existing 
contract with Chartwells and that the University would pay for all improvements and fit-out to the space. 

Phase
Available 
Space (sf)

Opening 
Year Grocery Restaurant

Non-Food & 
Services Other

Phase One
Building 11 12,800 2013 0 5,000 0 7,800
Building 2 12,800 2013 0 0 0 12,800
Total 25,600 0 5,000 0 20,600
Phase One after 2016 25,600 0 0 0 25,600

Phases Two and Three
Building 5 12,967 2016 0 0 0 12,967
Building 6 25,933 2016 0 13,000 0 12,933
Building 72 15,000 2016 12,000 1,000 2,000 0
Total 53,900 12,000 14,000 2,000 25,900

Future Phases
Building 15 21,060 TBD 0 8,000 13,060 0
Building 16 2,340 TBD 0 0 2,340 0
Total 23,400 0 8,000 15,400 0

Full Build-Out 102,900 12,000 22,000 17,400 51,500

Source: HR&A

1 HR&A recommends temporary restaurant space in Building 1 until the prime retail spaces is built in later phases.
2 The plan currently allocates 12,000 square feet to Building 7. HR&A recommends increasing the square footage.

Recommended Development (sf)
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As a way to minimize costs to UNCG, we recommend that cooking be limited to heating and assembly of 
food (not cooking) which eliminates the need for expensive venting and kitchen fit out. Additionally, it will 
be easy to convert this space to other uses when space becomes available in Phases Two and Three. 
 
The following should be taken into consideration when negotiating a transaction with Chartwells. 
 
 It will be important to have a consistently high quality of food, despite the lack of cooking. 
 Food offerings should differ from than those already provided at campus dining facilities. 
 While Chartwells may operate all venues in Phase One, it will be important that each space have 

a distinctive design and menu. 
 Formats should range from self-service to limited table service. 
 All venues should be open seven-days a week, until 9 p.m.  
 At least one should be open for breakfast. 
 Price points should be moderate. 
 Campus meal plan cards should be accepted at all venues. 
 At least one venue should provide meals, fresh fruit and limited package goods to take out. 
 A suggested range of venues could include bakery and coffee shop (such as Au Bon Pain, but with 

a different name); a café with juices, wraps, salads; and/or ethnic food such as sushi and burritos. 
 
Phases Two and Three (2016) 
 
Phases Two and Three will both open by 2016 and together will include 50,900 square feet of mixed-use 
space available for retail development in Buildings 5, 6, and 7 on the south side of West Lee Street. The 
spaces will be directly across from the Gateway Connector and proximate to the future Recreation Center. 
As such, Buildings 6 and 7 will have the most marketable retail space and present the greatest opportunity 
to create a retail destination for the UNCG Community and area residents. 
 
Key to a successful leasing effort will be attracting permanent retailers that will “anchor” the retailer 
offerings at the Village. We believe that priority should be given to securing a grocery store as the first 
tenant which will then attract other retailers such as restaurants, non-food retailers and services.  
  
Grocery in Building 7. HR&A recommends the development of a grocery store at the Village based on the 
findings of the gap analysis, survey of the UNCG Community, and discussions with Glenwood community. It 
is unlikely that a full-scale, traditional grocer (i.e. Harris Teeter, Food Lion, etc.) will fit within the format of 
the Village given their preference for large spaces and locations with ample parking in front of the store. 
To this end, specialty grocers and organic/natural food markets that typically utilize between 10,000 to 
15,000 square feet of space would be a better fit for the Village.  
 
A grocer at this space will likely require adjacent customer parking as well as back-of-store loading and 
delivery. For that reason, we suggest Building 7 as the location for this use. We recommend, based on our 
review of the Lord Aeck Sargent plans for the Village, that the setback in front of the building on West 
Lee Street be eliminated. Without the setback, the depths for grocery stores can be better accommodated 
and visibility will be improved. This will also add additional square footage to Building 7. 
 
Active-Oriented Café and Non-Food Retailer in Building 7. Building 7 will have retail frontage on 
McCormick Street that will face the Recreation Center. In that space, HR&A recommends a small (1,000 
square foot) café serving juices and healthy prepared soups, salads, wraps and smoothies and a small 
(2,000 square foot) retailer catering to sports-related uses such as a bike store or athletic equipment and 
apparel. Both stores should have signage facing West Lee Street. 
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Restaurants in Building 6. Building 6 will be directly across the street from the Gateway Connector, 
providing a strong opportunity to draw the UNCG Community and other consumers. HR&A estimates 
Building 6 will have 26,000 square feet (two-thirds of the Phase Two total) of mixed-use space. The 
current Lord Aeck Sargent plan shows approximately half of the space fronting onto West Lee Street and 
the remainder onto Glenwood Avenue. HR&A recommends initially developing only the more visible space, 
roughly 13,000 square feet, facing West Lee Street. Within this square footage, a restaurant node that 
could include three to four restaurants ranging from both table service to fast food/fast casual, could be 
created. This would replace the temporary restaurants in Phase One that will be operated by Chartwells. 
 
In order to increase visibility and marketability of the site to retailers, HR&A suggests that the corner 
restaurant facility have access to the open plaza at the northwest corner of the parcel, which is a prime 
location for retail. This open space will add value by creating a more attractive environment for 
pedestrians and will provide a place for sidewalk dining. However, if the plaza includes tall planters or 
trees, it will limit visibility and reduce the likelihood of a restaurant succeeding at this location. 
 
Future Phases 
 
The future phases of the Village will include 23,400 square feet of mixed-use space in Building 15 and 
Building 16. Building 15 (roughly 21,000 square feet) has a prime location on the north side of West Lee 
Street adjacent to the Gateway Connector plaza. As such, Building 15 will be highly marketable and build 
on the success of Building 6 and Building 7 in earlier phases. Building 16 (roughly 2,300 square feet) will 
sit next to the police station on the north side of West Lee Street, across from Building 6. 
 
Mixed Retail in Building 15. The eastern side of Building 15, at the entrance of the Gateway Connector, 
will be the most accessible space to the UNCG campus. With its visibility, the eastern side should be 
developed as a restaurant venue with entertainment such as a brewpub (8,000 square feet) that opens 
onto the plaza. The remainder of the building (13,000 square feet) can include non-food retail and 
personal services primarily serving the Village students, Glenwood community, and drivers on West Lee 
Street, but also the on-campus population. Non-food and personal service retailers may include a hair 
salon, hardware/furniture store, or apparel store.  
 
Non-Food Retail in Building 16. The current plan allocates Building 16 to the eastern side of the police 
station. HR&A recommends shifting the retail space to the western side so that it will front the Gateway 
Connector plaza and benefit from the foot traffic. This space could include services such as an ATM or non-
food retail such as a convenience store or pharmacy. 
 
Optional Retail Development in Building 5. HR&A recommends that UNCG delay leasing the retail space 
in Building 5 until the spaces in Building 6, Building 7, Building 15, and Building 16 are successfully 
absorbed.  However, if the property for Building 15 is not secured in the near- to medium-term.,  HR&A 
believes that the retail program intended for that building  (a food and non-food retail mix)  could be 
developed in Building 5. It should be noted, though, that while Building 5 is well served by a small parking 
lot, it does not benefit from the proximity to the Gateway Connector like Building 15. To this end, HR&A 
anticipates that space in Building 5 will command a lower rent than could be achieved in Building 15.  
 
Interim Uses 
 
The expansion of the UNCG campus across West Lee Street will require that students, faculty and staff 
change their daily habits and walk in a direction that is new to them. In order to draw people to this 
location, it will be critical to create a sense of place that is unique and inviting. HR&A believes that it will 
be important to bring consumers to this site as early in the process as possible. 
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To this end we would recommend that UNCG develop a series of interim activities on site during the 
weekends on a year-round basis even before construction begins. This could include a Farmers’ Market, 
spring and fall juried art show, outdoor movie venue, ethnic food festival featuring either food trucks or 
local/regional restaurants, portable ice skating, and a holiday market. These activities would be targeted 
to the UNCG community as well as area residents and should be publicized to maximize attendance. 
 
 
Physical Environment Recommendations 
 
The physical design of the Village will be a critical element to retail success. HR&A, based on our 
experience with campus and urban retail across the country and our understanding of the context of the 
Village, makes the following design recommendations. 
 
 Retail space and signage should be clearly visible for drivers along West Lee Street. This 

requires careful selection of street trees to avoid covering signage and display windows, as well 
as limiting columns on the façade of the building and setbacks (which has impaired the 
marketability of the retail space at Lofts on Lee). HR&A recommends blade signage that extends 
perpendicularly from the building. 
 

 The urban design should make walking comfortable and enjoyable. Crosswalks from the 
Gateway Connector to the south side of Lee Street should be clearly marked and well-lit. Street 
furniture should be provided on wide sidewalks and restaurants should be encouraged to open 
sidewalk tables.  

 
 Parking should be on the same parcel or at least on the same side of the street as retail space. 

In order to attract drivers on West Lee Street, faculty before and after their workday, and the 
residents of the Secondary Study Area and beyond, parking must be easily identified and 
proximate to the retailer. Signage directing drivers to the parking behind buildings should be 
visible and designed in concert with the Village architecture. The parking, particularly for the 
grocery store, should not require the visitor to cross any streets to get to their car. 

 
 Tenant spaces should meet the configurations required by retailers. Ceiling heights will need to 

be approximately 14 feet from slab to finished ceiling. Column bays should be 20 feet, which can 
be combined into multiple modules. Except for the grocery store which will require a store depth of 
approximately 120 to 150 feet, store depths should not exceed 60 feet. It would be preferable 
to have rear loading for deliveries as well as a place for trash pickup. 

 
 Provide tenants with space that is ready for customization. At minimum, UNCG will need to 

bring utilities to the premises including HVAC, electrical, plumbing and waste lines, sprinkler hooks 
ups (if required by code), ADA access, and any other features required by code. Rather than pre-
building space UNCG should provide a tenant workletter allowance for each space which can be 
used by the tenant to build at their space. 
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Tenant Recommendations 
 
Success of the retail at the Village will hinge upon attracting tenants that can draw shoppers and create a 
desirable image for UNCG and Glenwood. Having identified the broad categories of development 
potential, HR&A makes the following tenant recommendations. Figure 45 in Appendix 4 provides a 
summary of potential retailers looking to expand in North Carolina, according to Retail Lease Trac, a 
national directory of retailers. Of course, there will be independent and other retailers not included in the 
table that should also be considered. However, local retailers should have a proven track record and have 
at least one other facility operating for at least five years, in order to be considered. 
 
 A regional or national chain grocer. The grocery store will anchor the Village retail and occupy 

approximately 12,000 square feet. UNCG should target a creditworthy national or regional chain 
grocer that can provide an appealing product and cater to a diverse group of consumers. HR&A, 
relying on the Retail Lease Trac database, identified three grocers that have expressed interested 
in expanding within North Carolina – ALDI, Trader Joe’s, and The Fresh Market. These grocers, 
and others like them, will require approximately 150 feet of depth and between 80 and 100 feet 
of frontage. While The Fresh Market and ALDI typically occupy spaces larger than 12,000 square 
feet in suburban locations, these grocers may consider a smaller, more urban format in the Village.  
 
Given the large space required by a grocer, UNCG must offer rental rates that are lower than 
typical rental rates in Greensboro and also provide allowances for the grocer to fit out their 
space. HR&A estimates that a grocer would pay roughly $10 per square foot for the space. 
 

 A mix of independent and chain restaurants. The Village retail plan calls for the creation of a 
critical mass of restaurants, roughly 22,000 square feet. HR&A recommends a mix of restaurants. 
For those spaces requiring cooking, venting space should be designed before occupancy, but built 
after a lease commitment has been made. HR&A anticipates these restaurants will pay $15 per 
square foot for the space. 
 

– For the 1,000 square foot healthy foods/juice bar café in Building 7 across from the 
Recreation Center, HR&A identified several tenants including Jamba Juice and NrGize 
Lifestyle Café looking to expand in North Carolina.  
 

– For the restaurant space in Building 6 and Building 15, there will be a mix of table-service 
and fast food/fast casual restaurants. To enhance the attractiveness of the Village, there 
should be a mix of national chains and independent restaurants. Table-service restaurants 
such as a Mellow Mushroom or independent ethnic restaurants should be programmed 
between 3,000 and 5,000 square feet. Fast food and fast casual restaurants such as a 
Noodles & Co or Salad Creations should be programmed between 1,200 and 3,000 
square feet.  

 
 A mix of independent and chain non-food retailers and personal service retailers. The non-

food retail and personal service retail space will be located in Building 7, Building 15, and 
Building 16. A wide range of retailers could fill these spaces. HR&A anticipates they will pay $12 
per square foot for the space. 

 
– For the 2,000 square foot space in Building 7, HR&A recommends UNCG seek out a 

retailer that relates to the Recreation Center across the McCormick Street. This may 
include a bicycle store or athletic equipment and apparel store. 
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– For the 13,000 square foot space in Building 15, HR&A recommends a mix of non-food 
retailers and personal service retailers. This could include a hardware store (that may also 
sell home/dorm furnishings) with 4,000 square feet, hair salon, or apparel.  

 
– For the 2,300 square feet of space in Building 16 at the Gateway Connector entrance, 

HR&A recommends programming the space with convenient retail such as an ATM or 
convenience store. 
 
 

Cash Flow Analysis 
 
HR&A estimates the potential income generation from the Village retail space. HR&A evaluates the income 
beginning in year 2016, when Phases Two and Three open relying on the assumptions provided in Figure 
25. The rents are presented as “triple-net”, a standard retail lease structure whereby tenants pay for their 
own utilities and their share of taxes and insurance. 
 
 
Figure 25:  Cash Flow Analysis Assumptions 

 
 
 
Figure 26 summarizes the income calculation.  
 
 Phase One will open in 2013, but HR&A recommends that Chartwells operate the restaurant retail 

at that space. The income from Phase One will depend on the existing contractual agreement 
between UNCG and Chartwells.  
 

Rent per Square Foot (2011$)

Grocery $10
Restaurant $15
Non-Food/Personal Services $12

Growth Assumptions

Sales/Rent Growth 3%
Vacancy/Credit Loss (% of revenue) 10%

Program (square feet)

Phase One
Restaurant 5,000

Phase Two
Grocery 12,000
Restaurant 14,000
Other 2,000

Future Phases
Restaurant 8,000
Other 15,400

Source: HR&A
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 Phases Two and Three will open in 2016. HR&A estimates retail space in those phases will 
generate effective gross income of $370,000 each year for ten years beginning in 2016. 
  

 Future Phases will open at a yet-to-be-determined date. HR&A assumes it will open in 2020 and 
estimates $358,000 of effective gross income will be generated each year for ten years 
beginning in 2020. 

 
 
Figure 26:  Cash Flow Potential 

 
 
 
  

Phase Two/Three Revenues 
(beginning 2016)

Future Phases Revenues 
(beginning 2020)

Grocery Rent $139,000 $0
Restaurant Rent $243,000 $157,000
Other Rent $28,000 $241,000
Rent Revenue $410,000 $398,000

Vacancy & Credit Loss ($41,000) ($40,000)

Effective Gross Income $369,000 $358,000

Source: HR&A
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Appendix 1: Additional Gap Analysis Tables 
 

Figure 27:  Glenwood Study Area, Housing Tenure, 2010 

 
 
 
Figure 28:  Glenwood Study Area, Household Composition, 2000 

 
 
 
 
 

Owner-
Occupied

Renter-
Occupied Vacant

Study Area 36% 50% 15%
Greensboro City, NC 48% 43% 9%
Guilford County, NC 57% 34% 9%
Piedmont Triad Region 62% 27% 10%

Source: ESRI; HR&A

Location 
Non-Family 
Households 

Married Couple
Households
without Kids 

Married Couple 
Households

with Kids 
Single Parent 
Households 

Other Family 
Households

Study Area 48% 15% 14% 14% 9%
Greensboro City, NC 42% 22% 18% 12% 6%
Guilford County, NC 35% 26% 22% 11% 6%
Piedmont Triad Region 31% 29% 23% 11% 6%

Source: ESRI; HR&A

Family Households
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Figure 29:  Glenwood Study Area, Household Income Distribution, 2010 
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Figure 30:  Glenwood Study Area, Age Distribution, 2010 
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Figure 31: Residential Spending Potential in the Glenwood Study Area 

 
 

Retail Store Type
Per 

Household Aggregate

Bldg Materials, Garden Equip. & Supply Stores
Building Material and Supplies Dealers $490 $540,000
Lawn and Garden Equipment and Supplies Stores $46 $50,000

Food & Beverage Stores $0
Grocery Stores $2,436 $2,690,000
Specialty Food Stores $88 $100,000
Beer, Wine, and Liquor Stores $93 $100,000

Furniture & Home Furnishings Stores $525 $580,000

Electronics & Appliance Stores $476 $530,000

Clothing and Clothing Accessories Stores $687 $760,000

Sporting Goods, Hobby, Book, and Music Stores $208 $230,000

General Merchandise Stores $2,359 $2,600,000

Food Services & Drinking Places $0
Full-Service Restaurants $907 $1,000,000
Limited-Service Eating Places $1,103 $1,220,000
Special Food Services $431 $480,000
Drinking Places - Alcoholic Beverages $176 $190,000

Health & Personal Care Stores $578 $640,000

Miscellaneous Store Retailers $286 $320,000

Source: ESRI; HR&A
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Figure 32: Current Sales in Competitive Trade Area (0.5 Miles from UNCG Campus) 

 
  

Retail Store Type Current Sales

Bldg Materials, Garden Equip. & Supply Stores
Building Material and Supplies Dealers $300,000
Lawn and Garden Equipment and Supplies Stores $0

Food & Beverage Stores
Grocery Stores $470,000
Specialty Food Stores $310,000
Beer, Wine, and Liquor Stores $1,020,000

Furniture & Home Furnishings Stores $410,000

Electronics & Appliance Stores $260,000

Clothing and Clothing Accessories Stores $170,000

Sporting Goods, Hobby, Book, and Music Stores $870,000

General Merchandise Stores $420,000

Food Services & Drinking Places
Full-Service Restaurants $4,340,000
Limited-Service Eating Places $3,900,000
Special Food Services $20,000
Drinking Places - Alcoholic Beverages $0

Health & Personal Care Stores $1,550,000

Miscellaneous Store Retailers $680,000

Source: ESRI; HR&A
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Appendix 2: UNCG Student Retail Services Survey, Select Results 
 
Student Survey Question: How satisfied are you with the following offerings that are on campus or within 
easy walking distance?  
 
Figure 33:  Students, Satisfaction with Retail Options 
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Student Survey Question: Where do you typically eat your meals? Please rank up to five options below 
with your first choice being the most frequent (highest rank). Do not rank any option you do not use. 
(MINIMUM 1 ANSWER AND MAXIMUM OF 5 ANSWERS) 
 
 
Figure 34:  Students (Not on Meal Plan), Locations for Eating Out (Places Ranked First) 
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Student Survey Question: Where do you most often go to shop for groceries? Please rank up to three 
options below with your first choice being the most frequent (highest rank). Do not rank any option you do 
not use. (MINIMUM 1 ANSWER AND MAXIMUM OF 3 ANSWERS) 
 
Figure 35:  Students (Not on Meal Plan), Locations for Groceries (Places Ranked First) 
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Student Survey Question: Where do you most often go for retail store purchases (not including food, 
groceries, or assigned text books) while you’re at UNCG? Please rank up to three options below with your 
first choice being the most frequent (highest rank). Do not rank any option you do not use. (MINIMUM 1 
ANSWER AND MAXIMUM OF 3 ANSWERS) 
   
 
Figure 36:  Students, Locations for Retail Purchases (Places Ranked First) 
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Student Survey Question: Where do you most often go for entertainment (music, cinemas, clubs, etc.) while 
at UNCG? Please rank up to three options below with your first choice being the most frequent (highest 
rank). Do not rank any option you do not use. (MINIMUM 1 ANSWER AND MAXIMUM OF 3 ANSWERS) 
 
 
Figure 37: Students, Locations for Entertainment (Places Ranked First) 
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Student Survey Question: In an average week, how often do you go to locations off-campus for the 
following activities? 
 
 
Figure 38:  Students, Off-Campus Activity Frequency 
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Appendix 3: UNCG Faculty/Staff Retail Services Survey, Select Results 
 
 
Faculty/ Staff Survey Question: How satisfied are you with the following offerings that are on campus or 
within easy walking distance? 
 
 
Figure 39: Faculty & Staff, Satisfaction with Retail Options 
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Faculty/ Staff Survey Question: While at UNCG, in an average week, how many times do you go out to 
eat the following meals? 
 
 
Figure 40:  Faculty & Staff, Frequency of Eating Out While at UNCG 
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Faculty/ Staff Survey Question: While at UNCG, where do you typically eat your meals? Please rank up 
to five options below with your first choice being the most frequent (highest rank). Do not rank any option 
you do not use. (MINIMUM 1 ANSWER AND MAXIMUM OF 5 ANSWERS) 
 
 
Figure 41:  Faculty & Staff, Typical Locations for Eating Out (Places Ranked First) 
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Faculty/Staff Survey Question: During or immediately before and after your workday, where do you most 
often go to shop for groceries? Please rank up to three options below with your first choice being the most 
frequent (highest rank). Do not rank any option you do not use. (MINIMUM 1 ANSWER AND MAXIMUM OF 
3 ANSWERS) 
 
 
Figure 42: Faculty & Staff, Typical Locations for Groceries (Places Ranked First) 
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Faculty/ Staff Survey Question: During or immediately before and after your workday, where do you 
most often go for retail store purchases (not including food)? Please rank up to three options below with 
your first choice being the most frequent (highest rank). Do not rank any option you do not use. (MINIMUM 
1 ANSWER AND MAXIMUM OF 3 ANSWERS) 
 
 
Figure 43:  Faculty & Staff, Typical Locations for Retail Purchases (Places Ranked First) 
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Faculty/Staff Survey Question: During or immediately before and after your workday, in an average 
week, how often do you go to locations off-campus for the following activities? 
 
 
Figure 44:  Faculty and Staff, Activity Frequency During or Immediately Before/After Workday 
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Appendix 4: Tenant Research 
 
HR&A provides tenant examples based on a thorough search of Retail Lease Trac, a national retailer 
directory service that indicate expansion plans for retailers on a geographic basis as well as physical 
characteristics such as square footage required and demographics. HR&A searched for grocery and 
restaurants that are expanding in North Carolina, but filtered them based on our understanding of 
consumer demand and physical constraints. The list consists of national and regional chains and in some 
cases could be representative of the needs of independent retailers. Fashion apparel and other specialty 
retailers typically found in shopping centers and big box retail developments were not considered in this 
analysis. Other types of retailers would likely be local and independently owned vendors that will fill in 
vacant space after grocery and restaurant tenants are in place. 
 
The following assumptions were also taken into consideration: 
 
 No stores or restaurants targeting high-income consumers (i.e. Champps, PF Changs) 
 No stores that are entirely located in rural or suburban areas (i.e. Cracker Barrel) 
 No large footprint stores (i.e. Jo-Ann Fabrics, Harris Teeter, etc.) 
 No ice cream or low-quality pizza places. 
 No stores that are already nearby UNCG (i.e. Jimmy John’s) 
 No widely available fast food restaurants (i.e. McDonald’s, Burger King) 
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Figure 45: Retail Tenant Examples

 

Store Type Food Type
Desired Square 

Footage Desired Dimensions Scale

Grocery
ALDI 16,000 to 18,000 93' Frontage; 165' Depth National
Trader Joe's 10,000 to 14,000 80' Frontage National
The Fresh Market 18,000 to 23,000 110'+ Frontage Regional (East Coast)

Restaurant - Fast Food and Fast Casual
Atlanta Bread Company Bakery 3,800 to 4,500 50' Width; 100' Depth National
Baba Ghannouj Mediterranean 1,400 to 2,000 Regional (NC)
Backyard Burgers Burger 2,200 to 2,800 Regional (South)
Baja Fresh Mexican 1,200 to 2,000 25' Frontage
Bear Rock Café American 2,500 to 3,500 35-45' Frontage Regional (NC)
Boardwalk Burger 1,700 to 2,400 30' Frontage; 80' Depth National
California Tortilla Mexican 2,000 to 3,000 25' Frontage Regional (Northeast)
CHeBA Hut Sandwich 2,200 to 2,600 National
Cheeburger Cheeburger Burger 2,200 to 2,800 National
Corner Bakery American 3,000 to 4,000 National
Doc Green's Gourmet Salads American 2,000 to 2,800 Regional (South)
Earl of Sandwich Sandwich 250 to 3,200 National
East Coast Wings American 1,400 to 1,800 Regional (South)
Einstein Bros Bagels Bagels 2,100 to 3,000 40' Frontage National
Energy Kitchen American 2,000 to 2,500 National
Extreme Pita Mediterranean 300 to 1,300 International
Firehouse Subs Sandwich 1,500 to 2,000 20' Frontage Regional (South)
Frullati Café and Bakery American 600 to 1,000 20-30' Frontage National
Jake's Wayback Burgers Burger 1,600 to 2,000 Regional (East Coast)
Jersey Mike's Subs Sandwich 1,000 to 2,000 National
Lenny's Sub Shop Sandwich 1,500 to 2,500 20' Frontage National
Lime Fresh Mexican Grill Mexican 1,800 to 2,800 25' Frontage Regional (FL)
Mama Fu's Asian House Chinese 2,500 to 3,200 Regional (South)
Maui Tacos Mexican 1,800 to 2,400 30'+ Frontage International
McAlister's Deli Sandwich 3,000 to 4,200 National
My Friend's Place Deli Sandwich 1,400 to 2,400 Regional (South)
Naked Pizza Pizza 800 to 1,200 National
Noodles & Company International 2,400 to 2,600 Regional (NC)
Panera Bread American 3,500 to 4,500 National
Pita Pit Mediterranean 800 to 1,500 National
Qdoba Mexican Grill Mexican 2,200 to 2,400 30'+ Frontage National
Salad Creations Salad/Sandwich 1,200 to 2,000 20'+ Frontage National
Saladworks Salad/Sandwich 400 to 2,500 25'+ Frontage Regional (East Coast)
Sandella's Flatbread Café American 500 to 1,500 International
Smashburger American 1,600 t o 2,200 National
The Counter Burger 2,500 to 3,000 40'+ Frontage National
The Veggie Grill American 2,200 to 3,000 Regional (CA)

Restaurant - Table-Service or Bar
Amerigo Italian 6,000 to 7,000 Regional (South)
Bar Louie Bar 7,000 to 8,000
BJ's Restaurant/Bar 8,000 to 9,000 National
BlackFinn Restaurant/Bar 5,000 to 7,000 National
Brothers Bar and Grill 6,000 to 8,000 Regional (Midwest)
Buffalo's Southwestern Café American 4,000 to 5,000 Regional (South)
Cheddar's Casual Café Restaurant/Bar 7,900 to 8,500 National
Chuys Mexican 5,500 to 6,800 Regional (South)
Dickey's Barbecue Barbecue 1,400 to 3,000 National
First Watch Breakfast/Lunch 3,300 to 3,750 30'+ Frontage Regional (Northeast)
Flattop Grill Stir-Fry 2,000 to 3,000 Regional (Midwest)
Flying Biscuit Mexican/American 1,500 to 2,500 Regional (South)
Freddy's American 2,800 to 3,600 National
J Gumbo's Cajun 1,000 to 2,500 National
Mellow Mushroom Pizza 4,000 to 5,000 Regional (South)
Perkins Restaurant & Bakery American 4,500 to 7,000 National
Rock Bottom American 9,500 to 10,500 National

Beverages & Desert
Coffee Bean & Tea Leaf Café 1,200 to 1,800 National
Coffee Beanery Café 1,200 to 1,500 18' Frontage National
Emerald City Smoothie Beverages 800 to 1,400 National
Freshberry Dessert 800 to 1,200 National
It’s a Grind Café 1,000 to 1,500 20' Frontage National
Jamba Juice Beverages 1,200 to 1,400 National
Juice Zone Beverages 100 to 1,500 National
NrGize Lifestyle Café Beverages 250 to 650 National
Pinkberry Dessert 1,000 to 2,000 National
PJ's Coffee Café 1,200 to 1,800 Regional (South)
Planet Smoothie Beverages 700 to 1,200 National
Red Mango Dessert 800 to 1,200 National
Robeks Beverages 250 to 1,200 20'+ Frontage National
Starbucks Café 1,400 to 2,700 23'+ Frontage International
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