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INTRODUCTION

The City of North Mankato is working with stakeholders and the general public to achieve a shared vision
for the future of Commerce Drive. A mix of industrial, commercial, and residential uses combine to
provide a major employment center and a key retail and service district for area residents. Many have
expressed they would like to re-envision this core business district as a community destination achieved
through an enhanced business presence, improved transportation facilities, and enhanced area design.

A. Plan Purpose

Commerce Drive will undergo a resurfacing project sometime in 2019 or 2020 funded by federal
grant awards. This project opens up opportunities for the city to rethink the streetscape and
implement improvements that will promote vehicle and pedestrian safety and area beautification.

The purpose of this Commerce Drive Area Development Plan is to:

1.Achieve the shared vision for the future of Commerce Drive among the city, citizens and
stakeholders

2.Establishing short-term improvements that can be implemented in the upcoming resurfacing
project

3.Reviewing corridor history, present use, and future opportunities for businesses and residents

4.Achieving a framework for investment along Commerce Drive

B. Guiding Principles

As the community is pursuing improvements to Commerce Drive, the following guiding principles
should be referenced:

1.Recognize Commerce Drive as a primary business district in the community and a place for
businesses to succeed

2.Recognize Commerce Drive has all the amenities and services needed for a thriving business
and residential district

3.Enhance pedestrian connections along and across the corridor as well as to area park and trail
facilities (e.g. Caswell Park, Benson Park, Highway 14 Trail, etc.)

4.Consider how additional housing opportunities can be provided along the corridor to address
workforce needs and accommodate those interested in residing on the corridor

5.Create an inviting streetscape and enhance area character on Commerce Drive through Area
Design considerations

6.Strengthen Commerce Drive partnerships to achieve common goals

C. Public Involvement

The City of North Mankato reached out to stakeholders, area residents, and the general public
throughout the planning process. Stakeholders including business and property owners along the
corridor and area residents attended visioning meetings to provide their vision for the corridor’s
future early in the process. A survey was made available to the general public later to gain an
understanding of the community’s desires for the corridor. The input received from this
outreach was used to identify the shared vision for the corridor.

Prepared by: Bolton & Menk, Inc. Introduction
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1.Stakeholder and Area Resident Visioning Meetings

Participants answered a series of questions
aimed to identify strengths, weaknesses,
opportunities, and threats present on
Commerce Drive today and into the future.
While there were several views among
participants, there were some general themes
that were mentioned at all meetings.

Participants feel the corridor is in need of,
and has potential for, new business
development, property redevelopment,
streetscaping and infrastructure safety

Terms collected at the public meeting
identifying views of Commerce Drive
today.

improvements, and added amenities. Buildings in the area were viewed as outdated and the
businesses they contain not visible to traffic passing by. The area was described as undefined
and hidden. Many were concerned that patrons of Commerce Drive are workers or people
passing through the area without stopping, not customers. Participants asked how to get
customers to spend more time there and utilize the businesses more.

Most participants believe that sufficient vehicle and pedestrian traffic exists to support
increased business development given more traffic can be drawn in. Its true that many
vehicles access the area as the eastern part of the corridor carries 11,500 vehicles per day
(vpd) and nearby Trunk Highway 14 and Lor Ray Drive carry roughly 25,000 vpd and 15,000

vpd respectively.

When discussing the future of the corridor, there was an overwhelming desire to develop
Commerce Drive as a destination with diverse businesses supportive of both commercial and

industrial uses. An “uptown” feel is also
desired with unique businesses, community
events, and a sense of place that draws
people to the area. However, most agreed
that before any of that can happen, there are
traffic and safety concerns that need to be
dealt with. Meeting input is summarized in
Appendix A and contributed to the shared
vision and informed all aspects of plan
development.

A Vision for Commerce Drive

Terms collected at the public meeting
identifying views of Commerce Drive in
the future.

Commerce Drive is a growing and diverse community destination supporting many

uses that provide livability for area residents and a major employment sector for
North Mankato’s workforce, while also providing a safe and efficient vehicle and
pedestrian environment including connections to area recreation facilities.
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2.Community Survey Response

A community survey was made available to the general public and students, faculty, and
employees at South Central College from April 6%, 2018 through May 20™". The survey was
available on the city’s website and in paper copy at the North Mankato Taylor Library. The city
received approximately 650 responses to the survey which represents nearly 5% of the
community’s population. Survey questions were focused on how the public uses Commerce
Drive, their likelihood of stopping at a business, their vision for the corridor, and their
preference for added businesses, amenities, and streetscape improvements.

Below are some general statistics from the responses:

a. 535 0f 627 (86%) of those who responded travel the corridor at least one to three
times per week if not daily.

b. 428 of 624 (69%) suggested they’re very likely to stop at one of the businesses when
on the corridor. The top five businesses visited were Kwik Trip, Walgreens, Big Dog,
MGM, and Dollar Tree.

c. 464 of 612 (76%) thought it was important to make the corridor more
walkable/bikeable.

d. 589 of 618 (95%) thought it was important to attract neighborhood serving retail and
amenities such as a grocery store or coffee shop.

e. 443 out of 610 (73%) thought connections between neighborhoods and Commerce
Drive were important.

f. 560 out of 610 (92%) thought it was important to activate Commerce Drive with
shops, events, restaurants, and streetscape.

g. Other items thought to be important included a fresh image/brand, improved parking,
more nightlife and entertainment, improved public transit.

h. 477 of 729 (65%) who responded were
residents and 56 of 729 (7%) were
commercial property/business owners.

i. 509 out of 583 (87%) who
responded have a primary
residence in North Mankato.

Participants were asked to provide three
words to accurately describe their vision
for Commerce Drive. Top words were
Restaurants, Retail, Variety, Grocery
Store, and Safe. Terms submitted can be
seen in the word cloud to the right.
Larger words occurred more frequently in
the responses.

Participants were also asked to provide one

specific improvement to enhance Commerce

Drive. Top answers listed included landscaping/tree

islands to aid crossing and soften hardscape, pedestrian walkways
with seating areas and greenspace, improved building facades, eliminate access points for
better ingress/egress to businesses among several others. The results of the Community
Survey can be seen in Appendix A.
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Commerce Drive Area Development Plan | M18.115188 Page 3



3. Access Consolidation Meetings

Several property owners were approached from November 2018 to January 2019 to discuss
options and/or willingness to close or consolidate access locations along the corridor. This
included Big Dog, Loffler/Indulge Salon, Kwik Trip, Curiosi-Tea, and others.

4, Plan Review Meetings

Four meetings were held in November/December 2018 to solicit feedback from the public and
area stakeholders on the draft Commerce Drive ADP and consider options for design features
that may be included in streetscape during the 2019 resurfacing project. A summary of this
meeting is attached to this memorandum as Attachment 1.

5. Streetscaping Meetings

Several property owners were approached and asked to consider streetscaping elements along
the corridor that would provide decorative screening of their properties.

Prepared by: Bolton & Menk, Inc. Introduction
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Il. HISTORY

Commerce Drive was constructed
in segments throughout the
1970’s (Figure 1). Its connections
to US Trunk Highway (TH) 14 and
TH 169 via Lookout Drive and Lor
Ray Drive have made it a prime
location for the industrial and
general commercial uses that
dominate the corridor today. Over
the past four decades, the area
surrounding Commerce Drive has
developed from agricultural land
north of North Mankato to
industrial, commercial,
recreational, and residential uses,
surrounding a major US highway.
This development includes major
employment centers such as the
Taylor Corporation, South Central

Car Wash and Convenience Store; Constructed in 1990.

College, Wis-Pak, Coloplast, Lindsey Windows, and other commercial or retail businesses. In addition, its
proximity to the Northport Industrial Park and recreation facilities like Caswell Park led to increased activity
along Commerce Drive and the surrounding area. The following is a timeline of the history of Commerce Drive
from the 1970’s to present day. Figure 2 illustrates parcel development per decade along the corridor.

A. Pre-1970to 1980

Figure 3 illustrates the planning area in 1973, prior to the construction of Commerce Drive. Before
this photo was taken, South Central College had been established in its current location to the
south, constructing its first three buildings in 1968. Around the same time, industrial uses such as
Northland Beverages (now Wis-Pak) and Carlson Craft located in the area between Lookout Drive
and Lor Ray Drive. The Commerce Drive corridor was constructed soon after and commercial uses,
such as Lloyd Lumber, began to locate there. Multi-family residential began to develop east of Lor
Ray Drive, which today marks a transition between low-density residential and commercial uses.
Austin’s Auto Repair was also constructed, the first of several commercial uses occupying the area
adjacent to Lor Ray Drive along Commerce Drive.

B. 1980to 1990

With TH 14 and Commerce Drive in place, other businesses began to locate on the corridor. Valley
Bank (now Frandsen Bank) was constructed east of Lor Ray Drive, while other retail such as Marti’s
(currently occupied by the Big Dog Sports Café), C&N Sales, and Golden Heart Daycare were
constructed west of Lor Ray Drive. Industrial facilities including Lindsay Windows, Thin Film, and
Carlson Craft (a Taylor company) were also constructed in this timeframe.

In 1985, the Caswell Park recreational facility was constructed north of TH 14 and Commerce Drive.
This likely contributed to increased activity and commercial development in and around Commerce
Drive as those using the facility utilized area retail. Figure 4 illustrates Commerce Drive in 1980.

C. 1990 to 2000

Prepared by: Bolton & Menk, Inc.
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Commercial development ramped up in the 1990’s on the
eastern portion of the corridor with the construction of a strip
mall, a grocery store (later converted to a strip mall),
Godfather’s Pizza, Royal Lube & Wash (currently Express
Care), and Burger King.

Construction began in 1998 on realignment of the western
portion of Commerce Drive (Figure 5). This was done to better
connect Lor Ray Drive and Lookout Drive, provide a
connection to Northridge Drive, and open up land to be
developed. Between 1998 and 1999, approximately 34
townhomes were constructed within the newly available land
south of the new Commerce Drive alignment. Figure 6
illustrates Commerce Drive in 1991. Figure 5. Former Commerce
D. 2000 to 2010 Drive western alignment;
south along Commerce Lane.

This decade saw the further development of the western

portion of the corridor including Peace Lutheran Church, North Mankato Mortuary, and Commerce
Dental. Culver’s, Kwik Trip, Walgreens, and a strip mall were also constructed in this timeframe
making the eastern portion of the corridor much like it is today.

E. 2010 to Present

Since 2010, a shopping center opened on the property east of the Big Dog Sports Café and the
Kitchenmaster, Klooster, and Begalka CPAs located east of Lor Ray Drive. Figure 7 is aerial
photography from 2016 illustrating Commerce Drive today.

Business Center Containing Video Magic and Godfather's Pizza;
Constructed 1992.
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Figure 1 - Commerce Drive Construction
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Figure 3. Area of the
future Commerce Drive
(1973) — Corridor doesn’t
exist. US TH 14 is being
constructed. Industry is
beginning to develop.
Source: USGS Earth
Explorer.

Figure 4. Commerce Drive
(1980) - Original
alignment Source: USGS
Earth Explorer.

Figure 6. Commerce Drive
(1991) - Significantly
developed. Source: USGS
Earth Explorer.

Figure 7. Commerce Drive
Today — Realigned with
Northridge Drive and
almost fully developed
carrying over 11,500
vehicles per day. Source:
USGS, ESRI, Pictometry.
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lll. HOUSING

A. Existing Housing

Residential housing exists east of the intersection of Commerce Drive with Lookout Drive and is
comprised of approximately 35 patio homes. Multi-family housing is also located on Commerce
Drive east of Lor Ray Drive, marking the edge of commercial development and providing a transition
to a single-family residential neighborhood as Commerce extends east. The corridor services all
housing units in Upper North Mankato as Commerce is the single retail/commercial area in the
vicinity, with the exception of some

businesses located in the area of Table 1. Select Residential Housing Characteristics within

Lookout Drive and Marie Lane. As 1 mile of Commerce Drive.

such, it is one of the most important Residential Housing Characteristics - Upper North Mankato

retail and service districts for Description Qty.

residents in North Mankato. Low Density (Single-Family) Residential 2427
Medium Density (Multi-Family) Residential 379

In an attempt to understand the High Density (Multi-Family) Residential 126

existing housing market in this area Approximate Number of Rental Units 719

of North Mankato, select residential Average Monthly Rent for 2-Bedroom Apartment $830.00
housing characteristics were

collected from Nicollet County parcel data within the area encompassing Upper North Mankato
(Table 1). Data show there are 2,503 single-family parcels and over 700 rental units within this area.
City staff believes area rentals are highly desired and that most were occupied at the time this plan
was developed. A cursory search of available 2-bedroom rentals in the immediate area was
completed to gain some indication of affordability and vacancy. Search results indicate a low
availability of 2-bedroom apartments in the area; 25 apartments total were advertised as vacant at
the time of plan development of which 18 were 2-bedroom units. This is 18 units out of the 719
rental units existing in Upper North Mankato. Available 2-bedroom apartments are seemingly
affordable as well, with an average monthly rent of $830.00 per month. Some internet sources!
suggest that 2-bedroom apartments in the Mankato area cost an average of $923.00 per month to
rent, a cost difference of over $90.00 per month.

The industrial environment, combined with many commercial uses on Commerce Drive, provides a
major employment center for North Mankato residents. The local workforce undoubtedly relies on
available, local housing. Figure 8 illustrates existing land use in and around Commerce Drive. This
provides a clear picture of area residential property density which offers several workforce housing
options. Increased residential options on Commerce Drive would contribute to housing supply in the
area.

Figure 9 illustrates 5, 10, and 20-minute walking distances from the concentrated area of retail
commercial on Commerce Drive. While few residents can reach the corridor within a 5-minute walk,
many can within 10 and 20 minutes. Table 2 shows select demographics for those residing within a

Table 2. Demographics within 10 and 20 Minute Walking Distances from Commerce Drive Retail Commercial.
Source: ESRI Business Analyst Online (2018).

10 Minute Walking Distance 20 Minute Walking Distance Upper North Mankato
2017 2022 Growth 2017 2022 Growth 2017 2022 Growth
Population 870 0.0% 3,850 3,900 1.3% 9,660 9,920

Demographic*

Population 18+ 680 -2.9% 3,030 3,045 0.5% 7,430 7,600
Households 465 1.1% 1,770 1,800 1.7% 3,970 4,095
Median Household Income S 74,833 15.4%| S 59,600 | $ 66,700 11.9%| S 67,100 $ 77,300

1 Rentjungle.com - https://www.rentjungle.com/average-rent-in-mankato-mn-rent-trends/
Prepared by: Bolton & Menk, Inc. Housing
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10 and 20-minute walking distance from existing retail on Commerce Drive. These numbers indicate
that anywhere from 10% - 40% of those residing in Upper North Mankato can access the commercial
distric within a 10 — 20-minute walk respectively.

Despite few residents being within close walking distance, much of the area workforce has the
convenience of a small walk to access services. Also, students, faculty, and staff from the South
Central College are within a 10 — 20-minute walk from the district which may indicate that some
either walk or drive to Commerce Drive.

Figure 9. 5, 10, and 20 minute walk times from eastern retail commercial zone.
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Similarly, most of Upper North Mankato can access Commerce Drive within a 5-minute drive time.
Those within a 5-minute drive time are considered the most likely to access Commerce Drive on a
regular basis. Data shows there are 9,334 people living among 3,890 households within 5-minute
drive that are potentially accessing services the corridor conveniently offers. Similar to the growth in
North Mankato as a whole, population and number of households in this area are expected to
increase to 9,572 and 4,004 respectively over the next five years. Increased population means more
people likely finding convenience in what Commerce Drive has to offer and accessing the corridor
for services. Median household income is also expected to increase by 15.4% over the next five
years for those within a 5-minute drive. Area residents will have increased means to take advantage
of service related benefits offered on the corridor.

This data provides a general understanding of the population and number of households that feed
the business district from both walking and driving perspectives. The data presented here provides a
only a high level view of residential housing in the area. A more thorough housing study would need
to be completed to gain a full understanding of housing supply, demand, and market conditions.

B. Livability & Future Housing Opportunities

The Future Land Use Plan (Figure 10) shows areas identified for growth of single and multi-family
dwellings in Upper North Mankato. This growth will increase the number of people accessing retail
and will provide more housing options as well. Options for developing residential properties on the
corridor itself will require redevelopment of existing parcels because the corridor is essentially built-
out. When discussed during visioning meetings, participants did not forsee the conversion of
existing commercial or industrial uses for residential use and believed Commerce Drive primarily
should continue to be a place where commercial, industrial and service related uses provide benefits
to area residents. However, there still may be opportunities to include some housing units as part of
mixed use projects. Redevelopment of existing buildings will provide opportunities to rethink how
residential uses could be included on Commerce Drive in the future as well as increase the density of
population to service businesses on the corridor.

Commerce Drive Business District offers a broad array of services that contributes to a highly livable
environment by meeting a range of daily needs. Area residents have access to restaurants, a lumber
and hardware store, a gas station with a convenience store, a pharmacy, a veteranary clinic, a
fitness facility, banking, and other services, removing most need to travel elsewhere for day-to-day
living needs. Commerce Drive is also nearby many recreational facilities including the Caswell Sports
Complexes, Benson Park, Bluff Park, and the TH 14 Trail to name a few. In addition, the corridor is
within walking distance of the South Central Community College and numerous employers. All of
these characteristics make Commerce Drive a desirable place to reside.

A few properties along the corridor could be considered for future redevelopment that could
include mixed-use buildings (see Section IV. Economic Development). The vision for a mixed-use
building is one that maintains a commercial presence on the ground floor while offering office space
and/or residential units on the second or third floors. This provides one avenue for providing some
multi-family housing options on the corridor that could be supported. Visioning participants did
support this type of residential as an option moving forward, provided that mixed-use
redevelopment takes place.

Prepared by: Bolton & Menk, Inc. Housing
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Figure 10 - Future Land Use
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C. Housing Goals, Objectives, and Policies

Goal 1. Support opportunities to increase housing options on Commerce Drive as part of mixed use
redevelopment.

Objective 1.1: Encourage property redevelopment concepts that include options for
residential uses, to the extent consistent with existing zoning.

Policy 1.1.1: Incorporate redevelopment that includes mixed-use buildings with
residential uses and ground floor commercial.

Goal 2. Support an environment along Commerce Drive that encourages a diverse range of retail and
services to surrounding residents, employees, and students.

Objective 2.1: Identify and support opportunities for the corridor to attract more businesses
providing services that make the area more livable.

Policy 2.1.1: Utilize economic incenvites to leverage private investment and to
encourage business growth and expansion.

Policy 2.1.2: Strengthen business relationships along the corridor and support
collaboration around shared projects, events, and promotions.

Goal 3. Provide and enhance multimodal connections from area residential uses to the Commerce Drive
Business District.

Objective 3.1: Ensure connections to the Commerce Drive Business District and surrounding
recreational facilities and trails are safe and inviting for area residents, students, and
workforce.

Policy 3.1.1: Consider options for enhancing connections from surrounding residential
neighborhoods and locations such as South Central College that encourage students and
residents to walk or bike to Commerce Drive retail.

Objective 3.2: Ensure area residential and recreational uses are connected to Commerce
Drive.

Policy 3.2.1: Consider opportunities for locating a pedestrian bridge over TH 14 from
Commerce Drive to the residential and recreational areas north of the corridor.

Goal 4. Provide attractive and desirable residential properties that are well designed.
Objective 4.1: Consider design that enhances visual character of the corridor.

Policy 4.1.1: Ensure structure design contains elements that visually enhance
appearance and improve design characteristics along the corridor.

Objective 4.2: Ensure housing is maintained and well-kept.

Policy 4.2.1: Enforce the general maintenance of residential units in accordance with
City Code to ensure properties are well-kept and in good repair.
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IV. ECONOMIC DEVELOPMENT

A. Existing Conditions

Commerce Drive contains a mix of retail, industrial, institutional and housing land uses that together
provide various services, living and job opportunities for area residents. Participants in the visioning
process had much to say about the economic future of Commerce Drive. The groups understand
that these uses have a place on Commerce Drive and should work together to achieve a shared
vision for the future of the corridor. Figure 11 illustrates Economic Development considerations for
Commerce Drive.

1. Previous Studies Overview

Several documents have been completed which provide some direction for Economic
Development needs on and around Commerce Drive.

City of North Mankato Comprehensive Plan (2015)

The Comprehensive Plan states the City strives to attract and retain jobs. In 2015, there
was one job for every two residents. The Plan identifies the Northport Industrial Park as
the place where the majority of future economic development will occur with a mix of
industrial and commercial uses bringing in a variety of jobs to the area.

Caswell Sports Operations Review and Economic Impact Analysis (2016)

The 2016 Caswell Sports Operations Review and Economic Impact Analysis provides
information on the number of annual visitors to events at the facility, a map of the
Caswell Sports Future Master Plan depicting proposed future indoor recreational
facilities in the area, and existing and planned pedestrian connections such as a
pedestrian bridge connection over TH 14. Annual visitor tallies among the Caswell Sports
facilities from 2013 to 2016 show marked increases from 29,353 in 2013 to 66,204 in
2016. Visitor numbers increased rapidly with the addition of the Caswell North Soccer
Complex and are projected to continue that trend. Increased visitors to the Caswell
Sports Complexes could mean increased visitors to Commerce Drive businesses.

2. Market Area Analysis

Jobs
A major goal for the Upper North Mankato - Business Summary
City of North " Commerce Upper North North
R Description )
Mankato is Drive Mankato Mankato
attracting and Total Businesses

Total Employees

Total Residential Population
Employee/Residential Pop.
Ratio (per 100 Residents)

retaining jobs. This
is especially true for
the Commerce

Drive area which
serves as a major Table 3. Business Summaries for Commerce Drive, Upper

business district and  North, and North Mankato City. Source: Esri Business

employment center Analyst.

for the City. To gain an understanding of what Commerce Drive could be in the future, it
is crucial to understand its current economic state and the issues and opportunities that
exist.

Prepared by: Bolton & Menk, Inc. Economic Development
Commerce Drive Area Development Plan | M18.115188 Page 16



Commerce Drive Area Development Plan Figure 11 - Economic Development Considerations E%Eﬂu

Real People. Real Solutions.

City of North Mankato May 2018

Benson Park

Walter S
Farm Park

Key Redevelopment
Area identified in the
North Mankato

Comprehensive Plan

Caswell North
Soccer Complex

Residential Growth

Potential Indoor /

Recreation Facility

/Mankat(yArea

LV ey A

. ublic,Schaols

14 i AN 2
Industrial Park fgrees (200 Employ€es)

=
<
3
2 Howard Dr
fu—
o]
g Katg,Enginéering /| Caswell Park Bluff Park
N < 77 Ve 4
g (476,Employees) \
g a .
% ‘5' POtentIaJ (O Webster H
8 Pleasant 1) Trail Hub A»;) Diamon
8 View Park 8 S
- R
g Residential Property
E Guided for Commercial
gl | Legend o) Use in Future Land
2 Use Plan i
e North Ridge Spring
e« G Key Redevelopment Areas Park Lake Park
B ar 0(
u . e
g * General Commercial (“\(\6‘3
=
= . . WO King Arthur
@ Light Industrial Park
@
@
& .
5 * Heavy Industrial
[oe]
s @ Greater Mankato Growth - Top 50
b=
g Employers Lee Blvd
z Rest Area
2 Parks
o
(]
e Vacant
(]
;‘3 . Tower Park
2 @ Partially Vacant Property Roe Crest
E Park
gl |0 1,000
2| | ] Feet Centennial
8| |Source: City of North Mankato, Nicollet County, MnDOT, ESRI,| i Park
Greater Mankato Growth Forest Heights
g Park




Table 3 shows a summary of businesses in relation to population. According to this data
from Esri Business Analyst, businesses on Commerce Drive employ nearly 24% of North
Mankato’s workforce.

The Greater Mankato area is growing rapidly with several major employers, growing
industries, and a healthy workforce. Upper North Mankato is one growing area and
Commerce Drive is an important facet of that growth. Industry in Upper North Mankato
was inventoried to gain an understanding of the number of businesses and employees
working there.

Table 4 identifies the distribution of businesses and jobs based on the North American
Industrial Classification System (NAICS) of industries. The area is strongest in
Manufacturing, making up nearly 47% of employment in Upper North Mankato. The
Taylor Companies provide the majority of these jobs with nearly 2,400 jobs. The area is
strong in other sectors including Retail Trade, Information, and Education, Healthcare,
and Social Assistance.

Employment by Industry
Number of Number of
Businesses ’ Employees

Industry

Agriculture, forestry, fishing, etc.
Utilities

Construction

Manufacturing

Wholesale Trade

Retail Trade

Transportation and warehousing

Information

Finance, insurance, real estate
Professional, scientific, management,
administrative, and waste

Education, health care, and social
assistance

Arts, entertainment, recreation,
accommodation, and food

Other, except public administration

Public Administration
Unclassified Establishments

Table 4. Employment by Industry in Upper North Mankato based on the NAICS.
Source: Esri Business Analyst.

Top Employers

Greater Mankato Growth maintains a list of the top 50 employers in the Greater
Mankato area (Table 5). Seven of these employers are located on, or in close proximity
to, Commerce Drive. Taylor Companies, Coloplast, and Wis-Pak all are served directly by
Commerce Drive, reinforcing the importance of Commerce Drive to these industries.
Other nearby major employers bring more workers to the area. These workers may
choose to reside in the area surrounding Commerce Drive or simply use the services on
the corridor as they commute to and from work.

Areas such as the Northport Industrial Park have experienced major growth and
continued growth is expected, increasing the number of people to the area.
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Employer
Taylor Companies

Employees

Employer
AgStar

Employees

Mayo Clinic Health System

Angie's BOOMCHICKAPOP

Minnesota State University, Mankato

Johnson Outdoors Marine Electronics Inc.

Mankato Area Public Schools

Harry Meyering Center Inc.

MRCI

Alumacraft Boat Co

Saint Peter Regional Treatment

Schwickert's

Cambria

Truck Bodies and Equipment Int'l.

Gustavus Adolphus College

Ridley, Inc.

Monarch Healthcare

AEP Industries

Le Sueur Incorporated

Archer Daniels Midland

Mankato Clinic

Maple River School District

Verizon Wireless

Southern Minn. Construction Co.

Wal-Mart Distribution Center

Crown Beverage Packaging

Kato Engineering/Nidec

Minnesota Valley Health Center

Blue Earth County

Wis-Pak of Mankato

Davisco Foods International, Inc.

City of Saint Peter

MTU Onsite Energy

Associated Finishing, Inc.

Coughlan Companies

South Central College

MICO Inc.

Consolidated Communications (formerly Enventis)
El Microcircuits

City of Mankato

Xcel Energy

Bolton-Menk

1+S Group

The Free Press Media

Coloplast

Eide Bailly

AmeriPride Linen and Apparel Services
CAB Construction

Table 5. Top 50 Employers in the Greater Mankato Area based on Data from Greater Mankato Growth. Those
highlighted on the list are located along or in close proximity to Commerce Drive.

Market Area Profile

While the industrial presence seems strong in the area, participants in the visioning
process perceived the commercial presence to be lacking, having potential to be much
more. They asked the following questions about businesses on Commerce Drive:

Why isn’t retail thriving on the corridor?
What’s missing?
Is there a recipe for the right business combinations?

A retail market profile was completed using Esri Business Analyst which provides an
understanding of leakage and surplus factors by industry within 5, 10, and 20-minute
drive times from Commerce Drive (Figure 12). This measures the proportion of spending
that leaves the area (leakage) versus the amount of additional spending attracted from
outside the area (surplus).

20 Minute Drive Time
2017 2022 Growth
89,382 92,757
72,193 74,486
34,075 35,513
54,154 58,644

10 Minute Drive Time
2017 2022 Growth
37,025 38,204
29,924 30,701
15,763 16,323
52,484 55,917

. 5 Minute Drive Time
Demographic*
2017 2022 Growth
Population
Population 18+
Households

Median Household Income

Table 6. 5, 10, and 20-Minute Drive Time Market Area Demographics. Source: Esri’s Business Analyst.
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Figure 12. 5-, 10-, and 20-minute drive times from Commerce Drive. Source: Esri Business Analyst.

Market Area Demographics

The population is anticipated to grow in each of the market area drive time zones. While
the 10 and 20-minute drive time zones are anticipated to experience greater population
growth rates, the 5-minute drive time zone is anticipated to have the greatest increases
in median household income. This indicates anticipated increases in spending power
among those living in this zone. Table 6 identifies market area demographics in 5, 10,
and 20-minute drive times.

Market Leakage Analysis

In a market leakage analysis, a numeric value (-100 to 100) is calculated and assigned to
subsectors of the commercial industry. The leakage/surplus factor represents a
potential retail opportunity; a negative value represents a surplus or excess supply of a
business type and a positive number represents “leakage” or excess demand of a
business type. A value of +100 represents a total leakage where 100 percent of that type
of commerce happens outside of the defined area. The negative values in the figures
depict sectors which the area has an excess supply. The positive values found on the
right half of the charts depict a market leakage, or excess demand for commercial
services where residents are required to leave the area to meet their commercial needs
and desires.

A marked difference is noticeable between surplus and leakage within a 5-minute and
10-minute drive time. Figure 13 illustrates business supply and demand within a 5-
minute drive and Figure 14 illustrates business supply and demand within a 10-minute
drive.
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Figure 13. Commercial Supply and Demand by Industry Group within a 5-Minute Drive from
Commerce Drive. Source: Esri Business Analyst.

Figure 14. Commercial Supply and Demand by Industry Group within a 10-Minute Drive from

Commerce Drive. Source: Esri Business Analyst.
Prepared by: Bolton & Menk, Inc. Economic Development
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This analysis shows a heavy leakage factor within a 5-minute drive suggesting residents
drive further to access some services. Most business types can be accessed within a 10-
minute drive largely due to the nearby Mankato Hilltop area and other commercial
business districts. A surplus can be expected for the metro area as a whole, since it
serves not only locals but people who travel in from surrounding rural areas and small
towns to shop. Studies of similarly sized communities show that the effective trade
radius may be much bigger as a result, since people in rural areas will often travel 20+
miles to a shopping destination.

That said, the current role of Commerce Drive is more about local convenience shopping
rather than a regional shopping destination.

One thing to note is the consistent leakage of specialty food stores in both the 5- minute
and 10-minute drive times. A food co-op or grocery store was on top of the list of
desired business on Commerce Drive based on feedback solicited from participants in
the visioning process. A full report providing retail market potential and a retail
marketplace profile are located in Appendix B.

B. Future Market Potential

There is a desire to make Commerce Drive more of a destination with unique and diverse
businesses. Participants would like to see properties used to full potential; this includes developing
vacant lots and redeveloping underutilized properties to increase the number and variety of
businesses.

Participants identify Commerce Drive as a place to access services, filling a gap where the alternative
is to travel to Mankato for daily needs. The following business types were suggestions from the
groups regarding what would enhance the retail environment of Commerce Drive:

¢ Food Co-op or Grocery Store ¢ Coffee Shop
e “Sit-down” Restaurant ¢ Wine Shop
* Hotel

The future of Commerce Drive has implications not only for the area immediately surrounding the
corridor, but for the entire City of North Mankato and anyone using services or recreation in close
proximity. The following provides an understanding of economic development opportunities as well
as redevelopment opportunities that could better utilize properties, add new businesses, and assist
with branding Commerce Drive as a destination in the future.

1. Enhance the Business Environment

There is a strong mix of businesses on Commerce Drive today, however, visioning participants
suggested that there is room for improvement. They would like to see more niche or “craft”
businesses developed on the corridor.

Most agreed that a strong business partnership is necessary to achieve the envisioned
business mix and increase the attraction for customers. The establishment of a business
association was discussed and supported among stakeholders. This could unify businesses on
the corridor and provide avenues for:

e Obtaining grant money for physical improvements to businesses
e Promoting and coordinating events to create draw people to the corridor

e Supporting the joint branding and promotion of Commerce Drive as a shopping
district.
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2. Establish Commerce Drive as a Destination

Establishing Commerce Drive as a destination is desired by all who attended the visioning
process and remains a goal for the City of North Mankato. Enhancing the business presence in
the area and establishing an association are key steps in attracting more visitors to the area.

Redevelopment initiatives discussed below provide avenues for this. Enhanced area design
through streetscaping, area branding, and building improvements would also contribute to
visitor draw.

3. Redevelopment on Commerce Drive

Commerce Drive is mostly developed offering limited opportunities for new development.
Currently, one vacant property exists adjacent to Commerce Drive Dental on the north side of
Commerce Drive. This lot is guided for Commercial/Industrial Mixed-Use on the Future Land
Use Plan. During the visioning process, participants commented that several developed
parcels are not fully utilized, containing vacant land that could be suitable to accommodate
other businesses if subdivided. Similarly, some properties contain buildings with
redevelopment opportunities identified by the public and stakeholders along the corridor.

As mentioned in Section Il — Housing, stakeholders, citizens, and city staff have expressed a
desire to see mixed-use buildings constructed on newly developed and redeveloped
properties. This would include two or three-story buildings with ground floor commercial and
office or residential space on upper floors. This would provide opportunities for new
businesses and provide residential options on Commerce.

Public-private partnerships may be a necessary approach to redevelopment on the corridor in
order to:

e Understand opportunities for redevelopment that may result from discussion with
business/property owners who may be willing to relocate to accommodate mixed use
redevelopment.

e Understand property owner willingness to redevelop existing properties or sell
portions of underutilized properties to open up opportunities to accommodate new
development.

e Fill vacant lots with mixed use development containing newly developed businesses.
4, Other Redevelopment Opportunities

There are redevelopment opportunities in close proximity to Commerce Drive that, if
developed, could contribute to the corridor’s draw.

Residence South of Walgreens

The residence on the west side of Lor Ray Drive, south of Walgreens is currently zoned B-3
General Commercial. Similar to the Lor Ray Drive/Howard Drive intersection, the City will
likely consider redeveloping the site to accommodate commercial uses if the property owner
is prepared to sell or redevelop the site.

Caswell Sports Complex

Indoor recreation facilities are being evaluated for the vacant property adjacent to the
existing Caswell Park softball fields (Figure 15), north of Fallenstein Field. If developed, this
property would increase the draw of visitors to the area.
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Figure 15. Vacant Property adjacent to the Casweli Park Sports
Complex being evaluated for Indoor Recreational Facilities.

A Long-Term Vision for Redevelopment on Commerce Drive

While all the businesses currently located along Commerce Drive are valued contributors to the local
economy and overall corridor vitality, it is anticipated that there will continue to be changes over time
that open up opportunities for development. A long-term redevelopment vision was created to provide
guidance for what new development might look like —and how it can build on the potential for
Commerce Drive to become more of a destination.

From July to August 2018, project staff met with owners of the properties shown in Figure 16 to better
understand the potential for current and future redevelopment opportunities on the corridor. Overall,
nine properties were evaluated because they exemplified one or more of the following characteristics:

1. Properties with capacity to accommodate several uses and whose redevelopment has high
potential to assist with achieving the vision outlined in this plan

2. Properties whose owners were potentially interested in redevelopment
3. Property owners with potential plans to sell the property

4. Vacant or blighted properties that could be better served by redevelopment

Figurel6. Potential Redevelopment Sites.
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Generally, property owners on Commerce Drive were open to discussions regarding future
redevelopment of their property. Some expressed interest in short-term redevelopment, while others
suggested they don’t have interest but are willing to consider ideas for longer term opportunities.
Conceptual illustrations of the properties were developed showing how they could be redeveloped to
achieve the goals of the Commerce Drive Area Development Plan (ADP). Appendix D provides
renderings of redevelopment potential for each site and accompanying contextual language describing
some ideas for potential future development on Commerce Drive.

C. Economic Development Goals, Objectives, and Policies
Goal 1. Expand the number and variety of businesses on Commerce Drive

Objective 1.1: Identify and support opportunities for the corridor to attract more businesses
and strengthen and unify existing businesses.

Policy 1.1.1: Work to strengthen business relationships along the corridor and support
collaboration around shared projects, events, and promotions.

Policy 1.1.2: Continue to maintain Commerce as an industrial jobs center for the region,
while mitigating the impacts of related freight traffic on surrounding uses.

Objective 1.2: Establish Commerce Drive as a Destination

Policy 1.2.1: Invite businesses to locate on Commerce Drive that create a unique retail
environment and fill gaps identified through the market analysis and visioning
processes.

Objective 1.3: Explore opportunities for new development and redevelopment on and around
Commerce Drive.

Policy 1.3.1: Foster private investment and economic activity without compromising
community objectives to maintain and enhance North Mankato’s environment.

Policy 1.3.2: Encourage and facilitate redevelopment of underutilized or distressed
properties into viable mixed-use developments by working with property owners and
interested developers.
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V. TRANSPORTATION

A. Existing Traffic Conditions

Commerce Drive is a major roadway serving many uses that generate high volumes of both
passenger vehicle and heavy truck traffic. The planning area consists of Commerce Drive from
Lookout Drive to Collette Drive, just east of Lor Ray Drive. The segment between Lookout and Lor
Ray Drive is a major collector roadway according to the Minnesota Department of Transportation’s
roadway functional classification.? This means the roadway equally serves access to properties and
vehicle mobility while providing a connection from local roads to arterial roadways. Just under a
mile in length, the major collector segment of Commerce Drive connects three local roadways
including Commerce Lane, Tower Boulevard and Roe Crest Drive to two minor arterial roadways,
Lookout Drive and Lor Ray Drive.

Commerce Drive is a critical link in the community providing necessary access to businesses and
services that both North Mankato and the region depend on. Access to TH 14 at both ends of the
corridor connects several large manufacturing companies important to the regional economy to the
regional highway network, generating freight traffic statewide. Commercial retail creates a local
draw to the area for daily living needs.

Opportunities have surfaced to reshape the future character of the Commerce Drive. Around the
time this plan was developed, the City of North Mankato was awarded grant funding through the
Surface Transportation Program (STP) for safety and capacity improvements along Commerce Drive
and was pursuing other funding sources. Grant awards will assist with funding the reconstrucion of
Commerce Drive between Lookout Drive and Lor Ray Drive.

1. Previous Studies Overview

Short and long-range planning documents have been completed which provide some direction
for transportation system needs on Commerce Drive.

The City of North Mankato Comprehensive Plan
(2015)

The North Mankato Comprehensive Plan states
sidewalks and/or trails are recommended to be
adjacent to all Major Collector roadways within
North Mankato to accommodate pedestrian,
bicycle, and other non-motorized travel in a safe
and comfortable manner. This would be an 8-
foot wide bituminous or concrete trail and/or 6-
foot wide concrete sidewalk recommended on
either side of the roadway. It also cites the
Mankato Area Transportation and Planning
Study (MATAPS) completed in 2011 which
identified segment safety from Lookout Drive to
Lor Ray Drive as an issue.

The Comprehensive Plan also provides access management guidance for major collector
roadways in the City.

2 Federal Highway Administration: Highway Functional Classification Concepts, Criteria and Procedures;
https://www.fhwa.dot.gov/planning/processes/statewide/related/highway functional classifications/
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The Mankato/North Mankato Area Planning Organization (MAPQO) 2045 Long-Range
Transportation Plan (LRTP) (2015)

The MAPO developed the 2045 LRTP in 2015 which provides a high-level overview of
traffic operations throughout the MAPO area. It identifies Commerce Drive as
functioning appropriately, only approaching capacity deficiencies in 2045. These
deficiencies are only identified for the segment between Lor Ray Drive and Tower
Boulevard.

The City of North Mankato Complete Streets Plan and Policy (2016)

The Complete Streets Plan and Policy was developed as a policy and design approach
that guides streets to be planned, designed, operated, and maintained to enable safe,
convenient and comfortable travel and access for users of all ages and abilities,
regardless of mode of transportation. This plan proposes an on-road bike route on
Commerce Drive that would connect to existing and proposed trails on adjacent
roadways.

2. Traffic Operations

Commerce Drive has a three-lane section with a center turn lane carrying nearly 11,500
vehicles per day (vpd) between Lor Ray Drive and Roe Crest Drive and 4,400 vpd between Roe
Crest Drive and Lookout Drive to the west. Various factors drive traffic volumes on Commerce
Drive including new development and redevelopment on and surrounding the corridor, traffic
on adjacent TH 14, and citizen perceptions of safety and convenience, among others. The
eastern half of the corridor draws far more vehicle traffic than does the western due to the
heavy retail presence on the eastern end of the corridor. Figure 17 illustrates existing traffic
operations and safety issues on Commerce Drive.

Citizens and stakeholders repeatedly commented on safety in the eastern portion in the
commercial zone. This included concerns raised about numerous access points between Lor
Ray Drive as well as the number of large trucks traveling on Commerce Drive and how these
conflict with pedestrian and bicycle safety along and across the corridor.

Another concern raised was traffic backups along Commerce Drive from the signal on Lor Ray
Drive. Stakeholders suggested that conflicts between those turning to access properties and
those waiting for the signal create heavy congestion and cause confusion at times along the
corridor.

Crash History 2011 to 2015

Crashes were observed from 2011 to 2015 using the Minnesota Crash Mapping Analysis
Tool (MNCMAT). In total, there were 15 total crashes on Commerce Drive between
Lookout Drive and Lor Ray Drive within this timeframe3. Most areas exhibited one or
two crashes over five years and none of the crashes resulted in serious injury or death.
Most crashes involved property damage only and few had minor injuries. There were no
pedestrian or bicycle related crashes on the corridor. However, the location with the
highest number of crashes is in the eastern portion of the corridor, in proximity to the
Walgreens entrance near the Lor Ray Drive intersection, which exhibited eight crashes.
This location is close in proximity to the area of congested access locations.

3 Crash counts exclude the intersections of Commerce Drive with Lookout and Lor Ray Drive.
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Commerce Drive Area Development Plan

Figure 17 - Traffic Operations and Safety
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Access Inventory

There are 73 access points on Commerce Drive including two primary accesses (1.6 per
mile), three secondary accesses (2.4 per mile), and 52 private accesses (42.2 per mile).

The section of Commerce Drive between Roe Crest Drive and Lor Ray Drive exhibits
several access locations in a small area and provides the primary area of concern with
regards to access management. High traffic volumes combined with numerous access
points in this location degrade safety and mobility. Many businesses have multiple
accesses resulting in a high number of conflicting left-turn movements, driver confusion,
and congestion impacting the Commerce Drive and Lor Ray Drive intersection.
Participants in the visioning process agreed that the number of access points is
excessive and associated issues may deter patrons from visiting area retail. It’s
important to understand allowable access counts and spacing to address these
perceptions and provide alternatives.

The North Mankato Comprehensive Plan provides roadway access standards and access
spacing guidelines for collector roadways®. According to this, a commercial/business
property can have a maximum of two curb cuts at up to 36 feet wide each. Minimum
distance between curb cuts is 20 feet and the minimum side yard driveway setback is 10
feet. The Comprehensive Plan also states that private access to major collector
roadways is not permitted unless deemed necessary. It goes further to state access on
major collectors should be limited to public street access and steps should be taken to
redirect private access on major collectors to other local streets.

Figure 18 illustrates primary, secondary and private access along Commerce Drive. Both
primary and secondary access counts fall well above MAPQO’s recommendations for 9 to
19 accesses per mile along minor arterial roadways. Several properties along the
corridor have the potential for side street access, which could help alleviate this
situation. Future roadway projects should consider methods to minimize access points
for increased mobility and safety. This could include shifting access to side streets,
closing excess or unneeded access points, and combining for shared access to
properties.

Figure 18. Access Points on Commerce Drive. Accesses in the eastern commercial business district are
numerous contributing to driver confusion and pedestrian and bicycle safety issues.

4 City of North Mankato Comprehensive Plan — Chapter 6: Transportation; pg. 60-63, Access Management Guidelines
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3. Pedestrian and Bicycle Accommodations

Sidewalk is present along the entire southern side of Commerce Drive from Lookout Drive to
Collette Drive. Sidewalk on the north begins at Roe Crest Drive and extends to the eastern
edge of Culver’s property. Stakeholders in the visioning process suggested that the sidewalks
carry many pedestrians on a daily basis. This includes children walking and biking during peak
school times, workers accessing area restaurants for lunch, and area residents at all times
accessing services or exercising. Crossing Commerce Drive as a pedestrian was a concern
among participants as well. Some suggested that vehicles don’t stop at the Roe Crest Drive
pedestrian crossing and crossing anywhere on Commerce Drive is dangerous.

Bicycle facilities are currently absent along Commerce Drive. Facilities do extend west of
Lookout Drive, through the North Ridge neighborhood as well as east of Lor Ray Drive to Bluff
Park. Connections are planned on Commerce Drive between Lookout Drive and Lor Ray Drive
and surrounding local roadway connections. The Complete Streets Plan identifies Commerce
Drive to receive bike lanes on both sides of the roadway between Lor Ray Drive and Lookout
Drive. Figure 19 illustrates Pedestrian and bicycle considerations in Upper North Mankato.

4, Transit Routes

One route of the Mankato Area Transit System runs south along Lookout Drive and onto
Commerce Drive then turns down Commerce Lane to James Drive and continues to Mankato.
No bus stops are located on Commerce Drive, leaving the corridor underserved by transit.

5. Parking

No public parking or on-street parking exists on the corridor. However, properties are well
served by large private parking lots, often shared by adjacent businesses, with ample space for
patrons and employees to park.

B. Future Traffic
1. Traffic Growth

Figure 20 illustrates average annual daily traffic (AADT) trends. AADT volumes have been
collected on a four-year basis consistently since 1995 and have been increasing steadily. This

Current AADT

Current AADT

\

Figure 20. Average Annual Daily Traffic on Commerce Drive

Forecasted to 2019.
*No Data for 2015
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Figure 19 - Pedestrian and Bicycle Considerations
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growth is anticipated to continue. To provide some idea of anticipated growth in traffic
volumes, annual growth rates were calculated beginning at 2003 and used to forecast for
2019. While data reaches back to 1995, various businesses located along the corridor in the
late 1990’s and the surrounding area experienced significant residential growth causing traffic
volumes to spike. Taking this into consideration, trends post 2003 provide a more appropriate
data set from which to forecast.

The MAPO 2045 LRTP provides existing and forecasted volumes only for a location in the
middle of Commerce Drive near its intersection with Tower Boulevard which, according to the
LRTP, has 2011 and 2020 volumes of 4,100 and 4,550 respectively. Though higher than the
volume forecasted as part of this effort, this reinforces volumes are anticipated to continue
trending upward.

Area redevelopment and increased access to nearby recreational facilities will also contribute
to increased traffic volumes on Commerce Drive. Section IV of this plan discusses potential
redevelopment along Commerce Drive moving forward. This includes potential for mixed-use
buildings which could increase commercial retail and add office and/or residential, likely
increasing traffic on the corridor.

2. Commerce Drive Reconstruction Project

As mentioned, the section of Commerce Drive between Lookout Drive and Lor Ray Drive will
be reconstructed in the coming
years. This provides opportunities
for the future of the corridor. A new
street section will be restriped to
provide one drive lane in each
direction, a center turn-lane, and a
possible off-street multi-use path
(Figure 21). An off-street trail would
remove bicyclists from high traffic
volumes and provide a higher
quality pedestrian/bicycling
experience. On-street facilities,

such as those illustrated in Figure Figure 21. Section illustrating physically separated multi-
22, were not supported in the use path option for future roadway reconstruction.
public process and don’t provide Source: Small Town and Rural Multimodal Networks;
the same level of safety as the FHWA-HEP-17-204.

potential trail addition.

The reconstruction will also explore
alternatives for access management
changes to ensure mobility and
safety along the corridor. Safety
components of the project include
replacement of deteriorating
pavement exhibiting drainage
issues and user hazards and
improvements to access

management. The mix of corridor Figure 22. Section illustrating an on-street bike lane

users coupled with growing traffic  gption for future roadway reconstruction. Source: Small

numbers is a major safety concern  Town and Rural Multimodal Networks; FHWA-HEP-17-
204.

Prepared by: Bolton & Menk, Inc. Transportation
Commerce Drive Area Development Plan | M18.115188 Page 32



for the city, especially bicyclists utilizing road shoulders.
Access Consolidation

Many property owners were contacted to discuss the potential for closing/consolidating
access to Commerce Drive from their properties. An initiative of this plan is to improve traffic
function achieved through access consolidation in the eastern end of the corridor. Attachment
2 illustrates properties in which the owners agreed to consolidate and relocate access with
work to be completed during the 2019 street resurfacing project. Access changes at these
properties will remove vehicle turning conflicts that exist today and will facilitate the addition
of a two-staged pedestrian crossing in front of Kwik-Trip and Pioneer Bank that will enhance
pedestrian crossing safety. Access consolidation is further discussed in VII. Area Design and is
illustrated in Appendix C.

3. Pedestrian and Bicycle Considerations
On-street vs Off-street Pedestrian/Bicycle Facilities

Bike lanes on Commerce Drive received mixed reviews among participants in the public
process. Many supported the idea of having on-street facilities suggesting they are needed to
accommodate those who currently ride on the shoulders of the corridor. Others expressed
concern that on-street bike lanes would cause major safety issues. Most supported wider
sidewalks on both sides of the road as an alternative that could accommodate both bicyclists
and pedestrians simultaneously. This would provide off-street, multiuse facilities that are
generally safer and more desirable than on-street lanes.

Prior to completion of this plan, MnDOT contacted North Mankato City staff to inform them of
desires to create a regional trail connection along TH 14 to New Ulm. This regional trail facility
has potential to locate along the existing TH 14 trail recently constructed by the City. A
multiuse path along Commerce Drive could accommodate that regional connection bringing
more pedestrian and bicycle traffic through the corridor.

Pedestrian Crossings

Crossing Commerce Drive as a
pedestrian is perceived as
dangerous. Methods could be
incorporated to improve safety for
pedestrian crossings along the
corridor. Some options suitable for
Commerce Drive include increased
signage and roadway markings,
median islands (Figure 23), and
pedestrian flasher systems.
Pedestrian crossing safety will
need to be enhanced to achieve
the pedestrian oriented
streetscape desired by participants
in the public process.

Figure 23. Median island providing pedestrian
refuge on a three-lane section with center turn-

Pedestrian Bridge lane. Source:
The City is considering installing a https://www.pps.org/article/rightsizing-strategies-
glossary.

pedestrian/bicycle bridge over TH
14 to provide a unique, off-street connection from Commerce Drive to recreation facilities and
residential neighborhoods north of TH 14 including the Caswell Sports Complexes and other
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surrounding area recreation activities outlined in Section VI. The addition of a pedestrian
bridge would contribute to a pedestrian oriented atmosphere along the corridor. It would
provide users an opportunity to cross the highway free of vehicle conflicts to access area
retail. A bridge would also serve children walking to Dakota Meadows Middle School located
on Howard Drive providing them with a safe facility on which to walk or bike to school. The
bridge could also facilitate a major connection with the future, regional trail system sought
after by MnDOT.
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C. Transportation Goals, Objectives, and Policies
Goal 1. Improve traffic operations along the corridor

Objective 1.1: Define access solutions to decrease driver confusion and increase vehicle
safety.

Policy 1.1.1: Shift access from Commerce Drive to local side streets where possible to
comply with access management guidance from Chapter 6 of the Comprehensive Plan.

Policy 1.1.2: Explore opportunities to close excess access points in order to improve
vehicle safety and mobility.

Policy 1.1.3: Consider combining access locations where feasible.

Objective 1.2: Reroute heavy truck traffic serving industrial uses away from the commercial
district.

Policy 1.2.1: Work with Commerce Drive industry and area residents to understand the

feasibility of rerouting heavy trucks currently accessing the corridor via Lor Ray Drive to
Lookout Drive.

Policy 1.2.2: Work with MnDOT on options to integrate signage on TH 14 rerouting
heavy trucks to Lookout Drive to access industry on the corridor.

Goal 2. Create a pedestrian and bicycle oriented environment.
Objective 2.1: Construct and enhance pedestrian and bicycle facilities along Commerce Drive.
Policy 2.1.1: Create wider sidewalks where possible on both sides of the corridor.

Policy 2.1.2: Provide on-street bike lanes or a multiuse path to accommodate both
pedestrians and bicycles along the corridor as a component of any future roadway
reconstruction.

Objective 2.2: Provide connections to area recreation facilities and regional trail systems.

Policy 2.2.1: Consider opportunities for locating a pedestrian bridge over TH 14 from
Commerce Drive to the residential and recreational areas north of the corridor.

Policy 2.2.2: Work with MnDOT to locate a regional trail connection to New Ulm along
Commerce Drive.

Objective 2.3: Increase pedestrian and bicycle safety along and across Commerce Drive.

Policy 2.3.1: Consider options to enhance pedestrian crossing safety on Commerce Drive
using pedestrian refuge, signage, or traffic control devices to create driver awareness.

Goal 3. Increase public transportation options along the corridor.
Objective 3.1: Integrate a public transit route and transit stops along the corridor

Policy 3.1.1: Work with Mankato Public Transit Authority and the MAPO to integrate
Commerce Drive into transit routes.

Policy 3.1.2: Consider optimal locations for transit stops along Commerce Drive.
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VI.

PARKS AND TRAILS

A. Commerce Drive and Connections to Recreation

B.

Existing Parks and Trails

1. Parks

Fourteen of twenty-one (67%) parks, or 210
out of 290 (72%) acres of parkland, in the City
of North Mankato are located in Upper North
Mankato. The City is committed to providing
parks and outdoor recreation opportunities to
enhance the quality of life for residents. Parks
within walking, biking, or driving distance from
Commerce Drive include neighborhood mini
parks, community parks and regional athletic
complexes.

Caswell Park, the Caswell North Soccer
Complex, Bluff Park, and Benson Park near
Commerce Drive attract area residents with
places to recreate or participate in regional
sporting events. Businesses on Commerce
Drive benefit from visitors to these amenities.
These visitors will continue to increase as the
City invests in existing and proposed facilities
in the parks, trails, and recreation system.

2. Trails

Parks in Upper North Mankato

Benson Park

Bluff Park

Caswell North Soccer
Complex

Caswell Park

Forest Heights Park
King Arthur Park
Langness Playground
Lee Blvd Rest Area
North Ridge Park
Pleasant View Park
Reserve Park

Roe Crest Park
Tower Park

Walter S. Farm Park

Commerce Drive is centrally located in Upper North Mankato. The corridor is also within walking
distance or a short drive from several major recreational features in the City. Pedestrian and biking
connections from the corridor to as many recreational features as possible are perceived to enhance
the quality of life features of the corridor, including livability, as well as draw more customers to the
area for local businesses. The purpose of this chapter is to highlight these potential connections and
link the corridor to previous planning efforts undertaken by the City.

There are currently 9.3 miles of trails in Upper North Mankato. Trails currently extend along

Lookout Drive and Lor Ray Drive north of Commerce Drive. These trails provide ample

connections between residential neighborhoods and area recreation including Benson Park,
Caswell Park, Caswell North Soccer Complex, and trails outside of City limits such as on County
Road (CR) 41, Rockford Road that leads to Minnemishinona Falls at the junction of CR 41 with

Judson Bottom Road.

3. Previous Studies Overview

Short and long-range documents have been completed which provide some planning direction

for parks and trails system needs in North Mankato.

The City of North Mankato Comprehensive Plan (2015)

According to the Comprehensive plan, the City’s population is expected to increase

which will likely bring increased interest in parks, trails, and indoor year-round
recreation and programming. The Comprehensive Plan identifies the following
recommendations relevant to parks and trails surrounding Commerce Drive:
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e Figure 8-1. Park Plan identifies a future athletic complex expansion to the west
side of Caswell Park.

e Aloop trail network with connections to key local destinations and to regional
and state trails is recommended to meet recreation, active living, and non-
vehicular transportation needs.

¢ During the planning process for major street and utility improvements on
Commerce Drive, the City will evaluate the appropriateness of developing
community and neighborhood trails with the improvements.

The City of North Mankato Parks Plan (2015)

The North Mankato Parks Plan outlines the City’s commitment to parks and outdoor
recreation, communicates the costs of maintaining the system, and communicates
planned maintenance and infrastructure expenditures for the park system. The Parks
Plan identifies the following recommendations relevant to parks and trails surrounding
Commerce Drive:

* |dentifies the Caswell Regional Sporting Complex as one of the premier softball
complexes in the nation, hosting numerous state, regional, and national
tournaments since 1987. Potential improvements include a future indoor
recreational features and a pedestrian connection to Commerce Drive.

¢ Identifies Benson Park as a community and regional park developed to become
a first-choice destination for families and children wanting a natural resource
focused recreation experience with trail connection to the Caswell Regional
Sporting Complex, the Caswell North Soccer Complex, and ultimately Commerce
Drive.

¢ Identifies the need to enhance trails as part of a multimodal systems plan for
connections throughout the City.

The City of North Mankato Complete Streets Plan (2016)

The Complete Streets Plan states that bicycle and pedestrian facilities shall be
considered in street construction, reconstruction, and pavement maintenance projects
undertaken by or on behalf of the City as appropriate. The plan illustrates how facilities
should be designed and when to implement them. The Complete Streets Plan identifies
the following recommendations relevant to parks and trails surrounding Commerce
Drive:

e Bicycle facilities are planned on Commerce Drive.

e Trails on Howard Drive and the Dakota Meadows Middle School and Caswell
North Soccer Complex properties connecting Howard Drive to Carlson Drive.

e Atrail on Lor Ray Drive over TH 14 and south to Lee Boulevard.

e Atrail on Lookout Drive south of Commerce Drive completing the connection to
Lower North Mankato.

Caswell Sports Future Master Plan

The Caswell Sports Future Master Plan was prepared by ISG as part of the 2016 Caswell
Park Economic Benefit Analysis. The Plan illustrates planned athletic facilities on the
mostly vacant parcel west of existing softball facilities at Caswell Park. Among the
elements of this plan is a proposed pedestrian bridge over TH 14.
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Indoor Recreation Facility

The City of North Mankato is planning the development of an indoor recreation facility
located in the property west of Caswell Park that is immediately north of Commerce
Drive across from Highway 14. Such a facility would increase the draw to the area
providing opportunities for year-round tournaments and exercise opportunities for area
residents. Commerce Drive businesses are expected to benefit from increased athletic
complexes north of TH 14. Figure 24 illustrates the Caswell Sports Future Master Plan
including the indoor recreation facilities planned for the location.

Proposed Pedestrian Bridge

Figure 24. Caswell Sports Future Master Plan and Planned North/South Connections Including a Proposed
Pedestrian Bridge over TH 14. Source: Created by ISG for the 2016 Economic Benefit Analysis of Caswell Park.

C. Future Trails
1. South of TH 14

Planned trails are illustrated in Figure 25 for Lookout Drive and Lor Ray Drive that will enhance
connections from Lower North Mankato to the Commerce Drive area. These trails would pass
by numerous residential neighborhoods creating a safer, more inviting avenue for residents to
travel on to access Commerce Drive services, for exercise, or to access surrounding recreation.
Whether bike lanes, an off-street multiuse trail, or a separate pedestrian bridge is pursued,
planned facilities on Commerce Drive will connect to these amenities. The Bluff Valley View
was recently constructed providing recreation opportunities and a connection between Upper
and Lower North Mankato. This ties into on-street bicycle facilities existing on Commerce
Drive east of Lor Ray Drive and on Lake Street in Lower North Mankato. Planned facilities on
Commerce Drive west of Lor Ray Drive will tie into this trail, further enhancing system range
and connectivity.
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Figure 25 - Parks, Trails, and Recreation Considerations
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Over TH 14 and North

As stated in the Comprehensive Plan, the City lacks north and south bicycle and
pedestrian connections across TH 14 in some areas. The City’s pursuit of a pedestrian
bridge over TH 14 (illustrated in Figure 24 and described in Section V) is a major key to a
strong, north/south linkage in Upper North Mankato. With on-street bicycle facilities
planned on Tower Boulevard and Safe Routes to School trails planned, one could travel
seamlessly from Marie Lane in the south to Benson Park in the north and continue along
those trails with access to existing facilities on CR 41 and planned facilities north. This
route would take users past several recreation facilities including fields at South

Central College, Caswell Park, Dakota Meadows fields, Caswell North Soccer Complex,
Benson Park, and the Good Shepherd Lutheran Church and School fields.

Future Regional Connections

As mentioned previously, MnDOT has

inquired with the City of North Mankato hub for local and regional trail

about the potential for locating a regional connections and strengthen its
connection to New Ulm along TH 14. The position as a destination...”

City would like to divert this connection from
TH 14 onto Commerce Drive. If implemented, this regional connection would strengthen
the network in Upper North along with the case for a pedestrian bridge. Commerce
Drive could become a hub for local and regional trail connections and strengthen its
position as a destination. This would undoubtedly attract unique businesses and
increase the draw to the corridor and area recreation.

“...Commerce Drive could become a
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D. Parks and Trails, Goals, Objectives, and Policies
Goal 1. Expand parks, trails, and recreation facilities in close proximity to Commerce Drive.
Objective 1.1: Enhance parks and recreation facilities surrounding Commerce Drive

Policy 1.1.1: Pursue opportunities to build new athletic complexes north of TH 14
including an indoor facility to accommodate year-round recreation.

Policy 1.1.2: Continue to develop plans for additional community/regional parks in
proximity to Commerce Drive to serve as area destinations.

Objective 1.2: Increase the number of trails surrounding Commerce Drive and ensure system
connectivity to destinations.

Policy 1.2.1: Designate bike routes on Tower Boulevard, Lee Boulevard, and Marie Lane
as identified in the Complete Streets Plan.

Policy 1.2.2: Construct on-street or off-street trails consistent with the Complete Streets
Plan along Lookout Drive and Commerce Drive.

Policy 1.2.3: Complete a major north/south trail connection in Upper North Mankato by

incorporating a pedestrian bridge over TH 14 between Commerce Drive and Caswell
Park.

Objective 1.3: Foster local and regional trail connections.

Policy 1.3.1: Work with MnDOT to integrate future trail facilities on Commerce Drive
and the TH 14 trail with a regional trail connection to New Ulm.

Policy 1.3.2: Establish Commerce Drive as a hub for local and regional trail connections.

Prepared by: Bolton & Menk, Inc.

Parks and Trails
Commerce Drive Area Development Plan | M18.115188

Page 41



VIl. AREA DESIGN

Commerce Drive is often viewed as an area
lacking design consistency. Participants in
the visioning process expressed that the
corridor could offer much more than it does
today and asked what options exist to
enhance buildings and the streetscape.
Commerce Drive is not a downtown “Main
Street” environment and wasn’t planned to
be. Buildings are on large lots and are set
back from the roadway enough to
accommodate large parking lots and on-site
vehicle circulation. The corridor in its
current state could be characterized as very
“auto-oriented” in design. This is evident as
strip malls, a gas station, and industrial
buildings are located here.

Figure 26. Commerce Drive retail showing large lots and
set back buildings. Source: Google Earth.

Stakeholders and citizens alike would like to

improve the character of the corridor by creating more
cohesive, themed design. The following includes what
exists on Commerce today and strategies for enhancing
design.

A. Buildings
1. Existing Building Design

Several participants in the visioning process
expressed concerns at the lack of cohesive
design features among buildings on
Commerce. Some of the structures are
aging and exhibit little architectural
significance. This is especially true for
industrial uses toward the western end of
the corridor that have facades dominated
by vast walls of concrete and receiving bay ——————————————————
access for heavy trucks.

No building design guidelines exist other
than regulations provided through the city’s
zoning ordinance. Stakeholders and citizens
would like to see businesses take control of
design features of their buildings,
remodeling facades and properties to meet
some level of cohesive design.

2. Building Design Opportunities Figure 27. A wide variety of building types

- - . on Commerce Drive. Source: Google Maps
Potential improvements to building design & P

discussed in the visioning process included facade improvements to create more attractive
storefronts, improved exterior building finishes, updated signage and awnings, and taller
buildings as part of new development and redevelopment projects. Specific architectural

Prepared by: Bolton & Menk, Inc. Area Design
Commerce Drive Area Development Plan | M18.115188 Page 42



features were not mentioned in discussion. The goal would not necessarily be uniformity, but
a generally more updated, inviting, and well-maintained exterior.

Some avenues have potential to assist business/property owners with building/facade
improvements. During the Belgrade Avenue Master Plan process, the city began developing
the Redevelopment Deferred Loan Program for its business districts. This program would
grant deferred loans to businesses providing up to 50% of the costs of exterior rehabilitation
to buildings (not to exceed $25,000). This program could be established if there is interest
among business and property owners to pursue improvements.

Another avenue could be the establishment of a Special Service District (SSD). Businesses
could contribute to the improvement, management, and maintenance of the commercial
district collectively through the establishment of a SSD. Contributions would be in the form of
a service charge or other property tax that would provide a steady revenue stream for a
variety of improvements. Many SSDs exist in Minnesota cities including Mankato, New Ulm,
and Duluth, to name a few.

Investments in building aesthetics could improve the character of the corridor which could
contribute to area draw, potentially increase customer flow, and further establish Commerce
Drive as a destination.

B. Streetscape

While the City has limited control over the aesthetics of existing buildings, it has a significant
opportunity to improve the public realm through investment in improved streetscape. This can
provide more of a sense of cohesiveness and consistency along the corridor. Additionally, it can set
the stage for private investment in property construction and renovation, by demonstrating that the
corridor is a priority for investment.

1. Existing Streetscape

Commerce Drive has sidewalk along the entire south side of the corridor as well as on the
north side between Lor Ray Drive and Roe Crest Drive. These sidewalks are bordered by grass
boulevards on both sides with the occasional tree, light pole, or sign. Much of the southern
sidewalk is only 4-feet wide, which is lower than the typical City standard. The area generally
lacks bicycle and pedestrian amenities. Stakeholders and citizens discussed a key to enhancing
the pedestrian realm and creating more of a destination on Commerce Drive would be to

Figure 28. lllustrated typical section of Commerce Drive today. Source: Streetplan.net
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enhance the streetscape. Figure 28 represents a typical section of Commerce Drive looking
west on the corridor today.

A comprehensive strategy for streetscape improvement and beautification incorporates
elements such as sidewalks, crosswalks, lights, trees, planting beds, trash receptacles,
decorations, and benches help to establish a balanced and attractive mix of amenities along a
corridor. A lack of these amenities could make it difficult to establish Commerce Drive as a
destination in the community. Existing conditions with narrow sidewalks, perceptions of
dangerous pedestrian crossings, and a lack of character and cohesive design provide more of a
deterrant than an attraction. However, it is also important that the level of streetscape design
not exceed what can be well maintained on an ongoing basis in a cost-effective manner.

2. Streetscape Opportunities

The pending Commerce Drive
street resurfacing project presents
opportunities for streetscape
enhancements to happen in the
near term. The streetscaping
initiatives outlined in this
Commerce Drive Area
Development Plan will inform the
design portion of that effort.
Visioning participants identified a
host of potential streetscape
elements they would like to see
that could improve the character
and sense of place of Commerce
Drive. These are as follows (further

defined on Page 4): Figure 29. A common scene among sidewalks along

Area branding including: Commerce Drive showing few streetscape amenities.
. Banners Source: Google Maps
e Gateway Structure
e Wayfinding Signage
Street Beautification including:
e Enhanced/Decorative Lighting
* Planters
* Trees
e Public Art (in line with the City of North Mankato 2017 Public Art Ideas Plan)
Enhanced infrastructure including:
*  Wider Sidewalks
* More/Safer Pedestrian Crossings
Public gathering space including:

* Benches/Seating Areas

Prepared by: Bolton & Menk, Inc. Area Design
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Figure 30 illustrates a typical section of Commerce Drive with an 8-foot multi-use trail on the south side of
the corridor. Figure C.2 in Appendix C provides a plan view rendering of the streetscape with the multi-
use path. This rendering includes realignments of property access for future consideration that could
reduce conflicts among vehicles and pedestrians making accessing properties more smooth and walking
on sidewalks safer. Access realignments shown are purely conceptual. The city understands that closing
access to properties is sensitive and doesn’t intend pursue closures without negotiations with property
owners who support the changes and are willing to work with the city to better the corridor. Figure C.1 in
Appendix C illustrates recommended access closures and realignments as well.

Implementation

The following pages provide an overview of streetscape elements and how they could be applied to
Commerce Drive. These elements were used in conjunction with public and stakeholder feedback to
develop streetscaping design features to be implemented in the 2019 street resurfacing.

Participants in the public process were asked to identify preference for streetscape elements along the
corridor. Elements included seating node arrangements, public art options, street lighting options, among
others. Preferred elements are identified in the meeting summary included in Appendix A which informed
the development of the design concepts in Appendix C. These elements will be constructed during the
2019 street resurfacing project.

A different approach to streetscaping was taken west of Roe Crest Drive given the different contexts and
levels of activity east of that street. The segment from Roe Crest Drive will have additional trees and
updated lighting incorporated as part of the reconstruction process, however, seating nodes are not
planned. Instead, decorative screening will work in unison with bushes to provide a level of screening and
artistic diversion from industrial buildings and loading bays visible from Commerce Drive today. Users of
the new multi-use path on the south side of the corridor will benefit from sequences of metal screens with
pattern cut-outs and some interpretive signage along with landscaped bushes lining the area between the
path and industrial lots. An overall layout and example of screen types that will be incorporated are
included in Attachment 3.

Figure 28. lllustrated potential typical section of Commerce Drive with a multi-use path, pedestrian refuge,
and streetscaping amenities. Source: Streetplan.net

Figure 30. lllustrated typical section of Commerce Drive with multi-use trail. Source: Streetplan.net
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Corridor Enhancement Opportunities Streetscape Elements

Wider Sidewalks
& Multi-use Trail

Sidewalk and trails are an essential eleme tin a street
profile and, in ac ordance with ADA accessibility
guidelines and best practices, should be p ovided on all
streets in urban areas. Pedestrian connectivity and the
walkability of a community has been shown to have a
positi e impact on land values and the desirability to live
and work in an area. Sidewalks should be 6-feet minimum
in width and multi-use t ails, 10-feet. Pedestrian routes
should be bu ered from traffic wh e possible.

Enhanced Lighting

Lighting ontributes to safety, function, and cha acter

of a roadway. “Typical” roadway lighting functions as
safety measure to illuminate and improve visibility of all
users at intersections and ¢ osswalks. Enhanced lighting
includes pedestrian-scale lighting with po ential ae thetic
treatments which contribute to the character and brand
of a community.

Street Trees

Planting t ees in the public right-of-way have several
benefits in addition o their ecological importance. Large
mature street trees are found to be the most important
indicator of att acti eness in an area. Property values,
energy costs savings, and perception of s fety have all
been shown to increase along tree lined streets. Several
considerations - including utility onflicts, sig t-lines, and
pollutants - need to be taken into account when locating
trees along a roadway.

Planters/Planting
Areas

Plant material contributes to local character, traffi
calming, and pedestrian-scale enhancements. These
areas can be at-grade, raised, or in moveable planters.
They can be located in the boulevard or behind the back
of walk. Ongoing maintenance needs, pollutant exposure
and sight-lines are all considerations th t need to be
taken into account when identi ying location of pla ting
areas and the plant material itself.

Branding &
Wayfinding

Developing a consistent look, or brand, of a
neighborhood or community contributes to the creation
of a unique sense of place, arrival, and of community.
Wayfinding hel s to guide residents and visitors to local
and regional destin tions and is o en incorporated
within a branding package. Directional signa e, gateway
structures, banners and site furnishings are all elements
that can contribute to a community brand.

Site Amenities
(Benches, Waste
Receptacles, etc.)

Benches, waste receptacles (trash and recycling), bicycle
racks, bicycle fixit tations, and bolla ds are all examples
of site amenities. These eleme ts contribute to user-
experience and corridor character. Groupings of site
amenities ef occur tintersections or athering spots.
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C. Area Design Goals, Objectives, and Policies

Goal 1. Incorporate design features that enhance the character and safety of Commerce Drive, creating
a destination.

Objective 1.1: Encourage business/property owners to pursue opportunities to improve
building exteriors and enhance area design.

Policy 1.1.1: Consider the establishment of a City of North Mankato Redevelopment
Deferred Loan Program to fund facade improvements.

Policy 1.1.3: Consider establishing a Special Service District (SSD) in which
business/property owners collectively could contribute to the improvement,
management, and maintenance of the commercial district.

Objective 1.2: Create a safe and inviting streetscape along Commerce Drive.

Policy 1.2.1: Enhance multimodal accommodations on Commerce Drive by providing
wider sidewalks, bicycle lanes, and/or a multi-use path that will better serve all users of
the corridor.

Policy 1.2.2: Improve the safety of pedestrian crossings by providing pedestrian refuge
islands or medians, upgraded signals, and/or improved signage where appropriate.

Policy 1.2.3: Incorporate streetscape amenities such as enhanced pedestrian scale and
roadway lighting, public art, street furniture, planters, trees, etc. that will improve the
character of the corridor.

Policy 1.2.4: Incorporate branding (i.e. banners, gateway structures, wayfinding signage,
etc.) along the corridor to foster identity and sense of place.
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Appendix A — Public Involvement



A.1 — Stakeholder Visioning Meeting Summary



Commerce Drive Area Development Plan
Stakeholder Visioning Meetings
November 14 & 15, 2017

North Mankato Fire Station #2
Howard Drive, North Mankato

Summary of Meetings

Purpose:

The purpose of the Commerce Drive Area Development Plan Stakeholder Visioning Meetings was to
solicit feedback from business/property owners along the corridor regarding their vision for the future
of Commerce Drive and understand current issues and concerns.

Attendees:

Meeting #1 — November 14" @ 1:00pm

Name

Organization

Kory Ness

Lloyd Lumber

Tom Neubert

Lloyd Lumber

Dave Raasch

Lloyd Truss

Teresa Pratt

Pratt, Katzke & Associates

Matthew C. Thin Film Technologies

Dave Giefer Wis-Pak

Tim Hartwig Peace Lutheran Church
Mike Fischer North Mankato, City Planner

Courtney Kietzer

North Mankato, Planning Analyst

Matt Lassonde

Bolton & Menk, Inc., Transportation Planner

Meeting #2 — November 15" @ 6:00pm

Name

Organization

Cherrie Metcalf

Indulge Salon & Tanning

Tiffany & Nick Ward

Indulge Salon & Tanning

Todd Kruse

Wenger PT

Jason Tompkins

Ignition Fitness

Troy Diedrich

South Point Financial

Wade Becker

Big Dog Sports Café

Tony Jones

Commerce Auto — Express Care

Mike Fischer

North Mankato, City Planner

Matt Lassonde

Bolton & Menk, Inc., Transportation Planner

h:\nman\m18115188\1_corres\a_meetings\stakeholdervisioningmeeting_11-14-17\results\visioningmeetingsummary.docx
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Meeting Format and Materials Presented:

At each meeting, participants were placed in two groups to facilitate discussion. A presentation began at
the beginning of the meeting to provide information on the development of the plan and why
participants were asked to attend. The presentation utilized Poll Everywhere, an interactive tool that
solicits feedback from groups through smart phones responses and display answers immediately on the
presentation screen. The feedback received during the two meetings were combined and the results can
be seen at the end of this summary document.

The following is a summary of the presentation:
* Introductions
*  Purpose of the Commerce Drive Development Plan
*  Guiding Principles
* Area Context and Plan Components
* Visioning
*  Next Steps

Each table had a large aerial image of the planning area to reference and write concerns on through the
duration of the meeting. Boards containing existing and future land use in the planning area were also
on display.

After generating ideas for the future of Commerce Drive through the presentation, participants were
asked to speak among small groups and answer questions to facilitate discussion. Groups were then
asked to report small group answers to the larger group. Responses were documented in the front of
the room during the discussion so that participants could see topics displayed.

Comments Received:

Audience Polling Question Response:
The following questions and answers reflect the results of participant feedback from both meetings.

1. Participants were asked if Commerce Drive should have a business association. This was to gage
interest among participants and provide them with an open line of communication on this topic.
55 percent of those who attended responded “yes”, 45 percent responded “not sure.” None of
the participants responded with “no.”

2. What describes your vision for sidewalk and trail connections to and from Commerce Drive?
o  Wider sidewalks and safety for walkers. Lots of walkers at lunch
e Improved sidewalks with updated lighting, significant foot traffic along this street. No

bike trail along this street.

At least sidewalks on both sides of Commerce.

Wider sidewalks for bikes & walkers on both sides

Sidewalk both sides of the road

Wide sidewalks for multi-use and more crosswalks for pedestrians.

e Safe walk ways for kids

e Wider side walk

Bolton & Menk is an equal opportunity employer.
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e Family friendly crosswalks + sidewalks encouraging walking/biking
e Crossing, and sidewalks on both sides of street

3. What concerns do you have regarding existing pedestrian/bicycle movement on the corridor?
e No concern
e There is a fair amount of people crossing by Keim Trip. | feel most have been careful
e See people struggling to cross north/south near Roe Crest.
e lack of crosswalks
e Sidewalk on north side is too close to the street. Mostly a problem during the winter
with the snow

4. What beautification/place-building amenities would you like to see integrated into the
streetscape along Commerce Drive?
e No concerns. | don't see Commerce Dr as a hangout
o Gateway
e Benches, improved lighting
e Benches
Holiday decor when appropriate
Areas for sitting with planters for people to rest or take breaks.
Enhanced lighting, Welcoming Feel, Flowers
Places to sit when walking. Planters, benches
e Benches in larger corners, lighting
e Welcome signs for North Mankato/Commerce. Trees, flowers, benches, art along the
highway.

5. Participants were asked to submit words they would use to describe Commerce Drive today. The
following graphic illustrates terms collected:

S

Bolton & Menk is an equal opportunity employer.

A Vision for Commerce Drive




Commerce Drive Area Development Plan
November 14 & 15, 2017
Page: 4

6. Participants were then asked to submit words reflective of their vision for the future of
Commerce Drive. The following graphic illustrates terms collected:

Verbal Comments:

Participants were asked to discuss questions among small groups and report back to the larger group.
The following represents questions asked and verbal comments shared through that process:

1. What would you like to see Commerce Drive have in 10 or 20 years, in terms of:
a. Housing
b. Businesses
c. Streetscape/character
d. Amenities

Housing —

e Interms of housing opportunities along Commerce Drive, several suggested that
opportunities for additional residential uses are limited. Some suggested that they
would welcome residential if it were included in future mixed-use redevelopment. Most
acknowledged that primary uses along Commerce are Commercial and Industrial and
that residential doesn’t fit. Some expressed excitement about the potential for
residential options being offered.

Businesses —

e All agreed that adding more businesses is desirable along Commerce Drive. Some
suggested they would like to see the strip malls be filled with businesses that are
thriving and also would like to see vacant properties filled with more buildings and niche
businesses. Potential larger businesses discussed include another “sit down” restaurant
(a place to bring clients), a grocery store similar to a food co-op, and a hotel.

e Some would like to have greater control over business signage suggesting that less
stringent rules could allow for better advertisement for businesses. Business flow along
the corridor was also discussed. Participants wished to have businesses be visible and
support/complement each other.

e Participants discussed the split between commercial and industrial uses stressing that it
is important to get businesses representing all uses on board with changes to Commerce
Drive and that a strong partnership is necessary.

Bolton & Menk is an equal opportunity employer.
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Streetscape/Character —

e Several participants expressed a desire for beautification along the corridor to increase
appeal. This could include street furniture, lighting enhancements, and enhanced décor
along the street during the holidays. As seen in the presentation feedback, several
would like wider sidewalks and potentially a wider, multi-use path used by both bikers
and pedestrians. Enhanced lighting was mentioned several times as not only a design
feature but also for safety reasons.

e Many commented that building design is non-cohesive suggesting buildings could use
some measure of design guidance to adhere to. Mike Fischer asked, “if design guidelines
were instituted, would businesses be interested in grant/loan funding opportunities for
facade improvements?” Some showed interest in this. Participants did acknowledge
that Commerce Drive will likely never be a Main Street type business district where
buildings front the side of the street and historic character abounds. However, they
mentioned some common design theme is desirable among buildings.

e A pedestrian friendly atmosphere was also desired. Some questioned where a gathering
space could be created on Commerce. One participant suggested the addition of a food
co-op setting similar to the St. Peter Food Co-op where people can gather and become
more health conscious.

e Street art was also mentioned as a possibility moving forward.

2. What are needs the community has that could be filled on Commerce Drive
e The group agreed that Commerce Drive provides service to the surrounding area
residents but would like to expand to attract others and create a destination. This could
be linked to attracting more of a visitor crowd from Caswell Park during tournaments,
providing connections to trails and facilities, and offering events to draw people in.

3. Where are the biggest opportunities for Commerce Drive moving forward?

e All agreed that the ideas for streetscaping, pedestrian enhancements to infrastructure
and connections, and more business opportunities were desirable and should be
pursued.

e Many see opportunity in vacant lots and underutilized lots for potential redevelopment
in the area. Specific properties were discussed as being underutilized where there are
vacant storefronts or dilapidated buildings.

e One participant suggested that the South Central College is an untapped resource. The
group began to discuss that access from the college could be enhanced or other
measures taken to draw students and faculty to Commerce Drive to utilize businesses.

e Participants acknowledged that 11,700 vehicles per day on the eastern end of the
corridor is healthy for business.

4. Are there problems or challenges in the area that need to be addressed?

e Participants were concerned with parking for potential events that could be held in the
area arguing that people attending events would have to park several blocks away.
Some mentioned the idea of having centrally located parking for this purpose.

e There was also discussion of lots being deep, locking up vacant land that could be better
utilized if access was created.

e Various traffic concerns were expressed including the application of a roundabout at the
Lor Ray/Commerce Drive intersection. The first group were adamantly opposed to this
idea while the second group expressed a strong desire to see this happen. The latter

Bolton & Menk is an equal opportunity employer.
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cited traffic back-ups along Commerce due to the long traffic light timing at the
intersection. Some would also like to see turn lanes along the corridor for better traffic
control. Others commented that there are a lot of access locations and it seems to cause
issues.

e Discussions arose considering heavy truck traffic. Members of Wis-Pak and Lloyd
Lumber discussed how heavy trucks access their facilities. All mentioned that trucks use
both Lor Ray and Lookout equally, coming from US Highways 14 and 169. Commercial
establishments on the eastern portion of the corridor agreed that redirecting heavy
truck traffic from their area could have some benefits especially if pedestrian
atmosphere enhancements will be a part of the plan recommendations. Those who
generate heavy truck traffic mentioned that they could work with businesses and
authorities to reroute heavy truck traffic to the Lookout Drive access. Matt cautioned
that some analysis of that scenario should be completed as causing more truck traffic on
the west side may have adverse effects on that area. This will be explored as part of the
planning process. One participant asked if trucks could be rerouted to James Drive via
Commerce Lane.

e Businesses were interested in tapping in tapping into high traffic volumes on Highway
14 asking how they might be able to divert those traveling the trunk highway onto
Commerce to utilize services.

e Many children are observed riding and walking along Commerce before and after school
and during the summer months. Participants raised concerns regarding children’s safety
as they are seen crossing the street often. One mentioned, and others agreed, traffic
volumes and vehicles turning in and out of businesses seems unsafe for all users of the
sidewalks.

Bolton & Menk is an equal opportunity employer.
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Commerce Drive Area Development Plan
Public Visioning Meetings
November 28 & 29, 2017

North Mankato Fire Station #2
Howard Drive, North Mankato

Summary of Meetings

Purpose:

The purpose of the Commerce Drive Area Development Plan Public Visioning Meetings was to solicit
feedback from citizens who have interest in the future of Commerce Drive and understand current
issues and concerns.

Attendees:
Meeting #1 — November 28" @ 6:00pm
Name Organization
Delaina Ward Resident
Matthew C. Thin Film Technologies
Dick Cashman Resident
Tiffany Ward Indulge Salon & Tanning
Matt DuRose Resident
Matthias Leyrer Resident
Ryan Swanson Resident
Scott Weilege Weilege Advisory Group
Meeting #2 — November 29" @ 1:00pm
Name Organization
Joel Heitner Southpoint Financial Credit Union
Jason Tompkins Ignition Fitness
Matt Merrick Ignition Fitness
Maryann Nelson North Mankato Animal Hospital
Leah Mahoney Statewide Health Improvement Partnership (SHIP)
Project Staff and Elected Officials Present at Both Meetings
Katie Boon Public Engagement Consultant
Mark Dehen City of North Mankato, Mayor
Mike Fischer City of North Mankato, City Planner
Courtney Kietzer City of North Mankato, Planning Analyst
Matt Lassonde Bolton & Menk, Inc., Transportation Planner

h:\nman\m18115188\1_corres\a_meetings\publicvisioningmeeting_11-28-17\public_visioningmeetingsummary.docx
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Meeting Format and Materials Presented:

At each meeting, participants were placed in two groups to facilitate discussion. Each table had a large
aerial image of the planning area to reference and write concerns on through the duration of the
meeting. Participants were asked to discuss what they like and don’t like about Commerce Drive today
among tables and report back to the larger group. They were then asked to discuss what they would like
to see in the future and report back to the group. Responses were posted on the wall in the front of the
room so that participants could view responses.

Comments Received:

Participants provided the following feedback:

Commerce Drive Today:

e The area has aging street and building
infrastructure

e Commerce Drive is a great place for area resident’s
to access services. The drive to Mankato is too long
and not convenient. Commerce fills that gap.

e Some questioned why retail isn’t thriving currently.

“What is missing?” Many discussed businesses
aren’t visible enough while driving along the
corridor as well as from Highway 14. Questions
arose as to whether or not there is a “recipe” for
the right business combinations that could be
implemented on the corridor. Some mentioned the
strip mall is not well utilized, buildings are hidden
and signage is an issue.

e The area has traffic and road issues. It’s difficult to
turn anywhere along the corridor to access
businesses. Access is excessive and terrible. Some feel that this environment deters people from
visiting this area.

o The area seems dangerous for children walking and riding bikes. Crossings are dangerous. No
cars stop at the crossing at the Roe Crest Drive intersection.

e Some mentioned bike lanes could be a disaster while others suggested they could be awesome
and are needed.

Commerce Drive in the Future:

e There was consensus on Commerce becoming more of a destination that is pedestrian oriented.
Better connections to Caswell Complex and Highway 14 Trail were desired. Wider sidewalks
were also mentioned.

e Various vacant lots should be developed to include businesses that create the destination;
businesses that draw customers. Some would like to see craft businesses, a coffee shop, a wine
shop, a food co-op type grocery store that could be a destination, and a restaurant. Many said
there are not enough places to eat. They suggested a nicer “sit down” restaurant be located on
Commerce Drive. Some would like to see outdoor seating with planters along the corridor and at
eating establishments. Some mentioned a “St. Peter like” food co-op while other mentioned an
Aldi’s or Trader Joes type establishment along the corridor.

Bolton & Menk is an equal opportunity employer.
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e Branding in the area was discussed to provide a common theme. Participants questioned if this
could be an answer to liven up the area. What could bring more people here?
e Closing accesses could solve some issues and make visiting the businesses in the area more
desirable.
e Grade separated pedestrian crossings
were mentioned while others
suggested some sort of pedestrian
flasher at the crossing. Some also
suggested lighting on stop signs could
improve safety in the area.
e One participant recommended the
establishment of a marketing plan for
Commerce Drive. Business
representatives present supported the
idea of an association among
businesses.
e Most would like to see some
improvements to area design among
buildings and the street. This could be
facade improvements or street
beautification. Some would like to see
taller buildings with nicer store fronts.
Some expressed a desire for more of
an uptown feel.
e Added green space for gathering such
as a park would be a welcomed addition. A lot of people walk pets and use the area for exercise.
This would also provide a place for employees to walk.
e Community event ideas on were mentioned such as Concerts on Commerce. Holiday
decorations were also requested.

Bolton & Menk is an equal opportunity employer.
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A.3 — Community Survey Results



COMMERCE DRIVE QUESTIONNIARE

The purpose of this survey is to solicit feedback from residents, businesses and property owners
to help shape and form a vision that will guide the Commerce Drive Area Development Plan.

1. On average, how often do you travel on Commerce Drive?
O Never
O Less than once a month
O 1-3 times per month
O 1-3 times per week
O Daily

2. When traveling on Commerce Drive, how likely are you to stop at one of the businesses?

O Very likely
O Somewhat likely
O Very unlikely

3. Which businesses (if any) do you frequent the most on Commerce Drive?

4. In the next ten years (2028), what three words would you hope to use to accurately describe
your vision for Commerce Drive?

5. To achieve your vision for Commerce Drive, which of the following actions will be important?
*Rank importance on a scale from 1to 5 with 5 being the MOST Important.

LEAST Somewhat MOST
Important Improtant Important

1 2 3 4 5
Make Commerce Drive more walkable/bikeable. O O O O O
?(’gtfrfaegtsr;i)lglh;i?ood serving retail & amenities (such as grocery store, O O O O O
Improve connections between neighborhoods and Commerce Drive. O O O O O
Promote a fresh image/brand for Commerce Drive. O O O O O
Improve the parking experience for customers and visitors. O O O O O
Encourage more nightlife, restaurants, create an entertainment niche. O O O O O
Activate Commerce Drive with shops, events, restaurants, streetscape. O O O O O
Provide better public transit. O O O O O
Support/provide incentives to business start-ups and entreprenurs. O O O O O
;gg;;e}z/:v:zjg?;g;;g;age for bikes, cars and pedestrians, and create O O O O O
Encourage more arts and culture, including public art. O O O O O
Provide more outdoor greenspace.

O o O O O



6. If you could suggest one specific improvement to enhance Commerce Drive, what would that be?

7. What would you like to see happen in the Commerce Drive commercial corridors? (select up to 3)

Mixed use development with housing
More restaurants

Restaurants with liquor licenses
More retail

Incubator space

More public parking
Streetscape improvements
Facade improvements

Outdoor dining

Walkability

Bike racks and bike lanes

Other (please specify):

ooooooooooon

8. Which of the following BEST characterizes your primary interest(s) on Commerce Drive?

(Please check all that apply)

0 Commercial Property Owner
[] Business Owner

[1 Resident

] Employee

] Student

O Visitor

L1 Other (please specify):

9. Please provide the zip code of your primary residence.

10. Age
O Under 18
O 18to 24
O 25to 34
O 35t049
O 50to 64
O 65+

12. Race/Ethnicity
O African American
O American Indian
O Asian or Pacific Islander
O Hispanic/ Latino
O White
O Other:

11. Gender
O Male
O Female

13. Annual Household Income
$24,999 or less

$25,000 to $49,999
$50,000 to $99,999
$100,000 to $199,999
More than $200,000

CHONONONG)

Please return this completed questionnaire to City Hall, the Taylor Library or complete it online at
www.northmankato.com/commerce-drive-questionnaire.




Commerce Drive Questionnaire Results

On average, how often do you travel on Commerce Drive?
(627 Responses)

m Never

= Less than once a month
1-3 times per month

= 1-3 times per week

= Daily

When traveling on Commerce Drive, how likely are you to stop at one of the businesses?
(624 Responses)

m Very likely
= Somewhat likely

Very unlikely




Which businesses (if any) do you frequent the most on Commerce Drive?
(585 Responses)

Top 5 Businesses

137
12%

165
14%

24%

B Kwik Trip
Walgreens
Big Dog
MGM

m Dollar Tree

Other Responses

Culver's 82 | Shear Talent 5
Wells Fargo 78 | Southpoint Financial Credit Union 5
Erbert & Gerberts 41 | Austin’s Auto Repair 4
Subway 41 | Kitchenmaster, Klooster & Begalka 4
Commerce Drive Dental 28 | Tip Top Tobacco 3
Pioneer Bank 26 | Ignition Fitness & Sports 2
Indulge Salon 23 | North Mankato Mortuary 2
Lloyd Lumber 23 | Robyn's Nest Daycare Center 2
New 2 You Family Thrift 17 | Back to Wellness 1
Serenity Nails 17 | C&N Sales 1
Fantastic Sam's 15 | City Drop Boxes 1
Snap Fitness 13 | Creative Minds Early Learning Center 1
Express Care Auto Center 8 | Edward Jones 1
New Great Wall 8 | Jesus's Lambs at Peace Preschool 1
Golden Heart Child Care Center 7 | Lindsay Windows 1
North Mankato Animal Hospital 6 | Optivus Physical Therapy 1
Verizon Wireless 6 | Southern Minnesota Martial Arts 1
Vero's Tacos 6 | State Farm 1
Frandsen Bank 5




In the next ten years (2028), what three words would you hope to use to accurately
describe your vision for Commerce Drive?



To achieve your vision for Commerce Drive, which of the following actions will be
important?

Make Commerce Drive more walkable/bikeable
200
180
160
140
120
100
80
60
40
20
0
1- Very 3 - Somewhat 4 - Important 5 - Very
Unimportant Unlmportant Important Important
(612 Responses)
Attract neighborhood serving retail & amenities
(such as grocery store, coffee shop, etc.)

450 427
400
350
300
250
200

150

109
100 53 l
50 14 15
N e ]

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(618 Responses)



250

200

150

100

50

Improve connections between neighborhoods and
Commerce Drive

220
102 m 12
’ I I I

1-Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(610 Responses)

200
180
160
140
120
100
80
60
40
20

Promote a fresh image/brand for Commerce Drive.

183
151 152
71
] I

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(616 Responses)




Improve the parking experience for customers and

visitors.

200 177

180 163

160 136
140

120

100 89

80

40

20

0
1-Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important
(615 Responses)
Encourage more nightlife, restaurants, create an
entertainment niche.
300
254
250
200
142
150 119
100
55
‘m N
,
1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(611 Responses)




Activate Commerce Drive with shops, events,
restaurants, streetscape.

350

327

300

250

200 154

150

100 79 I

50 25 30 .
0 m i

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5-Very
Unimportant Important Important

(610 Responses)

Provide better public transit.

250
200

150

204
124 117
96
100
69
) I
0

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(616 Responses)




Support/provide incentives to business start-ups
and entreprenuers.

200 187
180 165 161
160
140
120
100
80
60

48 47
40
20
0

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(608 Responses)

Improve way-finding signage for bikes, cars and
pedestrians and create gateways and directories.

250
204
200
150
13 119
101
100 71
) .
0
1-Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(608 Responses)




180
160
140
120
100
80
60
40
20

Encourage more arts and culture, including public
art.

169
105
89 I

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

127 120

(611 Responses)

180
160
140
120
100
80
60
40
20

Provide more outdoor greenspace.

165
149 148
79 74 I I I

1- Very 2 - Unimportant 3 - Somewhat 4 - Important 5 - Very
Unimportant Important Important

(615 Responses)




If you could suggest one specific improvement to enhance Commerce Drive, what would
that be?

e Landscaping/tree islands in street to aid crossing and soften hardscape.
o Pedestrian walkways, seating areas and greenspace.

e Improved building facades.

e Roundabout at lookout and commerce.

e Improve traffic flow with a raised median.

e Better wayfinding and business signage.

e Eliminate access points to businesses for easier ingress/egress to each business.
e Create turn lanes for ease of access to businesses.

e Establish an Identity for Commerce Drive.

e Develop area as a destination and incorporate Caswell Park.

e Business retention.

e Tax deferment/ breaks for businesses in the area to promote growth.

e Outdoor greenspace/open space/ public seating area.

e More appealing boulevards with street lamps, greenery, benches, etc.

What would you like to see happen in the Commerce Drive commercial corridors?

More restaurants I 390
More retail I 306
Outdoor dining GGG 273
Restaurants with liquor licenses I 267
Streetscape improvements I 214
Walkability s 176
Facade Improvements N 93
Bike racks and bike lanes I 91
Mixed use development with housing I 58
More public parking I 57
Incubator space W 21

Other M 18

0 50 100 150 200 250 300 350 400 450




Which of the following BEST characterizes your primary interest(s) on Commerce Drive?

4 18
1% 2%

m Commercial Property Owner
m Business Owner

7 Resident

® Employee

m Student

W Visitor

H Other

Please provide the zip code of your primary residence.
(583 Responses)

W 56001
m 56003
[ Other

M



Age (609 Responses)

250

225
200
150 136

100

50 41

0 I
0

Under 18 18to 24 25to 34 35to0 49

129

78

50 to 64 65+

Gender (602 Responses)

H Male

¥ Female

12



Race/Ethnicity (598 Responses)

700

600

500

400

300

200

100

580
3 1 2 5 6
African American  Asian or Pacific Hispanic/Latino White Other
American Indian Islander

Annual Household Income (583 Responses)

W $24,999 or less

M $25,000 to $49,999
1 $50,000 to $99,999
m $100,000 to $199,999

® More than $200,000

13



Commerce Drive Area Development Plan
Plan Review Meetings
November 26 & 30, 2018

&
December 10 & 12, 2018
6:00 P.M. to 7:00 P.M.

North Mankato Fire Station #2
Howard Drive, North Mankato

Summary of Meetings

Purpose:

The purpose of the Commerce Drive Area Development Plan Review Meetings was to provide the
community and stakeholders an opportunity to:

e Provide feedback on initiatives identified in the plan

e Engage with others interested in achieving the vision identified for Commerce Drive

» Discuss streetscaping options that will be incorporated in the upcoming 2019/2020 street
resurfacing project

Attendees:

18 business owners and interested citizens attended the meetings to ask questions and discuss the future
of Commerce Drive.

Meeting Format and Materials Presented:

Each meeting was set up in open house format with informational boards and materials available along
with project and City staff available to answer questions and solicit feedback. Participants were given
dot stickers to place on the boards indicating potential design features they’d prefer to see
implemented along Commerce Drive. The following materials were available for public review:

e Commerce Drive Area Development Plan Draft
e Large aerial image of the corridor for discussion reference
¢ Informational boards including:
0 Project Purpose and Goals
0 Streetscape Rendering including Access Consolidation Considerations
0 Node Imagery: Images of potential area design features
0 Node Concepts: Renderings of Seating Node Designs for the Roe Crest Drive and Lor Ray
Drive intersections
0 Potential Redevelopment Options discussed in the Plan
¢ Sign-In Sheet
¢ Comment Forms

h:\nman\m18115188\1_corres\a_meetings\plan review meetings\planreviewmeetingssummary.docx

Bolton & Menk is an equal opportunity employer.
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Commerce Drive Area Development Plan
November 26 & 30 — December 10 & 12, 2018
Page: 2

Comments Received:

Verbal Comments:

Generally, those in attendance supported the plan initiatives and expressed a desire for improved traffic
functionality and enhanced pedestrian facilities. The following were comment received through
discussion among participants and project/City staff:

e Most participants suggested that congestion and driver confusion were issues in the eastern
portion of the corridor.

¢ Some mentioned they don’t go to use the corridor businesses because of the congestion and
they likely would if the situation was improved.

e Many suggested they cross the corridor in front of Kwik Trip frequently without using the nearby
crossing facilities. They feel unsafe doing so.

¢ Many would like to see redevelopment along the corridor that includes additional retail options,
restaurants, a grocery store, and a hotel among other suggestions.

e Several expressed a desire to construct the pedestrian bridge over Highway 14 as a north south
recreational/transportation amenity. Some thought it would be best if the corridor began to
experience some redevelopment to bring the desired commercial uses closer to the trail.

e All supported streetscape concepts presented and the incorporation of public art, wayfinding
signage, branding, a multi-use path addition, and other design features.

Written Comments:

A comment form was available with the four questions. The following are written comments for each
question received:

1. Please explain why you do or do not support access consolidation along the corridor.
*  “Ilook forward to a more pleasant experience on Commerce Drive. It has so much
potential. I use the bank, Kwik Trip, the Veterinarian and want it to be the best ever!”
*  “I support because of the amount of traffic coming and going from all directions.
Consolidation would provide better flow — it can be congested at times.”
*  “I do support consolidation to cut down on confusion”

2. Please describe any instances of driver confusion or turning conflicts you’ve experienced in
the eastern part of the corridor.
e “The Center Turn Lane. “
e “Try it on a bike sometime!”
e “Trying to make left turns out of the North Side is a nightmare...by Kwik Trip and the
Strip Mall area especially.”
e “Pedestrians that run across the road by Walgreens. Drivers need to slow down often
for them.”

3. Please explain why you do or do not support a protected pedestrian crossing in front of Kwik
Trip and Pioneer Bank as shown in the Streetscape Plan concept.
e It will create awareness among drivers, pedestrians, and bicyclists
e “Totally need this! Way too far to walk all the way down to the corners. Everyone cuts
across that area.”
e  “ldo support the pedestrian crossing to make crossing safe as possible.”

Bolton & Menk is an equal opportunity employer.
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4. Do you have other comments regarding the initiatives in the Commerce Drive Area
Development Plan?

*  “The City needs a broad vision as to what makes commercial areas viable. Currently,
Commerce is only about car culture — Buildings need to be brought forward to the street
with windows at the sidewalk. Commerce will never be pedestrian friendly as long as its
current configuration exists.”

*  “Please consider a dog drinking fountain similar to that at Spring Lake Park along with a
supply of dog bags”

e “Let’s try another grocery store and restaurant” on the corridor

* Need lighting down on the east side; drinking fountain and dog bags would be nice; bike

racks with easier access; I like the lighted benches and gathering areas; definitely need
better path for bikers!”

Design Feature Concept Preferences

Several design features were made available for participants to comment on and indicate their
preferences for implementation. Each participant was given dot stickers to apply to features they

preferred. Among design features exhibited were three concept renderings for seating nodes. Proposed
Node locations are shown on the following graphic:

Bolton & Menk is an equal opportunity employer.
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Preferred Concept for Roe Crest Drive Nodes 1 & 2:
The following two graphics represent the preferred design features for Nodes 1 and 2:

Bolton & Menk is an equal opportunity employer.
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Commerce Drive Area Development Plan
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Preferred Concept for the East End Node 4:
The following two graphics represent the preferred design features for Node 4:

Bolton & Menk is an equal opportunity employer.
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Other features receiving stickers:
Other features received stickers indicating that participants have a preference to see them implemented

in the future. These Include the following:

1.
2.
3.
4.

Pedestrian Bridge

Two Stage Pedestrian Crossing at Kwik Trip
Wayfinding signage

Multi-Use Path on South Side

B/GUTTE
LD.

Bolton & Menk is an equal opportunity employer.
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Appendix B— Commerce Drive Market Analysis



B.1 — Retail Market Potential & Retail
Marketplace Profile: 5, 10, and 20-minute
Drive-Time Radii



Commerce Drive - Travel Time

5, 10, 20 minute radii

Source: ©2017 Esri.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Demographic Summary 2017 2022
Population 9,334 9,572
Population 18+ 7,231 7,380
Households 3,890 4,004
Median Household Income $64,856 $74,833

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Apparel (Adults)
Bought any men's clothing in last 12 months 3,433 47.5% 100
Bought any women's clothing in last 12 months 3,184 44.0% 102
Bought clothing for child <13 years in last 6 months 2,109 29.2% 106
Bought any shoes in last 12 months 3,941 54.5% 101
Bought costume jewelry in last 12 months 1,409 19.5% 102
Bought any fine jewelry in last 12 months 1,247 17.2% 96
Bought a watch in last 12 months 1,113 15.4% 101

Automobiles (Households)
HH owns/leases any vehicle 3,453 88.8% 104
HH bought/leased new vehicle last 12 mo 374 9.6% 98

Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 6,529 90.3% 106

Bought/changed motor oil in last 12 months 3,837 53.1% 110

Had tune-up in last 12 months 2,203 30.5% 106
Beverages (Adults)

Drank bottled water/seltzer in last 6 months 4,702 65.0% 98

Drank regular cola in last 6 months 3,235 44.7% 101

Drank beer/ale in last 6 months 3,018 41.7% 99

Cameras (Adulits)

Own digital point & shoot camera/camcorder 1,610 22.3% 105
Own digital SLR camera/camcorder 737 10.2% 122
Printed digital photos in last 12 months 1,016 14.1% 101

Cell Phones (Adults/Households)

Bought cell phone in last 12 months 2,704 37.4% 103
Have a smartphone 4,933 68.2% 102
Have a smartphone: Android phone (any brand) 2,411 33.3% 105
Have a smartphone: Apple iPhone 2,233 30.9% 101
Number of cell phones in household: 1 1,290 33.2% 104
Number of cell phones in household: 2 1,522 39.1% 104
Number of cell phones in household: 3+ 899 23.1% 89
HH has cell phone only (no landline telephone) 1,942 49.9% 110

Computers (Households)

HH owns a computer 2,989 76.8% 101
HH owns desktop computer 1,765 45.4% 106
HH owns laptop/notebook 2,185 56.2% 101
HH owns any Apple/Mac brand computer 501 12.9% 84
HH owns any PC/non-Apple brand computer 2,639 67.8% 102
HH purchased most recent computer in a store 1,440 37.0% 99
HH purchased most recent computer online 565 14.5% 111
Spent <$500 on most recent home computer 639 16.4% 107
Spent $500-$999 on most recent home computer 716 18.4% 101
Spent $1,000-$1,499 on most recent home computer 324 8.3% 91
Spent $1,500-$1,999 on most recent home computer 179 4.6% 108
Spent $2,000+ on most recent home computer 132 3.4% 95

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 3,632 50.2% 101
Bought brewed coffee at convenience store in last 30 days 1,191 16.5% 106
Bought cigarettes at convenience store in last 30 days 1,101 15.2% 126
Bought gas at convenience store in last 30 days 2,921 40.4% 119
Spent at convenience store in last 30 days: <$20 538 7.4% 94
Spent at convenience store in last 30 days: $20-$39 646 8.9% 98
Spent at convenience store in last 30 days: $40-$50 596 8.2% 109
Spent at convenience store in last 30 days: $51-$99 365 5.0% 109
Spent at convenience store in last 30 days: $100+ 2,027 28.0% 119
Entertainment (Adults)
Attended a movie in last 6 months 4,214 58.3% 99
Went to live theater in last 12 months 1,084 15.0% 115
Went to a bar/night club in last 12 months 1,202 16.6% 99
Dined out in last 12 months 3,360 46.5% 103
Gambled at a casino in last 12 months 865 12.0% 86
Visited a theme park in last 12 months 1,197 16.6% 93
Viewed movie (video-on-demand) in last 30 days 1,363 18.8% 103
Viewed TV show (video-on-demand) in last 30 days 1,028 14.2% 108
Watched any pay-per-view TV in last 12 months 848 11.7% 95
Downloaded a movie over the Internet in last 30 days 569 7.9% 95
Downloaded any individual song in last 6 months 1,699 23.5% 111
Watched a movie online in the last 30 days 1,374 19.0% 101
Watched a TV program online in last 30 days 1,281 17.7% 104
Played a video/electronic game (console) in last 12 months 811 11.2% 113
Played a video/electronic game (portable) in last 12 months 371 5.1% 114
Financial (Adults)
Have home mortgage (1st) 2,323 32.1% 105
Used ATM/cash machine in last 12 months 3,660 50.6% 102
Own any stock 473 6.5% 90
Own U.S. savings bond 319 4.4% 86
Own shares in mutual fund (stock) 509 7.0% 96
Own shares in mutual fund (bonds) 367 5.1% 101
Have interest checking account 2,101 29.1% 107
Have non-interest checking account 2,423 33.5% 114
Have savings account 4,024 55.6% 102
Have 401K retirement savings plan 1,144 15.8% 108
Own/used any credit/debit card in last 12 months 5,567 77.0% 102
Avg monthly credit card expenditures: <$111 968 13.4% 111
Avg monthly credit card expenditures: $111-$225 520 7.2% 102
Avg monthly credit card expenditures: $226-$450 530 7.3% 111
Avg monthly credit card expenditures: $451-$700 341 4.7% 89
Avg monthly credit card expenditures: $701-$1,000 256 3.5% 77
Avg monthly credit card expenditures: $1,001+ 651 9.0% 97
Did banking online in last 12 months 2,922 40.4% 110
Did banking on mobile device in last 12 months 1,452 20.1% 116
Paid bills online in last 12 months 3,476 48.1% 107

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 2,813 72.3% 104
Used bread in last 6 months 3,658 94.0% 100
Used chicken (fresh or frozen) in last 6 months 2,760 71.0% 103
Used turkey (fresh or frozen) in last 6 months 625 16.1% 101
Used fish/seafood (fresh or frozen) in last 6 months 2,150 55.3% 101
Used fresh fruit/vegetables in last 6 months 3,401 87.4% 101
Used fresh milk in last 6 months 3,467 89.1% 102
Used organic food in last 6 months 704 18.1% 88
Health (Adulits)
Exercise at home 2+ times per week 2,218 30.7% 106
Exercise at club 2+ times per week 916 12.7% 95
Visited a doctor in last 12 months 5,601 77.5% 102
Used vitamin/dietary supplement in last 6 months 3,883 53.7% 102
Home (Households)
Any home improvement in last 12 months 1,105 28.4% 105
Used housekeeper/maid/professional HH cleaning service in last 12 443 11.4% 85
Purchased low ticket HH furnishings in last 12 months 650 16.7% 103
Purchased big ticket HH furnishings in last 12 months 892 22.9% 107
Bought any small kitchen appliance in last 12 months 881 22.6% 102
Bought any large kitchen appliance in last 12 months 488 12.5% 99
Insurance (Adults/Households)
Currently carry life insurance 3,326 46.0% 106
Carry medical/hospital/accident insurance 5,073 70.2% 102
Carry homeowner insurance 3,614 50.0% 106
Carry renter's insurance 655 9.1% 103
Have auto insurance: 1 vehicle in household covered 1,286 33.1% 106
Have auto insurance: 2 vehicles in household covered 1,130 29.0% 102
Have auto insurance: 3+ vehicles in household covered 843 21.7% 100
Pets (Households)
Household owns any pet 2,214 56.9% 105
Household owns any cat 942 24.2% 107
Household owns any dog 1,668 42.9% 104
Psychographics (Adults)
Buying American is important to me 3,162 43.7% 105
Usually buy items on credit rather than wait 850 11.8% 96
Usually buy based on quality - not price 1,245 17.2% 94
Price is usually more important than brand name 2,032 28.1% 106
Usually use coupons for brands I buy often 1,410 19.5% 107
Am interested in how to help the environment 1,107 15.3% 93
Usually pay more for environ safe product 936 12.9% 97
Usually value green products over convenience 717 9.9% 91
Likely to buy a brand that supports a charity 2,538 35.1% 100
Reading (Adults)
Bought digital book in last 12 months 1,140 15.8% 111
Bought hardcover book in last 12 months 1,573 21.8% 106
Bought paperback book in last 12 month 2,311 32.0% 107
Read any daily newspaper (paper version) 1,719 23.8% 98
Read any digital newspaper in last 30 days 2,591 35.8% 105
Read any magazine (paper/electronic version) in last 6 months 6,597 91.2% 101

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 5,618 77.7% 104
Went to family restaurant/steak house: 4+ times a month 2,083 28.8% 105
Went to fast food/drive-in restaurant in last 6 months 6,612 91.4% 101
Went to fast food/drive-in restaurant 9+ times/mo 2,928 40.5% 103
Fast food/drive-in last 6 months: eat in 2,731 37.8% 103
Fast food/drive-in last 6 months: home delivery 628 8.7% 113
Fast food/drive-in last 6 months: take-out/drive-thru 3,761 52.0% 113
Fast food/drive-in last 6 months: take-out/walk-in 1,423 19.7% 98
Television & Electronics (Adults/Households)
Own any tablet 2,455 34.0% 101
Own any e-reader 603 8.3% 96
Own e-reader/tablet: iPad 1,443 20.0% 97
HH has Internet connectable TV 819 21.1% 105
Own any portable MP3 player 2,057 28.4% 102
HH owns 1 TV 795 20.4% 99
HH owns 2 TVs 1,072 27.6% 106
HH owns 3 TVs 839 21.6% 100
HH owns 4+ TVs 688 17.7% 97
HH subscribes to cable TV 1,934 49.7% 104
HH subscribes to fiber optic 223 5.7% 72
HH owns portable GPS navigation device 1,082 27.8% 103
HH purchased video game system in last 12 mos 251 6.5% 84
HH owns Internet video device for TV 385 9.9% 89
Travel (Adults)
Domestic travel in last 12 months 3,854 53.3% 105
Took 3+ domestic non-business trips in last 12 months 842 11.6% 104
Spent on domestic vacations in last 12 months: <$1,000 813 11.2% 108
Spent on domestic vacations in last 12 months: $1,000-$1,499 397 5.5% 96
Spent on domestic vacations in last 12 months: $1,500-$1,999 278 3.8% 105
Spent on domestic vacations in last 12 months: $2,000-$2,999 238 3.3% 87
Spent on domestic vacations in last 12 months: $3,000+ 357 4.9% 86
Domestic travel in the 12 months: used general travel website 489 6.8% 97
Foreign travel in last 3 years 1,465 20.3% 84
Took 3+ foreign trips by plane in last 3 years 233 3.2% 73
Spent on foreign vacations in last 12 months: <$1,000 264 3.7% 86
Spent on foreign vacations in last 12 months: $1,000-$2,999 215 3.0% 85
Spent on foreign vacations in last 12 months: $3,000+ 240 3.3% 66
Foreign travel in last 3 years: used general travel website 279 3.9% 67
Nights spent in hotel/motel in last 12 months: any 2,968 41.0% 99
Took cruise of more than one day in last 3 years 544 7.5% 94
Member of any frequent flyer program 1,036 14.3% 88
Member of any hotel rewards program 1,126 15.6% 105

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time

1800-1898 Commerce Dr, Mankato, Minnesota, 56003

Drive Time: 10 minute radius

Prepared by Esri

Demographic Summary
Population
Population 18+
Households
Median Household Income

Product/Consumer Behavior

Apparel (Adults)
Bought any men's clothing in last 12 months
Bought any women's clothing in last 12 months
Bought clothing for child <13 years in last 6 months
Bought any shoes in last 12 months
Bought costume jewelry in last 12 months
Bought any fine jewelry in last 12 months
Bought a watch in last 12 months

Automobiles (Households)
HH owns/leases any vehicle
HH bought/leased new vehicle last 12 mo

Automotive Aftermarket (Adults)
Bought gasoline in last 6 months
Bought/changed motor oil in last 12 months
Had tune-up in last 12 months

Beverages (Adults)
Drank bottled water/seltzer in last 6 months
Drank regular cola in last 6 months
Drank beer/ale in last 6 months

Cameras (Adulits)
Own digital point & shoot camera/camcorder
Own digital SLR camera/camcorder
Printed digital photos in last 12 months

Cell Phones (Adults/Households)
Bought cell phone in last 12 months
Have a smartphone
Have a smartphone: Android phone (any brand)
Have a smartphone: Apple iPhone
Number of cell phones in household: 1
Number of cell phones in household: 2
Number of cell phones in household: 3+
HH has cell phone only (no landline telephone)

Computers (Households)
HH owns a computer
HH owns desktop computer
HH owns laptop/notebook
HH owns any Apple/Mac brand computer
HH owns any PC/non-Apple brand computer
HH purchased most recent computer in a store
HH purchased most recent computer online
Spent <$500 on most recent home computer
Spent $500-$999 on most recent home computer
Spent $1,000-$1,499 on most recent home computer
Spent $1,500-$1,999 on most recent home computer
Spent $2,000+ on most recent home computer

Expected Number of
Adults/HHs

14,456
13,083
7,988
16,321
5,781
4,863
4,379

13,541
1,253

25,922
15,038
8,546

19,221
12,957
12,562

6,969
2,698
3,968

11,269
19,879
9,966
8,771
5,638
6,103
3,283
8,414

12,106
6,615
8,925
2,103

10,678
5,962
2,263
2,817
3,029
1,270

605
483

2017
37,025
29,924
15,763

$52,484

Percent of
Adults/HHs

48.3%
43.7%
26.7%
54.5%
19.3%
16.3%
14.6%

85.9%
7.9%

86.6%
50.3%
28.6%

64.2%
43.3%
42.0%

23.3%
9.0%
13.3%

37.7%
66.4%
33.3%
29.3%
35.8%
38.7%
20.8%
53.4%

76.8%
42.0%
56.6%
13.3%
67.7%
37.8%
14.4%
17.9%
19.2%

8.1%

3.8%

3.1%

2022
38,204
30,701
16,323

$55,917

MPI

101
101
97
101
101
90
96

101
81

102
104
100

97
98
99

110
108
95

104
99
104
96
112
103
80
118

101
98
102
87
102
101
110
117
105
88
90
86

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior

or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.

November 20, 2017



Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 15,089 50.4% 101
Bought brewed coffee at convenience store in last 30 days 4,584 15.3% 98
Bought cigarettes at convenience store in last 30 days 4,286 14.3% 118
Bought gas at convenience store in last 30 days 11,588 38.7% 114
Spent at convenience store in last 30 days: <$20 2,370 7.9% 101
Spent at convenience store in last 30 days: $20-$39 2,638 8.8% 97
Spent at convenience store in last 30 days: $40-$50 2,451 8.2% 108
Spent at convenience store in last 30 days: $51-$99 1,492 5.0% 107
Spent at convenience store in last 30 days: $100+ 7,915 26.5% 113
Entertainment (Adults)
Attended a movie in last 6 months 18,020 60.2% 102
Went to live theater in last 12 months 4,400 14.7% 113
Went to a bar/night club in last 12 months 5,666 18.9% 113
Dined out in last 12 months 14,083 47.1% 104
Gambled at a casino in last 12 months 3,459 11.6% 83
Visited a theme park in last 12 months 5,039 16.8% 94
Viewed movie (video-on-demand) in last 30 days 4,606 15.4% 84
Viewed TV show (video-on-demand) in last 30 days 3,599 12.0% 91
Watched any pay-per-view TV in last 12 months 2,863 9.6% 77
Downloaded a movie over the Internet in last 30 days 2,592 8.7% 105
Downloaded any individual song in last 6 months 6,818 22.8% 108
Watched a movie online in the last 30 days 6,631 22.2% 118
Watched a TV program online in last 30 days 6,311 21.1% 124
Played a video/electronic game (console) in last 12 months 3,584 12.0% 121
Played a video/electronic game (portable) in last 12 months 1,463 4.9% 109
Financial (Adults)
Have home mortgage (1st) 8,601 28.7% 94
Used ATM/cash machine in last 12 months 15,212 50.8% 102
Own any stock 2,025 6.8% 93
Own U.S. savings bond 1,355 4.5% 88
Own shares in mutual fund (stock) 1,977 6.6% 90
Own shares in mutual fund (bonds) 1,499 5.0% 99
Have interest checking account 8,068 27.0% 99
Have non-interest checking account 9,878 33.0% 112
Have savings account 17,253 57.7% 106
Have 401K retirement savings plan 4,493 15.0% 102
Own/used any credit/debit card in last 12 months 23,077 77.1% 102
Avg monthly credit card expenditures: <$111 4,204 14.0% 117
Avg monthly credit card expenditures: $111-$225 2,133 7.1% 101
Avg monthly credit card expenditures: $226-$450 2,015 6.7% 102
Avg monthly credit card expenditures: $451-$700 1,520 5.1% 96
Avg monthly credit card expenditures: $701-$1,000 1,229 4.1% 89
Avg monthly credit card expenditures: $1,001+ 2,269 7.6% 82
Did banking online in last 12 months 11,991 40.1% 110
Did banking on mobile device in last 12 months 6,068 20.3% 117
Paid bills online in last 12 months 14,075 47.0% 105

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 11,062 70.2% 101
Used bread in last 6 months 14,836 94.1% 100
Used chicken (fresh or frozen) in last 6 months 10,973 69.6% 101
Used turkey (fresh or frozen) in last 6 months 2,455 15.6% 98
Used fish/seafood (fresh or frozen) in last 6 months 8,444 53.6% 98
Used fresh fruit/vegetables in last 6 months 13,625 86.4% 100
Used fresh milk in last 6 months 13,906 88.2% 101
Used organic food in last 6 months 3,101 19.7% 96
Health (Adulits)
Exercise at home 2+ times per week 9,479 31.7% 109
Exercise at club 2+ times per week 3,780 12.6% 95
Visited a doctor in last 12 months 22,570 75.4% 100
Used vitamin/dietary supplement in last 6 months 15,718 52.5% 100
Home (Households)
Any home improvement in last 12 months 4,217 26.8% 99
Used housekeeper/maid/professional HH cleaning service in last 12 1,807 11.5% 86
Purchased low ticket HH furnishings in last 12 months 2,539 16.1% 99
Purchased big ticket HH furnishings in last 12 months 3,395 21.5% 101
Bought any small kitchen appliance in last 12 months 3,595 22.8% 103
Bought any large kitchen appliance in last 12 months 1,910 12.1% 96
Insurance (Adults/Households)
Currently carry life insurance 13,181 44.0% 102
Carry medical/hospital/accident insurance 20,980 70.1% 101
Carry homeowner insurance 13,711 45.8% 98
Carry renter's insurance 2,902 9.7% 111
Have auto insurance: 1 vehicle in household covered 5,293 33.6% 108
Have auto insurance: 2 vehicles in household covered 4,443 28.2% 99
Have auto insurance: 3+ vehicles in household covered 3,056 19.4% 89
Pets (Households)
Household owns any pet 8,409 53.3% 98
Household owns any cat 3,572 22.7% 100
Household owns any dog 6,084 38.6% 93
Psychographics (Adults)
Buying American is important to me 12,956 43.3% 104
Usually buy items on credit rather than wait 3,324 11.1% 91
Usually buy based on quality - not price 4,837 16.2% 88
Price is usually more important than brand name 8,311 27.8% 104
Usually use coupons for brands I buy often 5,619 18.8% 103
Am interested in how to help the environment 4,487 15.0% 91
Usually pay more for environ safe product 3,787 12.7% 94
Usually value green products over convenience 3,135 10.5% 97
Likely to buy a brand that supports a charity 10,706 35.8% 102
Reading (Adults)
Bought digital book in last 12 months 4,616 15.4% 109
Bought hardcover book in last 12 months 6,755 22.6% 110
Bought paperback book in last 12 month 9,765 32.6% 109
Read any daily newspaper (paper version) 7,141 23.9% 99
Read any digital newspaper in last 30 days 10,992 36.7% 108
Read any magazine (paper/electronic version) in last 6 months 27,534 92.0% 102

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 22,558 75.4% 101
Went to family restaurant/steak house: 4+ times a month 8,110 27.1% 99
Went to fast food/drive-in restaurant in last 6 months 27,521 92.0% 102
Went to fast food/drive-in restaurant 9+ times/mo 11,946 39.9% 102
Fast food/drive-in last 6 months: eat in 11,661 39.0% 107
Fast food/drive-in last 6 months: home delivery 2,499 8.4% 108
Fast food/drive-in last 6 months: take-out/drive-thru 14,835 49.6% 108
Fast food/drive-in last 6 months: take-out/walk-in 6,277 21.0% 104
Television & Electronics (Adults/Households)
Own any tablet 9,600 32.1% 95
Own any e-reader 2,514 8.4% 97
Own e-reader/tablet: iPad 5,506 18.4% 89
HH has Internet connectable TV 3,038 19.3% 96
Own any portable MP3 player 8,684 29.0% 104
HH owns 1 TV 3,403 21.6% 104
HH owns 2 TVs 4,340 27.5% 106
HH owns 3 TVs 3,178 20.2% 94
HH owns 4+ TVs 2,507 15.9% 87
HH subscribes to cable TV 7,845 49.8% 104
HH subscribes to fiber optic 785 5.0% 62
HH owns portable GPS navigation device 4,201 26.7% 98
HH purchased video game system in last 12 mos 1,040 6.6% 85
HH owns Internet video device for TV 1,585 10.1% 91
Travel (Adults)
Domestic travel in last 12 months 15,624 52.2% 103
Took 3+ domestic non-business trips in last 12 months 3,539 11.8% 106
Spent on domestic vacations in last 12 months: <$1,000 3,530 11.8% 114
Spent on domestic vacations in last 12 months: $1,000-$1,499 1,605 5.4% 94
Spent on domestic vacations in last 12 months: $1,500-$1,999 1,102 3.7% 100
Spent on domestic vacations in last 12 months: $2,000-$2,999 1,124 3.8% 99
Spent on domestic vacations in last 12 months: $3,000+ 1,368 4.6% 80
Domestic travel in the 12 months: used general travel website 1,840 6.1% 88
Foreign travel in last 3 years 6,275 21.0% 87
Took 3+ foreign trips by plane in last 3 years 1,103 3.7% 84
Spent on foreign vacations in last 12 months: <$1,000 1,162 3.9% 91
Spent on foreign vacations in last 12 months: $1,000-$2,999 985 3.3% 94
Spent on foreign vacations in last 12 months: $3,000+ 1,143 3.8% 76
Foreign travel in last 3 years: used general travel website 1,483 5.0% 86
Nights spent in hotel/motel in last 12 months: any 12,772 42.7% 103
Took cruise of more than one day in last 3 years 1,999 6.7% 84
Member of any frequent flyer program 3,782 12.6% 78
Member of any hotel rewards program 4,018 13.4% 90

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Demographic Summary 2017 2022
Population 89,382 92,757
Population 18+ 72,193 74,486
Households 34,075 35,513
Median Household Income $54,154 $58,644

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Apparel (Adults)
Bought any men's clothing in last 12 months 35,187 48.7% 102
Bought any women's clothing in last 12 months 31,944 44.2% 102
Bought clothing for child <13 years in last 6 months 19,510 27.0% 98
Bought any shoes in last 12 months 40,028 55.4% 103
Bought costume jewelry in last 12 months 14,157 19.6% 103
Bought any fine jewelry in last 12 months 11,355 15.7% 87
Bought a watch in last 12 months 9,975 13.8% 91

Automobiles (Households)
HH owns/leases any vehicle 29,505 86.6% 101
HH bought/leased new vehicle last 12 mo 2,812 8.3% 84

Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 62,487 86.6% 102

Bought/changed motor oil in last 12 months 35,329 48.9% 101

Had tune-up in last 12 months 21,076 29.2% 102
Beverages (Adults)

Drank bottled water/seltzer in last 6 months 46,369 64.2% 97

Drank regular cola in last 6 months 31,389 43.5% 99

Drank beer/ale in last 6 months 30,038 41.6% 98

Cameras (Adulits)

Own digital point & shoot camera/camcorder 17,904 24.8% 117
Own digital SLR camera/camcorder 6,505 9.0% 108
Printed digital photos in last 12 months 10,168 14.1% 101

Cell Phones (Adults/Households)

Bought cell phone in last 12 months 27,513 38.1% 105
Have a smartphone 49,513 68.6% 102
Have a smartphone: Android phone (any brand) 24,165 33.5% 105
Have a smartphone: Apple iPhone 22,669 31.4% 103
Number of cell phones in household: 1 11,665 34.2% 107
Number of cell phones in household: 2 13,379 39.3% 104
Number of cell phones in household: 3+ 7,597 22.3% 86
HH has cell phone only (no landline telephone) 18,181 53.4% 118

Computers (Households)

HH owns a computer 26,732 78.5% 103
HH owns desktop computer 14,733 43.2% 101
HH owns laptop/notebook 19,766 58.0% 105
HH owns any Apple/Mac brand computer 4,760 14.0% 91
HH owns any PC/non-Apple brand computer 23,487 68.9% 104
HH purchased most recent computer in a store 13,187 38.7% 104
HH purchased most recent computer online 5,113 15.0% 115
Spent <$500 on most recent home computer 6,133 18.0% 118
Spent $500-$999 on most recent home computer 6,744 19.8% 108
Spent $1,000-$1,499 on most recent home computer 2,852 8.4% 92
Spent $1,500-$1,999 on most recent home computer 1,349 4.0% 93
Spent $2,000+ on most recent home computer 1,095 3.2% 90

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 36,670 50.8% 102
Bought brewed coffee at convenience store in last 30 days 10,676 14.8% 95
Bought cigarettes at convenience store in last 30 days 9,782 13.5% 112
Bought gas at convenience store in last 30 days 28,484 39.5% 116
Spent at convenience store in last 30 days: <$20 5,806 8.0% 102
Spent at convenience store in last 30 days: $20-$39 6,411 8.9% 97
Spent at convenience store in last 30 days: $40-$50 6,030 8.4% 110
Spent at convenience store in last 30 days: $51-$99 3,632 5.0% 108
Spent at convenience store in last 30 days: $100+ 18,700 25.9% 110
Entertainment (Adults)
Attended a movie in last 6 months 45,412 62.9% 106
Went to live theater in last 12 months 11,253 15.6% 120
Went to a bar/night club in last 12 months 13,697 19.0% 113
Dined out in last 12 months 34,789 48.2% 107
Gambled at a casino in last 12 months 7,837 10.9% 78
Visited a theme park in last 12 months 12,852 17.8% 100
Viewed movie (video-on-demand) in last 30 days 10,778 14.9% 82
Viewed TV show (video-on-demand) in last 30 days 8,726 12.1% 92
Watched any pay-per-view TV in last 12 months 6,780 9.4% 76
Downloaded a movie over the Internet in last 30 days 6,983 9.7% 117
Downloaded any individual song in last 6 months 17,088 23.7% 112
Watched a movie online in the last 30 days 17,891 24.8% 132
Watched a TV program online in last 30 days 17,244 23.9% 141
Played a video/electronic game (console) in last 12 months 9,383 13.0% 131
Played a video/electronic game (portable) in last 12 months 3,578 5.0% 110
Financial (Adults)
Have home mortgage (1st) 20,186 28.0% 91
Used ATM/cash machine in last 12 months 37,680 52.2% 105
Own any stock 5,297 7.3% 101
Own U.S. savings bond 3,353 4.6% 90
Own shares in mutual fund (stock) 4,936 6.8% 93
Own shares in mutual fund (bonds) 4,053 5.6% 111
Have interest checking account 19,414 26.9% 99
Have non-interest checking account 24,771 34.3% 117
Have savings account 42,809 59.3% 109
Have 401K retirement savings plan 10,829 15.0% 102
Own/used any credit/debit card in last 12 months 57,035 79.0% 105
Avg monthly credit card expenditures: <$111 10,539 14.6% 122
Avg monthly credit card expenditures: $111-$225 5,077 7.0% 99
Avg monthly credit card expenditures: $226-$450 4,960 6.9% 104
Avg monthly credit card expenditures: $451-$700 3,784 5.2% 99
Avg monthly credit card expenditures: $701-$1,000 3,103 4.3% 93
Avg monthly credit card expenditures: $1,001+ 5,693 7.9% 85
Did banking online in last 12 months 30,219 41.9% 114
Did banking on mobile device in last 12 months 16,364 22.7% 131
Paid bills online in last 12 months 35,204 48.8% 109

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 23,882 70.1% 101
Used bread in last 6 months 32,037 94.0% 100
Used chicken (fresh or frozen) in last 6 months 23,738 69.7% 101
Used turkey (fresh or frozen) in last 6 months 5,305 15.6% 98
Used fish/seafood (fresh or frozen) in last 6 months 18,262 53.6% 98
Used fresh fruit/vegetables in last 6 months 29,470 86.5% 100
Used fresh milk in last 6 months 30,209 88.7% 101
Used organic food in last 6 months 6,795 19.9% 97
Health (Adulits)
Exercise at home 2+ times per week 24,030 33.3% 115
Exercise at club 2+ times per week 9,458 13.1% 98
Visited a doctor in last 12 months 54,223 75.1% 99
Used vitamin/dietary supplement in last 6 months 38,008 52.6% 100
Home (Households)
Any home improvement in last 12 months 9,133 26.8% 99
Used housekeeper/maid/professional HH cleaning service in last 12 3,904 11.5% 86
Purchased low ticket HH furnishings in last 12 months 5,542 16.3% 100
Purchased big ticket HH furnishings in last 12 months 7,426 21.8% 102
Bought any small kitchen appliance in last 12 months 7,885 23.1% 104
Bought any large kitchen appliance in last 12 months 4,107 12.1% 95
Insurance (Adults/Households)
Currently carry life insurance 31,200 43.2% 100
Carry medical/hospital/accident insurance 49,943 69.2% 100
Carry homeowner insurance 32,003 44.3% 94
Carry renter's insurance 7,274 10.1% 115
Have auto insurance: 1 vehicle in household covered 10,995 32.3% 104
Have auto insurance: 2 vehicles in household covered 9,874 29.0% 101
Have auto insurance: 3+ vehicles in household covered 7,135 20.9% 97
Pets (Households)
Household owns any pet 18,563 54.5% 100
Household owns any cat 7,843 23.0% 102
Household owns any dog 13,518 39.7% 96
Psychographics (Adults)
Buying American is important to me 30,724 42.6% 102
Usually buy items on credit rather than wait 7,803 10.8% 88
Usually buy based on quality - not price 11,716 16.2% 88
Price is usually more important than brand name 20,378 28.2% 106
Usually use coupons for brands I buy often 13,106 18.2% 100
Am interested in how to help the environment 10,308 14.3% 87
Usually pay more for environ safe product 9,171 12.7% 95
Usually value green products over convenience 7,503 10.4% 96
Likely to buy a brand that supports a charity 25,173 34.9% 100
Reading (Adults)
Bought digital book in last 12 months 11,369 15.7% 111
Bought hardcover book in last 12 months 17,126 23.7% 116
Bought paperback book in last 12 month 24,415 33.8% 113
Read any daily newspaper (paper version) 16,386 22.7% 94
Read any digital newspaper in last 30 days 27,515 38.1% 112
Read any magazine (paper/electronic version) in last 6 months 67,051 92.9% 103

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 54,552 75.6% 101
Went to family restaurant/steak house: 4+ times a month 19,095 26.4% 96
Went to fast food/drive-in restaurant in last 6 months 66,884 92.6% 103
Went to fast food/drive-in restaurant 9+ times/mo 28,475 39.4% 100
Fast food/drive-in last 6 months: eat in 29,431 40.8% 112
Fast food/drive-in last 6 months: home delivery 6,194 8.6% 111
Fast food/drive-in last 6 months: take-out/drive-thru 35,440 49.1% 107
Fast food/drive-in last 6 months: take-out/walk-in 16,147 22.4% 111
Television & Electronics (Adults/Households)
Own any tablet 23,635 32.7% 97
Own any e-reader 6,029 8.4% 96
Own e-reader/tablet: iPad 13,755 19.1% 92
HH has Internet connectable TV 6,789 19.9% 99
Own any portable MP3 player 21,379 29.6% 106
HH owns 1 TV 7,288 21.4% 103
HH owns 2 TVs 9,299 27.3% 105
HH owns 3 TVs 7,053 20.7% 96
HH owns 4+ TVs 5,491 16.1% 88
HH subscribes to cable TV 16,430 48.2% 101
HH subscribes to fiber optic 1,584 4.6% 58
HH owns portable GPS navigation device 9,232 27.1% 100
HH purchased video game system in last 12 mos 2,235 6.6% 85
HH owns Internet video device for TV 3,559 10.4% 94
Travel (Adults)
Domestic travel in last 12 months 38,658 53.5% 105
Took 3+ domestic non-business trips in last 12 months 8,912 12.3% 111
Spent on domestic vacations in last 12 months: <$1,000 9,393 13.0% 125
Spent on domestic vacations in last 12 months: $1,000-$1,499 3,499 4.8% 85
Spent on domestic vacations in last 12 months: $1,500-$1,999 2,692 3.7% 101
Spent on domestic vacations in last 12 months: $2,000-$2,999 2,928 4.1% 107
Spent on domestic vacations in last 12 months: $3,000+ 3,457 4.8% 84
Domestic travel in the 12 months: used general travel website 4,452 6.2% 88
Foreign travel in last 3 years 16,637 23.0% 95
Took 3+ foreign trips by plane in last 3 years 2,977 4.1% 94
Spent on foreign vacations in last 12 months: <$1,000 3,106 4.3% 101
Spent on foreign vacations in last 12 months: $1,000-$2,999 2,475 3.4% 98
Spent on foreign vacations in last 12 months: $3,000+ 2,914 4.0% 80
Foreign travel in last 3 years: used general travel website 4,168 5.8% 100
Nights spent in hotel/motel in last 12 months: any 31,603 43.8% 106
Took cruise of more than one day in last 3 years 5,158 7.1% 89
Member of any frequent flyer program 9,385 13.0% 80
Member of any hotel rewards program 9,730 13.5% 91

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri

1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Summary Demographics

2017 Population 9,334
2017 Households 3,890
2017 Median Disposable Income $51,273
2017 Per Capita Income $33,899
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Summary (Retail Potential) (Retail Sales) Factor Businesses
Total Retail Trade and Food & Drink 44-45,722 $151,612,703 $96,572,895 $55,039,808 22.2 50
Total Retail Trade 44-45 $136,983,002 $89,451,909 $47,531,093 21.0 40
Total Food & Drink 722 $14,629,701 $7,120,986 $7,508,715 34.5 9
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Group (Retail Potential) (Retail Sales) Factor Businesses
Motor Vehicle & Parts Dealers 441 $29,009,204 $19,674,185 $9,335,019 19.2 6
Automobile Dealers 4411 $23,265,346 $13,780,423 $9,484,923 25.6 2
Other Motor Vehicle Dealers 4412 $3,266,132 $4,161,876 -$895,744 -12.1 1
Auto Parts, Accessories & Tire Stores 4413 $2,477,726 $1,731,886 $745,840 17.7 2
Furniture & Home Furnishings Stores 442 $4,337,225 $1,530,822 $2,806,403 47.8 1
Furniture Stores 4421 $2,601,624 $0 $2,601,624 100.0 0
Home Furnishings Stores 4422 $1,735,601 $1,245,660 $489,941 16.4 1
Electronics & Appliance Stores 443 $4,982,766 $6,992,862 -$2,010,096 -16.8 4
Bldg Materials, Garden Equip. & Supply Stores 444 $9,825,685 $21,209,317 -$11,383,632 -36.7 6
Bldg Material & Supplies Dealers 4441 $8,913,868 $17,707,891 -$8,794,023 -33.0 5
Lawn & Garden Equip & Supply Stores 4442 $911,816 $3,501,426 -$2,589,610 -58.7 1
Food & Beverage Stores 445 $21,444,516 $6,216,637 $15,227,879 55.1 3
Grocery Stores 4451 $17,805,379 $2,450,155 $15,355,224 75.8 1
Specialty Food Stores 4452 $1,099,562 $0 $1,099,562 100.0 0
Beer, Wine & Liquor Stores 4453 $2,539,575 $3,720,232 -$1,180,657 -18.9 2
Health & Personal Care Stores 446,4461 $9,590,824 $6,524,869 $3,065,955 19.0 3
Gasoline Stations 447,4471 $15,335,463 $17,512,376 -$2,176,913 -6.6 5
Clothing & Clothing Accessories Stores 448 $7,070,547 $4,642,287 $2,428,260 20.7 4
Clothing Stores 4481 $4,847,758 $4,642,287 $205,471 2.2 4
Shoe Stores 4482 $1,031,804 $0 $1,031,804 100.0 0
Jewelry, Luggage & Leather Goods Stores 4483 $1,190,985 $0 $1,190,985 100.0 0
Sporting Goods, Hobby, Book & Music Stores 451 $4,133,741 $709,498 $3,424,243 70.7 1
Sporting Goods/Hobby/Musical Instr Stores 4511 $3,595,179 $0 $3,595,179 100.0 0
Book, Periodical & Music Stores 4512 $538,562 $309,171 $229,391 27.1 1
General Merchandise Stores 452 $23,817,772 $941,538 $22,876,234 92.4 1
Department Stores Excluding Leased Depts. 4521 $17,804,501 $0 $17,804,501 100.0 0
Other General Merchandise Stores 4529 $6,013,271 $941,538 $5,071,733 72.9 1
Miscellaneous Store Retailers 453 $5,304,021 $2,587,671 $2,716,350 34.4 7
Florists 4531 $272,712 $0 $272,712 100.0 0
Office Supplies, Stationery & Gift Stores 4532 $1,076,032 $294,727 $781,305 57.0 1
Used Merchandise Stores 4533 $664,111 $541,708 $122,403 10.2 1
Other Miscellaneous Store Retailers 4539 $3,291,166 $1,751,236 $1,539,930 30.5 4
Nonstore Retailers 454 $2,131,237 $0 $2,131,237 100.0 0
Electronic Shopping & Mail-Order Houses 4541 $1,685,271 $0 $1,685,271 100.0 0
Vending Machine Operators 4542 $100,006 $0 $100,006 100.0 0
Direct Selling Establishments 4543 $345,960 $0 $345,960 100.0 0
Food Services & Drinking Places 722 $14,629,701 $7,120,986 $7,508,715 34.5 9
Special Food Services 7223 $365,744 $0 $365,744 100.0 0
Drinking Places - Alcoholic Beverages 7224 $830,411 $276,680 $553,731 50.0 1
Restaurants/Other Eating Places 7225 $13,433,546 $6,840,679 $6,592,867 32.5 8

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 5 minute radius

Leakage/Surplus Factor by Industry Subsector
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri

1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 10 minute radius

Summary Demographics

2017 Population 37,025
2017 Households 15,763
2017 Median Disposable Income $42,012
2017 Per Capita Income $29,946
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Summary (Retail Potential) (Retail Sales) Factor Businesses
Total Retail Trade and Food & Drink 44-45,722 $533,448,563 $1,302,350,571 -$768,902,008 -41.9 473
Total Retail Trade 44-45 $482,243,076 $1,192,181,826 -$709,938,750 -42.4 354
Total Food & Drink 722 $51,205,487 $110,168,745 -$58,963,258 -36.5 119
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Group (Retail Potential) (Retail Sales) Factor Businesses
Motor Vehicle & Parts Dealers 441 $102,084,792 $206,002,223 -$103,917,431 -33.7 46
Automobile Dealers 4411 $81,935,419 $159,220,623 -$77,285,204 -32.0 19
Other Motor Vehicle Dealers 4412 $11,420,519 $23,754,675 -$12,334,156 -35.1 8
Auto Parts, Accessories & Tire Stores 4413 $8,728,854 $23,026,924 -$14,298,070 -45.0 19
Furniture & Home Furnishings Stores 442 $15,008,395 $40,668,797 -$25,660,402 -46.1 24
Furniture Stores 4421 $9,120,128 $31,848,181 -$22,728,053 -55.5 13
Home Furnishings Stores 4422 $5,888,267 $8,820,616 -$2,932,349 -19.9 11
Electronics & Appliance Stores 443 $17,451,020 $52,403,817 -$34,952,797 -50.0 20
Bldg Materials, Garden Equip. & Supply Stores 444 $33,538,150 $123,644,408 -$90,106,258 -57.3 27
Bldg Material & Supplies Dealers 4441 $30,286,498 $119,527,304 -$89,240,806 -59.6 24
Lawn & Garden Equip & Supply Stores 4442 $3,251,652 $4,117,104 -$865,452 -11.7 3
Food & Beverage Stores 445 $76,181,352 $217,945,548 -$141,764,196 -48.2 29
Grocery Stores 4451 $63,309,898 $192,676,731 -$129,366,833 -50.5 12
Specialty Food Stores 4452 $3,912,693 $2,511,658 $1,401,035 21.8 6
Beer, Wine & Liquor Stores 4453 $8,958,761 $22,757,159 -$13,798,398 -43.5 11
Health & Personal Care Stores 446,4461 $33,873,092 $57,367,458 -$23,494,366 -25.7 34
Gasoline Stations 447,4471 $54,512,169 $64,345,929 -$9,833,760 -8.3 18
Clothing & Clothing Accessories Stores 448 $24,740,033 $57,010,591 -$32,270,558 -39.5 53
Clothing Stores 4481 $17,001,381 $37,815,865 -$20,814,484 -38.0 32
Shoe Stores 4482 $3,578,464 $10,124,258 -$6,545,794 -47.8 10
Jewelry, Luggage & Leather Goods Stores 4483 $4,160,188 $9,070,468 -$4,910,280 -37.1 11
Sporting Goods, Hobby, Book & Music Stores 451 $14,508,389 $57,765,749 -$43,257,360 -59.9 32
Sporting Goods/Hobby/Musical Instr Stores 4511 $12,553,523 $51,913,917 -$39,360,394 -61.1 29
Book, Periodical & Music Stores 4512 $1,954,867 $5,851,832 -$3,896,965 -49.9 3
General Merchandise Stores 452 $83,863,669 $266,569,163 -$182,705,494 -52.1 13
Department Stores Excluding Leased Depts. 4521 $62,593,206 $203,520,614 -$140,927,408 -53.0 8
Other General Merchandise Stores 4529 $21,270,463 $63,048,549 -$41,778,086 -49.5 5
Miscellaneous Store Retailers 453 $18,885,077 $33,021,612 -$14,136,535 -27.2 56
Florists 4531 $945,333 $3,584,307 -$2,638,974 -58.3 5
Office Supplies, Stationery & Gift Stores 4532 $3,741,207 $7,804,672 -$4,063,465 -35.2 13
Used Merchandise Stores 4533 $2,369,386 $9,082,706 -$6,713,320 -58.6 16
Other Miscellaneous Store Retailers 4539 $11,829,151 $12,549,927 -$720,776 -3.0 22
Nonstore Retailers 454 $7,596,939 $15,436,530 -$7,839,591 -34.0 2
Electronic Shopping & Mail-Order Houses 4541 $5,910,727 $6,112,262 -$201,535 -1.7 1
Vending Machine Operators 4542 $354,779 $9,304,850 -$8,950,071 -92.7 1
Direct Selling Establishments 4543 $1,331,433 $0 $1,331,433 100.0 0
Food Services & Drinking Places 722 $51,205,487 $110,168,745 -$58,963,258 -36.5 119
Special Food Services 7223 $1,284,480 $2,533,610 -$1,249,130 -32.7 8
Drinking Places - Alcoholic Beverages 7224 $2,899,137 $4,528,980 -$1,629,843 -21.9 8
Restaurants/Other Eating Places 7225 $47,021,870 $103,106,156 -$56,084,286 -37.4 103

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.

November 20, 2017



Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 10 minute radius

Leakage/Surplus Factor by Industry Subsector
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri

1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Summary Demographics

2017 Population 89,382
2017 Households 34,075
2017 Median Disposable Income $43,491
2017 Per Capita Income $28,357
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Summary (Retail Potential) (Retail Sales) Factor Businesses
Total Retail Trade and Food & Drink 44-45,722 $1,189,235,786 $1,759,029,828 -$569,794,042 -19.3 694
Total Retail Trade 44-45 $1,074,756,421 $1,599,546,294 -$524,789,873 -19.6 515
Total Food & Drink 722 $114,479,365 $159,483,534 -$45,004,169 -16.4 179
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Group (Retail Potential) (Retail Sales) Factor Businesses
Motor Vehicle & Parts Dealers 441 $228,116,236 $310,165,239 -$82,049,003 -15.2 73
Automobile Dealers 4411 $183,157,869 $209,918,854 -$26,760,985 -6.8 29
Other Motor Vehicle Dealers 4412 $25,530,066 $72,411,809 -$46,881,743 -47.9 17
Auto Parts, Accessories & Tire Stores 4413 $19,428,301 $27,834,576 -$8,406,275 -17.8 27
Furniture & Home Furnishings Stores 442 $33,497,939 $45,105,640 -$11,607,701 -14.8 31
Furniture Stores 4421 $20,388,123 $34,743,100 -$14,354,977 -26.0 16
Home Furnishings Stores 4422 $13,109,816 $10,362,540 $2,747,276 11.7 15
Electronics & Appliance Stores 443 $38,946,866 $59,294,638 -$20,347,772 -20.7 25
Bldg Materials, Garden Equip. & Supply Stores 444 $74,668,398 $155,118,569 -$80,450,171 -35.0 50
Bldg Material & Supplies Dealers 4441 $67,448,247 $145,825,342 -$78,377,095 -36.7 40
Lawn & Garden Equip & Supply Stores 4442 $7,220,151 $9,293,228 -$2,073,077 -12.6 10
Food & Beverage Stores 445 $169,395,135 $267,049,734 -$97,654,599 -22.4 52
Grocery Stores 4451 $140,709,439 $221,911,739 -$81,202,300 -22.4 22
Specialty Food Stores 4452 $8,695,642 $8,375,220 $320,422 1.9 12
Beer, Wine & Liquor Stores 4453 $19,990,054 $36,762,774 -$16,772,720 -29.6 19
Health & Personal Care Stores 446,4461 $75,030,959 $67,534,302 $7,496,657 5.3 43
Gasoline Stations 447,4471 $121,495,024 $172,480,618 -$50,985,594 -17.3 28
Clothing & Clothing Accessories Stores 448 $55,333,528 $62,552,276 -$7,218,748 -6.1 63
Clothing Stores 4481 $38,025,027 $41,896,530 -$3,871,503 -4.8 40
Shoe Stores 4482 $8,005,542 $10,560,481 -$2,554,939 -13.8 10
Jewelry, Luggage & Leather Goods Stores 4483 $9,302,958 $10,095,265 -$792,307 -4.1 13
Sporting Goods, Hobby, Book & Music Stores 451 $32,436,172 $79,036,945 -$46,600,773 -41.8 46
Sporting Goods/Hobby/Musical Instr Stores 4511 $28,038,539 $64,003,313 -$35,964,774 -39.1 39
Book, Periodical & Music Stores 4512 $4,397,633 $15,033,632 -$10,635,999 -54.7 7
General Merchandise Stores 452 $186,866,647 $322,565,806 -$135,699,159 -26.6 17
Department Stores Excluding Leased Depts. 4521 $139,524,004 $235,761,560 -$96,237,556 -25.6 10
Other General Merchandise Stores 4529 $47,342,644 $86,804,246 -$39,461,602 -29.4 7
Miscellaneous Store Retailers 453 $42,044,094 $41,297,317 $746,777 0.9 81
Florists 4531 $2,096,180 $4,307,314 -$2,211,134 -34.5 7
Office Supplies, Stationery & Gift Stores 4532 $8,327,608 $9,224,301 -$896,693 -5.1 17
Used Merchandise Stores 4533 $5,305,372 $10,878,046 -$5,572,674 -34.4 27
Other Miscellaneous Store Retailers 4539 $26,314,934 $16,887,656 $9,427,278 21.8 31
Nonstore Retailers 454 $16,925,424 $17,345,210 -$419,786 -1.2 4
Electronic Shopping & Mail-Order Houses 4541 $13,191,861 $6,112,262 $7,079,599 36.7 1
Vending Machine Operators 4542 $789,304 $11,075,014 -$10,285,710 -86.7 1
Direct Selling Establishments 4543 $2,944,259 $157,934 $2,786,325 89.8 2
Food Services & Drinking Places 722 $114,479,365 $159,483,534 -$45,004,169 -16.4 179
Special Food Services 7223 $2,883,608 $3,071,036 -$187,428 -3.1 10
Drinking Places - Alcoholic Beverages 7224 $6,476,622 $8,118,799 -$1,642,177 -11.3 15
Restaurants/Other Eating Places 7225 $105,119,134 $148,293,699 -$43,174,565 -17.0 155

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

Commerce Dr. - Drive Time Prepared by Esri
1800-1898 Commerce Dr, Mankato, Minnesota, 56003
Drive Time: 20 minute radius

Leakage/Surplus Factor by Industry Subsector
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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B.2 — Retail Marketplace Profile & Business
Summary: Upper North Mankato



Retail MarketPlace Profile

North Mankato
Area: 4.7 square miles

Prepared by Esri

Summary Demographics

2017 Population 9,660
2017 Households 3,973
2017 Median Disposable Income $52,094
2017 Per Capita Income $34,226
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Summary (Retail Potential) (Retail Sales) Factor Businesses
Total Retail Trade and Food & Drink 44-45,722 $158,971,620 $72,537,685 $86,433,935 37.3 36
Total Retail Trade 44-45 $143,650,677 $67,943,111 $75,707,566 35.8 29
Total Food & Drink 722 $15,320,944 $4,594,574 $10,726,370 53.9 7
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Group (Retail Potential) (Retail Sales) Factor Businesses
Motor Vehicle & Parts Dealers 441 $30,483,611 $8,735,320 $21,748,291 55.5 2
Automobile Dealers 4411 $24,449,274 $8,627,763 $15,821,511 47.8 1
Other Motor Vehicle Dealers 4412 $3,438,364 $0 $3,438,364 100.0 0
Auto Parts, Accessories & Tire Stores 4413 $2,595,974 $90,661 $2,505,313 93.3 1
Furniture & Home Furnishings Stores 442 $4,552,224 $0 $4,552,224 100.0 0
Furniture Stores 4421 $2,725,246 $0 $2,725,246 100.0 0
Home Furnishings Stores 4422 $1,826,978 $0 $1,826,978 100.0 0
Electronics & Appliance Stores 443 $5,218,642 $4,252,248 $966,394 10.2 3
Bldg Materials, Garden Equip. & Supply Stores 444 $10,373,520 $18,833,728 -$8,460,208 -29.0 4
Bldg Material & Supplies Dealers 4441 $9,416,427 $15,332,302 -$5,915,875 -23.9 3
Lawn & Garden Equip & Supply Stores 4442 $957,093 $3,501,426 -$2,544,333 -57.1 1
Food & Beverage Stores 445 $22,432,670 $4,683,877 $17,748,793 65.5 2
Grocery Stores 4451 $18,632,171 $2,259,493 $16,372,678 78.4 1
Specialty Food Stores 4452 $1,150,350 $0 $1,150,350 100.0 0
Beer, Wine & Liquor Stores 4453 $2,650,148 $2,422,211 $227,937 4.5 1
Health & Personal Care Stores 446,4461 $10,048,864 $6,221,204 $3,827,660 23.5 2
Gasoline Stations 447,4471 $16,082,203 $17,337,385 -$1,255,182 -3.8 5
Clothing & Clothing Accessories Stores 448 $7,395,855 $4,929,213 $2,466,642 20.0 4
Clothing Stores 4481 $5,072,714 $4,929,213 $143,501 1.4 4
Shoe Stores 4482 $1,082,477 $0 $1,082,477 100.0 0
Jewelry, Luggage & Leather Goods Stores 4483 $1,240,664 $0 $1,240,664 100.0 0
Sporting Goods, Hobby, Book & Music Stores 451 $4,330,395 $325,238 $4,005,157 86.0 1
Sporting Goods/Hobby/Musical Instr Stores 4511 $3,768,754 $0 $3,768,754 100.0 0
Book, Periodical & Music Stores 4512 $561,642 $309,171 $252,471 29.0 1
General Merchandise Stores 452 $24,947,122 $810,403 $24,136,719 93.7 1
Department Stores Excluding Leased Depts. 4521 $18,647,586 $0 $18,647,586 100.0 0
Other General Merchandise Stores 4529 $6,299,536 $810,403 $5,489,133 77.2 1
Miscellaneous Store Retailers 453 $5,557,485 $1,808,565 $3,748,920 50.9 6
Florists 4531 $286,297 $0 $286,297 100.0 0
Office Supplies, Stationery & Gift Stores 4532 $1,128,191 $138,328 $989,863 78.2 1
Used Merchandise Stores 4533 $693,877 $222,108 $471,769 51.5 1
Other Miscellaneous Store Retailers 4539 $3,449,121 $1,448,129 $2,000,992 40.9 4
Nonstore Retailers 454 $2,228,085 $0 $2,228,085 100.0 0
Electronic Shopping & Mail-Order Houses 4541 $1,764,856 $0 $1,764,856 100.0 0
Vending Machine Operators 4542 $104,647 $0 $104,647 100.0 0
Direct Selling Establishments 4543 $358,582 $0 $358,582 100.0 0
Food Services & Drinking Places 722 $15,320,944 $4,594,574 $10,726,370 53.9 7
Special Food Services 7223 $384,333 $0 $384,333 100.0 0
Drinking Places - Alcoholic Beverages 7224 $867,574 $0 $867,574 100.0 0
Restaurants/Other Eating Places 7225 $14,069,036 $4,594,574 $9,474,462 50.8 7

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

North Mankato Prepared by Esri
Area: 4.7 square miles

Leakage/Surplus Factor by Industry Subsector
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Business Summary

North Mankato
Area: 4.7 square miles

Prepared by Esri

Data for all businesses in area

277
6,137
9,660

64

Total Businesses:
Total Employees:
Total Residential Population:
Employee/Residential Population Ratio (per 100 Residents)
Businesses
by SIC Codes Number Percent
Agriculture & Mining 5 1.8%
Construction 10 3.6%
Manufacturing 29 10.5%
Transportation 5 1.8%
Communication 7 2.5%
Utility 3 1.1%
Wholesale Trade 12 4.3%
Retail Trade Summary 40 14.4%
Home Improvement 4 1.4%
General Merchandise Stores 1 0.4%
Food Stores 2 0.7%
Auto Dealers, Gas Stations, Auto Aftermarket 6 2.2%
Apparel & Accessory Stores 4 1.4%
Furniture & Home Furnishings 3 1.1%
Eating & Drinking Places 8 2.9%
Miscellaneous Retail 13 4.7%
Finance, Insurance, Real Estate Summary 36 13.0%
Banks, Savings & Lending Institutions 5 1.8%
Securities Brokers 5 1.8%
Insurance Carriers & Agents 7 2.5%
Real Estate, Holding, Other Investment Offices 19 6.9%
Services Summary 112 40.4%
Hotels & Lodging 1 0.4%
Automotive Services 6 2.2%
Motion Pictures & Amusements 8 2.9%
Health Services 16 5.8%
Legal Services 0 0.0%
Education Institutions & Libraries 15 5.4%
Other Services 66 23.8%
Government 9 3.2%
Unclassified Establishments 10 3.6%
Totals 277 100.0%

Source: Copyright 2017 Infogroup, Inc. All rights reserved. Esri Total Residential Population forecasts for 2017.
Date Note: Data on the Business Summary report is calculated using Esri’s Data allocation method which uses census block groups to allocate business summary data to custom areas.

Employees
Number Percent
10 0.2%
29 0.5%
3,160 51.5%
78 1.3%
195 3.2%
26 0.4%
202 3.3%
526 8.6%
150 2.4%
12 0.2%
31 0.5%
58 0.9%
53 0.9%
22 0.4%
145 2.4%
55 0.9%
434 7.1%
32 0.5%
16 0.3%
16 0.3%
370 6.0%
1,347 21.9%
7 0.1%
18 0.3%
85 1.4%
153 2.5%
0 0.0%
523 8.5%
561 9.1%
130 2.1%
0 0.0%
6,137 100.0%
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Business Summary

North Mankato

Area: 4.7 square miles

Prepared by Esri

by NAICS Codes
Agriculture, Forestry, Fishing & Hunting
Mining
Utilities
Construction
Manufacturing
Wholesale Trade
Retail Trade
Motor Vehicle & Parts Dealers
Furniture & Home Furnishings Stores
Electronics & Appliance Stores
Bldg Material & Garden Equipment & Supplies Dealers
Food & Beverage Stores
Health & Personal Care Stores
Gasoline Stations
Clothing & Clothing Accessories Stores
Sport Goods, Hobby, Book, & Music Stores
General Merchandise Stores
Miscellaneous Store Retailers
Nonstore Retailers
Transportation & Warehousing
Information
Finance & Insurance
Central Bank/Credit Intermediation & Related Activities
Securities, Commodity Contracts & Other Financial
Insurance Carriers & Related Activities; Funds, Trusts &
Real Estate, Rental & Leasing
Professional, Scientific & Tech Services
Legal Services
Management of Companies & Enterprises
Administrative & Support & Waste Management & Remediation
Educational Services
Health Care & Social Assistance
Arts, Entertainment & Recreation
Accommodation & Food Services
Accommodation
Food Services & Drinking Places
Other Services (except Public Administration)
Automotive Repair & Maintenance
Public Administration

Unclassified Establishments

Total

Source: Copyright 2017 Infogroup, Inc. All rights reserved. Esri Total Residential Population forecasts for 2017.
Date Note: Data on the Business Summary report is calculated using Esri’s Data allocation method which uses census block groups to allocate business summary data to custom areas.

Businesses
Number Percent
1 0.4%
0 0.0%
3 1.1%
13 4.7%
24 8.7%
12 4.3%
32 11.6%
2 0.7%
0 0.0%
3 1.1%
4 1.4%
3 1.1%
2 0.7%
4 1.4%
4 1.4%
1 0.4%
1 0.4%
7 2.5%
2 0.7%
4 1.4%
16 5.8%
17 6.1%
5 1.8%
5 1.8%
7 2.5%
20 7.2%
17 6.1%
1 0.4%
1 0.4%
9 3.2%
14 5.1%
30 10.8%
6 2.2%
9 3.2%
1 0.4%
8 2.9%
33 11.9%
5 1.8%
9 3.2%
10 3.6%
277 100.0%

Employees
Number Percent
3 0.0%
0 0.0%
26 0.4%
34 0.6%
2,872 46.8%
202 3.3%
382 6.2%
29 0.5%
0 0.0%
22 0.4%
150 2.4%
42 0.7%
22 0.4%
30 0.5%
53 0.9%
3 0.0%
12 0.2%
19 0.3%
0 0.0%
77 1.3%
510 8.3%
64 1.0%
32 0.5%
16 0.3%
16 0.3%
125 2.0%
160 2.6%
2 0.0%
250 4.1%
40 0.7%
514 8.4%
319 5.2%
81 1.3%
152 2.5%
7 0.1%
145 2.4%
196 3.2%
17 0.3%
130 2.1%
0 0.0%
6,137 100.0%
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B.3 — Retail Market Potential & Retail
Marketplace Profile: 5, 10, and 20-minute Walk
Radii (From Commerce Drive in front of Kwik
Trip)



Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003
Walk Time: 5 minute radius

Prepared by Esri

Demographic Summary
Population
Population 18+
Households
Median Household Income

Expected Number of

Product/Consumer Behavior

Apparel (Adults)
Bought any men's clothing in last 12 months
Bought any women's clothing in last 12 months
Bought clothing for child <13 years in last 6 months
Bought any shoes in last 12 months
Bought costume jewelry in last 12 months
Bought any fine jewelry in last 12 months
Bought a watch in last 12 months

Automobiles (Households)
HH owns/leases any vehicle
HH bought/leased new vehicle last 12 mo

Automotive Aftermarket (Adults)
Bought gasoline in last 6 months
Bought/changed motor oil in last 12 months
Had tune-up in last 12 months

Beverages (Adults)
Drank bottled water/seltzer in last 6 months
Drank regular cola in last 6 months
Drank beer/ale in last 6 months

Cameras (Adulits)
Own digital point & shoot camera/camcorder
Own digital SLR camera/camcorder
Printed digital photos in last 12 months

Cell Phones (Adults/Households)
Bought cell phone in last 12 months
Have a smartphone
Have a smartphone: Android phone (any brand)
Have a smartphone: Apple iPhone
Number of cell phones in household: 1
Number of cell phones in household: 2
Number of cell phones in household: 3+
HH has cell phone only (no landline telephone)

Computers (Households)
HH owns a computer
HH owns desktop computer
HH owns laptop/notebook
HH owns any Apple/Mac brand computer
HH owns any PC/non-Apple brand computer
HH purchased most recent computer in a store
HH purchased most recent computer online
Spent <$500 on most recent home computer
Spent $500-$999 on most recent home computer
Spent $1,000-$1,499 on most recent home computer
Spent $1,500-$1,999 on most recent home computer
Spent $2,000+ on most recent home computer

Adults/HHs

OO OH+HOH K

-

o o

HOOOORHKHHKH

OO0 O0OO0OO0OO0OO0OH+HOOOHH

2017
3
2
1

$0

Percent of
Adults/HHs

50.0%
50.0%
0.0%
50.0%
0.0%
0.0%
0.0%

100.0%
0.0%

100.0%
50.0%
50.0%

50.0%
50.0%
50.0%

0.0%
0.0%
0.0%

50.0%
50.0%
50.0%
0.0%
0.0%
0.0%
0.0%
100.0%

100.0%
0.0%
0.0%
0.0%

100.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%

2022

$0

MPI

105
115

93

117

118
104
175

75
113
118

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior

or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by

GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 1 50.0% 100
Bought brewed coffee at convenience store in last 30 days 0 0.0% 0
Bought cigarettes at convenience store in last 30 days 0 0.0% 0
Bought gas at convenience store in last 30 days 1 50.0% 148
Spent at convenience store in last 30 days: <$20 0 0.0% 0
Spent at convenience store in last 30 days: $20-$39 0 0.0% 0
Spent at convenience store in last 30 days: $40-$50 0 0.0% 0
Spent at convenience store in last 30 days: $51-$99 0 0.0% 0
Spent at convenience store in last 30 days: $100+ 1 50.0% 213
Entertainment (Adults)
Attended a movie in last 6 months 1 50.0% 85
Went to live theater in last 12 months 0 0.0% 0
Went to a bar/night club in last 12 months 0 0.0% 0
Dined out in last 12 months 1 50.0% 111
Gambled at a casino in last 12 months 0 0.0% 0
Visited a theme park in last 12 months 0 0.0% 0
Viewed movie (video-on-demand) in last 30 days 0 0.0% 0
Viewed TV show (video-on-demand) in last 30 days 0 0.0% 0
Watched any pay-per-view TV in last 12 months 0 0.0% 0
Downloaded a movie over the Internet in last 30 days 0 0.0% 0
Downloaded any individual song in last 6 months 1 50.0% 236
Watched a movie online in the last 30 days 0 0.0% 0
Watched a TV program online in last 30 days 0 0.0% 0
Played a video/electronic game (console) in last 12 months 0 0.0% 0
Played a video/electronic game (portable) in last 12 months 0 0.0% 0
Financial (Adults)
Have home mortgage (1st) 0 0.0% 0
Used ATM/cash machine in last 12 months 1 50.0% 101
Own any stock 0 0.0% 0
Own U.S. savings bond 0 0.0% 0
Own shares in mutual fund (stock) 0 0.0% 0
Own shares in mutual fund (bonds) 0 0.0% 0
Have interest checking account 0 0.0% 0
Have non-interest checking account 1 50.0% 170
Have savings account 1 50.0% 92
Have 401K retirement savings plan 0 0.0% 0
Own/used any credit/debit card in last 12 months 1 50.0% 66
Avg monthly credit card expenditures: <$111 0 0.0% 0
Avg monthly credit card expenditures: $111-$225 0 0.0% 0
Avg monthly credit card expenditures: $226-$450 0 0.0% 0
Avg monthly credit card expenditures: $451-$700 0 0.0% 0
Avg monthly credit card expenditures: $701-$1,000 0 0.0% 0
Avg monthly credit card expenditures: $1,001+ 0 0.0% 0
Did banking online in last 12 months 1 50.0% 137
Did banking on mobile device in last 12 months 0 0.0% 0
Paid bills online in last 12 months 1 50.0% 112

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 1 100.0% 144
Used bread in last 6 months 1 100.0% 106
Used chicken (fresh or frozen) in last 6 months 1 100.0% 145
Used turkey (fresh or frozen) in last 6 months 0 0.0% 0
Used fish/seafood (fresh or frozen) in last 6 months 1 100.0% 183
Used fresh fruit/vegetables in last 6 months 1 100.0% 115
Used fresh milk in last 6 months 1 100.0% 114
Used organic food in last 6 months 0 0.0% 0
Health (Adulits)
Exercise at home 2+ times per week 1 50.0% 173
Exercise at club 2+ times per week 0 0.0% 0
Visited a doctor in last 12 months 2 100.0% 132
Used vitamin/dietary supplement in last 6 months 1 50.0% 95
Home (Households)
Any home improvement in last 12 months 0 0.0% 0
Used housekeeper/maid/professional HH cleaning service in last 12 0 0.0% 0
Purchased low ticket HH furnishings in last 12 months 0 0.0% 0
Purchased big ticket HH furnishings in last 12 months 0 0.0% 0
Bought any small kitchen appliance in last 12 months 0 0.0% 0
Bought any large kitchen appliance in last 12 months 0 0.0% 0
Insurance (Adults/Households)
Currently carry life insurance 1 50.0% 116
Carry medical/hospital/accident insurance 1 50.0% 72
Carry homeowner insurance 1 50.0% 107
Carry renter's insurance 0 0.0% 0
Have auto insurance: 1 vehicle in household covered 0 0.0% 0
Have auto insurance: 2 vehicles in household covered 0 0.0% 0
Have auto insurance: 3+ vehicles in household covered 0 0.0% 0
Pets (Households)
Household owns any pet 0 0.0% 0
Household owns any cat 0 0.0% 0
Household owns any dog 0 0.0% 0
Psychographics (Adults)
Buying American is important to me 1 50.0% 120
Usually buy items on credit rather than wait 0 0.0% 0
Usually buy based on quality - not price 0 0.0% 0
Price is usually more important than brand name 1 50.0% 188
Usually use coupons for brands I buy often 0 0.0% 0
Am interested in how to help the environment 0 0.0% 0
Usually pay more for environ safe product 0 0.0% 0
Usually value green products over convenience 0 0.0% 0
Likely to buy a brand that supports a charity 1 50.0% 143
Reading (Adults)
Bought digital book in last 12 months 0 0.0% 0
Bought hardcover book in last 12 months 0 0.0% 0
Bought paperback book in last 12 month 1 50.0% 168
Read any daily newspaper (paper version) 1 50.0% 207
Read any digital newspaper in last 30 days 1 50.0% 147
Read any magazine (paper/electronic version) in last 6 months 2 100.0% 111

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 5 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 1 50.0% 67
Went to family restaurant/steak house: 4+ times a month 1 50.0% 182
Went to fast food/drive-in restaurant in last 6 months 2 100.0% 111
Went to fast food/drive-in restaurant 9+ times/mo 1 50.0% 127
Fast food/drive-in last 6 months: eat in 1 50.0% 137
Fast food/drive-in last 6 months: home delivery 0 0.0% 0
Fast food/drive-in last 6 months: take-out/drive-thru 1 50.0% 109
Fast food/drive-in last 6 months: take-out/walk-in 0 0.0% 0
Television & Electronics (Adults/Households)
Own any tablet 1 50.0% 148
Own any e-reader 0 0.0% 0
Own e-reader/tablet: iPad 0 0.0% 0
HH has Internet connectable TV 0 0.0% 0
Own any portable MP3 player 1 50.0% 179
HH owns 1 TV 0 0.0% 0
HH owns 2 TVs 0 0.0% 0
HH owns 3 TVs 0 0.0% 0
HH owns 4+ TVs 0 0.0% 0
HH subscribes to cable TV 1 100.0% 209
HH subscribes to fiber optic 0 0.0% 0
HH owns portable GPS navigation device 0 0.0% 0
HH purchased video game system in last 12 mos 0 0.0% 0
HH owns Internet video device for TV 0 0.0% 0
Travel (Adults)
Domestic travel in last 12 months 1 50.0% 98
Took 3+ domestic non-business trips in last 12 months 0 0.0% 0
Spent on domestic vacations in last 12 months: <$1,000 0 0.0% 0
Spent on domestic vacations in last 12 months: $1,000-$1,499 0 0.0% 0
Spent on domestic vacations in last 12 months: $1,500-$1,999 0 0.0% 0
Spent on domestic vacations in last 12 months: $2,000-$2,999 0 0.0% 0
Spent on domestic vacations in last 12 months: $3,000+ 0 0.0% 0
Domestic travel in the 12 months: used general travel website 0 0.0% 0
Foreign travel in last 3 years 0 0.0% 0
Took 3+ foreign trips by plane in last 3 years 0 0.0% 0
Spent on foreign vacations in last 12 months: <$1,000 0 0.0% 0
Spent on foreign vacations in last 12 months: $1,000-$2,999 0 0.0% 0
Spent on foreign vacations in last 12 months: $3,000+ 0 0.0% 0
Foreign travel in last 3 years: used general travel website 0 0.0% 0
Nights spent in hotel/motel in last 12 months: any 1 50.0% 121
Took cruise of more than one day in last 3 years 0 0.0% 0
Member of any frequent flyer program 0 0.0% 0
Member of any hotel rewards program 0 0.0% 0

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 10 minute radius

Demographic Summary 2017 2022
Population 870 869
Population 18+ 696 684
Households 461 463
Median Household Income $54,612 $58,966

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Apparel (Adults)
Bought any men's clothing in last 12 months 305 43.8% 92
Bought any women's clothing in last 12 months 294 42.2% 97
Bought clothing for child <13 years in last 6 months 167 24.0% 87
Bought any shoes in last 12 months 363 52.2% 97
Bought costume jewelry in last 12 months 136 19.5% 102
Bought any fine jewelry in last 12 months 125 18.0% 100
Bought a watch in last 12 months 97 13.9% 91

Automobiles (Households)
HH owns/leases any vehicle 388 84.2% 99
HH bought/leased new vehicle last 12 mo 31 6.7% 68

Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 593 85.2% 100

Bought/changed motor oil in last 12 months 332 47.7% 99

Had tune-up in last 12 months 203 29.2% 102
Beverages (Adults)

Drank bottled water/seltzer in last 6 months 452 64.9% 98

Drank regular cola in last 6 months 317 45.5% 103

Drank beer/ale in last 6 months 318 45.7% 108

Cameras (Adulits)

Own digital point & shoot camera/camcorder 150 21.6% 101
Own digital SLR camera/camcorder 58 8.3% 100
Printed digital photos in last 12 months 121 17.4% 125

Cell Phones (Adults/Households)

Bought cell phone in last 12 months 266 38.2% 105
Have a smartphone 453 65.1% 97
Have a smartphone: Android phone (any brand) 226 32.5% 102
Have a smartphone: Apple iPhone 204 29.3% 96
Number of cell phones in household: 1 194 42.1% 132
Number of cell phones in household: 2 157 34.1% 90
Number of cell phones in household: 3+ 78 16.9% 65
HH has cell phone only (no landline telephone) 237 51.4% 114

Computers (Households)

HH owns a computer 334 72.5% 95
HH owns desktop computer 192 41.6% 98
HH owns laptop/notebook 242 52.5% 95
HH owns any Apple/Mac brand computer 56 12.1% 79
HH owns any PC/non-Apple brand computer 294 63.8% 96
HH purchased most recent computer in a store 160 34.7% 93
HH purchased most recent computer online 65 14.1% 108
Spent <$500 on most recent home computer 80 17.4% 113
Spent $500-$999 on most recent home computer 72 15.6% 85
Spent $1,000-$1,499 on most recent home computer 39 8.5% 93
Spent $1,500-$1,999 on most recent home computer 17 3.7% 86
Spent $2,000+ on most recent home computer 15 3.3% 91

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 342 49.1% 99
Bought brewed coffee at convenience store in last 30 days 130 18.7% 120
Bought cigarettes at convenience store in last 30 days 112 16.1% 133
Bought gas at convenience store in last 30 days 255 36.6% 108
Spent at convenience store in last 30 days: <$20 58 8.3% 106
Spent at convenience store in last 30 days: $20-$39 70 10.1% 110
Spent at convenience store in last 30 days: $40-$50 58 8.3% 110
Spent at convenience store in last 30 days: $51-$99 35 5.0% 108
Spent at convenience store in last 30 days: $100+ 179 25.7% 110
Entertainment (Adults)
Attended a movie in last 6 months 409 58.8% 99
Went to live theater in last 12 months 98 14.1% 108
Went to a bar/night club in last 12 months 128 18.4% 109
Dined out in last 12 months 308 44.3% 98
Gambled at a casino in last 12 months 85 12.2% 88
Visited a theme park in last 12 months 105 15.1% 84
Viewed movie (video-on-demand) in last 30 days 135 19.4% 106
Viewed TV show (video-on-demand) in last 30 days 93 13.4% 102
Watched any pay-per-view TV in last 12 months 79 11.4% 91
Downloaded a movie over the Internet in last 30 days 54 7.8% 94
Downloaded any individual song in last 6 months 173 24.9% 117
Watched a movie online in the last 30 days 144 20.7% 110
Watched a TV program online in last 30 days 139 20.0% 118
Played a video/electronic game (console) in last 12 months 76 10.9% 110
Played a video/electronic game (portable) in last 12 months 43 6.2% 137
Financial (Adults)
Have home mortgage (1st) 171 24.6% 80
Used ATM/cash machine in last 12 months 347 49.9% 100
Own any stock 46 6.6% 91
Own U.S. savings bond 29 4.2% 81
Own shares in mutual fund (stock) 47 6.8% 92
Own shares in mutual fund (bonds) 31 4.5% 88
Have interest checking account 197 28.3% 104
Have non-interest checking account 232 33.3% 113
Have savings account 368 52.9% 97
Have 401K retirement savings plan 95 13.6% 93
Own/used any credit/debit card in last 12 months 521 74.9% 99
Avg monthly credit card expenditures: <$111 88 12.6% 105
Avg monthly credit card expenditures: $111-$225 54 7.8% 110
Avg monthly credit card expenditures: $226-$450 52 7.5% 113
Avg monthly credit card expenditures: $451-$700 25 3.6% 68
Avg monthly credit card expenditures: $701-$1,000 23 3.3% 71
Avg monthly credit card expenditures: $1,001+ 60 8.6% 93
Did banking online in last 12 months 255 36.6% 100
Did banking on mobile device in last 12 months 122 17.5% 101
Paid bills online in last 12 months 306 44.0% 98

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 319 69.2% 99
Used bread in last 6 months 428 92.8% 99
Used chicken (fresh or frozen) in last 6 months 308 66.8% 97
Used turkey (fresh or frozen) in last 6 months 70 15.2% 96
Used fish/seafood (fresh or frozen) in last 6 months 246 53.4% 98
Used fresh fruit/vegetables in last 6 months 400 86.8% 100
Used fresh milk in last 6 months 400 86.8% 99
Used organic food in last 6 months 91 19.7% 96
Health (Adulits)
Exercise at home 2+ times per week 218 31.3% 108
Exercise at club 2+ times per week 100 14.4% 108
Visited a doctor in last 12 months 534 76.7% 101
Used vitamin/dietary supplement in last 6 months 384 55.2% 105
Home (Households)
Any home improvement in last 12 months 106 23.0% 85
Used housekeeper/maid/professional HH cleaning service in last 12 56 12.1% 91
Purchased low ticket HH furnishings in last 12 months 74 16.1% 99
Purchased big ticket HH furnishings in last 12 months 100 21.7% 101
Bought any small kitchen appliance in last 12 months 110 23.9% 108
Bought any large kitchen appliance in last 12 months 53 11.5% 91
Insurance (Adults/Households)
Currently carry life insurance 286 41.1% 95
Carry medical/hospital/accident insurance 489 70.3% 102
Carry homeowner insurance 292 42.0% 89
Carry renter's insurance 88 12.6% 144
Have auto insurance: 1 vehicle in household covered 187 40.6% 130
Have auto insurance: 2 vehicles in household covered 108 23.4% 82
Have auto insurance: 3+ vehicles in household covered 68 14.8% 68
Pets (Households)
Household owns any pet 231 50.1% 92
Household owns any cat 109 23.6% 105
Household owns any dog 156 33.8% 82
Psychographics (Adults)
Buying American is important to me 299 43.0% 103
Usually buy items on credit rather than wait 85 12.2% 100
Usually buy based on quality - not price 132 19.0% 103
Price is usually more important than brand name 181 26.0% 98
Usually use coupons for brands I buy often 149 21.4% 118
Am interested in how to help the environment 108 15.5% 94
Usually pay more for environ safe product 97 13.9% 104
Usually value green products over convenience 85 12.2% 113
Likely to buy a brand that supports a charity 245 35.2% 101
Reading (Adults)
Bought digital book in last 12 months 101 14.5% 102
Bought hardcover book in last 12 months 151 21.7% 106
Bought paperback book in last 12 month 214 30.7% 103
Read any daily newspaper (paper version) 188 27.0% 112
Read any digital newspaper in last 30 days 246 35.3% 104
Read any magazine (paper/electronic version) in last 6 months 634 91.1% 101

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 10 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 518 74.4% 99
Went to family restaurant/steak house: 4+ times a month 192 27.6% 101
Went to fast food/drive-in restaurant in last 6 months 631 90.7% 101
Went to fast food/drive-in restaurant 9+ times/mo 276 39.7% 101
Fast food/drive-in last 6 months: eat in 249 35.8% 98
Fast food/drive-in last 6 months: home delivery 58 8.3% 108
Fast food/drive-in last 6 months: take-out/drive-thru 352 50.6% 110
Fast food/drive-in last 6 months: take-out/walk-in 147 21.1% 105
Television & Electronics (Adults/Households)
Own any tablet 228 32.8% 97
Own any e-reader 54 7.8% 90
Own e-reader/tablet: iPad 134 19.3% 93
HH has Internet connectable TV 88 19.1% 95
Own any portable MP3 player 195 28.0% 100
HH owns 1 TV 116 25.2% 121
HH owns 2 TVs 145 31.5% 121
HH owns 3 TVs 85 18.4% 86
HH owns 4+ TVs 56 12.1% 67
HH subscribes to cable TV 260 56.4% 118
HH subscribes to fiber optic 22 4.8% 60
HH owns portable GPS navigation device 112 24.3% 90
HH purchased video game system in last 12 mos 31 6.7% 87
HH owns Internet video device for TV 41 8.9% 80
Travel (Adults)
Domestic travel in last 12 months 343 49.3% 97
Took 3+ domestic non-business trips in last 12 months 71 10.2% 91
Spent on domestic vacations in last 12 months: <$1,000 80 11.5% 111
Spent on domestic vacations in last 12 months: $1,000-$1,499 32 4.6% 81
Spent on domestic vacations in last 12 months: $1,500-$1,999 18 2.6% 70
Spent on domestic vacations in last 12 months: $2,000-$2,999 22 3.2% 83
Spent on domestic vacations in last 12 months: $3,000+ 34 4.9% 85
Domestic travel in the 12 months: used general travel website 44 6.3% 90
Foreign travel in last 3 years 136 19.5% 81
Took 3+ foreign trips by plane in last 3 years 27 3.9% 88
Spent on foreign vacations in last 12 months: <$1,000 19 2.7% 64
Spent on foreign vacations in last 12 months: $1,000-$2,999 20 2.9% 82
Spent on foreign vacations in last 12 months: $3,000+ 23 3.3% 66
Foreign travel in last 3 years: used general travel website 30 4.3% 75
Nights spent in hotel/motel in last 12 months: any 266 38.2% 92
Took cruise of more than one day in last 3 years 49 7.0% 88
Member of any frequent flyer program 101 14.5% 89
Member of any hotel rewards program 106 15.2% 103

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003
Walk Time: 20 minute radius

Prepared by Esri

Demographic Summary
Population
Population 18+
Households
Median Household Income

Expected Number of

Product/Consumer Behavior

Apparel (Adults)
Bought any men's clothing in last 12 months
Bought any women's clothing in last 12 months
Bought clothing for child <13 years in last 6 months
Bought any shoes in last 12 months
Bought costume jewelry in last 12 months
Bought any fine jewelry in last 12 months
Bought a watch in last 12 months

Automobiles (Households)
HH owns/leases any vehicle
HH bought/leased new vehicle last 12 mo

Automotive Aftermarket (Adults)
Bought gasoline in last 6 months
Bought/changed motor oil in last 12 months
Had tune-up in last 12 months

Beverages (Adults)
Drank bottled water/seltzer in last 6 months
Drank regular cola in last 6 months
Drank beer/ale in last 6 months

Cameras (Adulits)
Own digital point & shoot camera/camcorder
Own digital SLR camera/camcorder
Printed digital photos in last 12 months

Cell Phones (Adults/Households)
Bought cell phone in last 12 months
Have a smartphone
Have a smartphone: Android phone (any brand)
Have a smartphone: Apple iPhone
Number of cell phones in household: 1
Number of cell phones in household: 2
Number of cell phones in household: 3+
HH has cell phone only (no landline telephone)

Computers (Households)
HH owns a computer
HH owns desktop computer
HH owns laptop/notebook
HH owns any Apple/Mac brand computer
HH owns any PC/non-Apple brand computer
HH purchased most recent computer in a store
HH purchased most recent computer online
Spent <$500 on most recent home computer
Spent $500-$999 on most recent home computer
Spent $1,000-$1,499 on most recent home computer
Spent $1,500-$1,999 on most recent home computer
Spent $2,000+ on most recent home computer

Adults/HHs

1,402
1,317
806
1,629
589
532
448

1,545
154

2,683
1,534
912

1,971
1,358
1,337

691
290
488

1,140
2,044
985
946
651
659
360
881

1,345
788
981
233

1,182
650
260
301
309
154

80
60

2017
3,855
3,029
1,767
$59,611

Percent of
Adults/HHs

46.3%
43.5%
26.6%
53.8%
19.4%
17.6%
14.8%

87.4%
8.7%

88.6%
50.6%
30.1%

65.1%
44.8%
44.1%

22.8%
9.6%
16.1%

37.6%
67.5%
32.5%
31.2%
36.8%
37.3%
20.4%
49.9%

76.1%
44.6%
55.5%
13.2%
66.9%
36.8%
14.7%
17.0%
17.5%

8.7%

4.5%

3.4%

2022
3,907
3,044
1,799
$66,740

MPI

97
100
97
100
102
97
97

102
88

104
105
105

98
102
104

107
115
116

104
101
102
102
115

99

78
110

100
105
100
86
101
98
113
111
96
96
106
95

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior

or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by

GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 mos 1,505 49.7% 100
Bought brewed coffee at convenience store in last 30 days 524 17.3% 111
Bought cigarettes at convenience store in last 30 days 465 15.4% 127
Bought gas at convenience store in last 30 days 1,174 38.8% 114
Spent at convenience store in last 30 days: <$20 245 8.1% 103
Spent at convenience store in last 30 days: $20-$39 283 9.3% 102
Spent at convenience store in last 30 days: $40-$50 245 8.1% 107
Spent at convenience store in last 30 days: $51-$99 153 5.1% 109
Spent at convenience store in last 30 days: $100+ 812 26.8% 114
Entertainment (Adults)
Attended a movie in last 6 months 1,793 59.2% 100
Went to live theater in last 12 months 461 15.2% 117
Went to a bar/night club in last 12 months 539 17.8% 106
Dined out in last 12 months 1,409 46.5% 103
Gambled at a casino in last 12 months 376 12.4% 90
Visited a theme park in last 12 months 483 15.9% 89
Viewed movie (video-on-demand) in last 30 days 594 19.6% 107
Viewed TV show (video-on-demand) in last 30 days 439 14.5% 110
Watched any pay-per-view TV in last 12 months 358 11.8% 95
Downloaded a movie over the Internet in last 30 days 248 8.2% 99
Downloaded any individual song in last 6 months 734 24.2% 114
Watched a movie online in the last 30 days 611 20.2% 107
Watched a TV program online in last 30 days 585 19.3% 114
Played a video/electronic game (console) in last 12 months 330 10.9% 110
Played a video/electronic game (portable) in last 12 months 167 5.5% 123
Financial (Adults)
Have home mortgage (1st) 900 29.7% 97
Used ATM/cash machine in last 12 months 1,550 51.2% 103
Own any stock 213 7.0% 97
Own U.S. savings bond 134 4.4% 86
Own shares in mutual fund (stock) 224 7.4% 101
Own shares in mutual fund (bonds) 155 5.1% 102
Have interest checking account 896 29.6% 109
Have non-interest checking account 1,020 33.7% 114
Have savings account 1,681 55.5% 102
Have 401K retirement savings plan 467 15.4% 105
Own/used any credit/debit card in last 12 months 2,332 77.0% 102
Avg monthly credit card expenditures: <$111 395 13.0% 109
Avg monthly credit card expenditures: $111-$225 229 7.6% 107
Avg monthly credit card expenditures: $226-$450 235 7.8% 118
Avg monthly credit card expenditures: $451-$700 133 4.4% 83
Avg monthly credit card expenditures: $701-$1,000 109 3.6% 78
Avg monthly credit card expenditures: $1,001+ 288 9.5% 103
Did banking online in last 12 months 1,203 39.7% 109
Did banking on mobile device in last 12 months 584 19.3% 111
Paid bills online in last 12 months 1,428 47.1% 105

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 1,253 70.9% 102
Used bread in last 6 months 1,652 93.5% 100
Used chicken (fresh or frozen) in last 6 months 1,224 69.3% 100
Used turkey (fresh or frozen) in last 6 months 277 15.7% 99
Used fish/seafood (fresh or frozen) in last 6 months 962 54.4% 100
Used fresh fruit/vegetables in last 6 months 1,541 87.2% 101
Used fresh milk in last 6 months 1,557 88.1% 101
Used organic food in last 6 months 342 19.4% 94
Health (Adulits)
Exercise at home 2+ times per week 945 31.2% 108
Exercise at club 2+ times per week 421 13.9% 104
Visited a doctor in last 12 months 2,345 77.4% 102
Used vitamin/dietary supplement in last 6 months 1,667 55.0% 105
Home (Households)
Any home improvement in last 12 months 472 26.7% 98
Used housekeeper/maid/professional HH cleaning service in last 12 217 12.3% 92
Purchased low ticket HH furnishings in last 12 months 298 16.9% 104
Purchased big ticket HH furnishings in last 12 months 404 22.9% 107
Bought any small kitchen appliance in last 12 months 415 23.5% 106
Bought any large kitchen appliance in last 12 months 215 12.2% 96
Insurance (Adults/Households)
Currently carry life insurance 1,353 44.7% 103
Carry medical/hospital/accident insurance 2,151 71.0% 103
Carry homeowner insurance 1,436 47.4% 101
Carry renter's insurance 319 10.5% 120
Have auto insurance: 1 vehicle in household covered 641 36.3% 117
Have auto insurance: 2 vehicles in household covered 480 27.2% 95
Have auto insurance: 3+ vehicles in household covered 335 19.0% 87
Pets (Households)
Household owns any pet 962 54.4% 100
Household owns any cat 425 24.1% 107
Household owns any dog 698 39.5% 96
Psychographics (Adults)
Buying American is important to me 1,312 43.3% 104
Usually buy items on credit rather than wait 370 12.2% 100
Usually buy based on quality - not price 548 18.1% 99
Price is usually more important than brand name 823 27.2% 102
Usually use coupons for brands I buy often 623 20.6% 113
Am interested in how to help the environment 478 15.8% 96
Usually pay more for environ safe product 411 13.6% 101
Usually value green products over convenience 327 10.8% 100
Likely to buy a brand that supports a charity 1,064 35.1% 100
Reading (Adults)
Bought digital book in last 12 months 474 15.6% 110
Bought hardcover book in last 12 months 680 22.4% 109
Bought paperback book in last 12 month 974 32.2% 108
Read any daily newspaper (paper version) 778 25.7% 106
Read any digital newspaper in last 30 days 1,115 36.8% 108
Read any magazine (paper/electronic version) in last 6 months 2,773 91.5% 101

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail Market Potential

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 20 minute radius

Expected Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Restaurants (Adults)
Went to family restaurant/steak house in last 6 months 2,327 76.8% 103
Went to family restaurant/steak house: 4+ times a month 859 28.4% 103
Went to fast food/drive-in restaurant in last 6 months 2,763 91.2% 101
Went to fast food/drive-in restaurant 9+ times/mo 1,202 39.7% 101
Fast food/drive-in last 6 months: eat in 1,107 36.5% 100
Fast food/drive-in last 6 months: home delivery 254 8.4% 109
Fast food/drive-in last 6 months: take-out/drive-thru 1,563 51.6% 112
Fast food/drive-in last 6 months: take-out/walk-in 616 20.3% 101
Television & Electronics (Adults/Households)
Own any tablet 1,045 34.5% 102
Own any e-reader 256 8.5% 98
Own e-reader/tablet: iPad 628 20.7% 100
HH has Internet connectable TV 361 20.4% 102
Own any portable MP3 player 874 28.9% 103
HH owns 1 TV 393 22.2% 107
HH owns 2 TVs 517 29.3% 113
HH owns 3 TVs 362 20.5% 95
HH owns 4+ TVs 273 15.4% 85
HH subscribes to cable TV 936 53.0% 111
HH subscribes to fiber optic 98 5.5% 69
HH owns portable GPS navigation device 477 27.0% 99
HH purchased video game system in last 12 mos 114 6.5% 84
HH owns Internet video device for TV 172 9.7% 88
Travel (Adults)
Domestic travel in last 12 months 1,611 53.2% 105
Took 3+ domestic non-business trips in last 12 months 356 11.8% 105
Spent on domestic vacations in last 12 months: <$1,000 353 11.7% 112
Spent on domestic vacations in last 12 months: $1,000-$1,499 162 5.3% 94
Spent on domestic vacations in last 12 months: $1,500-$1,999 104 3.4% 93
Spent on domestic vacations in last 12 months: $2,000-$2,999 104 3.4% 90
Spent on domestic vacations in last 12 months: $3,000+ 160 5.3% 92
Domestic travel in the 12 months: used general travel website 211 7.0% 100
Foreign travel in last 3 years 634 20.9% 86
Took 3+ foreign trips by plane in last 3 years 112 3.7% 84
Spent on foreign vacations in last 12 months: <$1,000 102 3.4% 79
Spent on foreign vacations in last 12 months: $1,000-$2,999 91 3.0% 86
Spent on foreign vacations in last 12 months: $3,000+ 108 3.6% 71
Foreign travel in last 3 years: used general travel website 129 4.3% 74
Nights spent in hotel/motel in last 12 months: any 1,250 41.3% 99
Took cruise of more than one day in last 3 years 233 7.7% 96
Member of any frequent flyer program 481 15.9% 97
Member of any hotel rewards program 492 16.2% 109

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults or households in the specified trade area to exhibit certain consumer behavior
or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by
GfK MRI in a nationally representative survey of U.S. households. Esri forecasts for 2017 and 2022.
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Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 5 minute radius

Summary Demographics

2017 Population 3
2017 Households 1
2017 Median Disposable Income $0
2017 Per Capita Income $28,862
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Summary (Retail Potential) (Retail Sales) Factor Businesses
Total Retail Trade and Food & Drink 44-45,722 $29,496 $6,518,730 -$6,489,234 -99.1 3
Total Retail Trade 44-45 $26,653 $6,143,046 -$6,116,393 -99.1 3
Total Food & Drink 722 $2,843 $375,684 -$372,841 -98.5 1
NAICS Demand Supply Retail Gap Leakage/Surplus Number of

Industry Group (Retail Potential) (Retail Sales) Factor Businesses
Motor Vehicle & Parts Dealers 441 $5,563 $0 $5,563 100.0 0
Automobile Dealers 4411 $4,468 $0 $4,468 100.0 0
Other Motor Vehicle Dealers 4412 $611 $0 $611 100.0 0
Auto Parts, Accessories & Tire Stores 4413 $485 $0 $485 100.0 0
Furniture & Home Furnishings Stores 442 $820 $0 $820 100.0 0
Furniture Stores 4421 $505 $0 $505 100.0 0
Home Furnishings Stores 4422 $314 $0 $314 100.0 0
Electronics & Appliance Stores 443 $967 $0 $967 100.0 0
Bldg Materials, Garden Equip. & Supply Stores 444 $1,737 $3,138,942 -$3,137,205 -99.9 1
Bldg Material & Supplies Dealers 4441 $1,566 $0 $1,566 100.0 0
Lawn & Garden Equip & Supply Stores 4442 $171 $0 $171 100.0 0
Food & Beverage Stores 445 $4,303 $0 $4,303 100.0 0
Grocery Stores 4451 $3,577 $0 $3,577 100.0 0
Specialty Food Stores 4452 $221 $0 $221 100.0 0
Beer, Wine & Liquor Stores 4453 $505 $0 $505 100.0 0
Health & Personal Care Stores 446,4461 $1,900 $0 $1,900 100.0 0
Gasoline Stations 447,4471 $3,041 $0 $3,041 100.0 0
Clothing & Clothing Accessories Stores 448 $1,376 $0 $1,376 100.0 0
Clothing Stores 4481 $946 $0 $946 100.0 0
Shoe Stores 4482 $197 $0 $197 100.0 0
Jewelry, Luggage & Leather Goods Stores 4483 $232 $0 $232 100.0 0
Sporting Goods, Hobby, Book & Music Stores 451 $804 $0 $804 100.0 0
Sporting Goods/Hobby/Musical Instr Stores 4511 $694 $0 $694 100.0 0
Book, Periodical & Music Stores 4512 $110 $0 $110 100.0 0
General Merchandise Stores 452 $4,673 $0 $4,673 100.0 0
Department Stores Excluding Leased Depts. 4521 $3,483 $0 $3,483 100.0 0
Other General Merchandise Stores 4529 $1,190 $0 $1,190 100.0 0
Miscellaneous Store Retailers 453 $1,052 $200,046 -$198,994 -99.0 1
Florists 4531 $49 $0 $49 100.0 0
Office Supplies, Stationery & Gift Stores 4532 $208 $0 $208 100.0 0
Used Merchandise Stores 4533 $133 $0 $133 100.0 0
Other Miscellaneous Store Retailers 4539 $662 $0 $662 100.0 0
Nonstore Retailers 454 $419 $0 $419 100.0 0
Electronic Shopping & Mail-Order Houses 4541 $327 $0 $327 100.0 0
Vending Machine Operators 4542 $20 $0 $20 100.0 0
Direct Selling Establishments 4543 $72 $0 $72 100.0 0
Food Services & Drinking Places 722 $2,843 $375,684 -$372,841 -98.5 1
Special Food Services 7223 $68 $0 $68 100.0 0
Drinking Places - Alcoholic Beverages 7224 $160 $0 $160 100.0 0
Restaurants/Other Eating Places 7225 $2,615 $375,684 -$373,069 -98.6 1

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 5 minute radius

Leakage/Surplus Factor by Industry Subsector

Motor Vehicle & Parts Dealers
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Leakage/Surplus Factor by Industry Group
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Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003
Walk Time: 10 minute radius

Prepared by Esri

Summary Demographics
2017 Population
2017 Households
2017 Median Disposable Income
2017 Per Capita Income

Industry Summary
Total Retail Trade and Food & Drink
Total Retail Trade
Total Food & Drink

Industry Group
Motor Vehicle & Parts Dealers
Automobile Dealers
Other Motor Vehicle Dealers
Auto Parts, Accessories & Tire Stores
Furniture & Home Furnishings Stores
Furniture Stores
Home Furnishings Stores
Electronics & Appliance Stores
Bldg Materials, Garden Equip. & Supply Stores
Bldg Material & Supplies Dealers
Lawn & Garden Equip & Supply Stores
Food & Beverage Stores
Grocery Stores
Specialty Food Stores
Beer, Wine & Liquor Stores
Health & Personal Care Stores
Gasoline Stations
Clothing & Clothing Accessories Stores
Clothing Stores
Shoe Stores
Jewelry, Luggage & Leather Goods Stores
Sporting Goods, Hobby, Book & Music Stores
Sporting Goods/Hobby/Musical Instr Stores
Book, Periodical & Music Stores
General Merchandise Stores
Department Stores Excluding Leased Depts.
Other General Merchandise Stores
Miscellaneous Store Retailers
Florists
Office Supplies, Stationery & Gift Stores
Used Merchandise Stores
Other Miscellaneous Store Retailers
Nonstore Retailers
Electronic Shopping & Mail-Order Houses
Vending Machine Operators
Direct Selling Establishments
Food Services & Drinking Places
Special Food Services
Drinking Places - Alcoholic Beverages
Restaurants/Other Eating Places

NAICS

44-45,722
44-45

722
NAICS

441
4411
4412
4413

442
4421
4422

443

444
4441
4442

445
4451
4452
4453

446,4461

447,4471

448
4481
4482
4483

451
4511
4512

452
4521
4529

453
4531
4532
4533
4539

454
4541
4542
4543

722
7223
7224
7225

Demand

(Retail Potential)

$15,316,253

$13,833,072

$1,483,181
Demand

(Retail Potential)

$2,886,493
$2,313,851
$320,507
$252,135
$431,713
$262,727
$168,986
$505,313
$939,054
$846,866
$92,188
$2,210,442
$1,832,127
$113,300
$265,015
$982,679
$1,553,190
$721,157
$493,784
$102,859
$124,514
$418,807
$362,491
$56,317
$2,422,439
$1,809,873
$612,567
$541,935
$27,340
$108,448
$68,402
$337,744
$219,850
$170,811
$10,275
$38,764
$1,483,181
$35,935
$85,294
$1,361,952

Supply
(Retail Sales)
$14,899,928
$13,705,600
$1,194,328
Supply
(Retail Sales)
$0
$0
$0
$0
$0
$0
$0
$734,656
$6,938,741
$5,648,742
$0
$0
$0
$0
$0
$0
$1,890,285
$0
$0
$0
$0
$0
$0
$0
$0
$0
$0
$523,919
$0
$0
$0
$391,126
$0
$0
$0
$0
$1,194,328
$0
$0
$1,194,328

Retail Gap

$416,325

$127,472

$288,853
Retail Gap

$2,886,493
$2,313,851
$320,507
$252,135
$431,713
$262,727
$168,986
-$229,343
-$5,999,687
-$4,801,876
$92,188
$2,210,442
$1,832,127
$113,300
$265,015
$982,679
-$337,095
$721,157
$493,784
$102,859
$124,514
$418,807
$362,491
$56,317
$2,422,439
$1,809,873
$612,567
$18,016
$27,340
$108,448
$68,402
-$53,382
$219,850
$170,811
$10,275
$38,764
$288,853
$35,935
$85,294
$167,624

Leakage/Surplus

Factor
1.4
0.5
10.8

Leakage/Surplus

Factor
100.0
100.0
100.0
100.0
100.0
100.0
100.0
-18.5
-76.2
-73.9
100.0
100.0
100.0
100.0
100.0
100.0
-9.8
100.0
100.0
100.0
100.0
100.0
100.0
100.0
100.0
100.0
100.0
1.7
100.0
100.0
100.0
-7.3
100.0
100.0
100.0
100.0
10.8
100.0
100.0
6.6

870

461

$43,449
$32,315
Number of
Businesses
8

6

2

Number of
Businesses

NOONOOOOH OOONOOOOOOOOOOHOOOOOOHHHEHOOOOOOO

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 10 minute radius

Leakage/Surplus Factor by Industry Subsector
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003
Walk Time: 20 minute radius

Prepared by Esri

Summary Demographics
2017 Population
2017 Households
2017 Median Disposable Income
2017 Per Capita Income

Industry Summary
Total Retail Trade and Food & Drink
Total Retail Trade
Total Food & Drink

Industry Group
Motor Vehicle & Parts Dealers
Automobile Dealers
Other Motor Vehicle Dealers
Auto Parts, Accessories & Tire Stores
Furniture & Home Furnishings Stores
Furniture Stores
Home Furnishings Stores
Electronics & Appliance Stores
Bldg Materials, Garden Equip. & Supply Stores
Bldg Material & Supplies Dealers
Lawn & Garden Equip & Supply Stores
Food & Beverage Stores
Grocery Stores
Specialty Food Stores
Beer, Wine & Liquor Stores
Health & Personal Care Stores
Gasoline Stations
Clothing & Clothing Accessories Stores
Clothing Stores
Shoe Stores
Jewelry, Luggage & Leather Goods Stores
Sporting Goods, Hobby, Book & Music Stores
Sporting Goods/Hobby/Musical Instr Stores
Book, Periodical & Music Stores
General Merchandise Stores
Department Stores Excluding Leased Depts.
Other General Merchandise Stores
Miscellaneous Store Retailers
Florists
Office Supplies, Stationery & Gift Stores
Used Merchandise Stores
Other Miscellaneous Store Retailers
Nonstore Retailers
Electronic Shopping & Mail-Order Houses
Vending Machine Operators
Direct Selling Establishments
Food Services & Drinking Places
Special Food Services
Drinking Places - Alcoholic Beverages
Restaurants/Other Eating Places

NAICS

44-45,722
44-45

722
NAICS

441
4411
4412
4413

442
4421
4422

443

444
4441
4442

445
4451
4452
4453

446,4461

447,4471

448
4481
4482
4483

451
4511
4512

452
4521
4529

453
4531
4532
4533
4539

454
4541
4542
4543

722
7223
7224
7225

Demand

(Retail Potential)

$64,629,625

$58,378,491

$6,251,134
Demand

(Retail Potential)

$12,282,855
$9,845,931
$1,376,997
$1,059,927
$1,841,276
$1,109,191
$732,086
$2,130,295
$4,114,093
$3,722,930
$391,163
$9,206,445
$7,634,125
$471,645
$1,100,674
$4,112,341
$6,526,199
$3,031,418
$2,075,535
$437,483
$518,400
$1,765,232
$1,532,529
$232,703
$10,180,009
$7,611,102
$2,568,907
$2,269,640
$117,087
$458,725
$285,151
$1,408,677
$918,688
$720,191
$42,859
$155,637
$6,251,134
$154,398
$358,072
$5,738,663

Supply
(Retail Sales)
$28,036,222
$25,397,247
$2,638,976
Supply
(Retail Sales)
$0
$0
$0
$0
$0
$0
$0
$1,469,486
$11,399,396
$9,280,106
$2,119,291
$1,697,822
$0
$0
$1,466,080
$3,629,704
$4,155,510
$592,557
$592,557
$0
$0
$187,130
$0
$187,130
$490,509
$0
$490,509
$1,025,160
$0
$83,725
$134,434
$807,000
$0
$0
$0
$0
$2,638,976
$0
$0
$2,638,976

Retail Gap

$36,593,403

$32,981,244
$3,612,158

Retail Gap

$12,282,855
$9,845,931
$1,376,997
$1,059,927
$1,841,276
$1,109,191
$732,086
$660,809
-$7,285,303
-$5,557,176
-$1,728,128
$7,508,623
$7,634,125
$471,645
-$365,406
$482,637
$2,370,689
$2,438,861
$1,482,978
$437,483
$518,400
$1,578,102
$1,532,529
$45,573
$9,689,500
$7,611,102
$2,078,398
$1,244,480
$117,087
$375,000
$150,717
$601,677
$918,688
$720,191
$42,859
$155,637
$3,612,158
$154,398
$358,072
$3,099,687

Leakage/Surplus

Factor
39.5
39.4
40.6

Leakage/Surplus

Factor
100.0
100.0
100.0
100.0
100.0
100.0
100.0
18.4
-47.0
-42.7
-68.8
68.9
100.0
100.0
-14.2
6.2
22.2
67.3
55.6
100.0
100.0
80.8
100.0
10.9
90.8
100.0
67.9
37.8
100.0
69.1
35.9
27.2
100.0
100.0
100.0
100.0
40.6
100.0
100.0
37.0

3,855

1,767
$48,262
$33,286
Number of
Businesses
16

12

3

Number of
Businesses

wWwoowoooodN+HH,PFOWHOHHFH,FOHFFOORHREHEPHEHEFPL,OOHFENNREOOOOOODO

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is @ measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf

Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.

January 09, 2018



Retail MarketPlace Profile

1740 Commerce Dr, Mankato, Minnesota, 56003 Prepared by Esri
Walk Time: 20 minute radius

Leakage/Surplus Factor by Industry Subsector
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Leakage/Surplus Factor by Industry Group
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Source: Esri and Infogroup. Retail MarketPlace 2017. Copyright 2017 Infogroup, Inc. All rights reserved.
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Appendix C — Area Design Considerations



North Mankato Commerce Drive Improvement Project @
Appendix C.1 Trail Alternative with Access Closure Recommendations
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See Appendix C.2:
Trail Alternative - Commercial Inset
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Appendix C. 3
Streetscape Elements

* Lighting « Gateway Feature
« Screen * Interpretive Panel
* Decorative Blvd Pavement «  Wayfinding Kiosk

« Colored Concrete Band with « Waste Receptacles

Sandblast Message * Drinking Fountain

* Benches * Limestone and Modern Brick
« Street Trees and Limited Details

Plant Material
o Public Art

Recommended Materials Palette

Dark Gray Finishes
« Light Fixtures
 Kiosk Base

* Colored Concrete Band

Softening Details

o Art

* Limestone Details
* Plant Material

* Light Pole Banners

Steel Finish
* Perforated Screen
* Benches

« Waste Receptacles

COMMERCE DRIVE IMPROVEMENT PROJECT |Elements and Materials
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Appendix C. 4

Recommendation Configuration Possible Fixture Styles

« Overhead Streetlight with additional pedestrian scale
fixture on pole from Roe Crest Dr to Lor Ray Dr.

 Contemporary arms identified once fixture is
selected

« Light poles to accommodate banner arms and
potential hanging baskets

* Include GFClI receptacles for holiday lighting

Example Arm Style
Street Light
Banner Arms would
go on this side Sternberg Gallery Fixture
Hanging Basket .
would hang opposite Pedestrian
ped. light Light

Sternberg Omgea Fixture

A Skirt
option
available
(similar to
Lookout
Drive
Fixture)

Holophane Teardrop Fixture - Skirt option
available (similar to Lookout Drive Fixture)

NOTE: Structura
Tandem light does
not accommodate

banner arms

COMMERCE DRIVE IMPROVEMENT PROJECT | Lighting Alternatives
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Appendix C. 5

- . PLEASE NOTE: The map below represents area identified for screening. The exact locations do not take sight lines from
Identified Locations

roadways and driveways into consideration. This will be accounted for and refined through construction drawings and sent for
review to the City and discussed with the property owners. « Perforated panels in a predefined metal frame (see below).

4 :

+ Perforated panels may have “off the shelf” or custom motifs.
Custom motifs to respond to corridor context and would be
coordinated with public art.

Perforated Screen Recommendation

Panels to be steel finish to coordinate with other site furnishings

Design Opportunity: W|dth Val‘leS

lg NIton « Work with Property Owner for upgrades to the fence
« Opportunity for decorative screen panels on fence

Design Opportunity:

« Architectural Steel Screen Panel Interspersed with bushes =f=j=l= L

Calgukas POGOGOO
M Lumbdar oaa o

=YY als
Z0MMENCE g

010y
Denta DA

0oo
hinJilmj 00 0d
1

Bushes to match existing screening

5’ (typical)

e eXs) DO00O0000a000
o | e e Gosse ——

MH L

1 « Existing Screening: Bushes and Trees

WisPak

Design Opportunity:

* Fence Upgrades/Improvements
« Fence could include decorative
decorative panels to match those
being proposed

« Potential for Art on Street-facing Wall

« Potential for Art with Flame?

Pattern Example  Screening Example Built example from Hopkins, MN
(with corten and custom panel)

Additional Pattern Examples

COMMERCE DRIVE IMPROVEMENT PROJECT |West End Screening m EOIJI-ERR
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Appendix C. 7
Node Locations

( Caswell Park )

Potential Future
Pedestrian Bridge

-J--

- T T W W OO O

y------ _— - ----‘

[Potential Redevelopment Site) I

[ Potential Redevelopment Site )

‘. [ Roe Crest Dr Node J

Enhancements 7

v

!

1

i

]

} Future Intersection
| )
’
B

PRt

O e

B EEEEEEEEEE—
. -_— ==

' Potential
. Redevelopment Site

‘----- -— -

[N

( Multi-Use Trail j

Roe Crest Drive

Bike Route

Tower Blvd
T
H

Proposed On-Street }

Roe Crest Dr Node M|d Block Node East End Node Location

:

Mid-Block Node )

I
|
|
4

————————

Pm N
1

[ Lor Ray Dr Node }
L

]
y p 9
| “—_

COMMERCE DRIVE IMPROVEMENT PROJECT |Node Location Overview
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Elements To Include

. : | Decorative Concrete Band with Inlay
LDvecoratlve Concrete Band with Inlay |

|Interactive Public ArtI IInterpretwe Panell

[Existing Utilty Wayfinding Kiosk
IA__I Cabinets] Y
Decorative Concrete Drinking Fountain
. Planting Area
El. Car Charging

Wayfinding kiosk
Interpretive panel
Decorative concrete

Colored concrete
band with sandblasted
message

Benches
Water fountain

Waste receptacle

* Planting bed with low
maintenance plants

* Interactive art on SW
corner

Bronze sculpture on SE
corner

+ Space for electric car
chargers along parking lot

Appendix C. 8

COMMERCE DRIVE IMPROVEMENT PROJECT | Roe Crest Node Concept
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Elements To Include

+ Decorative concrete
[Existing Kwik-

Trip Sign] W + Colored concrete
' band with sandblasted

message
_Bic cle Rack
d IDecorative Concretel + Bench

+ Waste receptacle

[ Decorative Concrete Band with Inéy-l

+ Planting bed with low
maintenance plants

+ Artist designed bike rack

Appendix C. 9

COMMERCE DRIVE IMPROVEMENT PROJECT | Mid-Block Node Concept
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[Existing Sign]

[Existing Utility
Cabinet]

II_);corative Concrete Band with Inlay |

I Wazfinding Kiosk I

Water |
Waste Receptacle |Founta|n
[Decorative Concrete]

Stone Wall with
Gateway Feature |

Elements To Include

« Wayfinding kiosk « Water fountain

 Decorative concrete « Waste receptacle

 Colored concrete band with * Planting bed with low
sandblasted message maintenance plants

« Benches « Corporate style art piece

Appendix C. 10

COMMERCE DRIVE IMPROVEMENT PROJECT | Lor Ray Drive Node Concept
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Appendix D — Future Redevelopment



Appendix D. Commerce Drive Area Development Plan
Long-Term Redevelopment Vision

Introduction

All the businesses currently located along Commerce Drive are valued contributors to the local
economy and overall corridor vitality. It is anticipated there will continue to be changes over time
that create additional opportunities for redevelopment. The purpose of this appendix is to
explore what may be possible in the district, to expand the existing study beyond streetscape
improvements, and shape the discussion of long-term redevelopment in the corridor. This
appendix aims to provide guidance for what new development or redevelopment might look like
based on feedback from stakeholder groups, conversations with business owners, and community
survey results indicating all groups desire to make Commerce Drive more of a destination.

From July to August 2018, project staff reached out to owners of the properties shown in Figure
D.1 to better understand the potential for current and future redevelopment opportunities on the
corridor. Owners were asked questions regarding current and future planned improvements.
Overall, sites were evaluated because based on one or more of the following characteristics:

1. Properties with capacity to accommodate several uses and whose redevelopment has
high potential to assist with achieving the vision outlined in this plan

2. Properties whose owners may be interested in redevelopment

3. Vacant properties that could be better served by redevelopment

Figure D.1. Potential Redevelopment Sites.

Generally, property owners on Commerce Drive were open to discussions regarding future
property redevelopment. Some expressed interest in short-term redevelopment, while others
suggested they don’t have interest but are willing to consider ideas for longer term opportunities.
The project team used feedback from the property owners, combined with that of the public, to
create a conceptual redevelopment vision. Conceptual illustrations of some properties were
developed to illustrate how they could be redeveloped to achieve the goals of the Commerce
Drive Area Development Plan (ADP).



Commerce Drive Area Development Plan — Long Term Redevelopment
Page: 2

MARKET CONSIDERATION

It should be noted that the following redevelopment concepts provide a vision for a substantial
increase in commercial and/or retail square footage. The purpose of exploring these options is a
response to continued requests in surveys and discussion with groups and citizens regarding their
interest in additional retail and commercial businesses. However, in the age of Amazon.com and
the ensuing disruption in retail sector, staff is mindful of limitations in this regard. Specifically, the
plan outlines areas that could accommodate up to 160,000 additional square feet of new or
redeveloped commercial uses. These options should be viewed in the context of broader market
forces at work in these sectors and the study is not suggesting a demand for 160,000 square feet
of retail exists at this time. Rather, it is presenting options for locations and configurations of the
options. Any new construction or redevelopment would need to be phased in over time, and the
actual mix of uses will vary based on market demand.

CONCEPTUAL OPTIONS

The project team generated individual site redevelopment plan concepts for select properties
identified in Figure D.1. Though each property will likely pursue redevelopment independent of
the concepts generated, the illustrations provide a conceptual vision to help generate ideas to
that end. The following discussion outlines the vision for each site that will assist with reimagining
development along Commerce Drive.

These options are not meant to be mutually exclusive: while some elements could be constructed
in the near term, the longer term might see a fuller transformation that incorporates a mix of
these elements. Actual site layout and uses will be driven by private sector development interest.
Additionally, some of these proposals may require zoning changes to the properties involved. The
discussion below describes options for select sites.

A. Redevelopment Site 1 — Thin Film and Ignition Fitness

The businesses on Redevelopment
Site 1 (Figure D.2) plan to occupy the
site long-term and have expressed a
willingness to jointly explore options
for redevelopment of currently
unused space on and adjacent to the
site. Property/business owners have
expressed a desire to bring additional
businesses and uses to the property.
Given a desire for redevelopment
exists among the property/business
owners, this site has been identified
as a potential catalyst site that, if

redeveloped, could trigger further
redevelopment along the corridor. Figure D.2. Thin Film and Ignition Fitness

Existing Site.
Thin Film. Thin Film occupies only
the small office space located at the southwest portion of the property. The building owners
were marketing 55,000 square feet of warehouse space that could accommodate
manufacturing, warehousing, office and other uses at the time of this planning effort. It was
anticipated that potential new tenants may want to pursue significant investment in the
property as well.

Ignition Fitness. Ignition Fitness occupies the northeastern portion of the site and the owner
has a desire to expand the business. The owner also wishes to consider options for buying
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the adjacent vacant lot to the west to include in any redevelopment. The hope is to
redevelop to include facilities that will attract health-focused retail and space for
recreational sports league practice facilities.

The following describes potential redevelopment options on Redevelopment Site 1. Options
can be viewed in Appendix D.2.

1. Redevelopment Site 1 - Option A

Option A considers constructing a large multi-use building in the northwest corner of
the lot, incorporating gathering and green space and expanding Ignition Fitness and
Sports with a sports complex building.

This option could provide nearly 25,000 square feet of retail with options for
residential and/or office uses in a potential second floor. Of the two options
presented, Option A best illustrates what was heard in the stakeholder meetings in
terms of possibilities currently being considered.

2. Redevelopment Site 2 — Option B

Option B shows the Ignition Sports Complex but also mixed-use opportunities in
several smaller buildings, some fronting the corridor along with the addition of a hotel
on what is currently a vacant property adjacent to Commerce Drive Dental. Placing
buildings along the corridor increases visibility for retail and supports development of
spaces for outdoor activity and dining. The need for additional on-site circulation
increases in this scenario. The placement of buildings creates a small node of retail
opportunities and a destination on Commerce Drive.

Redevelopment Site 2 ~C&N Sales and Dimension Business Center

The businesses on Redevelopment Site 2 also have plans to occupy the site long-term.
Interest in redevelopment varied among property/business owners but they did suggest
they would entertain ideas for redevelopment in the future, especially if other locations
along the corridor began to experience redevelopment and their property/business could be
accommodated appropriately.

C&N Sales. The space north of C&N Sales currently
hosts a billboard but is otherwise vacant. This
undeveloped land is potentially developable. C&N
Sales ownership were open to considering options
for development of the northern part of the
property.

Dimension Business Center. Dimension Business
Center in its current state has limited visibility to
traffic passing by given its location in the north side
of the site and with other buildings fronting
Commerce Drive. Redevelopment has potential to
increase the building’s visibility and open up options

for more retail and other uses. .
Figure D.3. C&N Sales and
The following describes conceptual redevelopment  pimension Business Center

on Redevelopment Site 2 which can be viewed in Existing Site.
Appendix D.3.

The Site 2 concept considers the potential reconstruction of the Dimension Business Center
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to bring it closer to Commerce Drive and provide space for addition uses such increased
retail and residential opportunities. This concept suggests a new building on the site would
add stories to the building to accommodate additional uses. These additional uses would
require additional parking that can be accomplished by converting the property north of
C&N Sales into parking to serve the site.

Redevelopment Sites 3, 4, & 5 — MGM Strip Mall, Curiosi-Tea, Loffler, Indulge Salon, and

Residence south of Walgreen’s on Lor Ray Drive

As with Redevelopment

Site 2, the property/

business owners located

on Redevelopment Site 3

plan to stay on Commerce

Drive long-term and are

not pursuing short-term

redevelopment. In fact,

some were pursuing

renovations of existing Figure D.4. MGM Strip Mall, Curiosi-Tea, Loffler, and
establishments during the  Indulge Salon Existing Sites.
development of this plan.

MGM Strip Mall. The site containing the MGM Strip Mall is already a strong retail presence
on the corridor. Some would like to see this building be raised to accommodate one or two
more stories to open up additional opportunities for office/residential uses.

Curiosi-Tea. This site had been vacant on and off for several years prior to Curiosi-Tea
occupying the site in mid-2018. While the immediate-term plan is to renovate the property
for a destination tea shop, this site has a longer-term opportunity for full redevelopment to
accommodate additional retail uses.

Indulge Salon/Loffler. This site stands alone and was chosen as a potential redevelopment
site given its location on the corridor as a prime spot for additional retail opportunities.

Residence South of Walgreen’s on Lor Ray Drive

The residence south of Walgreen’s on Lor Ray Drive became available for sale for
commercial use during the development of this plan.

The potential redevelopment option on Redevelopment Sites 3 & 4 leaves the existing
footprint of the MGM Strip Mall untouched but calls for the building to be redeveloped into
a two to three story mixed-use building with ground floor retail. The existing buildings on
the Curiousi-Tea and Indulge Salon/Loffler properties are redeveloped into larger
retail/commercial buildings. This option offers a potential 50,000 square feet of
retail/office/residential space. The concept for Redevelopment Sites 3 and 4 can be seen in
Appedix D.4. Appendix D.1 illustrates a full corridor view of redevelopment concepts.



Appendix D.1 - Redevelopment Concept Plan
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	Agenda #6A Don Rivet Day-February 22, 2019
	Agenda #6B School Bus Driver Appreciation Day-February 27, 2019
	Agenda #7 Approval of Council Minutes from February 4, 2019.
	Agenda #8 Approval of Council Work Session Minutes from February 11, 2019.
	Agenda #9A Bills and Appropriations.
	Agenda #9B Consider Approving Parade and Audio Permit for BENCHS’s Running for Rescues 5K on September 29, 2019 from 7:00 a.m. to 1:00 p.m.
	Agenda #9C Consider Approving Park and Audio Permit for Open Door Health Center Event on June 22, 2019 from 8:00 a.m. until 8:00 p.m.
	Agenda #9 D. Consider Accepting and Implementing the Traffic and Safety Committee Recommendations.
	Agenda #11 A. Consider Resolution Approving Plans and Specifications and Ordering Advertisement for Bids Project No. 18-07ABCDEF, Tyler Avenue Improvement.
	Agenda #11B. Consider Resolution Approving Plans and Specifications and Ordering Advertisement for Bids Project No. 19-01DE, 2019 Street and Miscellaneous Paving Improvement Project.
	Agenda #11 C. Consider Resolution Requesting the Advance of Municipal State Aid Funds for Municipal Construction Projects and Bond Principle Payment.
	Agenda #11D. Consider Resolution Requesting the Advance of Municipal State Aid Funds for Federally Funded Construction Projects.
	Agenda #11E. Consider Preliminary and Final Plat of the Landing North Phase 3: A Request from KWS, LLC.
	Agenda #11F. Consider Approving Comprehensive Plan Amendment-Future Land Use Map: A Request from Steve Burnett.
	Agenda #11G. Consider Resolution Establishing the 2019 Legislative Priorities of the North Mankato City Council.
	Agenda #11H. Consider Commerce Drive Area Development Plan Adoption.
	Agenda #13A 2018 End-of-Year Planning & Zoning Report for your review.



