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Purpose:  Market Analysis for Business Recruitment Targeting 
 
The Raton MainStreet district is at an exciting juncture.  With many years devoted to community 
leadership and strategic planning processes, and considerable recent and current public and private 
investment into the downtown, stakeholders are poised to attract new businesses to this increasingly 
promising location.  The purpose of this report is to compile and analyze market information to help 
identify and target the types of businesses that will prove to be a strategic fit for the district and its 
historic commercial buildings.  While the information in this report will be useful to all building and 
business owners, the Marchiondo building is highlighted as a strategic location for business recruitment 
because its owners are currently embarking on a rehabilitation and adaptive reuse plan. 
 
 

Marchiondo Building 
 

 120 South First Street, Raton 
 Historically known as the Golden Rule and New York Stores 
 19,250 square feet on three floors: first, second and basement 
 Built in 1882 in the Italianate architectural style 
 Raton pioneer George Pace opened a dry goods store and post office in the Marchiondo 

Building in 1882.  From 1911 until recently, it was occupied by the Marchiondo family as a dry 
goods, grocery and liquor store.  Built with stone sides and brick front, it is painted bright yellow 
with light blue trim 

 A key landmark in the MainStreet / Arts and Cultural District and the Great Blocks on 
MainStreet area 
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Target Markets 

 
Businesses in Raton's MainStreet district draw customers from several key target market groups: 
 

 People who reside in or near the district, or within the wider Raton community, or in the greater 
region 

 Travelers who pass through Raton and visitors who are drawn to Raton as a destination 
 People who work in or near the MainStreet area 

 
Trade Area Residents 
 
Raton's MainStreet commercial district trade area is defined as the geographical area from which the 
district draws most of its local customers.  Generally, customers will travel the shortest distance 
possible to fulfill their needs for goods and services.  Convenience shopping for day-to-day needs 
typically occurs in short trips of within five to ten minutes.  Consumers are willing to travel greater 
distances to make larger purchases of comparison goods like home furnishings, clothing and autos, or 
to partake in entertainment, recreation and dining experiences.  In rural areas, drive times for such trips 
may be around 40 minutes or more.   
 
It can be argued that there are almost as many trade areas are there are individual businesses.  
Nevertheless, the generalized concept of primary, secondary and tertiary trade areas is useful for 
building the district's business development strategies.   
 
Within a five-minute drive of the MainStreet district reside 5,185 persons.  That area represents the 
neighborhoods of close-by residents who can most easily reach district businesses.  The 10-minute 
drive time area (6,901 residents) corresponds roughly to city limits.  Within a 40-minute drive are 19,184 
residents, as the additional driving minutes include residents living further north and south along the I-
25 corridor and along highway 64 and other routes.  This regional trade area includes all or parts of 
several communities such as Trinidad, Maxwell, Springer and Capulin. 
 
The following chart shows some key characteristics for the populations in these three areas.  County, 
state and national statistics also are listed for comparison.  On the next page, a drive time map plots 
MainStreet's primary, secondary and tertiary trade areas. 
 
 

Raton Area Demographics, 2016 

Within 5-, 10-, and 40-Minute Drive Times of the MainStreet District 

       

   
  Colfax New United 

 
5 Minutes 10 Minutes 40 Minutes County Mexico States 

   
  

   Population 5,185 6,901 19,184 12,253 2,081,015 323,127,513 

Households 2,292 2,997 8,122 5,546 763,603 116,926,305 

Average Household Size 2.24 2.27 2.25 2.21 2.73 2.76 

Median Household Income $33,125 $35,520 $37,032 $32,380 $44,963 $53,889 

Median Age 43.9 45.1 43.9 47.6 37.0 37.6 

       SOURCES:  ESRI: Drive times are measured from 120 South First Street, Raton; and US Census Bureau 
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  Site Details Map

120 S 1st St, Raton, New Mexico, 87740 Prepared by Esri

Drive Time: 5, 10, 40 minute radii Latitude: 36.90181

Longitude: -104.43829

This site is located in:
City: ---

County: Colfax County

State: New Mexico

ZIP Code: 87740

Census Tract: 35007950500

Census Block Group: 350079505006

CBSA: ---

May 04, 2017

©2016 Esri Page 1 of 1
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Consumer market segmentation is a technique that can be used to better understand patterns of trade 
area customers' lifestyle choices, what they buy, and how they spend their free time.  Data companies 
have developed market segmentation systems that combine customers with similar patterns into 
composite segments.  While these national groupings can never exactly describe real, local people, the 
segmentation system can help business owners to develop insightful strategies for targeting their 
customers' needs and wants.  
 
ESRI's Tapestry Segmentation represents the latest generation of market segmentation systems that 
began over 30 years ago. The 68-segment Tapestry Segmentation system classifies U.S. 
neighborhoods based on their socioeconomic and demographic composition. Each segment is 
identified by its two-digit segment code.  The following table shows the Tapestry Segments for the 
Raton MainStreet district's potential  6,901 customers (2,997 households) who live within a 10-minute 
drive.  Next, descriptions of each segment are copied from ESRI's website.  Finally, a map shows the 
dominant segments for the 40-minute trade area. 
 
 

Raton Area Top ESRI Tapestry Segments, 2016 

Within a 10-Minute Drive Time of the MainStreet District 

     

 
Raton Area Households U.S. Households 

  
Cumulative 

 
Cumulative 

 
Percent Percent Percent Percent 

  
  

  Small Town Simplicity (12C) 42.9% 42.9% 1.9% 1.9% 

Midlife Constants (5E) 28.7% 71.6% 2.5% 4.4% 

Down the Road (10D) 11.8% 83.4% 1.1% 5.5% 

Diners & Miners (10C) 8.8% 92.2% 0.7% 6.2% 

Traditional Living (12B) 7.8% 100.0% 2.0% 8.2% 

Total 100.0%   8.2% 
 

     SOURCE:  ESRI: Drive times are measured from 120 South First Street, Raton 

 
 
Small Town Simplicity (12C) includes young families and senior householders that are bound by 
community ties.  The lifestyle is down-to-earth and semirural, with television for entertainment and 
news, and emphasis on convenience for both young parents and senior citizens.  Residents embark on 
pursuits including online computer games, scrapbooking, and rural activities like hunting and fishing.  
Since almost 1 in 4 households is below poverty level, residents also keep their finances simple—paying 
bills in person and avoiding debt. 

 A semirural lifestyle, complete with trucks (domestic, of course), ATVs, and vegetable gardens 
 Hunting, fishing, and target shooting are favorite pastimes 
 A large senior population visit doctors and health practitioners regularly 
 A largely single population favors convenience over cooking—frozen meals and fast food 
 Home improvement is not a priority, but vehicle maintenance is 

 
Midlife Constants (5E) residents are seniors, at or approaching retirement, with below average labor 
force participation and above average net worth.  Although located in predominantly metropolitan 
areas, they live outside the central cities, in smaller communities.  Their lifestyle is more country than 
urban.  They are generous, but not spendthrifts.  

 Prefer practical vehicles like SUVs and trucks (domestic, of course) 
 Sociable, church-going residents belonging to fraternal orders, veterans’ clubs and charitable 

organizations and do volunteer work and fund-raising 
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 Contribute to arts/cultural, educational, political, and social services organizations 
 DIY homebodies that spend on home improvement and gardening 
 Media preferences: country or Christian channels 
 Leisure activities include scrapbooking, movies at home, reading, fishing, and golf 

 
Down the Road (10D) is a mix of low-density, semirural neighborhoods in large metropolitan areas; 
half are located in the South, with the rest chiefly in the West and Midwest.  Almost half of 
householders live in mobile homes; approximately two-fifths live in single-family homes.  These are 
younger, diverse communities, with the highest proportion of American Indians of any segment.  These 
family-oriented consumers value their traditions.  Workers are in service, retail trade, manufacturing, 
and construction industries, with higher proportions in agriculture and mining, compared to the US.  
This market has higher unemployment, much lower median household income and home value, and a 
fifth of households with income below poverty level.  

 Purchased a used vehicle in the past year, likely maintaining the vehicle themselves 
 Routinely stop by the convenience store to purchase a lottery ticket 
 Participate in fishing and hunting 
 Visit chat rooms and play games online 
 Listen to the radio, especially at work, with a preference for rap, R&B, and hip-hop music 
 Enjoy programs on Animal Planet, typically watching via satellite dish 
 Often prepare quick meals, using packaged or frozen dinner entrees 
 Favorite fast food: pizza. 
 Frequent Walmart for all their shopping needs (groceries, clothing, pharmacy, etc.) 

 
Diners and Miners (10C) is a very rural, primarily Southern market.  Close to one in five employed 
residents work in mining, oil and gas extraction, or quarrying industries.  Married-couple families reside 
in over half of the households, and over a quarter of householders live in mobile homes.  This socially 
conservative group earns a living working with their hands.  In addition to mining, construction and 
agriculture are common industries for employment.  They take pride in the appearance of their homes 
and their vehicles.  Budget-minded residents enjoy home cooking, but nothing too fancy.  This is a 
gregarious group that values time spent with friends.  

 Own a domestic truck, dog, and ATV 
 Watch a lot of TV, including CMT and HSN 
 A few still hanging on to their landlines (no cell phones) and dial-up modems 
 Dine at Dairy Queen, KFC, Golden Corral, and Applebee’s 
 Hunting, yard work, and gardening are popular activities 
 Shop at department and discount stores—mostly Walmart 
 Many enrolled in Medicare and pick up prescriptions at the closest Walmart pharmacy 

 
Traditional Living (12B):  Residents in this segment live primarily in low-density, settled 
neighborhoods in the Midwest.  The households are a mix of married-couple families and singles.  Many 
families encompass two generations who have lived and worked in the community; their children are 
likely to follow suit.  The manufacturing, retail trade, and health care sectors are the primary sources of 
employment for these residents.  This is a younger market—beginning householders who are juggling 
the responsibilities of living on their own or a new marriage, while retaining their youthful interests in 
style and fun. 

 They shop for groceries at discount stores such as Walmart supercenters; Kmart is also a 
favorite for apparel and sundry household and personal care products 

 Convenience stores are commonly used for fuel or picking up incidentals like lottery tickets 
 They tend to carry credit card balances, have student loans, and pay bills in person 
 Half of households have abandoned landlines for cell phones only 
 They watch their favorite channels including QVC, CMT, and Game Show Network 
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 They’re fast food devotees 
 They enjoy outdoor activities such as camping and taking trips to the zoo 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 = 12C =5E  =10D 
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Travelers and Destination Visitors 
 
Traffic counts from the New Mexico Department of Transportation show that more than 4,000 vehicles 
travel north and south along Interstate-25 at the Clayton Road Exits (Interchange #451) each day.  
(Annual Average Daily Traffic (AADT), 2016) 
 
Amtrak's Southwest Chief has carried a total of more than 350,000 passengers each year during the last 
several years.  Boardings and alightings at the Raton station totaled 16,502 in fiscal year 2016.  (Amtrak 
Fact Sheet for New Mexico, November 2016) 
 
Market analysis performed for the Downtown Master Plan estimates that, based on lodgers tax data, 
75,000 visitors stay in local motels and hotels each year. 
 
The Downtown Master Plan lists many regional assets that attract visitors from around the country: 
 

 Sugarite Canyon State Park 

 Capulin Volcano National Monument  50,000 visitors / year 
 Maxwell National Refuge 

 Philmont Scout Ranch  18,000 scouts per summer, with about 6,000 of them arriving by the 
Southwest Chief 

 Vermijo Ranch Park  2,500 visitors / year 

 NRA Whittington Center  150,000 visitors / year 
 
The Plan then presents modest estimates for downtown Raton's potential to capture additional annual 
tourist dollars by better attracting and serving these visitors to the region: $1,012,500 in lodging dollars 
that could support 42 new hotel rooms downtown; $558,750 new dining dollars; and $745,000 new 
retail dollars. 
 
Area Workers 
 
ESRI data for 2016 shows that 2,436 employees work at locations within a 5-minute drive of the 
MainStreet district.  Within a 10-minute drive, there are 3,222 workers. 
 
In addition to targeting all individual workers in the area, MainStreet programs often promote district 
shopping, dining and service opportunities to nearby major employers.  Larger Raton employers 
include those listed in the following table. 
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Larger Raton Employers, 2016 

Within 6 Miles of the MainStreet District 

 
# of Employees 

Miner's Colfax Medical Center 246 

Morgan Building and Spas 70 

Raton Nursing and Rehab Center 65 

Kmart 60 

International Bank 55 

Lincoln Sales and Service 50 

Denny's 37 

Holiday Inn Express 35 

Longfellow Elementary School 35 

WM Serazio Co 35 

Southwestern Hollow Metal 34 

NM State Police 26 

Panhandle Oilfield Service Co 26 

Children's Workshop 25 

Citizens for the Developmentally Disabled 25 

K-Bob's Steakhouse 25 

New Mexico Game and Fish Department 25 

Colfax Senior Citizens 25 

Oasis Restaurant and Motel 23 

Columbian Elementary School 23 

Record's Ace Hardware 22 

Raton City Fire Chief's Office 21 

Best Western Plus 20 

Pappas' Sweet Shop Restaurant 20 

BTU 20 

Phil Long Ford 20 

Microtel Inn 19 

City of Raton Public Works Department 19 

Colfax County Detention Center 18 

City of Raton Street Deparment 18 

Quality Inn 17 

Arby's 17 

Dairy Queen 16 

Record's Rental and Shop 16 

Del Norte Pharmacy and Home Medicine 16 

Human Services - Income Support 15 

First National Bank NM 15 

Tri State Outfitters 13 

Mack's Drilling and Well Service 13 

Colfax County Sheriff's Department 13 

JR's Fuel Stop 13 

El Matador 13 

Motel 6 12 

America's Best Value Inn 12 

Raton Head Start 12 

Rocky Mountain Physical Therapy 12 

MCMX Auxiliary Thrift Shop 12 

Raton Senior Center 12 

Alternatives to Violence 12 

Raton Truck Stop 11 

Comcast 11 

NM Department of Transportation 10 

Northern New Mexico Gas Company 10 

Raton Natural Gas Company 10 

Human Services - Child, Youth and Family 10 

Raton American Parts 10 

Dish Network 10 

  SOURCE:  ESRI 
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Demand, Supply and Market Gaps in the Trade Area  

 
Sales leakage estimates indicate business development opportunities – opportunities to expand 
existing businesses or add new businesses to address the “market gap.”  Sales surpluses indicate a 
market where local demand is saturated and customers are already being drawn from outside of the 
trade area. 
 
For the 5-, 10-, and 40-minute drive time trade areas, ESRI estimates local residents' annual demand for 
retail and restaurant purchases that consumer spending patterns show they tend to purchase in bricks 
and mortar locations.  Then, ESRI tallies up the sales that have been made by the businesses in each 
area.  If demand is greater than supply, then the resultant amount is an indicator of the level of 
potential sales that "leak" from the community as residents make their purchases elsewhere.  If supply 
is greater than demand, then the result is called a surplus. 
 
The following table presents estimates of total retail and restaurant demand and supply.  It shows a 
surplus at each of the three trade area drive time distances from the MainStreet district.  This is a 
reflection of Raton's position in the area as a local and regional commercial center for residents and also 
as an important stopping point for travelers along the I-25 corridor. 
 
 

Raton Area Demand, Supply and Gap for Total Retail Trade and Food & Drink, 2016 

Within 5-, 10-, and 40-Minute Drive Times of the MainStreet District 

    
 

Demand Supply Retail Gap 

 
(Retail Potential) (Retail Sales) (Leakage[+] or Surplus[-]) 

    Within 5-Minute Drive $57,530,616 $84,468,152 -$26,937,536 

Within 10-Minute Drive $79,637,058 $97,999,183 -$18,362,125 

Within 40-Minute Drive $237,331,425 $319,034,070 -$81,702,645 

    SOURCE:  ESRI.  Drive times are measured from 120 South First Street, Raton 

  
 
A closer look at individual industry groups, however, reveals that ESRI estimates moderate leakage, 
and thus market “gaps,” in several industry groups that present promising opportunities for further 
market development through business expansion and recruitment.   
 
The following two tables present leakage/surplus estimates for the 10-, and 40-minute drive time areas.  
Orange arrows highlight the industry groups for which leakage is estimated. 
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Raton Area Demand, Supply and Gap for Selected Retail Trade and Food & Drink Industry Groups, 2016 

Within a 10-Minute Drive Time of the MainStreet District 

    

LE
A

K
A

G
E

 

 
Demand Supply Retail Gap 

Industry Group (Retail Potential) (Retail Sales) (Leakage[+] or Surplus[-]) 

     Electronics & appliance stores (NAICS 443) $2,585,187 $2,045,036 $540,151 

Building materials, garden equip & supply stores (NAICS 444) $4,323,826 $3,959,680 $364,146 

Grocery stores (NAICS 4451) $10,571,816 $0 $10,571,816 

Specialty food stores (NAICS 4452) $1,056,891 $0 $1,056,891 

Beer, wine & liquor stores (NAICS 4453) $516,937 $543,500 -$26,563 
 Health & personal care stores (NAICS 446, 4461) $4,219,521 $4,835,626 -$616,105 
 Clothing & clothing accessories stores (NAICS 448) $2,308,855 $1,113,924 $1,194,931 

Sporting goods, hobby, book & music stores (NAICS 451) $1,747,963 $478,133 $1,269,830 

General merchandise stores (NAICS 452) $16,093,950 $9,857,033 $6,236,917 

Miscellaneous store retailers (NAICS 453) $2,905,673 $1,805,615 $1,100,058 

Drinking places - alcoholic beverages (NAICS 7224) $206,233 $108,853 $97,380 

Restaurants / other eating places (NAICS 7225) $6,774,038 $7,085,783 -$311,745 
 

     SOURCE:  ESRI.  Drive times are measured from 120 South First Street, Raton 

 
 
 

Raton Area Demand, Supply and Gap for Selected Retail Trade and Food & Drink Industry Groups, 2016 

Within a 40-Minute Drive Time of the MainStreet District 

    

LE
A

K
A

G
E

 

 
Demand Supply Retail Gap 

Industry Group (Retail Potential) (Retail Sales) (Leakage[+] or Surplus[-]) 

     Furniture & home furnishings stores (NAICS 442) $5,780,684 $1,222,013 $4,558,671 

Electronics & appliance stores (NAICS 443) $9,135,498 $5,172,580 $3,962,918 

Building materials, garden equip & supply stores (NAICS 444) $13,063,045 $8,969,690 $4,093,355 

Grocery stores (NAICS 4451) $31,959,756 $14,616,585 $17,343,171 

Specialty food stores (NAICS 4452) $3,784,400 $1,906,374 $1,878,026 

Beer, wine & liquor stores (NAICS 4453) $2,665,962 $4,845,590 -$2,179,628 
 Health & personal care stores (NAICS 446, 4461) $15,179,424 $22,655,764 -$7,476,340 
 Clothing & clothing accessories stores (NAICS 448) $7,250,446 $1,350,175 $5,900,271 

Sporting goods, hobby, book & music stores (NAICS 451) $6,184,916 $2,672,822 $3,512,094 

General merchandise stores (NAICS 452) $41,025,133 $69,723,236 -$28,698,103 
Miscellaneous store retailers (NAICS 453) $9,324,129 $9,166,105 $158,024 

Drinking places - alcoholic beverages (NAICS 7224) $685,454 $842,223 -$156,769 

Restaurants / other eating places (NAICS 7225) $19,549,148 $27,392,081 -$7,842,933 
 

     SOURCE:  ESRI.  Drive times are measured from 120 South First Street, Raton 

 
 
Even where there is a sales surplus, and thus no simple unmet retail gap, Raton MainStreet can 
nevertheless use the ESRI numbers to understand retail potential and market share.  A very 
encouraging concept is that a single establishment needs to conquer only a small percentage of area 
sales to achieve a market share sufficient to operate a sustainable business.  For example, a cafe (in the 
category of restaurants / other eating places) market share of only 5% of annual sales in the 40-mile 
trade area would represent sales of $1.37 million.  
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Business Mix 

 
Raton's MobileTown Guide counts a total of 323 businesses in the Raton community. 
 

Raton Business Mix 

   Eating and Drinking Establishments 26 8% 

Entertainment & Recreation 17 5% 

Finance, Insurance and Real Estate 21 7% 

Lodging 14 4% 

Medical and Health Services 24 7% 

Personal Services 10 3% 

Professional and Business Services 130 40% 

Retail 40 12% 

Government, Family, Community, Civic Orgs 37 11% 

Manufacturing, production, wholesale 4 1% 

TOTAL 323 100% 

SOURCE: Raton MainStreet   
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Business  clusters often represent district strengths upon which to grow additional complementary and 
competitive businesses.  Clusters in the MainStreet district include: 
 

 Restaurants / coffee shops 
 Professional services -- insurance, accounting, banks, architects, engineers 
 Specialty retail / local items / gifts (Solano's, Santa Fe Trail Traders, Pack Rat, Buffalo Chip)  
 Arts and cultural attractions 
 Artisan / arts oriented shops and the Old Pass Gallery 
 Government -- city, county, fire department 
 Ford; auto repair 
 Spa, hair, beauty 
 Antiques and collectibles -- Flat Mountain Trading and Heirloom Shop; although it is outside of 

the district, Score is part of this cluster 
 
 
Gaps in the business mix may present ideas for potential business recruits: 
 

 Nightlife, including bars and taverns 
 Additional restaurants to expand food choices 
 Clothing 
 Shoes 
 Food -- bakery, specialty grocery or delicatessen 
 Events space 
 Sporting goods, outfitters, sports supplies, equipment rental, fishing and hunting supplies 
 Active wear 
 Transportation services -- taxi, shuttle 
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Ideas for Target Businesses 

 
Community Vision 
 
Several recent community planning processes have provided forums for considerable public input 
concerning ideas for businesses that Raton citizens would like to see in their MainStreet district.  The 
2009 Downtown Master Plan, 2011 Arts and Cultural District Plan, and 2015 Downtown Master Plan, 
together with ongoing discussions with business and property owners and community leaders, 
document numerous worthy ideas that warrant deeper exploration: 
 

 Arts incubator / co-working space 
 Art galleries 
 Art studios 
 Live / work space 
 Upper floor apartments 
 Restaurants 
 Cafés, bakery, coffee shop / café 
 Brewery 
 Pub, wine bar 
 Distillery 
 Artisan products and seasonal products 
 Maker space 
 Clothing stores 
 Gift stores, curio shops 
 Boutique hotel and/or bed and breakfast 
 Recreational tours and rental equipment 
 Sportswear shop (hiking, camping, hunting apparel) 
 Specialty stores that offer unique goods (scout memorabilia, antique firearms, taxidermy, 

railroad memorabilia) 
 New Mexico handmade sales gallery 
 Spa or other beauty / relaxation establishment 
 Pet grooming 
 Grocery store, specialty foods store, health food store 
 Offices 
 Entertainment venue 

 
Input from May 2017 Meetings and Interviews 
 
During May 17-18, New Mexico MainStreet and Raton MainStreet conducted input-gathering meetings 
with a couple of business owners, the MainStreet board of directors, a roundtable of Raton economic 
development organizations, and a roundtable of leaders in Raton arts and creative industries.  The 
following is a synthesized list of the interviewees' strongest recommendations for the types of 
businesses to target as tenants for the Marchiondo building. 
 

 Distillery 
 Restaurant 
 Outdoor recreation and sports clothing, outfitters, supplies and equipment rental 
 Specialty food store or delicatessen 
 Artisan gallery and gift shop that features local artists' work and regional products 
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Case Examples of Innovative Formats, Uses 
 
Mercantile 

 South Park West Grove Collective, San Diego, CA 
 South Park Dry Goods Co., San Diego, CA 
 Home Mercantile, North Park, San Diego, CA 

 

Restaurant with Mercantile or Specialty Foods or Gifts 
 La Grande Orange Grocery, Phoenix, AZ 
 International Delights Café, Las Cruces, NM 
 The Grove Café and Market, Albuquerque, NM 

 

Specialty Grocery or Specialty Foods with Crafts, Eclectic Merchandise 
 Pop-Up General Store, Oakland, CA (now closed) 
 Pro's Ranch Market (various, some closed) 
 Santa Fe Farmers Market Building, NM 
 Public Market, Portland, OR 
 Johnny Gibson's Downtown Market, Tucson, AZ 
 Kaune's Neighborhood Market, Santa Fe, NM 

 

Maker Spaces 
 ADX - Art Design Portland, OR 
 Make Santa Fe, NM 
 NIMBY, Oakland's DIY Space, CA 
 Makers WorkSpace - Artists, Makers + More Under One Roof, Berkeley, CA 

 

Artisan Light Industry with Retail 
 Lampe Avenue candles and oils, Pittsburg, TX (relocated) 
 Heather Hill Clothing, Siloam Springs, AR 
 Neeley Designs Bead Shop, Butte, MT 
 Twisted Design, arts and crafts, Butte, MT 

 

Arts Incubator / Co-Working Space 
 ProjectY, Los Alamos, NM 
 Business of Art Center, Manitou Springs, CO 

 
 

Business Development Matrix 
 

Business Development Criteria 
 

Market Position, 
Vision 

Business Mix, 
Clusters 

Target Markets Market Support Strategic 
Locations 

 
 
Does the business 
development prospect 
reinforce downtown's 
market position and 

help the community 
achieve its market 
vision? 

 

 
Does the business 
development prospect 
strengthen the business 
mix and build a 

business cluster?   

 
Would the business 
development prospect 
likely attract sufficient 
customers from target 

market groups? 
 

 
Does the business 
development prospect 
seek to fill a business 
gap of unmet demand 

in the trade area?  If 
not, would obtaining a 
market share from 
existing businesses be 
a viable strategy? 

 
Is there suitable space 
to house the business 
development prospect?  
Will the location work 

well in creating 
synergy with other 
businesses and 
business clusters? 
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Business Recruitment Targets 
 

Business: 
↓ 

Market 
Position, 

Vision 

Business Mix, 
Clusters 

Target 
Markets 

Market Support Marchiondo 
as Strategic 

Location 
 
Distillery 
 
 
 
 
 
 

 
 Supports 

market vision 
of dining and 
nightlife 
destination 

 Supports ETS 
#1. Capitalize 
on Great 
Blocks, & ETS 
#2. 
Strengthen 
Small Business 
Sector & 
Rehabilitate 
Buildings  
 

 
 Complements 

growing dining 
and drinking 
cluster 

 
 Local & 

regional 
trade area 
residents 

 Travelers & 
destination 
visitors 

 Area workers 

 
 Drinking places 

industry group 
shows unmet 
resident demand 
at both the 10- & 
40-minute drive 
times 

 Travelers & 
tourists would 
bring substantial 
additional 
demand 

 
 Yes 

 

 
Restaurant 
 

 
 " 

 
 " 
 

 
 " 

 
 Restaurants show 

surplus supply, 
not leakage.  But, 
a new 
establishment 
would need to 
conquer only a 
very small 
percentage of the 
total market 
 

 
 Yes 

 
Outdoor recreation 
& sports clothing, 
outfitters, supplies 
& equipment 
rental 
 

 
 Supports 

market vision 
of a strong 
visitor 
destination   

 Supports ETS 
#2. 
Strengthen 
Small Business 
Sector & 
Rehabilitate 
Buildings 
 

 
 Complements 

cluster of 
destination / 
specialty retail, 
gifts, arts, 
crafts, home 
furnishings 

 
 " 

 
 Clothing and 

sporting goods 
industry groups 
show much 
leakage at both 
the 10- & 40-
minute drive 
times 

 Travelers & 
tourists would 
bring substantial 
additional 
demand  
 

 
 Yes 

 
Artisan gallery & 
gift shop 
 

 
 " 

 
 " 

 
 " 

 
 Multiple specialty 

retail industry 
group categories 
show much 
leakage 
 

 
 Yes 

 
Specialty food 
store 

 
 " 

 
 Complements 

specialty shop 
clusters 
 

 
 " 

 
 Specialty food 

store industry 
category shows 
leakage at 10- and 
40-minute drive 
times 

 

 
 Yes 

 


