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Executive Summary 
 
 
 
 
 
 
 
 
 
 
 
 

The Nevada Small Business Development Center, Bureau of Business and 
Economic Research was asked by the Reno Redevelopment Agency to 
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Project Area No. 1 is 7,641 residents and $35,000 respectively.  In both 
2005 and 2008, the residential population in downtown Reno is both too 
small in-terms of total numbers and does not have a high enough buying 
power to meet the market requirements of area supermarkets or chain 
grocery stores. 
 
Several strategies are available to the Redevelopment Agency in order to 
grow the downtown grocery store market. 
 
¶ First, the Redevelopment Agency can continue to its policy of 
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1 - Downtown Grocery Store Market, 
Measuring Demand 
 
 
 
 
 
 

 

Introduction 
 

Over the past two years, the City of Reno’s Downtown Redevelopment 
Project Area No. 1 has experienced a surge in the number of residential 
units planned for development.  Over the next two years, the City’s urban-
core will begin to transition itself from a primarily gaming-tourism and 
business-commercial center to a blend of gaming-tourism attractions, 
business-commercial opportunities as well as a residential neighborhood 
offering retirees, “empty-nesters” and young professionals with a variety 
of different housing options throughout the City’s downtown. 
 
Unlike the largely tourism-based population, a permanent residential 
population throughout the Downtown Redevelopment Project Area No. 1 
area has several unique demands for service retaio5.0at is not currently 
provided within the small geographic confines of the redevelopment 
district without leaving the immediate urban-core. 
 
In relation to the residential population growth in other parts of the 
Truckee Meadows (South Reno, Northwest Valley’s and Spanish Springs 
in Sparks), the rate of growth in the urban-core’s residential population, as 
well as the actual number of residential units being built, may still not 
merit the aggressive recruitment and development of a national chain 
grocery supermarket. 
 
This study presents a variety of findings concerning the City’s urban-core 
in relation to other parts of the Reno-Sparks area.  Data is provided 
regarding new residential development throughout the downtown as well 
as population growth and per capita income levels.  
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Neva Nevadan Tower, which would have had 70 new residential units, 
with an estimated 210 new residents with per capita incomes of $110,000) 
have been withdrawn as poten
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store items like fresh produce, baked goods, meat and dairy products.  This is advantageous for a grocery store supermarket due to the existing need of grocery store supermarkets to have multiple sales by multiple customers at multiple times during the month in order to remain profitable.  Without consistent growth in both the existing customer base as well as the frequency of each customer’s visit, many existing grocery store supermarkets are unable to remain profitable.  The low per-item transaction profit margin requires grocery store supermarkets to sell items in large quanta254rAhe T*
0eiw
( pWexisting custom)8the m
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Reno-Sparks area according to the Nevada Small Business Development 
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¶ Census Block No. 2 – the southern sub-area in the center of the 
census tract. 
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levels.  At a 1.00% annual rate of growth, the estimated per capita income 
will grow from approximately $16,700 in 2000 to approximately $19,500 
by 2015.  Factoring in the estimated per capita income of residents living 
in the seven residential projects listed in Table 1, the per capita income of 
the immediate and extended urban-core could increase to anywhere 
between $50,000 and $70,000 in the next eight to ten years. 
 
Within the next eight to ten years, it appears that the immediate and 
extended urban-core would have a substantial enough customer base for a 
grocery store supermarket chain (requiring a significantly high population 
density level of approximately 10,000 residents or more) and a substantial 
enough buying power base for a specialty grocery store (which requires a 
significantly higher level of potential buying power). 
 
Although this estimation of future residential and per capita income levels 
indicates a certain degree of feasibility for the attraction of a grocery store 
supermarket chain or a well-known specialty grocery store, it assumes 
several things. 
 
¶ First, it assumes that both the natural growth in population and per 

capita median incomes will grow without interruption and the 
residential projects listed in Table 1 above will go forward without 
interruption, cancellation or delay. 

 
¶ Second, it assumes that no other grocery store supermarket chain 

or well-known grocery store will enter the market near-by but not 
inside the immediate or extended urban-core. 

 
¶ Third, it assumes that the profitability equation for most 

supermarket chain grocery stores and specialty grocery stor c 5ain 
is4J
0 Hn7n $50,0Tj
-10.25 --16
0.4TD
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The third assumption (no change to the profitability equation of either 
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Although the Downtown Retail Study used a 3.00% annual average growth 
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Market, World Market) would be willing to invest within the City’s urban-
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indicates is that population density levels, which directly affect the 
number of potential consumers and the frequency of visits to a 
possible store, appears to be a greater advantage than areas with 
higher median incomes. 
 

In both Exhibit 2 and Exhibit 3, a total of 10 diffe6ent grocery store 
companies are represented.  40 total stores where plotted in both exhibits.  
Those grocery stores include:  Albertson’s (7 locations), Raley’s (8 
locations), Safeway (3 locations), Sak ‘n Save (2 locations), Scolari’s (8 
locations), Smith’s (3 locations), Trader Joes (1 location), Wal-Mart (4 
existing and 1 pending locations), Wild Oats (1 location) and Winco 
Foods (2 locations).  Raley’s and Scolari’s both had the most locations 
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matching the level of median household income immediately surrounding 
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for the downtown redevelopment district
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3 - Conclusion and Policy 
Recommendations 
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3. Existing and Future Tenants 
4. Parking 
5. Information 
6. “Uniqueness of Reno” 
7. Northern Nevada’s Housing Price Bubble 

 
Although each of these seven barriers to in-fill are certainly a concern for 
potential grocery store development in the City’s urban-core, a few of 
them require special attention in relation to the attraction and long-term 
success of a possible grocery store, either supermarket chain like 
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the most telling, plotting average population and average median income 
for ten area grocery stores against 2005 RDA No. 1 population and 
household median income levels and Post 2008 RDA No. 1 estimated 
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purchased the goods they need.  Even the specialty grocers like Wild Oats 
Market and Trader Joes have large surface parking lots surrounding them.  
The need for a large number of parking spaces is especially critical for the 
specialty grocers.  The specialty grocery stores like Trader Joes and Wild 
Oats do not necessarily rely on the population within a one mile radius of 
their store location for their primary market as many of the supermarket 
chains do.  The specialty grocery stores like Wild Oats and Trader Joes, 
market their stores to the greater Reno-Sparks area.  This means that Wild 
Oats and Trader Joes requires the necessary parking to satisfy the demand 
customers from the greater Reno-Sparks area have to be able to park near 
the store, conduct their shopping and then return home. 
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Washoe Medical Center, over 2,200 employees and close to 20,000 patient 
admissions per year at St. Mary’s Regional Medical Center, an estimated 
average of 20,000 employees working immediately within the downtown 
redevelopment area and an average of approximately 2 million visitors 
staying in downtown Reno hotel and casinos. 
 
Taking into consideration the level of economic activity within and 
immediately adjacent to the downtown redevelopment area, approximately 
2.1 million potential customers are living, working, visiting and playing 
within walking distance or a short commute time via public transportation 
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Table 8 presents a breakdown of shopping patterns for students currently 
enrolled at the University of Nevada, Reno based on the National Retail 
Federation, 2004 Back-to-College Retail Survey (2005) and was originally 
published in the Redevelopment Agency’s Downtown Retail Study (2005). 
 

Table 8 - University of Nevada, Reno Study Retail Multipliers 
Type of Retailer Used by UNR Students 

Academic Year 2004-2005 
 

(1) (2) (3) (2) * (3)
Type of Retailer
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specialty store.  The specialty store category presented in Table 8, 
according to the 2005 National Retail Federation study, does include, but 
is not limited to, specialty grocers that offer products uniquely different 
than larger supermarket grocery store chains. 

Downtown Tourist-Visitor Shoppers 
 I n  a  2 0 0 0  r e p o r t  d o n e  b y  t h e  T r a v e l  Industry of America Association, 
tourists on vacation accounted for 8.2% of all retail dollars spent in the 

U n i t e d  S t 0 0 4 s .   A c c o r d i n g  t o  t h e  r es e a r c h  p e r f o r m e d  b y  t h e  2 0 0 0  T r a v e l  

I n d u s t r y  o f  A m e r i c a  A s s o c i a t i o n ,  r e t a i l shopping is the most “universal 

e l e m e n t  i n  t o u r i s t  e x p e r i e n c e s ”  a n d  shopping ranked first among the most 

elers.  Table 9 presents a break-
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Convention and Visitor’s Authority, an estimated total number of 
downtown tourists who bought a particular item can be calculated.  Table 
10 presents the estimated number of tourist – shoppers in the City’s 
downtown for 2004 based upon the item purchased during their visit. 
 

Table 10 – Number of Tourist-Shoppers for Downtown Reno by the 
Item Purchased 

2004 
 

(1) (2) (3) (2) * (3)
Items Purchased on Most Recent Trip* 2004 Downtown Reno Visitor Count** Percentage Purchased* Est. Number of Visitor Shoppers

By what they Purchased

Clothing or Shoes 1,885,243 77% 1,451,637
Souvenirs 1,885,243 49% 923,769

Books or Music 1,885,243 42% 791,802
Specialty Foods - Beverages 1,885,243 41% 772,950

Kids Toys 1,885,243 39% 735,245
Items - crafts, local or unique to destination 1,885,243 37% 697,540

Jewelry or Accessories 1,885,243 36% 678,687
Home Accessories / Furnishings 1,885,243 23% 433,606

Sports Equipment 1,885,243 16% 301,639
Home Electronic
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professional services employment industry was approximately $1.4 
million. 

 
Although these conclusions do indicate that downtown Reno office 
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75% of the nation-wide urban professional-office workers surveyed 
indicated that food stores are an important or very important amenity 
within a downtown urban-center.  When asked what type of grocery store, 
the survey respondents indicated that either a supermarket and/or small 
grocery store would be ample to satisfy their grocery shopping needs.  
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so low compared to other parts of the City of Reno, new residential 
development in the downtown is one, if not the most important, key to the 
successful expansion of the downtown grocery store market. 

Continued Effort on the Removal of Barriers to In-Fill Development 
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