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Methodology: The data for this study includes all public retail space in the study area except for a few exclusions discussed below. The information in our data-
base has been compiled from a variety of sources. A member of KeyPoint Partners’ research staff has visited each store/shopping center in order to verify and/
or acquire the necessary information. The area for each space is obtained from sources deemed reliable, such as the owner or leasing agent, is paced off by our 
researchers or otherwise measured. Retail categories and SIC Codes are obtained from a leading business database, InfoUSA, when available. Each entry is fi eld
verifi ed or determined by our research staff. In general, public retail space is characterized as all space currently, or most recently, utilized in selling or renting 
retail goods and/or services to the public. There are no size restrictions for stores or shopping centers. Certain retail classifi cations are excluded, including au-
tomobile dealerships, gasoline service stations, automobile repair shops and quasi-retail services, such as stock brokers, real estate agents, insurance agents, 
etc., unless such establishments are located in shopping centers containing typical retail tenants. In some cases wholesale or quasi-retail establishments have 
been included in the database if information from InfoUSA or our fi eld research indicates that goods and/or services are being offered to the public from the 
location. Some establishments available to the public but typically serving primarily the needs of other users of a facility, such as a cafeteria in an offi ce building 
or a beauty salon located inside a hotel, may also be excluded. Demographic information used in this study was provided by Scan/US.
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KeyPoint Partners provides retail research consulting services ranging from preliminary 
desktop assessments to comprehensive evaluations which integrate fi eld investigation 
and quantitative analysis for a variety of retail location and store types. The heart of our 
research superiority is our powerful, proprietary GRIID™. Is there a custom retail market 
research project we can do for you? Call Bob Sheehan, Vice President of Research at 
781.418.6248, or email him at BSheehan@KeyPointPartners.com.

Read our daily news blog, the KeyPoint Retail RoundUp; our monthly KeyPoints retail 
newsletter; and our annual KeyPoint Reports at KeyPointPartners.com
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This KeyPoint Report examines changes in sup-
ply, vacancy and absorption, retailer activity, 
and market composition by store size and retail 
categories for the year ending August 2016. 

The Greater Hartford market includes 26 cities 
and towns representing more than 835 square
miles and approximately 820,800 people (23% 
of the state population). 

KeyPoint Partners’ GRIID™ database maintains 
detailed information on virtually all retail proper-
ties in three key regions: Eastern Massachusetts, 
Southern New Hampshire and Greater Hartford, 
Connecticut. These markets encompass nearly 
half of all retail space in New England. GRIID™
has information on nearly 262 million square 
feet of retail space and approximately 60,000
retail establishments.

The KeyPoint Reports contain detailed summa-
ries and analyses of market trends and activity 
for each region.

Copyright KeyPoint Partners, LLC, 2016

About this Report: Highlights:

Cities & Towns in the Study Area: Northeast: East Windsor, Ellington, Enfi eld, South Windsor; Northwest: 
Avon, Bloomfi eld, Canton, East Granby, Farmington, Plainville, Simsbury, Suffi eld, West Hartford, Windsor, 
Windsor Locks; City of Hartford: Hartford; Southeast: Bolton, East Hartford, Glastonbury, Manchester, Ver-
non; Southwest: Berlin, New Britain, Newington, Rocky Hill, Wethersfi eld

37.6 M SF
Supply:

2015:  37.2M

Absorption:

40,200 SF
2015: 367,600 SF

Vacancy Rate:
11.1%
2015: 10.1%

City/Town Ranks:
#1 Space SF: Manchester
1st by Occupancy%: Rocky Hill
Last  by Occupancy%: East Windsor

Category Expansion 
by Square Feet:
#1 Health & Fitness
(+56,000 SF)

Category Expansion 
by Number of Stores:
#1 Telephone Equipment
(+8)

Retailer Expansion 
by Square Feet:
#1 Costco
(+156,000)

#1 Mattress Firm
(+16)
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Study Area:
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Special Feature: This year’s report, in addition to our usual detailed summary of market activity for the last year, includes a special feature: a 
10-year review of tenant changes by retail category, including both Square Feet Change and Store Count Change. Here are our observations:

Supply, Occupancy, & Absorption (Figure 1, Page 4): Retail space in Greater Hartford currently totals 37.6 million square feet, a modest in-
crease of only 380,800 square feet from last year - in today’s environment, limiting new development should be regarded as a good thing. While
there were no major shopping centers additions to the region, the new Costco Wholesale in Farmington represented more than 40% of the 
incremental gain. Smaller tenants, for the most part, made up the balance. Unfortunately, the net gain in inventory was more than offset by a
rise in vacant space of 421,000 square feet, resulting in an increase in the vacancy rate in Greater Hartford from 10.1% in 2015 to 11.1% this
year, modestly above the 2014 rate of 11.0%. This follows a positive trend in the region of vacancy rate declines for three consecutive years.
Things may not be as bad as they seem, however, considering that 82% of the net increase in vacant space can be attributed to just four large 
format retail closings, including two Macy’s department stores, a Walmart Neighborhood Market, and a Sports Authority. Nevertheless, the net
absorption rate turned negative this year by 40,200 square feet.

Regional Submarkets (Figure 2, Page 4): Among the Greater Hartford submarkets, the Northeast jumped from the middle of the pack last year
to the highest vacancy rate of 16.8% this year, impacted considerably by the Macy’s closings in Enfi eld. The City of Hartford, historically the 
submarket with the highest vacancy rate, slipped to second this year although not without realizing a signifi cant increase from 14.2% to 16.0%. 
The submarket with the lowest vacancy rate again was the Northwest but this sector was nevertheless impacted by the closings of Walmart
Neighborhood Market and Sports Authority, increasing the vacancy rate from 7.0% to 7.5%. The Southeast signifi cantly improved from last year,
with the vacancy rate dropping from 11.6% to 11.2%. The Southwest, on the other hand, followed the general trend in the region, with the 
vacancy rate increasing from 10.7% to 10.9%. This is somewhat surprising, since a 156,000 square foot Costco Wholesale unit opened in this
submarket in New Britain; however, additional vacancy among smaller format retail space was the offsetting factor.

Individual Town Rankings (Figure 3, Page 6): The top ten among Greater Hart-
ford towns, based on square feet of retail space supply, remains unchanged in 
2016. It should be no surprise that the top three towns are Manchester, West 
Hartford, and Enfi eld, all regional retail hubs serving Greater Hartford. Man-
chester dominates the region with 5.4 million square feet of retail space; West 
Hartford comes in a distant second with 3.0 million square feet. However, the 
1.3 million square foot Westfarms regional mall, which straddles the West Hart-
ford/Farmington line, has a Farmington address but is very much rooted in the 
West Hartford retail hub. Consequently, West Hartford is effectively a 4.0 million 
square foot market. Regarding vacancy, lowest rates were found in Rocky Hill, 
Newington, and Plainville, all below 6.0%. Rocky Hill was the only town below 
5.0%. Farmington and West Hartford complete the top fi ve. Among towns with 
the highest vacancy rates, only East Windsor was above the 20% level, and im-

provement from last year when three towns were above that threshold. Vacant Walmart and Showcase Cinema buildings are primarily respon-
sible for the considerably high rate in East Windsor. East Hartford, Berlin, New Britain, and Hartford fi ll out the top fi ve. However the addition of 
Costco in New Britain substantially lowered the rate in this city from a year ago, when it ranked second highest.

Vacancy by Tenant Size (Figure 4, Page 6): The only retail size category to show a reduction in the vacancy rate was the 5,000-9,999 square 
foot range, going from 12.4% to 11.3% year-over-year. A Macy’s closing at Enfi eld Mall caused the 100,000-199,999 square foot bracket to 
jump up to a 5.8% vacancy rate after showing full occupancy last year. Internet sales in particular are putting pressure on department stores
nationally, resulting in signifi cant store closings in this retail category. The two small tenant classifi cations less than 5,000 square feet, which 
experienced the highest vacancy rates a year ago, showed even higher vacancy rates this year. Small independent retailers are largely to blame,
a trend seen not just in Greater Hartford but in other regions that we cover in New England. However, the largest increase in vacancy rate oc-
curred in the 50,000-99,999 square foot range with the closing of a second, smaller Enfi eld Macy’s unit playing a role.

Retailer Activity (Figure 5, Page 8): The largest retail development in Greater Hartford last year was the opening of a new 156,000 square

Figure 1: Summary
In August 2016, the total retail inventory was comprised of 37.6 million square feet, a modest increase of 380,800 

square feet from last year. In today’s environment, limiting new development should be regarded as a good thing.

Much of the incremental gain can be attributed to the new 156,000 square foot Costco in Farmington. 

Continued on page 7

Observations:
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Manchester retains number 1 rank in retail supply

Vacancy & Absorption:
Vacant retail space within Greater Hartford stood at 4.18 million square feet, refl ecting a vacancy rate of 11.1%. 
This was a substantial increase in vacancy of 421,000 square feet from last year’s level of 10.1%, which reverses
a trend following three consecutive years of declining vacancy. The increase in inventory, however, resulted in a 
more palatable 40,200 square feet of negative absorption.

Figure 2: Submarkets
It is usually a safe assumption that among submarkets The City of Hartford will lead the region with the highest 
vacancy rate - but not this year. The Northeast now occupies the top ranking, coming largely on the heels of the 
Macy’s store closings in Enfi eld. The Northeast fi nished the year at 16.8% compared to the Hartford rate of 16.0%. 
However, both rates are up considerably from a year ago. The Southeast is the only submarket to show improve-
ment this year, dropping its vacancy rate from 11.6% to 11.2%.

Category 

Total Market Size (Square Feet)

Total Number of Retail Properties

Total Number of Retail Establishments

Total Market Vacancy (Square Feet)

Vacancy Rate

Total Retail Space Per Capita

2016 

37,577,600

3,500

8,100

4,176,200

11.1%

45.8

2015 

37,196,800

3,600

8,100

3,755,200

10.1%

45.4

% change

1.0%

-2.8%

0.0%

11.2%

10.1%

0.9%

y pp g y

Submarket

Northeast

City of Hartford

Southeast

Southwest

Northwest

Greater Hartford

2016 SF

5,161,000

2,858,200

10,189,800

7,630,800

11,737,800

18,208,900

2015 SF

2,851,400

4,963,400

11,575,900

10,209,100

7,597,100

37,196,800

2016 Vacancy

16.8%

16.0%

11.2%

10.9%

7.5%

13.5%

2015 Vacancy

14.2%

10.9%

7.0%

11.6%

10.7%

10.1%



Most Space SF                              Lowest Vacancy*    Prior Rank         Highest Vacancy*    Prior Rank

Manchester

West Hartford

Enfi eld

Hartford

Newington

Farmington

East Hartford

New Britain

Vernon

Bloomfi eld

5,386,100

3,014,300

2,921,300

2,858,200

2,661,200

2,057,900

1,968,900

1,708,100

1,529,100

1,204,800

Rocky Hill

Newington

Plainville

Farmington

West Hartford

Canton

Bloomfi eld

Glastonbury

Avon

Simsbury

4.4%

5.7%

5.8%

6.8%

6.9%

7.1%

7.3%

7.7%

8.1%

8.7%

26.9%

18.6%

17.8%

17.8%

16.0%

15.7%

13.2%

12.7%

10.9%

9.2%

 

East Windsor

East Hartford

Berlin

New Britain

Hartford

Enfi eld

Vernon

South Windsor

Wethersfi eld

Windsor

2

3

5

4

1

8

13

9

7

11

1

3

4

2

6

16

7

5

10

8

foot Costco in New Britain, larger than its existing store in Enfi eld and the
company’s second store in Greater Hartford. By acquiring Sleepy’s, Mat-
tress Firm entered the Greater Hartford region and now occupies 99,600
square feet, at second place. Mattress Firm recently entered into a merg-
er agreement with South African retailer Steinhoff International Holdings,
which may lead to future changes in their occupancy. Furniture retailer
Ashley Homestore opened a 42,600 square foot store in Newington in
the space formerly occupied by T-Bowl Lanes bowling alley to round out
the top three. This is the second Ashley store in the region, substantially
larger than its Manchester Collection location which opened two years
ago. With respect to expansion by new store units, Mattress Firm is at the
top with 16 recently acquired units from Sleepy’s. Advance Auto Parts
netted four stores via the Carquest acquisition. O’Reilly Auto Parts and
Sport Clips followed, each adding three new units. Both retail chains are
new entries into the region this year. As previously mentioned, Macy’s

closed two stores at Enfi eld Mall in Enfi eld totaling 237,700 square feet,
the largest contraction of space in the region. The smaller store housed
primarily menswear and furniture. The acquisition of Sleepy’s by Mattress
Firm removed 116,100 square feet of space from the region. Walmart
closed its only Neighborhood Market location in the region, a 59,700
square foot store at Shops at Bishops Corner in West Hartford. Among re-
tailers reducing store count in the region, Sleepy’s led the way with the 19
locations acquired by Mattress Firm - only 16 remain operating. Carquest
Auto Parts contracted by fi ve stores as a result of the Advance Auto Parts
acquisition. Radio Shack also reduced its store count by three units.

Retail Categories (Figure 6, Page 9): After leading the pack a year ago, 
Health & Fitness Services led in incremental square footage once again
with an additional 56,000 square feet, the main contributions coming 
from Blast Fitness in West Hartford and A/M Fitness in Plainville. Res-
taurants added 35,200 square feet with Moe’s Southwest Grill, Five
Guys, and Noodles & Co. among the new units. Medical & Dental Ser-
vices continues to gain popularity as viable replacement tenants, ranked
third with 29,800 square feet of incremental space. On the losing end,
Department Stores had the largest decline in retail space, contracting by
138,200 square feet. Macy’s closings were primarily responsible. Gro-
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Observations Continued

Figure 3: City & Town Rankings
The top ten retail communities in terms of square footage remain in the same order as last year. Manchester contin-
ues to top all communities with 5.4 million square feet of retail space. West Hartford ended the year ranked second 
with 3.0 million square feet, slightly ahead of Enfi eld which fi nished with 2.9 million square feet.  Among towns with at
least 500,000 square feet of retail space, only East Hartford had  a vacancy rate over 20% compared to three towns 
last year. Nine of 21 towns ended in double digits however. Among the healthiest retail communities, Rocky Hill fi n-
ished on top with a vacancy rate of 4.4%, followed by Newington (5.7%) and Plainville (5.8%).ished on top with a vacancy rate of 4.4%, followed by Newington (5.7%) and Plainville (5.8%).

Figure 4: Market Composition & Vacancy by Tenant Size
The only retail size category to show a signifi cant reduction in the vacancy rate was the 5,000-9,999 square foot
range, from 12.4% to 11.3%. Macy’s closing of its larger unit in Enfi eld caused the 100,000-199,999 square foot
bracket to jump up to a 5.8% vacancy rate, after full occupancy last year. After experiencing the highest vacancy rates 
a year ago, the rates for two categories less than 5,000 square feet went even higher this year; small independent
retailers are largely to blame. However, the largest increase in vacancy rate occurred in the 50,000-99,999 square
foot range, with the closing of a second, smaller Enfield Macy’s unit playing a role.

6 7

Mattress Firm led the region in new store expansionMMMMattttreressss FFFFiiirirmm lllledddd hthththee rere iigigionon iiiinn nenew ststororee eexpapansnsiiiionn

Top 10 Expanding Tenants*

*By added square footage

*For cities and towns with 500,000 square feet or more of retail space. Municipalities not meeting this threshold in prior year are denoted by N.

foot rangegggg , ,, with the closinggggg of a second, ,, smaller Enfi eld Macyyyy s unit plppp ayyyying gggg a role.

Tenant Size                          Market Share      e 2016 Vacancy Rate    2015 Vacancy Ratee

Less Than 2,500 SF

2,500 to 4,999 SF

5,000 to 9,999 SF

10,000 to 24,999 SF

25,000 to 49,999 SF

50,000 to 99,999 SF

100,000 to 199,999 SF

200,000 SF and above

18.5%

15.5%

13.1%

15.9%

9.9%

13.5%

13.0%

0.6%

17.7%

14.5%

11.3%

10.2%

6.6%

8.0%

5.8%

0.0%

17.0%

13.3%

12.4%

10.1%

6.7%

6.8%

0.0%

0.0%
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cery ended as the runner up, dropping by 76,200 square feet
with the Walmart Neighborhood Market closing largely respon-
sible. Beauty Salons and Services fi nished in third, contracting 
by 45,500 square feet.

Telephone Equipment headed the list among store count gain-
ers with eight new locations. Restaurants incrementally gained
7 stores, good enough for second place. Three merchandise
categories tied for third with 6 more stores, including Medical
& Dental Services, Drinking Places, and Health & Fitness Ser-
vices. Among categories losing in store count, Women’s Apparel,
Grocery, and Home Furnishings tied for the top spot with seven
fewer stores.

Conclusions: After four straight years of declining vacancy
in Greater Hartford, 2016 offered a clear sign that brick and
mortar retail is not out of the woods just yet. A full percentage
point jump in the regional vacancy rate to 11.1% shows that e-
commerce will continue to have revolutionary changes on the
retail industry; this factor certainly played a role in the closings of 
Macy’s and Sports Authority stores, as well as other less promi-
nent retailers.

It should be expected that we will reach an equilibrium point,
when brick-and-mortar sales begin trending similarly to inter-
net sales. Unfortunately, it may be some years before this oc-
curs. Of course, we have Amazon to thank for much of the shift
in retail shopping habits today. This 800-pound digital gorilla,
which now accounts for 60% of all internet sales, has surgically
and categorically impacted retailing in a way that is potentially
greater than the impact Wal-Mart had more than a decade ago.
For comparison, revenue at Amazon for the past 12 months was
approximately $113 billion, approaching the $130 billion mark
achieved by Wal-Mart in Fiscal 2016.

In the meantime, physical stores continue to look for ways to
gain an operational advantage over internet retailers, going so
far as to insert bars and restaurants to enhance the customer
experience. Today, entertainment venues and restaurants are
playing an even more important part of shopping center mix to
increase patronage. Store employees are being trained to en-
gage the customer with product knowledge, resulting in a more
satisfying shopping experience than one experienced online.
But for many shoppers, price differential may be all that matters
- which is where internet retailers have gener-
ally gained the upper hand. 

Bob Sheehan
Vice President of Research
BSheehan@KeyPointPartners.com

Observations Continued

Figure 6: Retail Category Activity
Tenants in GRIID™ represent nearly 600 unique business classifi cations; we have aggregated
similar business types into larger retail categories, and summarized these by the degree of 
expansion and contraction.

Figure 5: Retailer Activity
The region encompasses approximately 8,100 retail establishments, representing approxi-
mately 5,000 unique retailers. The following summarizes these by the degree of expansion and 
contraction.

NOTE: All fi gures shown above are NET
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Expansion by # Stores

Category                   New          Total

Expansion by SF

Category                            New Total

Contraction by # Stores

Contraction by SF

Health & Fitness Services

Restaurants

Medical & Dental Services

Apparel - Family

Drinking Places

Bakery, Bagel & Doughnut

Telephone Equipment

Furniture Stores

Household Appliances

Shoe Stores

56,000

35,200

29,800

17,000

14,200

13,500

12,500

9,100

8,300

6,600

8

7

6

6

6

5

4

3

3

2

1,200,500

3,854,400

564,200

1,113,800

147,200

315,700

150,400

981,300

70,000

209,900

Department Stores

Food Stores - Grocery

Beauty Salons and Services

Sporting Goods

Offi ce & Stationery Supplies

Hardware

Apparel - Women’s

Lawn & Garden Supply

Educational & School Services

-138,200

-76,200

-45,500

-42,900

-40,700

-31,500

-27,200

-16,600

-11,700

4,194,500

3,772,800

1,065,000

831,900

135,400

248,200

524,100

156,000

100,700

Category          Contracted       Total

75

1,433

140

48

192

160

27

86

50

113

Apparel - Women’s

Food Stores - Grocery

Home Furnishings

Educational & School Services

Radio, TV and Electronic Stores

Variety Stores

Computer & Software Stores

Hardware

Lawn & Garden Supply

-7

-7

-7

-6

-6

-6

-5

-5

-5

124

304

90

32

20

109

22

44

45

Category               Contracted   Total

Mattress Firm

Advance Auto Parts

Sport Clips

O’Reilly Auto Parts

Farmers Insurance

The Fix

European Wax Center

Expansion by # Stores

Retailer                     New          Total

Expansion by SF

Retailer                             New  Total

Contraction by # Stores

Contraction by SF

Costco

Mattress Firm

Ashley Homestore

Edge Fitness

American Freight Furniture 

Hartford Health Care

Advance Auto Parts

Cinépolis USA

Total Wine & More

O’Reilly Auto Parts

156,000

99,600

42,600

38,700

33,200

31,000

28,900

21,500

15,600

13,500

16

4

3

3

2

2

2

292,700

99,600

67,400

38,700

33,200

263,300

106,000

21,500

36,300

13,500

Macy’s

Sleepy’s 

WalMart Neighborhood Mrkt.

Puritan Juvenile Furniture

Club Longitude

Sports Authority

T-Bowl and Fun Squared

Carquest Auto Parts

Bow Tie Cinema

Salvation Army

237,700

116,100

59,700

53,200

50,000

49,700

42,600

36,900

21,500

18,700

540,300

0

0

0

0

0

0

0

74,200

50,100

Retailer            Contracted       Total

16

14

3

3

2

2

2

Sleepy’s 

Carquest Auto Parts

Radio Shack

Macy’s

TCBY

Liberty Tax Service

TD Bank

Sports Park

Froyo World

19

5

3

2

2

2

2

2

2

0

0

4

4

1

8

18

0

2

Retailer                Contracted    Total

Telephone Equipment

Restaurants

Medical & Dental Services

Drinking Places

Health & Fitness Services

Bakery, Bagel & Doughnut

Household Appliances

Gift, Novelty and Souvenir Shops

Hobby, Toy and Game Shops

Auto & Home Supply
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Dramatic Changes in Retail Tenant Store Count 
and Square Footage Refl ect Changes in Life-
style and Shopping Habits:

In earlier Special Sections we’ve explored long-term 
changes in the Grocery and Restaurant categories. 
This year we’ve analyzed 10 years of data on occu-
pancy changes in all retail tenant categories in Great-
er Hartford, and as we saw in Eastern Massachusetts
and Southern New Hampshire, the social values, 
shopping habits, and lifestyle choices of shoppers in 
this region have clearly infl uenced the retail real es-
tate landscape to a high degree.

No warranty or representation, expressed or implied, is made as to the accuracy of the information contained herein, and same is submitted subject to errors, omissions, change in price, rental or other conditions, or withdrawal without notice. Copyright 2016 KeyPoint Partners, LLC

Special Section: A Ten-Year Review of Changes by Retail Tenant Category

During this time period, consumers were hit with the 
Great Recession and emerged on the other side as 
more value-conscious shoppers. As a result, the past 
ten years has offered signifi cant opportunity for dol-
lar store development. Among the big three-Dollar
Tree, Dollar General, and Family Dollar-store count
has gone from 21 to 43 units, making Variety Stores
the fastest growing segment of retail space.

As noted earlier in this report, Medical & Dental Ser-
vices is increasingly becoming a common tenant in 
shopping centers as demand for traditional retailers 
has eased somewhat. This trend is certainly refl ected 

in its number two ranking, with this category more 
than doubling in space since 2006. Ironically, Drink-
ing Places and Health & Fitness Services ended in 
a virtual tie, each category upping space by about 
one-half.

While the recession caused shoppers to be more 
cautious in their shopping in a number of catego-
ries, they were less willing to cut back when it came
to pets. Consequently, the Pet Shops & Pet Supply 
Stores category increased its store count by more
than 25% in the past decade, good enough to top 
the list among merchandise categories. 

Medical & Dental Services and Drinking Places also 
fi nished in second and third place in the growth rate
of new units just as they did in square footage.

The charts below track percentage changes in ex-
pansion and contraction by major retail tenant cat-
egories from 2006 through 2016. 

Source: KeyPoint Partners’ GRIID™

2006-2016 % Change by Square Footage 2006-2016 % Change by Store Count
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Five Largest
retail categories ranked by current

regional square footage:

1.

2.

3.

4.

5.

Department Stores

Eating Places

Food Stores - Grocery

Building Materials

Health/Fitness Services

4,194,000

3,852,800

3,772,800

1,438,100

1,199,300

Five Largest
retail categories ranked by current

regional store count:

1.

2.

3.

4.

5.

Eating Places

Beauty Salons & Services

Food Stores - Grocery

Banks & Savings Institutions

Beer, Wine & Liquor Stores

1433

827

304

256

245

Variety Stores
Medical & Dental Services
Drinking Places
Health & Fitness Services
Beer, Wine & Liquor Stores
Beauty Supplies/Cosmetics
Pet Shop/Pet Supply Stores
Drug Stores
Bakery, Bagel & Doughnut
Hardware
Hobby, Toy and Game Shops
Sporting Goods
Food Stores - Grocery
Auto & Home Supply
Eating Places
Beauty Salons and Services
Apparel - Family
Banks/Savings Institutions
Amusement & Recreation
Building Materials
Apparel - Women’s
Shoe Stores
Electronic Stores
Department Stores
Cleaners & Laundry Services
Book Stores
Furniture Stores
Homefurnishings
Jewelry
Gift, Novelty, Souvenir Shops
Apparel - Children & Infants
Florists
Offi ce Supplies
Apparel - Men’s and Boys’
Household Appliances
Educational/School Services

Pet Shops/Pet Supply Sttores
Medical & Dental Services
Drinking Places
Beauty Supplies/Cosmetics
Food Stores - Grocery
Bakery, Bagel & Doughnnut
Eating Places
Apparel - Family
Beer, Wine & Liquor Storres
Banks/Savings Institutioons
Health & Fitness Servicees
Beauty Salons/Services
Apparel - Women’s
Drug Stores
Variety Stores
Auto & Home Supply
Hobby, Toy, Game Shopss
Sporting Goods
Shoe Stores
Amusement & Recreatioon
Hardware
Cleaners & Laundry Servvices
Apparel - Men’s and Boyys’
Jewelry
Book Stores
Homefurnishings
Apparel - Children & Infaants
Department Stores
Gift, Novelty, Souvenir Shops
Household Appliances
Building Materials
Furniture Stores
Florists
Electronic Stores
Offi ce Supplies
Educational/School Servvices



On the cover: Costco opened a new 156,000 store in New Britain, CT; above, downtown Hartford.
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Methodology: The data for this study includes all public retail space in the study area except for a few exclusions discussed below. The information in our data-
base has been compiled from a variety of sources. A member of KeyPoint Partners’ research staff has visited each store/shopping center in order to verify and/
or acquire the necessary information. The area for each space is obtained from sources deemed reliable, such as the owner or leasing agent, is paced off by our 
researchers or otherwise measured. Retail categories and SIC Codes are obtained from a leading business database, InfoUSA, when available. Each entry is fi eld
verifi ed or determined by our research staff. In general, public retail space is characterized as all space currently, or most recently, utilized in selling or renting 
retail goods and/or services to the public. There are no size restrictions for stores or shopping centers. Certain retail classifi cations are excluded, including au-
tomobile dealerships, gasoline service stations, automobile repair shops and quasi-retail services, such as stock brokers, real estate agents, insurance agents, 
etc., unless such establishments are located in shopping centers containing typical retail tenants. In some cases wholesale or quasi-retail establishments have 
been included in the database if information from InfoUSA or our fi eld research indicates that goods and/or services are being offered to the public from the 
location. Some establishments available to the public but typically serving primarily the needs of other users of a facility, such as a cafeteria in an offi ce building 
or a beauty salon located inside a hotel, may also be excluded. Demographic information used in this study was provided by Scan/US.

KeyPoint Partners, LLC
One Burlington Woods Drive, Burlington, MA 01803
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KeyPoint Partners provides retail research consulting services ranging from preliminary 
desktop assessments to comprehensive evaluations which integrate fi eld investigation 
and quantitative analysis for a variety of retail location and store types. The heart of our 
research superiority is our powerful, proprietary GRIID™. Is there a custom retail market 
research project we can do for you? Call Bob Sheehan, Vice President of Research at 
781.418.6248, or email him at BSheehan@KeyPointPartners.com.

Read our daily news blog, the KeyPoint Retail RoundUp; our monthly KeyPoints retail 
newsletter; and our annual KeyPoint Reports at KeyPointPartners.com

Custom Retail Market Research

Property Management
Retail Leasing & Tenant Representation
Investment Sales
Construction
Research & Consulting

Retail Real Estate Trends & Analysis 2016
Greater Hartford, Connecticut
New This Year: 10-Year Retail Category Report
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