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Distribution of households with incomes above $100,000 is shown on Map 5.  This map 
demonstrates that the more affluent households are distributed east of Buffalo’s trade areas, 
closer to the metropolitan area. 
 
Employed Adults Place of Work 
 

Communities that comprise Buffalo’s trade area have a high proportion of employed adults, as 
shown in Table 18.  This information from the U.S. Census Bureau identifies where residents of 
a community worked in 2000.  Buffalo’s 5,127 employed adults represent one-quarter of trade 
area employed adults.  Only 1,842 of those employed adults worked in Buffalo.  More 
importantly, 3,285 worked elsewhere.  In the trade area, 859 of the adults worked in Buffalo and 
19,926, or 96 percent, worked elsewhere.  With traffic congestion during the evening rush hour, 
it is likely that most of these employed adults are commuting in the period prior to 6:00 pm. 
 

Table 18

POPULATION, EMPLOYED ADULTS, PLACE OF WORK; 2000
BUFFALO AND OTHER TRADE AREA COMMUNITIES

Other
City of Trade Area

Characteristic Buffalo Communities

Population 10,097         40,036         
Population 16-64 6,066           23,704         
Employed Adults 5,127           20,785         

Percent 84.5             % 87.7             %
Work in Buffalo 1,842           859              

Percent 35.9             % 4.1               %
Work Elsewhere 3,285           19,926         

Percent 64.1             % 95.9             %

Source:  U.S. Census and McComb Group, Ltd.  
 
Demographic Characteristics 
 

Demographic characteristics for Buffalo’s trade area, Wright County and Minneapolis-St. Paul 
MSA are summarized in the demographic snapshots contained in Tables 19, 20 and 21.  These 
snapshots contain census data for 1990 and 2000, as well as estimates for 2007 and 2012.  These 
estimates were provided by Scan/US, Inc., a source of demographic information.  Significant 
characteristics of Buffalo’s trade area include the following: 
 

♦ In 2007, 9.2 percent of the population in the Buffalo trade area was over the age of 65, 
which is expected to increase to 10.3 percent by 2012. 

♦ In 2007, 29.6 percent of the population in the Buffalo trade area was under the age of 19, 
which is expected to decrease slightly to 29.3 percent by 2012. 

♦ By 2012, 48.4 percent of the trade area households are estimated to have incomes above 
$75,000. 



Table 19

DEMOGRAPHIC AND INCOME SNAPSHOT

Buffalo Trade Area 6/27/2008

SNAPSHOT 1990 Census 2000 Census 2007 Estimated 2012 Projected
Population 54,261 71,546 93,476 106,102
Households  18,344 25,215 35,188 40,991
Families 14,290 18,955 25,284 28,537
Per Capita Income $ 12,837 $ 23,054 $ 26,353 $ 30,372
Median Household Income $ 33,539 $ 53,771 $ 64,813 $ 72,398
Average Household Income $ 37,807 $ 64,312 $ 68,888 $ 77,516
Average Household Size  2.92 2.80 2.63 2.57
Median Age 30 33 34 35

Annual Percent Change
TRENDS 1990 - 2000 2000 - 2007 2007 - 2012
Population 2.80 % 3.89 % 2.57 %
Households 3.23 4.88 3.10
Families 2.87 4.20 2.45
Median Household Income 4.83 2.70 2.24
Average Household Income 5.46 0.99 2.39

1990 Census 2000 Census 2007 Estimated 2012 Projected
HOUSEHOLDS BY INCOME Number Percent Number Percent Number Percent Number Percent
Less than $15,000 3,262 18.0 % 2,143 8.5 % 2,216 6.3 % 2,243 5.5 %
$15,000 - $24,999 3,014 16.6 2,262 9.0 2,503 7.1 2,600 6.3
$25,000 - $34,999 3,340 18.4 2,818 11.2 2,802 8.0 2,617 6.4
$35,000 - $49,999 4,451 24.5 4,254 16.9 4,847 13.8 5,038 12.3
$50,000 - $74,999 3,002 16.6 6,945 27.6 8,301 23.6 8,665 21.1
$75,000 - $99,999 654 3.6 3,801 15.1 6,767 19.2 7,698 18.8
$100,000 - $149,999 292 1.6 2,209 8.8 5,613 16.0 8,394 20.5
$150,000 + 121 0.7 777 3.1 2,138 6.1 3,737 9.1

POPULATION BY AGE Number Percent Number Percent Number Percent Number Percent
<19 18,974 35.0 % 24,381 34.1 % 27,692 29.6 % 31,072 29.3 %
20-24 3,284 6.1 3,681 5.1 7,060 7.6 7,411 7.0
25-34 9,589 17.7 10,648 14.9 14,796 15.8 15,540 14.6
35-44 8,098 14.9 12,771 17.9 14,378 15.4 14,847 14.0
45-54 5,304 9.8 8,629 12.1 12,730 13.6 15,306 14.4
55-64 3,491 6.4 5,225 7.3 8,298 8.9 11,017 10.4
65-74 2,844 5.2 3,140 4.4 4,640 5.0 6,478 6.1
75-84 2,679 4.9 2,193 3.1 2,680 2.9 3,133 3.0
85+ NA NA 875 1.2 1,203 1.3 1,300 1.2

RACE AND ETHNICITY Number Percent Number Percent Number Percent Number Percent
White 53,737 99.0 % 70,062 97.9 % 88,499 94.7 % 99,366 93.7 %
Black 55 0.1 196 0.3 392 0.4 544 0.5
Native American 188 0.3 198 0.3 257 0.3 283 0.3
Asian/Pacific Islander 215 0.4 298 0.4 1,192 1.3 1,776 1.7
Other Races 65 0.1 793 1.1 3,136 3.4 4,132 3.9

Hispanic (Any Race) 227 0.4 809 1.1 1,846 2.0 2,528 2.4

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.

McComb
Group, Ltd.



Table 20

DEMOGRAPHIC AND INCOME SNAPSHOT

Wright County 6/27/2008

SNAPSHOT 1990 Census 2000 Census 2007 Estimated 2012 Projected
Population 66,912 89,986 119,016 136,167
Households  22,371 31,465 44,421 52,151
Families 17,603 23,923 32,219 36,634
Per Capita Income $ 12,771 $ 22,083 $ 26,106 $ 30,081
Median Household Income $ 33,690 $ 54,478 $ 66,291 $ 73,867
Average Household Income $ 37,956 $ 61,800 $ 69,060 $ 77,677
Average Household Size  2.96 2.83 2.66 2.59
Median Age 30 33 33 35

Annual Percent Change
TRENDS 1990 - 2000 2000 - 2007 2007 - 2012
Population 3.01 % 4.08 % 2.73 %
Households 3.47 5.05 3.26
Families 3.12 4.34 2.60
Median Household Income 4.92 2.84 2.19
Average Household Income 5.00 1.60 2.38

1990 Census 2000 Census 2007 Estimated 2012 Projected
HOUSEHOLDS BY INCOME Number Percent Number Percent Number Percent Number Percent
Less than $15,000 3,878 17.5 % 2,589 8.2 % 2,721 6.1 % 2,787 5.3 %
$15,000 - $24,999 3,636 16.4 2,679 8.5 3,075 6.9 3,240 6.2
$25,000 - $34,999 4,070 18.4 3,436 10.9 3,409 7.7 3,132 6.0
$35,000 - $49,999 5,522 25.0 5,364 17.0 5,944 13.4 6,192 11.9
$50,000 - $74,999 3,716 16.8 8,679 27.6 10,729 24.2 11,295 21.7
$75,000 - $99,999 808 3.7 4,718 15.0 8,431 19.0 9,792 18.8
$100,000 - $149,999 341 1.5 2,948 9.4 7,253 16.3 10,737 20.6
$150,000 + 137 0.6 1,052 3.3 2,859 6.4 4,976 9.5

POPULATION BY AGE Number Percent Number Percent Number Percent Number Percent
<19 23,557 35.2 % 30,293 33.7 % 35,408 29.8 % 40,020 29.4 %
20-24 4,027 6.0 4,561 5.1 8,707 7.3 9,279 6.8
25-34 11,852 17.7 13,084 14.5 18,394 15.5 19,519 14.3
35-44 10,132 15.1 16,257 18.1 18,710 15.7 19,495 14.3
45-54 6,532 9.8 11,101 12.3 16,690 14.0 20,226 14.9
55-64 4,292 6.4 6,775 7.5 10,626 8.9 14,211 10.4
65-74 3,483 5.2 4,114 4.6 5,787 4.9 8,057 5.9
75-84 3,027 4.5 2,751 3.1 3,273 2.8 3,813 2.8
85+ NA NA 1,050 1.2 1,421 1.2 1,547 1.1

RACE AND ETHNICITY Number Percent Number Percent Number Percent Number Percent
White 66,269 99.0 % 88,055 97.9 % 112,460 94.5 % 126,780 93.1 %
Black 65 0.1 235 0.3 482 0.4 653 0.5
Native American 226 0.3 253 0.3 343 0.3 391 0.3
Asian/Pacific Islander 264 0.4 404 0.4 1,619 1.4 2,413 1.8
Other Races 89 0.1 1,039 1.2 4,112 3.5 5,930 4.4

Hispanic (Any Race) 275 0.4 994 1.1 2,354 2.0 3,240 2.4

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.

McComb
Group, Ltd.



Table 21

DEMOGRAPHIC AND INCOME SNAPSHOT

Minneapolis-St. Paul MSA 6/27/2008

SNAPSHOT 1990 Census 2000 Census 2007 Estimated 2012 Projected
Population 2,542,631 2,963,726 3,204,086 3,358,783
Households  961,627 1,138,547 1,245,864 1,319,103
Families 649,907 744,843 811,446 855,196
Per Capita Income $ 16,667 $ 26,655 $ 30,838 $ 34,552
Median Household Income $ 37,631 $ 55,621 $ 67,613 $ 76,164
Average Household Income $ 43,703 $ 67,630 $ 77,532 $ 86,027
Average Household Size  2.59 2.56 2.53 2.50
Median Age 32 34 36 38

Annual Percent Change
TRENDS 1990 - 2000 2000 - 2007 2007 - 2012
Population 1.54 % 1.12 % 0.95 %
Households 1.70 1.30 1.15
Families 1.37 1.23 1.06
Median Household Income 3.98 2.83 2.41
Average Household Income 4.46 1.97 2.10

1990 Census 2000 Census 2007 Estimated 2012 Projected
HOUSEHOLDS BY INCOME Number Percent Number Percent Number Percent Number Percent
Less than $15,000 158,760 16.5 % 105,038 9.2 % 87,112 7.0 % 81,273 6.2 %
$15,000 - $24,999 145,590 15.2 105,252 9.2 90,762 7.3 85,457 6.5
$25,000 - $34,999 151,645 15.8 125,613 11.0 104,164 8.4 88,032 6.7
$35,000 - $49,999 206,924 21.6 179,779 15.8 160,724 12.9 153,826 11.7
$50,000 - $74,999 188,993 19.7 265,449 23.3 260,209 20.9 253,793 19.2
$75,000 - $99,999 59,873 6.2 165,465 14.5 205,796 16.5 208,307 15.8
$100,000 - $149,999 30,705 3.2 124,867 11.0 205,833 16.5 263,459 20.0
$150,000 + 17,264 1.8 67,084 5.9 131,264 10.5 184,956 14.0

POPULATION BY AGE Number Percent Number Percent Number Percent Number Percent
<19 738,155 29.0 % 873,061 29.5 % 878,896 27.4 % 894,163 26.6 %
20-24 193,055 7.6 193,577 6.5 219,096 6.8 224,381 6.7
25-34 511,549 20.1 456,069 15.4 444,514 13.9 442,761 13.2
35-44 415,664 16.3 526,747 17.8 502,738 15.7 471,054 14.0
45-54 253,035 10.0 405,007 13.7 496,186 15.5 524,239 15.6
55-64 180,490 7.1 225,186 7.6 337,400 10.5 418,848 12.5
65-74 139,086 5.5 145,490 4.9 172,460 5.4 228,131 6.8
75-84 111,458 4.4 100,067 3.4 103,874 3.2 108,652 3.2
85+ NA NA 38,522 1.3 48,922 1.5 46,554 1.4

RACE AND ETHNICITY Number Percent Number Percent Number Percent Number Percent
White 2,347,622 92.3 % 2,554,074 86.2 % 2,666,583 83.2 % 2,732,014 81.3 %
Black 90,071 3.5 156,276 5.3 207,565 6.5 243,775 7.3
Native American 24,267 1.0 21,317 0.7 20,486 0.6 20,156 0.6
Asian/Pacific Islander 65,618 2.6 123,993 4.2 178,644 5.6 216,775 6.5
Other Races 15,053 0.6 108,066 3.6 130,808 4.1 146,063 4.3

Hispanic (Any Race) 37,942 1.5 98,766 3.3 146,080 4.6 178,361 5.3

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.

McComb
Group, Ltd.
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♦ Ethnic diversity is expected to continue to increase within the Buffalo trade area.  In 
1990, 99.0 percent of the population was Caucasian, decreasing to 97.9 percent in 2000, 
94.7 percent in 2007 and an estimated 93.7 percent in 2012. 

 
Additional demographic characteristics for Buffalo’s trade areas, Wright County and 
Minneapolis-St. Paul are contained in Appendix B. 
 
Purchasing Power 
 

Retail sales potential for the Buffalo trade area is based on estimated purchasing power and 
market share that can be achieved from the trade area.  Retail sales from residents living outside 
the trade area are inflow sales.  Purchasing power estimates of trade area residents are derived 
from retail sales by store type as reported by the Census of Retail Trade in 1997 and 2002.  
Retail sales for 2003 through 2007 were estimated using information available from the U.S. 
Department of Commerce.  Future purchasing power estimates are expressed in constant 2007 
dollars and reflect projected household growth. 
 
Purchasing power is based on the number of trade area households adjusted to reflect income 
characteristics.  Purchasing power, for the purpose of this analysis, includes retail categories that 
are characteristic of tenants that could be located in Buffalo.  Estimated retail purchasing power 
summary tables for the Buffalo trade area for 2007, 2010 and 2015 are shown in Table 22.  The 
purchasing power estimates used in this analysis are condensed from the full purchasing power 
tables, which are contained in a separate Appendix.  These estimates represent the potential 
dollar sales for a broad range of retail stores generated by residents of the trade area. 
 

Table 22

BUFFALO TRADE AREA
RETAIL PURCHASING POWER; 2007 TO 2015

(In Thousands of Dollars)

Merchandise Category 2007 2010 2015

Shopping Goods 352,582$    441,528$    676,115$    
Food Service & Drinking 120,882      151,380      231,806      
Convenience Goods 236,634      296,332      453,774      
Gasoline Service Stations & Convenience 92,710        116,099      177,782      
Other Stores 409,496      512,805      785,257      
   Total 1,212,304$ 1,518,144$ 2,324,734$ 

Source:  McComb Group, Ltd.  
 
Total purchasing power for Buffalo’s trade area was estimated at $1.2 billion in 2007 and is 
expected to increase to $1.5 billion by 2010, an annual growth rate of 7.8 percent in constant 
2007 dollars.  It is estimated that by 2015, trade area purchasing power will be over $2.3 billion.  
Purchasing power for shopping goods in this trade area is expected to increase from $352.6 
million in 2007 to $441.5 million in 2010, further increasing to $676.1 million by 2015.  
Convenience goods purchasing power for this trade area was $236.6 million in 2007, estimated 
to increase to $296.3 million in 2010 and potentially to over $453.8 million by 2015. 
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Chapter VI 
 

BUFFALO RETAIL SALES AND MARKET SHARE 
 
 
Future sales potential is based on market share that can be achieved by Buffalo retail stores 
taking into consideration trade area households, future growth and potential competitive 
developments.  Market share estimates for Buffalo are based on analysis conducted as a part of 
this engagement, which included 1997 and 2002 retail and service sales in Buffalo, Minnesota 
sales tax data, and McComb Group knowledge of the Twin Cities retail market. 
 
Retail Sales 
 

Retail sales in Buffalo increased from $230.4 million in 1997 to $312.4 million in 2002, 
according to U.S. Census of Retail Trade, as shown in Table 23.  This represented an annual 
average increase of 6.3 percent over the 5-year period.  There were significant differences in 
sales performance within the full service eating places with an 11.8 percent annual increase.  
Other categories that registered increases in sales include gasoline/convenience stores with a 0.4 
percent annual increase.  Sales declines were recorded by limited service eating places, which 
were related to the number of establishments reporting sales; furniture and home furnishings; and 
building materials.  Retail establishments in Buffalo declined from 65 in 1997 to 59 in 2002, a 
decline of six establishments.  The most significant decline was five shopping goods stores.  The 
decrease in limited service restaurants (four stores) may reflect reclassification since full service 
restaurants increased by five stores. 
 
Service establishments recorded sizeable increases in sales between 1997 and 2002, as shown in 
Table 23.  Services sales have increased for beauty shops (22.6 percent annually) and automotive 
repair and maintenance (1.6 percent annually).  In total, the service category for Buffalo saw 
sales increases of 16.7 percent annually for the years 1997 to 2002. 
 
In the health care category, the number of establishments has decreased from 21 in 1997 to 17 in 
2002.  Sales have increased in the offices of other health practitioners from $3.1 million in 1997 
to $4.9 million in 2002, an average annual rate of 9.8 percent. 
 
Market Share 
 

Market share for Buffalo retail and service establishments in 2002 is estimated in Table 24, 
which also contains Buffalo retail and service sales for 2002.  Purchasing power was calculated 
for 2002 by McComb Group.  Retail sales derived from Buffalo’s trade area were estimated for 
each retail category to determine trade area sales and market share as a percent of purchasing 
power.  Liquor store, retail sales were about $1.9 million in one store with 95 percent of the sales 
from the primary trade area.  This results in trade area sales of $1.8 million, which is a market 
share of 12.7 percent of estimated purchasing power of $14.1 million.  Inflow sales, about 
$94,000, are derived from shoppers living outside the trade area. 
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Table 23

BUFFALO RETAIL AND SERVICES SALES, AND BUSINESS ESTABLISHMENTS: 1997 AND 2002

1997 2002 Growth
Store Type Number Dollars Number Dollars Rate

CONVENIENCE
Food and beverage stores 5 31,378$    4

Grocery Stores 3 3
Liquor Stores 1 1 1,889$      

FOOD SERVICE
Food services & drinking places 20 11,355$    21 14,061$    

Full Service Eating Places 7 4,520        12 7,881        11.8      %
Limited Service Eating Places 13 6,835        9 6,180        (2.0)       

GASOLINE/CONVENIENCE
Gasoline stations 6 15,947$    5 16,276$    0.4        %

SHOPPING GOODS
General Merchandise Stores 3 3
Clothing and clothing accessories stores 2 1
Furniture and home furnishings stores 7 3,928$      4 3,163$      (4.2)       %

Home furnishings stores 5 3
Electronics and appliance stores 1 1 390$         

OTHER SHOPPING GOODS
Sporting goods, hobby, book and music stores 5 4 1,895$      

Used merchandise stores 5 4
Pet and pet supplies stores 2
Other miscellaneous store retailers 4

Miscellaneous store retailers 13 13
Building material and garden equipment and supplies dealers 7 13,830$    7 10,467$    (5.4)       %

Building material and supplies dealers 4
Other building material dealers 1 4 8,862        
Lawn and garden equipment and supplies stores 3

Motor vehicle and parts dealers
Automobile dealers 5 147,438$  
New car dealers 4 94,942$    

TOTAL - RETAIL 65 230,374$  59 312,412$  6.3        %

SERVICES
Personal Care Services 9 728$         9

Beauty Shops 7 566           8 1,570$      22.6      %
Personal & Laundry Services 13 2,847        12
Drycleaning & Laundry Services 3 1
Automotive Repair & Maintenance 11 3,873        13 4,200        1.6        

TOTAL - SERVICES 43 6,720$      43 14,534$    16.7      %

HEALTH CARE
Ambulatory Health Care

Office of Physicians 5 3
Offices of Dentists 6 4 4,091$      
Offices of Other Health Practitioners 10 3,105$      10 4,946        9.8        %

TOTAL - HEALTH CARE 21 21,417$    17 NA

NA  Not Available
D:  Suppressed by U.S. Census Bureau.
Source:  U.S. Census Bureau, Minnesota Department of Revenue, City of Buffalo and McComb Group, Ltd.  

 
Market share in the shopping goods category has a broad range ranging from 1.2 Percent to 62.1 
percent.  General merchandise stores recorded sales of $65.3 million with $55.5 million being 
derived from the trade area for a market share of 62.1 percent.  This was before the Monticello 
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Wal-Mart opened, which would capture sales from the Buffalo store.  Furniture and home 
furnishings achieved a 10.3 percent market share; while sporting goods, hobby, book and music 
achieved a 16.5 percent market share.  In the other retail store category, market share ranged 
from 66.3 percent in the automobile dealers and parts category to 12.5 percent in the building 
material and garden equipment and supplies dealers category. 
 

Table 24

(In Thousands of Dollars)

2002 Retail Trade Trade
Purchasing Sales Area Area Market

Store Type Power 2002 Share Sales Share

CONVENIENCE
Grocery Stores 106,525$     55,719$        85.0   % 47,361$        44.5     %
Liquor Stores 14,127         1,889            95.0   1,795            12.7     

FOOD SERVICE
Full-service eating places 37,876$       7,881$          75.0   % 5,911$          15.6     %
Limited-service eating places 27,949         6,180            85.0   5,253            18.8     

GASOLINE/CONVENIENCE
Gasoline stations 64,832$       16,276$        75.0   % 12,207$        18.8     %

SHOPPING GOODS
General Merchandise 89,344$       65,250$        85.0   % 55,463$        62.1     %
Furniture and home furnishings stores 26,040         3,163            85.0   2,689            10.3     
Electronics 27,949         390               85.0   332               1.2       
Sporting goods, hobby, book and music stores 9,774           1,895            85.0   1,611            16.5     

OTHER RETAIL STORES
Building material & garden equipment & supplies dealers 71,322$       10,467$        85.0   % 8,897$          12.5     %
Other building material dealers 47,574         8,862            85.0   7,533            15.8     
Automobile Dealers & Parts 177,849       147,438        80.0   117,950        66.3     

SERVICES
Repair & Maintenance 10,391$       4,200$          95.0   % 3,990$          38.4     %
Beauty shops 6,747           1,570            95.0   1,492            22.1     

HEALTH CARE
Dentists 13,855$       4,091$          95.0   % 3,886$          28.1     %
Chiropractors 2,801           1,294            95.0   1,229            43.9     

Source:  Census of Retail Trade and McComb Group, Ltd.

BUFFALO RETAIL SALES AND MARKET SHARE:  2002

 
 
Market share in the service categories ranged from a low of 22.1 percent in beauty shops to a 
high of 38.4 percent in repair and maintenance services.  Health care market share ranged from 
28.1 for offices of dentists to 43.9 percent for chiropractors.  The above analysis demonstrates 
that Buffalo service and health care establishments are achieving solid market share 
performance.   
 
Future retail and service sales potential for Buffalo is based on market share that can be achieved 
taking into consideration past trends in Buffalo, trade area households, future growth, and 
potential competitive developments.  Market share estimates are based on analysis conducted as 
part of this engagement, McComb Group’s knowledge of the Twin Cities area retail market, and 
assumptions contained in Table 25.  Market share was estimated for each retail and service 
category taking into consideration past market share performance of Buffalo retail stores, trade 
area size, competitive store locations, and industry experience.  Trade area market share by store 
type is shown in Table 25. 
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Table 25

CITY OF BUFFALO
MARKET SHARE AND TRADE AREA SALES

Trade
Market Area

Store Type Share Sales

Convenience Goods
Supermarkets 45      % 85      %
Other Food Stores 25      95      
Drug & Proprietary 25      95      
Liquor 20      95      
Hardware Stores 20      95      

Food Service
Full Service 20      % 75      %
Limited Service 20      85      

Gasoline/Convenience Stores 20      % 75      %

Shopping Goods
General Merchandise 65      % 85      %
Apparel & Accessories 20      60      
Furniture & Home Furnishings 20      60      
Electronics & Appliances Stores 50      85      
Other Shopping Goods 20      60      

Other Retail Stores
Building Materials 35      % 85      %
Auto Parts & Accessories 20      85      

Services 25-40 % 90      %

Health Care 35-45 % 90      %

Source:  McComb Group, Ltd.  
 
Using the convenience goods category as an example, market share is estimated at 20 to 45 
percent with 85 to 95 percent of the sales derived from the trade area.  Food service market share 
is estimated at 20 percent with 75 to 85 percent of the sales being derived from the trade area.  In 
the shopping goods category, market share ranges from 20 to 65 percent depending on store 
category.  In the shopping goods category, general merchandise and electronics stores are 
estimated to derive 85 percent of their sales from the trade area with a 65 and 50 percent market 
share, respectively.  Market share for apparel and accessories, furniture and home furnishings, 
and other shopping goods stores are estimated at 20 percent with 60 percent of sales derived 
from the trade area.  This category, which includes most of the occasional retailers, has the 
largest inflow which is indicative of their drawing power.  Market share in services is estimated 
at 25 to 40 percent, and health care is estimated at 35 to 45 percent with 90 percent of the sales 
from the trade area. 



 45

Sales Potential 
 

Estimated retail and service space demand is a two-step process.  Sales potential for each retail 
or service category is estimated first to determine if retail sales are sufficient to support a store.  
Next, store size is determined based on sales productivity and typical store size for each 
category.  This methodology is illustrated for 2010 in Tables 26 and 27.  These tables use 
convenience goods stores as an example to illustrate how supportable square footage of retail 
stores and services is determined. 
 
Using liquor stores as an example, resident purchasing power in 2010 is estimated at $25.3 
million as shown in Table 26.  Market share of 20 percent results in $5.1 million in trade area 
sales.  Adding inflow sales of $266,000, results in total estimated sales of about $5.3 million.  
Estimated sales potential is about $99.0 million for grocery stores and $15.4 million for drug and 
proprietary stores.  The same approach is used for other retail and service categories.  Sales 
potential for other retail stores and services is contained in the Appendices (under separate 
cover). 
 

Table 26

BUFFALO TRADE AREA
RETAIL PURCHASING POWER, MARKET SHARE AND SALES POTENTIAL; 2010

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total

Merchandise Category Power Share Sales Percent Shoppers Sales

CONVENIENCE GOODS
  Grocery Stores 187,071$ 45.0    % 84,182$ 85 % 14,856$ 99,038$  
  Drug & proprietary stores 58,528 25.0    14,632 95 770 15,402
  Hardware 10,119 20.0    2,024   95 107 2,130
  Liquor 25,298 20.0    5,060   95 266 5,326
  Florist 4,923 20.0    985      95 52 1,036
  Food/health supplement stores 1,641 25.0    410      95 22 432

Source:  McComb Group, Ltd.

 
 
Supportable GLA for liquor stores is based on sales potential of $5.3 million divided by $375 per 
square foot, resulting in supportable square footage of 14,202 square feet, as shown in Table 27.  
The last column in this table contains the median store size from Dollars & Cents of Shopping 
Centers, published by the Urban Land Institute, for each store type.  Median store size indicates 
a typical size for a store in each retail category.  To the extent that supportable square footage is 
about the same as the median store size or larger, sales potential exists to support that store type.  
Complete tables showing supportable square footage by retail and service category for each 
target year are contained in the Appendices. 
 



 46

 
Table 27

BUFFALO TRADE AREA
RETAIL SALES POTENTIAL AND SUPPORTABLE SPACE, 2010

BY MERCHANDISE CATEGORY

Estimated
Sales Sales Supportable Median

Category Potential Per Sq. Ft. Square Feet Store Size

CONVENIENCE GOODS
  Grocery stores 99,037,588$  490$     202,118 52,500
  Drug & proprietary stores 15,402,105   460 33,483 11,700
  Hardware 2,130,316     185 11,515 7,857
  Liquor 5,325,895     375 14,202 2,900
  Florist 1,036,421     190 5,455 1,600
  Food/health supplement stores 431,842        250 1,727 1,500

Source:  McComb Group, Ltd.  
 
Retail gross leasable area (GLA) supported by estimated sales potential for each retail store 
category is based on estimated sales per square foot (in 2007 dollars) by store type.  Sales per 
square foot estimates are derived from median store sales per square foot for each tenant type 
contained in Dollars & Cents of Shopping Centers, 2006.  Supportable GLA is calculated by 
dividing sales potential by sales per square foot.  This analysis was used to provide an estimate 
of the supportable square footage in each retail store category.  The detailed tables resulting from 
these calculations are contained in Appendix D and E for 2010 and 2015.  The results of this 
analysis are summarized in Chapter VII. 
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Chapter VII 
 

RETAIL STORE AND SERVICES POTENTIAL 
 
 
Buffalo is a rapidly growing community located in the northwest Minneapolis-St. Paul 
Metropolitan Area.  Factors that support retail and service development in Buffalo include: 
 

♦ Buffalo’s trade area population increased at 3.9 percent annually between 2000 and 2007 
to 93,476. 

♦ Trade area population is estimated to increase to over 106,100 in 2012, a 2.6 percent 
annual growth rate. 

♦ Trade area households increased by 10,000 between 2000 and 2007 reaching 35,188, an 
annual growth rate of 4.9 percent. 

♦ Households are estimated to reach 41,000 in 2012, a 3.1 percent annual growth rate. 

♦ Average household income was $68,888 in 2007 and is estimated to increase to $77,516 
in 2012. 

♦ Median household income was $64,813 in 2007 and is estimated at $72,398 in 2012. 

♦ Twenty-two percent of trade area households had incomes above $100,000 in 2007 and is 
estimated to increase to 30 percent in 2012. 

♦ Thirty-three percent of trade area households have a college degree and four percent have 
graduate degrees. 

♦ Buffalo has the largest concentration of retail stores and services (349 establishments) in 
the northwest metro area. 

♦ Coborn’s, Cub Foods, Target, Wal-Mart Supercenter, Menards, and Buffalo Cinema 
anchor Buffalo’s retail community. 

♦ Buffalo is the Wright County seat and location of Buffalo Hospital, a growing medical 
center. 

♦ Downtown Buffalo has a compact downtown anchored by Coborn’s supermarket and 
Buffalo Cinema with eight screens. 

♦ Downtown has 26 shopping goods stores, many featuring unique merchandise. 

♦ Shopping goods stores in downtown Buffalo draw a larger percentage of their customers 
from outside the trade area than do other retailers. 

 
Buffalo’s many positive attributes and trade area growth provide support for expanded retail 
stores, restaurants and services. 
 
Retail Potential 
 

Estimated Buffalo supportable square feet by retail store and services type for 2007, 2010 and 
2015 is contained in Tables 28 and 29 at the end of this chapter.  Supportable square feet 
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increase rapidly due to trade area growth.  These tables also contain the range of store size in 
square feet of gross leasable area from Dollars and Cents of Shopping Centers, published by the 
Urban Land Institute.  For most categories, the median store size is bracketed by high and low 
square feet.  The low represents the smallest size store that is likely to be economically viable.  
In most situations, stores of less than 1,200 square feet are not feasible unless sales per square 
foot are above average.  These tables represent total supportable square feet, which also includes 
existing stores, if any, in each category.  Existing store space should be deducted to determine 
demand for additional stores.  Most existing store categories in Buffalo will support an expanded 
store or an additional store in 2015. 
 
Downtown 
 

Downtown retail area is anchored by Coborn’s and Buffalo Theater, complimented by a number 
of specialty stores including some “First Thursday” establishments.  Non-retail anchors for 
downtown include Wright County Courthouse and City Hall, which also attract people to the 
downtown area.  Coborn’s is the most important anchor for downtown. 
 
Downtown Buffalo is under served in the food service category.  Dining and attending a movie 
are complimentary activities.  Downtown Buffalo is not capitalizing on this synergistic 
relationship.  The vacant furniture store would make a good restaurant location.  Also, some 
locations downtown have excellent views of Buffalo Lake and would provide attractive settings 
for casual dining restaurants. 
 
Downtown has about 20 stores representing apparel, home furnishings, other shopping goods and 
antiques.  Some of these stores are “First Thursday” establishments, but most maintain normal 
business hours.  Some of these stores draw about half of their customers from outside the Buffalo 
trade area and represent a nucleus on which to build a unique retail cluster.  There is market 
support to double the size of these categories over time by expanding the range of offerings or 
adding more depth to the merchandise selection.  Occasional retailers should be encouraged to 
go full-time.  Some stores have made this change and have benefited from additional sales. 
 
High quality pre-owned apparel and accessories stores should be considered.  Mixing stores with 
new merchandise can be compatible with used merchandise if they appeal to the same customer.  
Stores in downtown Buffalo represent a wide range of price points indicating an opportunity to 
offer higher priced merchandise. 
 
Downtown’s vacant retail spaces and occasional stores makes downtown look and feel empty. 
 
Many downtown stores close at 5 or 6 in the afternoon.  Those trade area customers that have 
full-time employment outside the area will not be home at that time.  If downtown businesses 
want to increase sales to trade area residents, they will need to be open when customers are able 
to shop. 
 
Downtown should continue to emphasize and grow its mix of service businesses.  Downtown 
currently has concentrations of financial (15), professional services (11), and personal care (8).  
Services are the fastest growing segment of the consumer economy and can grow and expand in 
the future. 
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Downtown should continue as a diversified commercial area with expanded convenience goods 
and services.  In the shopping goods category, the focus should remain on apparel, home 
furnishings and complimentary specialty stores. 
 
Highway 
 

The highway retail areas will continue to attract most of Buffalo’s retail development.  The 
highway retail areas are best suited to big box, category killer stores, shopping centers, auto 
oriented type uses, fast food, and smaller businesses that benefit from the customer traffic 
attracted by larger stores.  Market research indicates that several larger big box or category killer 
stores have market support in Buffalo.  These stores are best served by locations in the highway 
retail area and will spur additional retail development. 
 
The trade area is currently well-served by discount stores with Wal-Mart and Target.  At some 
point, however, Target may consider a superstore, but will likely need a new site.  In the 
department store category, the trade area will support a Kohl’s or a JC Penney in the future.  
Electronics and appliance stores is the category that includes Best Buy and Circuit City.  The 
market should be able to support a large electronics store in the future.  There is market support 
for one additional drug store now and another store in 2015.  A second home center may be 
possible in five years. 
 
Implementation 
 

Downtown Buffalo has a compact downtown retail area that is walkable and has convenient 
parking.  Many of the store fronts are dated or marred by previous updatings.  In most cases, the 
basic buildings are attractive and it is the “improvements” that detract from their appearance.  
These buildings appearance should be restored to their original look, which would unify 
downtown. 
 
Division Street between Central and First Avenues is the most attractive area in downtown due 
to its scale, streetscape, and building facades.  It also has the highest occupancy.  Other parts of 
downtown could benefit from streetscape improvements to soften the street, sidewalk and 
building hardscape. 
 
It’s important that Coborn’s remain in downtown Buffalo because it attracts more shoppers than 
any other store.  Management indicated they need a larger store.  Market analysis indicates 
demand for additional supermarket space in Buffalo.  Coborn’s needs a larger store to compete 
with Wal-Mart and Cub.  Also, if Coborn’s does not expand, it is possible that another 
supermarket would locate in Buffalo and force Coborn’s downtown store to close.  Coborn’s can 
also expand by building a new store along the highway and close its downtown store. 
 
An expanded downtown Coborn’s is a win-win situation for downtown.  A larger store will 
attract more customers reinforcing its role as downtown’s largest anchor.  During this process, 
Coborn’s will undoubtedly update the exiting store space to present a modern image. 
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If Coborn’s were to close its downtown store, the loss of customer traffic would be felt by many 
other downtown stores.  Those that are most likely to be affected are the liquor store, drug and 
dollar stores.  Closing of Coborn’s would send a negative message to other downtown retailers 
and prospective retail stores and services. 
 
Downtown businesses seeking to increase sales could consider adding complimentary new 
merchandise to broaden their store appeal.  The internet is an option for some stores.  Merchants 
with unique merchandise or unique appeal can capture increased sales by creating a website and 
offering an internet shopping opportunity. 
 
Buffalo has an excellent retail directory, and shoppers use it.  This directory should be modified 
to separate downtown from the rest of Buffalo to make it more useful (downtown one side, 
highway on the other). 
 
The existing building and parking map should be updated and included in the directory.  A 
separate version of this map should be prepared and used as a basis for organizing store 
locations, leasing and marketing for downtown. 
 
Downtown parking lot circulation is confusing.  This appears to be due to, in many cases, small 
lot size, faded striping and inadequate signage. 
 
Since the highway retail area will be attracting most of the retail expansion, Buffalo should 
consider long range planning to guide the location of this growth.  Buffalo has the opportunity to 
have both a healthy downtown retail area and an expanding suburban retail growth without 
detriment to either area. 
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Table 28

BUFFALO SUPPORTABLE SPACE
BY MERCHANDISE CATEGORY

(Gross Leasable Area)

Supportable Square Feet Store Size
Merchandise Category 2007 2010 2015 High Median Low

CONVENIENCE GOODS
Food Stores
  Grocery stores 65,888 52,500   31,676 
    Supermarkets 197,715 247,595 379,140 69,462 52,419   31,245 
    Convenience food 2,587   3,240   4,960   2,085     
Specialty food stores

Meat Markets 1,404   1,760   2,693   18,080 2,215     1,130   
Other Specialty Food Stores 1,404   1,760   2,693   9,888   2,291     1,112   

Other Convenience Goods
   Drug & proprietary stores 26,737 33,483 51,272 23,714 11,700   8,280   
   Hardware 9,195   11,519 17,632 27,743 13,831   5,638   
   Liquor 11,341 14,203 21,749 7,210   2,856     1,305   
   Florist 4,353   5,458   8,353   5,396   1,600     766      
   Food/health supplement stores 1,380   1,728   2,644   1,968   1,234     1,200   

 Food Service
     Full-service restaurants 40,122 50,242 76,936 9,775   4,500     2,000   
     Limited service restaurants 23,510 29,440 45,083 3,000   3,400     1,335   
     Snack & beverage places 5,460   1,964   10,470 2,495   1,500     850      

Ice Cream & Soft Serve 797      997      1,526   1,570   1,148     902      
Doughnut Shops 1,568   1,964   3,005   2,153   1,200     744      
Bagel Shops 629      785      1,204   2,000   2,388     3,400   
Coffee Shops 1,220   1,530   2,343   2,000   1,500     881      
Other Snack Shops 878      1,100   1,683   2,495   1,578     850      

Gasoline Svs Stations/Conv.
  Gas/Convenience food stores 15,849 19,848 30,394 6,571   2,400     1,451   

OTHER RETAIL STORES
Building Materials & Garden Supplies
  Building materials & supplies stores
      Home centers 60,343 75,566 115,717 135,833 95,173   8,981   
      Paint, glass & wallpaper 6,338   7,938   12,151 5,028   3,533     2,348   
      Other building materials dealers 71,142 89,093 136,422 N/A
  Lawn & garden equipment
      Outdoor power equipment 8,480   10,610 16,260 N/A
      Retail nurseries, lawn & garden 24,150 30,250 46,320 15,000   

Motor Vehicles & Parts Dealers
  Auto parts, accessories & tires
    Auto parts & accessories stores 26,335 32,980 50,505 13,000 6,500     2,232   
    Tire dealers 10,120 12,670 19,400 5,000   2,500     1,500   

Source:  McComb Group, Ltd.  
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Table 28 (continued)

BUFFALO SUPPORTABLE SPACE
BY MERCHANDISE CATEGORY

(Gross Leasable Area)

Supportable Square Feet Store Size
Merchandise Category 2007 2010 2015 High Median Low

SHOPPING GOODS
General Merchandise
     Department stores (Incl. leased depts.)
          Discount stores 374,583 469,080 718,297 127,987 92,681   70,000 
          Department Stores 76,051 95,240 145,840 192,195 104,560 51,125 
     Other general merchandise stores
          Warehouse Clubs and Supercenters 52,887 66,227 101,418 150,000 185,000 225,000
          Variety stores 2,191   2,745   4,200   36,630 18,812   3,206   
          Miscellaneous general mdse. 9,504   11,904 18,232 11,212 8,400     3,200   

Apparel & Accessories
  Clothing Stores
      Mens and boys 2,977   3,727   5,714   5,635   4,000     2,002   
      Womens clothing 15,835 19,825 30,365 8,740   4,200     2,074   
      Children's & infant 3,188   3,988   6,104   6,000   3,912     1,490   
      Family clothing 28,838 36,115 55,300 28,228 8,000     2,374   
      Clothing accessories stores 879      1,097   1,683   2,001   1,400     918      
      Other clothing stores 3,709   4,642   7,113   8,234   2,300     1,060   
  Shoe Stores
      Men's 448      559      855      1,640   2,186     903      
      Women's 581      730      1,119   3,158   2,384     1,309   
      Children's & infant 252      317      483      6,000   3,912     1,490   
      Family shoe stores 7,074   8,857   13,560 10,234 3,388     2,021   
      Athletic footwear 3,326   4,171   6,383   11,314 3,284     1,535   

Furniture & Home Furnishings
  Furniture 23,942 29,981 45,912 36,712 7,927     3,108   
  Floor coverings 21,111 26,436 40,480 7,819   3,593     1,229   
  Window treatment stores 1,038   1,300   1,990   9,934   4,905     1,489   
  All other home furnishings stores 24,960 31,257 47,869 6,500   3,570     2,868   

Electronics & Appliances Stores
   Household appliance stores 6,076   7,607   11,644 9,090     
   Radio, tv & electronics stores 52,460 65,693 100,597 44,446 2,526     1,789   
   Computers and Software, Music, computers & othe 7,643   9,571   14,655 25,600 3,388     997      

Other Shopping Goods
  Sporting goods 23,300 29,175 44,675 44,116 7,500     2,238   
    General Line Sporting Gds. 10,010 12,535 19,190 28,128 5,850     3,765   
    Specialty Line Sporting Gds. 11,809 14,791 22,644 1,097   2,449     4,356   
  Book stores & newsdealers 9,325   11,675 17,888 29,974 4,542     2,428   
  Stationery Stores and Office Supply 5,920   7,413   11,355 2,247   1,033     585      
  Musical Instrument & Supplies 4,096   5,125   7,854   26,094 7,324     2,432   
  Jewelry stores 7,729   9,677   14,822 3,410   1,450     790      
  Hobby, toy & game 10,400 13,017 19,943 25,861 4,050     1,604   
  Camera & photographic supply 3,044   3,811   5,836   5,965   2,200     816      
  Gift, novelty & souvenirs 15,533 19,447 29,780 7,015   4,422     2,369   
  Luggage & leather goods 725      910      1,400   3,102   2,300     1,193   
  Sewing, needlework & piece goods 9,100   11,400 17,450 19,299 12,202   2,678   
  Pet stores 6,735   8,435   12,915 12,398 3,200     1,847   
  Art dealers 1,458   1,822   2,791   2,401   1,434     675      
  Optical goods stores 3,766   4,714   7,217   4,068   1,561     885      
  Pre-Recorded Tapes, Compact Discs 2,870   3,587   5,491   12,753 3,426     1,308   
  Cosmetics, beauty supplies & perfume 2,063   2,538   3,884   6,235   1,953     1,102   
  All other health & personal care 4,898   6,135   9,393   3,084   1,786     697       
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Table 29

BUFFALO SUPPORTABLE SPACE
BY SERVICES CATEGORY

(Gross Leasable Area)

Supportable Square Feet Store Size
Category 2007 2010 2015 High Median Low

Personal Care Services
    Barber shops 405        505        770        1,422     788        455        
    Beauty Shops 13,584   17,011   26,047   3,480     1,400     900        
    Nail salons 1,364     1,709     2,618     1,807     1,200     773        
    Diet & weight reducing services 1,540     1,927     2,947     3,130     1,856     1,223     
    Other personal care services 1,520     1,897     2,903     4,128     1,488     703        

Drycleaning & Laundry Services
    Coin-operated laundries & drycleaners 5,367     6,733     10,317   3,734     2,024     1,222     
    Drycleaning & laundry services (except coin-op.) 4,760     5,960     9,133     2,731     1,608     1,038     

Other Personal Services
Photofinishing Laboratories 1,626     2,034     3,120     3,365     1,120     641        
One Hour Photo Finishing 390        488        745        3,365     1,120     641        
Child Day Care Services N/A N/A N/A 7,495     5,050     3,059     
Photographic Studios 2,807     3,516     5,382     2,550     1,866     990        
Veteranarian Services 6,862     8,591     13,160   2,701     2,122     1,346     
Pet Care 3,080     3,853     5,893     1,200     

Rental and Leasing
    Formalwear & costume rental 252        318        485        1,773     1,046     763        
    Video tape and disc rental 4,205     5,265     8,065     7,341     5,836     3,740     

Recreation
    Bowling Centers 6,745     8,445     12,936   N/A N/A N/A
    Physical fitness facilites 45,163   56,550   86,613   32,170   6,448     1,433     

Professional Services
    Offices of real estate agents & brokers 28,153   35,257   53,987   6,264     2,092     711        

Household Goods Repair
    Home & Garden Equipment & Appliance Repair 2,726     3,417     5,223     -        
    Reupholstery & furniture repair 2,142     2,684     4,110     600        
    Footwear & leather goods repair 265        335        516        742        648        405        
    Watch, clock & jewelry repair 535        671        1,026     900        
    Garment repair & alteration services 354        624        686        1,488     1,185     680        

Automotive Repair and Maintenance
       General automotive repair 35,780   44,800   68,600   10,624   6,200     2,400     
       Automotive exhaust system repair 935        1,165     1,790     
       Automotive transmission repair 2,285     2,855     4,380     
       Carburetor repair shops 2,490     3,115     4,770     
       Brake, front end & wheel alignment 1,760     2,205     3,380     
       Paint or body repair shops 25,405   31,815   48,715   
       Automotive glass replacement 7,780     9,740     14,910   
       Automotive oil change & lubrication shops 3,735     4,680     7,155     
       Carwashes 4,665     5,845     8,950     
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Table 29 (continued)

BUFFALO SUPPORTABLE SPACE
BY SERVICES CATEGORY

(Gross Leasable Area)

Supportable Square Feet Store Size
Category 2007 2010 2015 High Median Low

Health Care 
Offices of physicians
     Offices of physicians (except mental health specialists) 69,109   86,540   132,519 4,008     1,652     969        
     Offices of physicians, mental health specialists 1,582     1,986     3,039     1,800     
Offices of dentists 26,035   32,604   49,926   1,700     
Offices of other health practitioners
  Offices of chiropractors 7,716     9,664     14,796   1,600     
  Offices of optometrists 2,736     3,428     5,248     4,347     1,620     1,074     
  Offices of mental health practitioners (except physicians) 1,470     1,846     2,821     1,800     
  Offices of physical, occup, & speech therapists & audiologists
       Speech therapist & audiologists 320        404        616        1,600     
       Physical & occupational therapists 4,772     5,976     9,156     1,600     
  Offices of all other health practitioners
     Offices of podiatrists 453        568        870        1,800     
     Offices of all other misc. health practitioners 2,547     3,189     4,884     1,800     

N/A:  Not Available.

Source:  McComb Group, Ltd.  
 




