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This plan was produced in cooperation with the Economic Development Corporation of Utah.

Introduction and Executive
Summary
Bluffdale Economic Development Strategic Plan
We are pleased to submit our Economic Development Plan to the City
of Bluffdale. This report provides the following:
•
•
•

Demographic and Economic Trend Analysis
Retail, Office, Dining, and Service Uses Market Analysis
Implementation Plan

The report was conducted at the direction of City of Bluffdale with the
support of an Economic Development Matching Grant from the
Economic Development Corporation of Utah (EDCUtah).
For many years municipal economic development efforts focused
exclusively on the recruitment of industrial and manufacturing jobs,
feeling that with the basic industrial and manufacturing jobs, retail
would come.
The City of Bluffdale Economic Development Strategy focuses on the
following:
•
•
•
•

Expanding the Tax Base
Reduce Sales Tax Leakage
Creating jobs
Enhancing quality of life
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Bluffdale can be characterized as:
1.
2.
3.
4.
5.

A well-managed small city
Low taxes
Upper income residential area
Doing well
Strong sense of “self-reliance”

Because of these characteristics Bluffdale should be an attractive site
for business and commercial development.
Most municipalities now understand the importance and numerous
advantages of retailers in a community including:
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•

Expanding the Tax Base - New retail adds needed sales tax
dollars and increased property taxes that can relieve burden
on residential taxpayers

•

Reduce Sales Tax Leakage - Loss of sales tax dollars to
nearby communities takes away potential local sales taxes

•

Creating jobs - This is especially important to smaller
communities as new jobs are critical to a community’s social
and economic health

•

Enhancing quality of life - New retail provides options for local
citizens which can help enhance the quality of life in an area.

1
3

4
5

FIVE COMMERCIAL AREAS
Bluffdale has identified the following five areas as their priority
commercial areas and has established zoning and Tax Increment
Areas (TIF) as shown:
1. Bangerter Highway (SR 154) and Redwood Road
2. 2700 West and Bangerter Highway (SR 154)
3. 14600 South between 1000 West & I-15
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4. City Center – 14416 Camp Williams (Redwood) Road
5. Porter Rockwell Blvd & Camp Williams (Redwood) Rd

MARKET STUDY METHOLOGY
To develop an accurate understanding of the Bluffdale area retail
market, Bonneville Research used a professional approach to
determine the retail trade area surplus/leakage analysis, using data
collected from, the Census of Retail Trade, ESRI, the Bureau of Labor
Statistics, and the Consumer Expenditure Survey.

Analytical Approach Demographic and
Economic Trends

Measuring the Bluffdale area retail market, retail trade area provided a
basis for understanding the extent and depth of a market and its
opportunities.
Drive-time data was used to summarize and define the likely retail
trade area in order to account for traffic patterns, geographic barriers,
speed limits, surrounding competition, and household characteristics.

KEY QUESTIONS:
Demographic and Economic Trend Analysis
Bonneville Research analyzed the demographic and economic forces
at work in the area and evaluated the strengths and limitations as they
relate to the Bluffdale area.
Some of the key questions addressed include:
•

How fast is the population in the Bluffdale market area likely to
grow?

•

Where is that growth likely to occur?

•

What are the implications of this growth from a retail, office,
dining, and service use demand perspective?

•

What is the likely future composition in the Bluffdale market
area’s population from an age perspective? How will this affect
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housing demands and demand for new retail, office, dining,
and service use demand?

Location, Location,
Location!

•

What is the housing market like in the Bluffdale market area?
How significant a role do second home owners play in that
market? Are there segments of the population underserved?

•

What type of jobs do the Bluffdale market area residents hold?
What kinds of jobs are available in the market area and what
do they pay? What might be viable future employment
opportunities?

•

What kinds of commercial development are currently planned
(in the pipeline) and what kinds of development are likely?
What are some of the potential land development impediments
of such growth?

SHOPPING
Shopping involves the purchasing of products by consumers, all of
which fall into various shopping product categories that are based on
the way consumers think of them and purchase them.
The two main categories are:
1. Convenience - goods that consumers purchase frequently,
immediately, and with minimal effort
2. Shopping goods are items consumers will conduct a search for
in order to find the one that best suits their needs
Two lesser categories are specialty items and unsought goods.
Although most shopping products are sold in stores, such as retail,
grocery, and specialty stores, increasingly many consumer purchases
are made through other means, such as catalogue shopping,
telemarketing and on-line purchasing.

MARKET AREAS:
Each economic activity possesses a location, often called a market
area. A market area is the surface over which a demand or supply
offered at a specific location is expressed. For a factory it includes
4
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the areas to where its products are shipped; for a retail store it is the
tributary area from which it draws its customers; for a commercial
office building it is the area from which workers commute to and from
(often businesses locate for the convenience of their employees,
some businesses locate for the convenience of the owner or
management team).
Bonneville Research has found that transportation is particularly
important in market area analysis because it impacts on the location
of the activities as well as their accessibility. The size of a market area
is a function of how long it takes to reach a destination.

Driving Time Market Area

The market area potential is determined within the drive time market
area by the following principal factors:
•

•
•
•

Income, especially disposable income, is directly proportional
with consumption. A population with a high-income level has
much more purchasing power than a population with a low
income.
Income also impacts the type of products someone purchases.
Age
Family size

MARKET AREA LEAKAGE/SURPLUS:
Retail leakage occurs when members of a community spend money
outside of the market area. Leakage is generally thought of as an
indication of an unmet product demand in the market area but is
effective in showing opportunities for communities.
Conversely, a retail surplus means that the trade area has an
oversupply of retail in certain categories. A surplus might also indicate
that the market area for a cluster of stores is actually larger than the
typical size or a particular store is so strong and attractive that
shoppers will travel longer than typical distances to shop there.

SUMMARY OF MAJOR DEMOGRAPHIC FINDINGS
The Bluffdale (10 min) market area presents the following:
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•

Strong Economic Base: The Median Household income is
$80,559 while the Average Household income is $91,808.
87.5% of the residences are owner occupied.

•

Growth: The Bluffdale market area is growing at 3.4%
annually – 2 times faster than the State of Utah and 5 times
faster than the US as a whole.

•

Young Families: The median age in the 10 minute market
area is 28.6 years old. 64.5% of the population is 18 years or
older.

•

Professional Workforce: 63.6% of the work force is
employed in white collar jobs, and 14.7% in service jobs.

Excellent Demographics

Population Growth

RECOMMENDED RETAIL MIX
When considering what kind of retail that would be appropriate for a
location, it is necessary to look at what the market can support.
Bonneville Research has identified four types of stores that currently
see retail potential in the market area based on a standard retail
classification analysis and that could be a good fit for the location.
Retail potential suggests that these segments of the retail market is
underserved.

Retail Business Recruitment Targets
Convenience/Gas Store
•

Potential Sales
Potential Store Size Sq Ft

$22,388,834
19,190

Full Service Restaurant
•
•

Potential Sales
Potential Store Size Sq Ft

$11,530,478
5,241

Clothing Store
6
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•
•

Potential Sales
Potential Store Size Sq Ft

$8,576,053
2,766

Sporting Goods/Hobby/Musical Instr Store
•
•

Potential Sales
Potential Store Size Sq Ft

$1,220,365
2,170

Electronic Shopping & Mail-Order House
•
•

Potential Sales
Potential Store Size Sq Ft

$13,633,870
1,818

Other Miscellaneous Store Retailer
•
•

Potential Sales
Potential Store Size Sq Ft

$1,181,128
2,100

Retail Business that may not be currently supported
The following businesses may not have sufficient retail potential to
support currently market sized stores!

Need More
Households for a
Grocery Store

Grocery Store
•
•
•

Potential Annual Sales
$ 6,102,243
Potential Weekly Sales
$ 117,700
Potential Store Size Sq Ft
7,000
o Therefore not enough gap to support
o Need approx. 7,400 households to support a 50,000 sq
ft neighborhood sized store
Potential Store
Size Sq Ft

Direct Selling Establishments

549

Special Food Services

770

Jewelry, Luggage & Leather Goods Stores

190
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Economic Development
must focus on the revenue
side of the City budget
equation

For many years municipal economic development efforts focused
exclusively on the recruitment of industrial and manufacturing jobs,
feeling that with the basic industrial and manufacturing jobs, retail
would come.
The purpose of economic development is to aggressively promote
physical, economic and organizational changes to provide a quality
living environment that ensures a balanced mix of commercial and
residential development that serves the day-to-day needs of Bluffdale
8
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residents, complements its neighborhoods and promotes its image as
a desirable and economically stable community in which to live,
recreate and do business.
•

Utah cities, whether large or small, are hubs for much of the
state’s economic growth. They provide arts and culture venues
and important local services such as emergency response,
sanitation services and public safety.

•

Utah cities also face tough challenges when it comes to
generating sufficient revenue to meet the growing demands
associated with shifts in population and the economy.

•

Utah cities must balance a need for economic development
with the need to ensure that this development is sustainable,
responsible and fair.

This balancing act increasingly means that economic development
focuses on the “revenue side of the city budget equation” and often
requires cities to engage in offering complex tax incentives.
The Bluffdale Economic Development Strategic Plan suggests ways
to encourage smart, fair and sustainable local economic development
through the use of the limited set of tools available to encourage
revenue growth while meeting ongoing budget needs.
Overall City of Bluffdale Goals:
•
•
•
•
•
•

Maintain fiscal responsibility and stability
Improve, maintain and enhance public facilities and
infrastructure
Increase conservation and sustainability
Improve mobility and accessibility throughout the city
Support and promote the quality of life and local economy
Ensure public safety

Preserving and enhancing the character and exceptional environment
of the Bluffdale Area, in concert with providing guidance for growth, is
a fundamental purpose of the Economic Development.
Bluffdale’s Economic Development Strategy focuses on the following
clusters: clean tech, software research and commercialization, the
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athletic and active outdoor industry and advanced materials
manufacturing.
Most municipalities now understand the importance and numerous
advantages of retailers in a community including:
Provide a quality living
environment that ensures
a balanced mix of
commercial and
residential development

•

Expanding the Tax Base - New retail adds needed sales tax
dollars and increased property taxes that can relieve burden
on residential taxpayers

•

Reduce Sales Tax Leakage - Loss of sales tax dollars to
nearby communities takes away potential local sales taxes

•

Creating Jobs - This is especially important to smaller
communities as new jobs are critical to a community’s social
and economic health

•

Enhancing Quality of Life - New retail provides options for local
citizens which can help enhance the quality of life in an area.
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BLUFFDALE ECONOMIC DEVELOPMENT ISSUES
Excellent Demographics
•

Bluffdale is centrally located to serve the rapidly growing Salt
Lake and Utah County Valleys.

•

82,000 households with median income of almost $70,000 are
within a 15 minute drive.

•

200,000 potential customers/employees drive by each day.

•

Bluffdale is centrally located near three nationally-renowned
universities providing a highly educated workforce.

•

Low cost location, excellent transportation

Well Run Small Town
•

•

Bluffdale has experienced good tax revenue growth
o

Property Taxes up 5.8%

o

Sales Taxes up 6.1%

70% of Sales Tax revenues however come from the 50%
population distribution.

•

The total property tax Bluffdale residents and businesses pay
is lower than many other bordering and competing cities.
o
o
o
o
o
o
o
o
o
o
o

West Valley
Herriman
Riverton
Salt Lake City
Sandy
Draper
South Jordan
West Jordan
Bluffdale
Saratoga Springs
Lehi

0.018569
0.016619
0.016184
0.016022
0.015970
0.015173
0.014530
0.014373
0.013736
0.013661
0.013234

Sources: Utah State Tax Commission,2012 rates, CAFR Budgets, Statement of
Revenues, Expenditures and Changes in Fund Balances 2010 & 2011. Does
not reflect all City fees for services in other municipalities.
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Key Challenges:
•

Bluffdale City has low awareness among business leaders.

•

There may be a “residual anti-development” perception?

•

Bluffdale residents are shopping outside of Bluffdale.

•

How should this little-known, family oriented community grow
its reputation among economic development and real estate
professionals?

•

How does Bluffdale become an employment center for the
professional class that lives there?

Key Economic Development Strategies:
•

Retail Development - Bluffdale Retail Centers
1. Community Level Center – Grocery Store and Discount
Store Anchors
2. Neighborhood/Convenience Center – Grocery Store
Anchor

•

Business Employment Growth/Retention - Bluffdale
Business Center
1. Warehouse/Distribution/Manufacturing with significant
investment in buildings and equipment

2. Technical, Medical/Office development opportunities with
significant investment in buildings and equipment
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ECONOMIC DEVELOPMENT PLAN METHOLOGY
To develop an accurate understanding of the Bluffdale area economic
development opportunities, Bonneville Research used a professional
approach to determine:

Analytical Approach Demographic and
Economic Trends

1. Economic development goals and objectives
2. Community conditions and trends
3. Retail gap analysis
Measuring the Bluffdale area retail market, retail trade area provided a
basis for understanding the extent and depth of a market and its
opportunities.
Drive-time data was used to summarize and define the likely retail
trade area in order to account for traffic patterns, geographic barriers,
speed limits, surrounding competition, and household characteristics.

Goals and Objectives:

Goal 1. Facilitate City revenue growth by encouraging
appropriate economic development opportunities.
Objective 1.1

Use revenue growth from Economic
Development activities to mitigate property
tax increases that may be required to offset
increased levels of services costs.

Objective 1.2:

Focus growth into existing and planned
RDA/EDA/CDA Project Areas

Policy:

Sustain
and
encourage
existing
retail/commercial centers throughout the
project
areas
serving
local
and
neighborhood needs.

Policy:

Sustain and encourage expansion of
existing office space catering to national
and regional companies.

Bluffdale Economic Development Strategic Plan 2012
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Policy:

Encourage appropriate private development
and redevelopment activities which will
provide employment opportunities at all
income levels.

Policy:

Throughout the project areas promote and
assist
business
retention/expansion
activities.

Policy:

Finance appropriate studies, planning
documents, and other necessary activities
to help implement goals.

Objective 1.3:

Encourage a diverse economy focusing on
advanced materials and manufacturing,
health care and life sciences, logistics and
trade and information services.

Policy:

Consider new opportunities to create new
tax increment districts to facilitate growth
and respond to market shifts

Policy:

Sustain and
endeavors.

Objective 1.4:

encourage

entrepreneurial

Provide a business friendly environment

Policy:

Promote efficiency and consistency in the
development
review
and
permitting
processes

Policy:

Promote effective customer service

Policy:

Disseminate information in a timely and
efficient manner.

Goal 2. Make Bluffdale an attractive environment for economic
development by maintaining and improving the quality
of life in the Community.
Objective 2.1:

Sustain, enhance and maintain Bluffdale as
an attractive community that creates a
positive public image and encourages
14
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individuals, families, and businesses to
locate and invest in the community.
Policy:

Sustain and encourage ongoing efforts
towards beautification, landscaping, and
related streetscape improvements.

Policy:

Create then maintain commercial and
industrial zoning standards that protect and
promote the quality of life in Bluffdale.

Policy:

Consider proactively enforcing existing
ordinances that require maintenance of
commercial and industrial properties within
Bluffdale.

Policy:

Emphasize preservation and enhancement
of Bluffdale’s assets and character which
make it attractive both as a quality
residential community and as an economic
investment.

Policy:

Facilitate development opportunities which
result in minimal adverse impacts to the
City's environment and housing supply.

Policy:

Encourage an economic climate conducive
to attracting new developments as well as
expansion of existing developments which
yield net social and economic benefits to the
City.

Policy:

Ensure an equitable sharing between the
public and private sectors of the full costs of
public
improvements
and
services
specifically and uniquely attributable to
individual new developments.

Policy:

Develop and sustain organizations, and
activities that support public activities and
that strengthen business and social
networks – fairs, festivals, markets, outdoor
dining, etc.

Policy:

Expedite permitting processes and evaluate
current regulations for negative impacts,
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including evaluating the appropriate Land
Use Authority for certain development types
and staffing appropriately for development
review.
Policy:

Objective 2.2:

Preserve and strengthen manufacturing
related activities and jobs.

Develop neighborhood and community retail
to full potential maximizing neighborhood
vitality, strength and convenience.

Policy:

Create sustainable neighborhood retail
districts in the original and growing portions
of Bluffdale, as shown on the General Plan.

Policy:

Nurture the
businesses.

Policy:

Support and strengthen neighborhoods with
commercial nodes, as identified on the
General Plan.

Policy:

Attract retail by first understanding what the
market will bear in Bluffdale, then, by
investing in infrastructure improvements,
and appropriate incentives to get those
businesses to locate within the City.

success

of

local

small

Goal 3: Improve the quality of life for Bluffdale residents
through enhanced shopping opportunities, alternative
housing options, high paying jobs, and increased local
tax revenues as a result of expanding the community's
economic base.
Objective 3.1:

Policy:

Enhance and encourage the retention of
existing businesses and establishment of
new entrepreneurial businesses.
Encourage the retention, expansion, and
use, to the maximum extent practicable and
feasible, of tax increment revenues for
development activities as permitted by law.
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Policy:

Increase retail tax revenues through
expansion of the retail tax base and/or
increase in the number of potential
shoppers.

Policy:

Increase City's share of the wealth and
income generated by the regional economy.

Objective 3.2:

Encourage regional economic development
and redevelopment which is dedicated to
recruiting and attracting a balanced mix of
professional,
energy,
light
industrial,
recreational, and retail jobs.

Policy:

Selectively
attract
environmental,
community-oriented, lawful businesses that
enhance the quality of life within the region
from the standpoint of economic growth,
education and future stability.

Policy:

Form a "Technology Regional Alliance" to
jointly market and promote Southern Salt
Lake County and Northern Utah County
region with the responsibility of identifying,
promoting and recruiting advantaged
enterprises.

Policy:

Increase cooperation and coordination
between public and private sectors in the
formulation of economic development plans
and programs.

Objective 3.3:

Encourage the development of "anchor"
projects that encourage retail, commercial
and related mixed uses. Retail anchors
should be designed to support the “core
residential areas” of the community.

Policy:

Provide zoned and infrastructure serviced
land for retail centers, business parks and
light industry.

Policy:

Develop neighborhood and community retail
to full potential maximizing neighborhood
vitality, strength and convenience.

Bluffdale Economic Development Strategic Plan 2012
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Policy:

Nurture the
businesses.

Policy:

Promote and provide incentives for small
locally owned businesses.

Policy:

Recruit educational, cultural and
facilities, programs and institutions.

Policy:

Provide business retention
business start-up assistance.

Policy:

Encourage improvements, both functional
and aesthetic to the Redwood/Camp
Williams and Porter Rockwell corridors.

Policy:

Protect Bluffdale’s
livability.

Policy:

Promote and provide incentives for green
businesses and clean light industry.

Objective 3.4:

success

of

scenic

local

and

beauty

small

arts

small

and

Increase
vocational,
technological,
recreational
and
entrepreneurial
employment opportunities consistent with
State of Utah Cluster Initiatives and
structural changes occurring in the national
economy.

Policy:

Improve educational opportunities for
student internships; create and recruit a
suitably educated and degreed workforce.

Policy:

Partner with local schools, State universities
and others to create entrepreneurial and
business training for existing and future
businesses.

Policy:

Facilitate creating a plentiful supply of
technically trained people, starting with
training and encouragement in high school.

Policy:

Facilitate greater coordination between
existing and future employment needs,
18
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educational
programs.

curricula

and

job

training

Policy:

Encourage the attraction of the Defense &
Homeland Security
industry which will
enhance the local economy, support
Bluffdale’s image as a great place to live
and work.

Policy:

Encourage the attraction of the Software
Development and IT industry which will
enhance the local economy and support
Bluffdale’s image as a great place to live
and work.

Policy:

Encourage the continued attraction of the
Outdoor Products and Recreation industry
which will enhance the local economy,
support Bluffdale’ s image as a great place
to live and work.

Objective 3.5:

Increase adequate infrastructure capacity to
support existing and new development,
including close coordination between
economic
development
and
capital
improvements programming.

Policy:

Encourage economic investment which
results in maximum public revenues and
minimum public service costs.

Policy:

Encourage the retention and use, to the
maximum extent practicable and feasible, of
tax increment revenues for development
activities as permitted by law.

Policy:

Continue ongoing dialogue with the Utah
Department of Transportation regarding the
creation of new regional traffic corridors, like
Porter Rockwell Boulevard, and improving
existing UDOT facilities, such as 14600
South (and associated I-15 interchange),
Pony Express Road, and the Redwood Rd. /
Bangerter Highway intersection.

Bluffdale Economic Development Strategic Plan 2012
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Policy:

Promote fair and safe access management
policies.

KEY QUESTIONS:
Demographic and Economic Trend Analysis
Key Questions:
Site Strengths and Limitations

Bonneville Research analyzed the demographic and economic forces
at work in the area and evaluated the strengths and limitations as they
relate to the Bluffdale area.
Some of the key questions addressed include:
•

How fast is the population in the Bluffdale market area likely to
grow?

•

Where is that growth likely to occur?

•

What are the implications of this growth from a retail, office,
dining, and service use demand perspective?

•

What is the likely future composition in the Bluffdale market
area’s population from an age perspective? How will this affect
housing demands and demand for new retail, office, dining,
and service use demand?

•

What is the housing market like in the Bluffdale market area?
Are there segments of the population underserved?

•

What type of jobs do the Bluffdale market area residents hold?
What kinds of jobs are available in the market area and what
do they pay? What might be viable future employment
opportunities?

•

What kinds of commercial development are currently planned
(in the pipeline) and what kinds of development are likely?
What are some of the potential land development impediments
of such growth?

BLUFFDALE BUILD-OUT:
Build-out population projections show that the City could expect to
add an additional 40,000 residents.
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Table 1. Bluffdale City Build-Out Population Projections
Area
(Acre)

Land Use
Classification

Density
(units/a
cre)

Total
Units

Residents
* per Unit

#
Residents

Civic Institutional
Commercial/Busines
s Park
Jordan River
Conservation Area

40

0

0

0

0

880

0

0

0

0

425

1.18

502

3.96

1,986

Light Industrial

190

0

0

0

0

Mixed Use

770

7.2

5,544

3.57

19,792

Parks & Recreation
Residential 1 acre
Minimum
Residential 10,000 sq
ft Minimum
Residential MultiFamily

110

0

0

0

0

3600

1.01

3,636

3.96

14,399

110

4.4

484

3.96

1,917

40

16.4

656

2.9

1,902

500

0

0

0

0

Military

Projected Build-Out Population
Source: Bluffdale Planning Department, July 2012

40,000 population at
“build-out”

39,996

These are elements that formed the basis for the continuing
development and growth of the unique community that is Bluffdale.
In the summer of 2012 the City Council and the City's Executive
Leadership Team engaged in a strategic planning process led by the
regional economic development planning firm, Bonneville Research.
The following elements and were developed during that process.
COMMUNITY CONDITIONS & TRENDS:

Population growth in Bluffdale has been stable in recent decades, but
recently has increased dramatically as shown in Table 1. In addition to
the population increase, the changes to the area demographics have
been significant.
A key trend is the widening of the gap between earlier residents and
new, more suburban residents.
Table 2. Bluffdale Population
Summary

2010

2011

2016

Bluffdale Economic Development Strategic Plan 2012
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Population

7,598

7,777

8,385

Households

1,966

2,019

2,218

Families

1,719

1,745

1,910

3.86

3.85

3.78

1,598

1,577

1,723

368

442

495

26.5

26.7

27.2

Average Household Size
Owner
Occupied
Housing
Units
Renter Occupied Housing
Units
Median Age

Source: ESRI Demographics, US Bureau of the Census.

POPULATION TRENDS
As illustrated in Table 2, Bluffdale experienced significant growth in its
permanent population during the last few years. Because of current
economic development initiatives and changes in development
policies, it is expected that population in Bluffdale will increase
significantly over the next five years.
The key factors influencing Bluffdale area growth are:
•
•
•
•
•
•
•
•

Growth of the Salt Lake and Provo metro areas;
Bluffdale’s geographic location;
Successful marketing and improved community image
Improving business/resident access (Redwood Road / Porter
Rockwell);
National economic trends (structural and cyclical);
Managing growth-related impacts; and
The evolution of a diversified economy (regional services,
manufacturing, etc.).
New residential communities, such as Spring View Farms,
Parry Farms, and Independence at Bluffdale

CURRENT EMPLOYMENT AND WAGES/ECONOMIC BASE
The local employment pattern is very typical of suburban communities
around the Mountain West. The recent rapid housing growth has
driven the growth of related sector employment such as construction,
real estate, recreation, and retail. Services, construction and retail
employment, even with relatively flat growth, remain the largest
employment sectors. Currently employment in Bluffdale is as follows:
Table 3: 2010 Employed Population 16+ by Industry
Total

3,729
22
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Services
Construction
Retail Trade
Transportation/Utilities
Finance/Insurance/Real Estate
Manufacturing
Public Administration
Wholesale Trade
Information
Agriculture/Mining

33.6%
14.9%
12.7%
9.2%
8.8%
8.0%
6.1%
3.4%
1.8%
1.4%
Source: ESRI BIS 2012, Calculations Bonneville Research

Table 4: 2009 Employed Population 16+ by Occupation
61.2%
White Collar

1253
556
474
343
328
298
227
127
67
52

2,285

Management/Business/Financial

13.4%

500

Professional

16.3%

608

Sales

14.6%

545

Administrative Support

17.0%

633

Services

11.6%

433

Blue Collar

27.2%

1,013

0.0%

1

10.4%

389

Installation/Maintenance/Repair

3.4%

128

Production

5.1%

189

Transportation/Material Moving

8.2%

306

Farming/Forestry/Fishing
Construction/Extraction

“White Collar” jobs

Source: ESRI BIS 2012, Calculations Bonneville Research

CURRENT BUSINESSES
A healthy business sector is critical to Bluffdale’s overall ability to
provide a quality of life and a healthy economy. A variety of
employment opportunities both for residents and regional job seekers
is important to maintain a diverse and healthy economy.
Bluffdale currently has 287 businesses employing 2,245 persons, or
almost 8 employees per business. Construction businesses represent
26% of the businesses and 21% of the employees, while
manufacturing with only 7% of the businesses has 15% of the
employees.
Excluding educational and utility businesses Bluffdale is clearly a city
of small businesses.
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Manufacturing
Automotive Services
Wholesale Trade
Apparel & Accessory Stores
Table 5: Data for all businesses in
area

16 employees
10
12
10

City of Bluffdale

Total Businesses:

287

Total Employees:

2,245

Total Residential Population:

7,777

Employee/Residential Population
Ratio:

0.29

Source: ESRI BIS 2012, Calculations Bonneville Research
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FIVE COMMERCIAL AREAS
Bluffdale has identified the following five areas as their priority
commercial areas and has established zoning and Tax Increment
Areas (TIF) as shown:
1. Bangerter Highway (SR 154) and Redwood Road
a. RDA/EDA established
b. Zoned C Commercial
c. Traffic AADT
i. Bangerter
ii. Redwood Rd
d. Population within 10 minutes
e. Median Income w/in 10 minutes
2. 2700 West and Bangerter Highway (SR 154)
a. Neighborhood Commercial Node
b. Zoned C Commercial
c. Traffic AADT
i. Bangerter
ii. 2700 West
d. Population within 10 minutes
e. Median Income w/in 10 minutes

44,525
15,195
136,079
$80,070
Bangerter Highway (SR 154)
and Redwood Road
5, 10 & 15 Minute Drive Times

35,795
4,275
122,245
$81,330

3. 14600 South between 1000 West & I-15
a. EDA
b. Traffic AADT
i. 14400 South

2,715

4. City Center – 14416 Camp Williams (Redwood) Road
a. Zoned C Commercial
b. Traffic AADT
i. Redwood Rd
17,775
ii. 14600 South
2,715
c. Population within 10 minutes
112,605
d. Median Income w/in 10 minutes
$79,367

City Center Redwood Road
and 14500 South
5, 10 & 15 Minute Drive Times

5. Porter Rockwell Blvd & Camp Williams (Redwood) Rd

Bluffdale Economic Development Strategic Plan 2012
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a.
b.
c.
d.

Regional Commercial Node
Zoned RC Regional Commercial & BP Business Park
CDA
Traffic AADT
i. Camp Williams Rd
20,250
ii. Porter Rockwell Blvd
Not yet built
e. Population within 15 minutes
277,987
f. Median Income w/in 15 minutes
$74,892
RETAIL MARKET ANALYSIS
The goal of a retail market analysis is to determine the attractiveness
of a site by understanding its evolving opportunities and threats as
they relate to the strengths and weakness of the market area. The
following are the critical elements of a market analysis:

Camp Williams Road and
Porter Rockwell Blvd 15
Minute Drive Time

Market Analysis

•
•
•
•

Market size - current and future
Market growth rates
Market trends
Target markets
o How old?
o What is their income?
o How do they spend it?
o Competition currently existing in the market?

In general, a market analysis provides information about the subject
property, potential target markets, and descriptions of the competition
that may exist for potential products or services. Bonneville Research
uses extensive and sophisticated data and statistics which are
summarized in this market analysis section.

Customer Driven

SHOPPING
Shopping involves the purchasing of products by consumers, all of
which fall into various shopping product categories that are based on
the way consumers think of them and purchase them. The two main
categories are convenience goods and shopping goods; two lesser
categories are specialty items and unsought goods.
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Although most shopping products are sold in stores, such as retail,
grocery, and specialty stores, increasingly many consumer purchases
are made through other means, such as catalogue shopping,
telemarketing and on-line purchasing.

CONVENIENCE GOODS
Convenience goods are goods that consumers purchase frequently,
immediately, and with minimal effort. People do not spend a large
amount of time shopping for convenience items. They are usually
purchases made routinely, such as buying groceries on a weekly
basis, or habitually, such as purchasing a daily newspaper.
Convenience products include common staples, such as milk and
bread. Some convenience goods, however, are not purchased
routinely or habitually; they are bought on impulse, such as an ice
cream cone on a summer day. Many impulse items are displayed in a
manner that encourages quick choice and purchase, such as the
candy, magazines, and batteries that are routinely placed near the
cash register at check-out counters.
Other convenience products may be purchased as emergency items,
when the consumers feel there is an urgent need—such as buying
candles, water, or shovels when preparing for a storm. Convenience
products can be found in stores such as supermarkets, convenience
stores, and department stores.

SHOPPING GOODS
Shopping goods are items consumers will conduct a search for in
order to find the one that best suits their needs. They usually require
an involved selection process. When purchasing a shopping product,
consumers will compare a variety of attributes, such as suitability,
quality, price, and style. Automobiles are often bought this way.
Consumers may also visit a number of shopping places, such as retail
stores, before they make a decision. Because of the importance of
these types of purchases, consumers usually invest considerable time
and energy before making such a purchase.

Bluffdale Economic Development Strategic Plan 2012
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MARKET AREAS:
Each economic activity possesses a location, often called a market
area. A market area is the surface over which a demand or supply
offered at a specific location is expressed. For a factory it includes
the areas to where its products are shipped; for a retail store it is the
tributary area from which it draws its customers; for a commercial
office building it is the area from which workers commute to and from
(often businesses locate for the convenience of their employees,
some businesses locate for the convenience of the owner or
management team).
Bonneville Research has found that transportation is particularly
important in market area analysis because it impacts on the location
of the activities as well as their accessibility. The size of a market area
is a function of how long it takes to reach a destination.
Drive Time Market Areas measure the maximum distance someone is
willing to travel to reach a service, store or office.
The Drive Time range is a function of transport costs, time or
convenience in view of intervening opportunities. Thus a market
depends on the relationship between supply and demand.
The Drive Time range acts as both a price fixing mechanism for goods
and services as well as a determinant of the type of goods purchased
- convenience, stock-up, etc.
The Drive Time market area establishes much of the demand for the
quantity of a good or service that consumers are willing to buy at a
given price.
Market potential is determined within the drive time market area by
the following principal factors:
•

•

Income, especially disposable income, is directly proportional
with consumption. A population with a high-income level has
much more purchasing power than a population with a low
income.
Income also impacts the type of products someone purchases.
28
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•
•

Age
Family size

MARKET AREA LEAKAGE/SURPLUS:
Retail leakage occurs when members of a community spend
money outside of the market area. Leakage is generally thought of
as an indication of an unmet product demand in the market area but is
effective in showing opportunities for communities.
Conversely, a retail surplus means that the trade area has an
oversupply of retail in certain categories. A surplus might also indicate
that the market area for a cluster of stores is actually larger than the
typical size or a particular store is so strong and attractive that
shoppers will travel longer than typical distances to shop there.

SHOPPING AREA CLASSIFICATIONS
Development of a new retail center involves evaluating all aspects of
the shopping needs and experience. Given the tremendous impact of
location on a shopping center's success, property owners and
retailers will want to make their decisions with as much information
and insight as possible including: such as demographic statistics and
traffic patterns.
•
•
•
•
•
•
•
•

Shopping Area
Classifications

Its market
Its competition
Its anchor agreements
Its tenant mix
Its physical condition
Its traffic patterns
Its household income
Population growth for its trade area

And the challenge is “how do you make it convenient for them”?
The following information describes the retail center market in Utah:

Bluffdale Economic Development Strategic Plan 2012
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Shopping Center Definitions
National Standard
Shopping Classifications

The definition of retail centers varies by region and has blurred in
recent years, but basically there are ten different types of shopping
centers:
1. Convenience
2. Neighborhood
3. Community
4. Regional
5. Super Regional
6. Fashion/Specialty
7. Lifestyle Center
8. Power Center
9. Theme/Festival Center
10. Outlet Center
In this effort we have focused on only the following three:

Convenience Center

Convenience Center: Among the smallest of centers. A typical
anchor would be a convenience store like a 7-Eleven or other minimart providing convenience goods (food, drug, etc.) and/or services
(bank, laundry, cleaners, copying, etc.) for the busy one-stop-shopper.
Typically this shopping center designation may have two to six
tenants. The “Strip” center ranges from 10,000- 30,000 square feet of
gross leasable area (GLA) and occupies 1 to 3 acres.
Typical market area would be a 5 - minute drive time.

Neighborhood Center

Neighborhood Center: This center is designed to provide
convenience shopping for the day-to-day needs of consumers in the
immediate neighborhood. These centers are typically anchored by a
supermarket, and often also have a drugstore anchor. These anchors
are supported by stores offering drugs, sundries, snacks and personal
services. A neighborhood center is usually configured as a straightline strip with no enclosed walkway or mall area and parking in the
front. Centers may have a canopy or other façade treatment to
provide shade and protection from inclement weather, or to tie the
center together. In theory, the typical GLA is 50,000 square feet. In
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practice, the GLA may range from 30,000 to 100,000 square feet and
occupies 3-15 acres.
Typical market area would be a 10 - minute drive time.
Community Center: A community center typically offers a wider
range of apparel and other soft goods than the neighborhood center.
Among the more common anchors are supermarkets, super
drugstores, and discount department stores. Community center
tenants sometimes contain value-oriented big-box category-dominant
retailers selling such items as apparel, home improvement/
furnishings, toys, electronics or sporting goods.

Community Center

The center is usually configured in a straight line as a strip, or may be
laid out in an L or U shape, depending on the site and design. Of the
shopping center types, community centers encompass the widest
range of formats. For example, certain centers that are anchored by a
large discount department store often have a discount focus. Others
with a high percentage of square footage allocated to off-price
retailers can be termed off-price centers.
The typical size of a community center is 150,000 square feet. In
practice a community center can range from 100,000 to 300,000
square feet. A community center is an intermediate shopping center
and the most difficult to estimate for size, trade area and pulling
power, but typically occupy 10-40 acres with a 3-6 mile market area.
Typical market area would be a 15 - minute drive time.

REGIONAL MARKET ANALYSIS
The market analysis is intended to be representative of general
market conditions and the trends exhibited within the subject market
area and focused on neighborhood and community centers
Population Growth
Good Growth: The market area is growing at 3% while 30% of the
population is below 14 years old

Bluffdale Economic Development Strategic Plan 2012

31

Economic Development Strategic Plan

Table 2 Population Summary

Population Summary

0 - 5 0 - 10 0 - 15
minutes minutes minutes

2000 Total Population

2,907

32,493

134,513

2010 Total Population

5,392

51,477

228,212

2015 Total Population

6,492

60,834

273,113

3.78%

3.40%

3.66%

2010-2015 Annual Rate

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Table 3 Household Summary

Household Summary

0 - 5 0 - 10 0 - 15
minutes minutes minutes

2000 Households

702

7,595

35,959

2000 Average Household Size

4.14

3.87

3.62

1,331

12,777

62,346

4.05

3.79

3.59

1,611

15,306

75,171

4.03

3.77

3.57

2010 Households
2010 Average Household Size
2015 Households
2015 Average Household Size

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Strong Middle Class Economic Base: Very high Median Household
Income.

Table 4 Household Income

Median
Income

Household

0 - 5 0 - 10 0 - 15
minutes minutes minutes

2000

$66,183

$64,304

$61,434

2010

$88,252

$80,559

$76,393
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2015

$101,834

$93,138

$87,211

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Good Home Values: High home values.

Table 5 Medium Home Values

Medium Home Values

0 - 5 0 - 10 0 - 15
minutes minutes minutes

2000

$254,637

$185,512

$184,485

2010

$350,556

$257,786

$249,623

2015

$403,806

$300,534

$292,990

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Young: 51% of the market area population is between 15 and 35
years old. The median age in the project area is 28 years and is
maturing fast.

Table 6 Age
Median Age Summary

0 - 5 0 - 10 0 - 15
minutes minutes minutes

2000

24.0

26.4

26.0

2010

30.1

28.6

28.5

2015

31.5

29.5

28.8

Demographics

Good Age
Distribution

Young
Age Distribution Summary
15 - 24

19.7%

19.0%

19.3%

25 - 34

16.0%

14.5%

14.6%

35 - 44

12.3%

16.7%

15.9%

45 - 54

15.6%

15.6%

15.3%

55 - 64

13.7%

12.0%

12.0%
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18 +

64.8%

65.0%

64.5%

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Educated: 65% of the market area population attended college.
Good Education
Table 7 Population 25+ by Educational Attainment
2010 Educational
Attainment Summary

0 - 5 0 - 10 0 - 15
minutes minutes minutes

Total

3,007

28,737

126,050

Less Than 9th Grade

1.5%

1.5%

2.1%

9th to 12th Grade, No Diploma

5.8%

6.3%

5.0%

High School Graduate

36.8%

29.3%

25.5%

Some College, No Degree

24.9%

27.1%

27.0%

Associate Degree

6.4%

9.7%

10.1%

Bachelor's Degree

16.3%

18.2%

21.2%

8.3%

7.9%

9.2%

55.9%

62.9%

67.5%

Graduate/Professional Degree
Some College Plus

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Employed in Retail or Services: 70%+ of the market area population

Table 8 2010 Employed 16+ by Industry
Employed

Industry Employment
Summary - 2010
Total
Agriculture/Mining
Construction
Manufacturing

0 - 5 0 - 10 0 - 15
minutes minutes minutes
2,628

22,177

104,542

1.4%

1.5%

1.2%

15.2%

10.7%

9.6%

7.7%

8.2%

7.2%
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Wholesale Trade

3.1%

2.8%

2.9%

13.0%

12.8%

12.4%

Transportation/Utilities

9.0%

6.1%

5.4%

Information

1.8%

2.0%

2.6%

Finance/Insurance/Real Estate

9.0%

9.7%

9.3%

34.2%

40.6%

44.7%

5.7%

5.6%

4.8%

Retail Trade

Services
Public Administration

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

Professional Workforce: 70% of the work force is employed in white
collar jobs and 30% of the market area population are professionals.

Table 9 2010 Employed 16+ by Occupation
Occupation Employment
Summary
Total

0 - 5 0 - 10 0 - 15
minutes minutes minutes
2,630

22,177

104,541

White Collar

61.2%

63.6%

65.8%

Management/Business/Financial

12.8%

14.7%

15.3%

Professional

16.4%

19.4%

21.0%

Sales

15.0%

14.3%

14.7%

Administrative Support

17.0%

15.2%

14.9%

Services

11.5%

14.7%

14.9%

Blue Collar

27.3%

21.6%

19.4%

0.0%

0.2%

0.2%

10.5%

8.8%

7.2%

Installation/Maintenance/Repair

3.3%

3.4%

3.2%

Production

5.3%

4.2%

3.7%

Transportation/Material Moving

8.1%

5.1%

5.1%

Farming/Forestry/Fishing
Construction/Extraction
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI
forecasts for 2010 and 2015, Calculations Bonneville Research 2012.

CONSUMER SPENDING GAP ANALYSIS
Good Customer
Spending

Consumer spending measures local demand for goods and services
and shows the amount spent on a variety of goods and services by
the households that reside in the area. The consumer spending
potential analysis provides the details about which products and
services consumers in the market area buy based on income, family
size and other demographic information.
Expenditures are shown by broad budget categories that are not
mutually exclusive, but identify broad expenditure items such as:
•
•
•
•
•

Apparel - coats and jackets, shoes, watches and jewelry and
uniforms
Food and Beverage - at home, restaurant visits, food groups
Financial - investments, mortgages, retirement, insurance
Entertainment and Recreation - travel movies, party supplies,
dating services, memberships
Household Goods and Services - furniture, appliances, child
care, lawn and garden

Care needs to be taken evaluating consumer demand (spending
potential) as it does not equal business revenue as all spending does
not take place in the market area.
Retail
Demand
5 Min
Market Area

Retail
Supply
5 Min
Market Area

Automobile Dealers

$8,573,931

$0

$8,573,931

Full-Service Restaurants
Department Stores Excluding
Leased Depts.

$6,996,850

$383,608

$6,613,242

$6,208,951

$1,782

$6,207,169

Grocery Stores

$6,534,167

$431,924

$6,102,243

Specialty Food Stores
Electronic Shopping & Mail-Order
Houses

$6,205,777

$337,058

$5,868,719

$3,090,993

$0

$3,090,993

Special Food Services

$3,243,515

$358,741

$2,884,774

Table 10: Retail Market
Potential 5 Min Market Area
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5 Min
Market
Area
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Limited-Service Eating Places

$2,812,766

$24,299

$2,788,466

Other General Merchandise Stores

$1,850,773

$1,782

$1,848,991

Vending Machine Operators

$1,753,707

$0

$1,753,707

Furniture Stores

$1,638,098

$180,850

$1,457,248

Bldg Material & Supplies Dealers

$1,585,474

$157,600

$1,427,874

Clothing Stores

$1,846,828

$747,490

$1,099,338

Electronics & Appliance Stores

$1,003,593

$3,757

$999,836

Shoe Stores

$1,559,671

$745,459

$814,211

Other Motor Vehicle Dealers

$807,873

$0

$807,873

Florists
Auto Parts, Accessories & Tire
Stores

$726,737

$22,272

$704,465

$671,246

$51,594

$619,652

Home Furnishings Stores
Drinking Places - Alcoholic
Beverages

$584,135

$3,250

$580,886

$498,349

$0

$498,349

Gasoline Stations
Drinking Places - Alcoholic
Beverages
Sporting Goods/Hobby/Musical Instr
Stores

$508,170

$35,785

$472,385

$442,220

$567

$441,653

$547,420

$112,441

$434,980

Book, Periodical & Music Stores

$357,597

$112,441

$245,156

Direct Selling Establishments

$187,638

$0

$187,638

Used Merchandise Stores

$203,890

$22,272

$181,618

Health & Personal Care Stores
Jewelry, Luggage & Leather Goods
Stores

$152,704

$0

$152,704

$148,604

$2,031

$146,573

Beer, Wine & Liquor Stores
Office Supplies, Stationery & Gift
Stores

$175,687

$94,865

$80,821

$73,766

$0

$73,766

Other Miscellaneous Store Retailers
$23,033
$0
Lawn & Garden Equip & Supply
Stores
$107,730
$166,810
Source: Esri and Infogroup, Calculations Bonneville Research 2012.

$23,033
-$59,080

Retail
Demand
10 Min
Market Area

Retail
Supply
10 Min
Market Area

Automobile Dealers

$78,290,750

$37,392,591

$40,898,159

Gasoline Stations
Electronic Shopping & Mail-Order
Houses

$57,617,709

$35,228,875

$22,388,834

$14,209,061

$575,191

$13,633,870

Full-Service Restaurants

$25,660,115

$14,129,636

$11,530,478

Clothing Stores

$13,659,547

$5,083,494

$8,576,053

Table 11: Retail Market
Potential 10 Min Market Area

Retail Gap
10 Min
Market
Area
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Direct Selling Establishments
Drinking Places - Alcoholic
Beverages

$9,366,436

$4,970,575

$4,395,861

$3,589,828

$567

$3,589,261

Special Food Services
Sporting Goods/Hobby/Musical Instr
Stores

$4,212,354

$1,593,574

$2,618,780

$3,145,789

$1,925,423

$1,220,365

Other Miscellaneous Store Retailers
Jewelry, Luggage & Leather Goods
Stores

$3,812,158

$2,631,030

$1,181,128

$1,295,224

$250,701

$1,044,524

Vending Machine Operators

$1,554,621

$601,368

$953,253

Book, Periodical & Music Stores

$1,798,135

$855,713

$942,422

Specialty Food Stores

$1,620,548

$696,601

$923,947

Shoe Stores
Lawn & Garden Equip & Supply
Stores

$1,362,419

$468,893

$893,526

$1,120,529

$790,798

$329,731

Home Furnishings Stores

$5,017,576

$4,729,233

$288,343

Used Merchandise Stores

$208,770

$46,907

$161,863

Florists

$613,471

$487,110

$126,361

Beer, Wine & Liquor Stores

$1,215,887

$1,691,793

-$475,906

Health & Personal Care Stores

$5,346,929

$5,990,204

-$643,275

Limited-Service Eating Places

$29,163,274

$29,948,549

-$785,274

Electronics & Appliance Stores

$9,260,746

$10,856,046

-$1,595,299

Other General Merchandise Stores

$39,621,883

$42,788,422

-$3,166,539

Grocery Stores
Office Supplies, Stationery & Gift
Stores

$55,762,303

$70,322,659

-$14,560,356

$1,944,410

$16,552,811

-$14,608,401

Bldg Material & Supplies Dealers
Department Stores Excluding
Leased Depts.

$13,852,947

$34,037,424

-$20,184,477

$18,015,654

$50,344,613

-$32,328,958

Furniture Stores

$13,932,204

$60,168,931

-$46,236,727

Retail
Demand
15 Min
Market Area

Retail
Supply
15 Min
Market Area

$64,480,351

$3,259,837

$61,220,515

$271,679,600

$249,991,825

$21,687,776

$16,441,234

$1,817,124

$14,624,110

$19,390,882

$6,469,906

$12,920,977

$7,117,017

$3,352,483

$3,764,535

Table 12: Retail Market
Potential 15 Min Market Area
Electronic Shopping & Mail-Order
Houses
Gasoline Stations
Drinking Places - Alcoholic
Beverages
Special Food Services
Vending Machine Operators
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Beer, Wine & Liquor Stores
Jewelry, Luggage & Leather Goods
Stores
Used Merchandise Stores

$5,514,621

$3,285,187

$2,229,434

$6,154,868

$4,931,489

$1,223,379

$981,498

$456,831

$524,668

Specialty Food Stores

$7,652,912

$7,242,855

$410,057

Book, Periodical & Music Stores

$8,586,376

$8,212,722

$373,655

Shoe Stores

$6,445,395

$6,978,138

-$532,744

Home Furnishings Stores

$23,082,923

$23,801,236

-$718,313

Full-Service Restaurants

$120,857,570

$122,505,298

-$1,647,728

$17,714,413

$19,430,799

-$1,716,386

Other Miscellaneous Store Retailers
Florists
Auto Parts, Accessories & Tire
Stores
Lawn & Garden Equip & Supply
Stores

$2,768,450

$4,537,891

-$1,769,442

$29,225,204

$32,779,065

-$3,553,861

$5,321,451

$9,326,822

-$4,005,371

Clothing Stores

$63,631,235

$68,891,787

-$5,260,553

Direct Selling Establishments

$42,802,074

$48,515,924

-$5,713,849

Health & Personal Care Stores

$25,793,371

$34,338,608

-$8,545,237

Other General Merchandise Stores
Sporting Goods/Hobby/Musical Instr
Stores

$185,988,875

$197,196,943

-$11,208,067

$14,573,650

$26,572,362

-$11,998,712

Limited-Service Eating Places
Office Supplies, Stationery & Gift
Stores

$136,674,593

$151,307,735

-$14,633,143

$9,201,985

$26,567,301

-$17,365,315

Bldg Material & Supplies Dealers

$64,027,509

$103,026,434

-$38,998,925

Other Motor Vehicle Dealers

$33,528,522

$91,068,024

-$57,539,501

Electronics & Appliance Stores
Department Stores Excluding
Leased Depts.

$43,576,667

$102,325,975

-$58,749,308

$86,022,111

$159,255,131

-$73,233,020

Furniture Stores

$63,872,973

$158,908,023

Grocery Stores

$261,021,542

$436,981,649

Automobile Dealers

$365,346,246

$689,908,312

-$95,035,050
$175,960,107
$324,562,066

IMPLEMENTATION PLAN:
Implementation Plan
Short Term Scenario Tasks
This subsection of the Market Analysis provides descriptions of the
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major short-term implementation tasks.
The tasks described in this subsection are the overall project tasks
that are recommended to implement the Market Analysis.
The advantages, risks, issues, estimated time frames, and estimated
resource requirements for the recommended options include:
•
•
•
•
•

Incremental implementation or phased approach
What the task will accomplish
Resources required to accomplish the task
Key person(s) responsible for the task
Criteria for successful completion of the task (e.g., “user
acceptance”)

Bonneville Research tried to consider the organizational changes that
may be necessary for implementation.
Bonneville Research has identified three types of stores that currently
see retail potential in the market area and that would be a good fit of
the location. Retail potential suggests that this segment of the retail
market is underserved.
Bluffdale Retail Mix – Neighborhood (10 min Market Area)
Retail Potential

Neighborhood Level
Retail Opportunities

•
•
•
•
•
•
•
•
•

Gasoline Stations
Electronic Shopping & Mail-Order Houses
Full-Service Restaurants
Clothing Stores
Direct Selling Establishments
Special Food Services
Sporting Goods/Hobby/Musical Instr Stores
Other Miscellaneous Store Retailers
Jewelry, Luggage & Leather Goods Stores

$22,388,834
$13,633,870
$11,530,478
$8,576,053
$4,395,861
$2,618,780
$1,220,365
$1,181,128
$1,044,524
Sq Ft

•
•
•
•

Gasoline Stations
Electronic Shopping & Mail-Order Houses
Full-Service Restaurants
Clothing Stores

19,190
1,818
5,241
2,766
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•
•
•
•
•

Direct Selling Establishments
Special Food Services
Sporting Goods/Hobby/Musical Instr Stores
Other Miscellaneous Store Retailers
Jewelry, Luggage & Leather Goods Stores

549
770
2,170
2,100
190

Retail Business Recruitment Targets
Convenience/Gas Store
•

Potential Sales
Potential Store Size Sq Ft

$22,388,834
19,190

Full Service Restaurant
•
•

Potential Sales
Potential Store Size Sq Ft

$11,530,478
5,241

Clothing Store
•
•

Potential Sales
Potential Store Size Sq Ft

$8,576,053
2,766

Sporting Goods/Hobby/Musical Instr Store
•
•

Potential Sales
Potential Store Size Sq Ft

$1,220,365
2,170

Electronic Shopping & Mail-Order House
•
•

Potential Sales
Potential Store Size Sq Ft

$13,633,870
1,818

Other Miscellaneous Store Retailer
•
•

Potential Sales
Potential Store Size Sq Ft

$1,181,128
2,100

Retail Business that may not be currently supported
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The following businesses may not have sufficient retail potential to
support currently market sized stores!
Grocery Store
•
•
•

Potential Annual Sales
$ 6,102,243
Potential Weekly Sales
$ 117,700
Potential Store Size Sq Ft
7,000
o Therefore not enough gap to support
o Need approx. 7,400 households to support a 50,000 sq
ft neighborhood sized store
Potential Store
Size Sq Ft

Direct Selling Establishments

549

Drinking Places - Alcoholic Beverages

552

Special Food Services

770

Jewelry, Luggage & Leather Goods Stores

190

MARKETING:
To attract business, industry, or visitors a community must market
itself beyond its geographic boundaries.
A marketing program may include advertising in printed publications,
use of other media, public relations, promotions, and an Internet
presence.
Targeted Full Service Restaurant Businesses:
(Waiter or waitress service at tables)
Favorite family-dining chains:
1. Cracker Barrel Old Country Store
2. Marie Callender's
3. Bob Evans Restaurants
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4. The Original Pancake House
Favorite casual-dining chain among each group:
•
•
•
•
•
•

Women: The Cheesecake Factory
Men: P.F. Chang's China Bistro
Millenials: Bonefish Grill
Gen X: P.F. Chang's China Bistro
Boomers: BJ's Restaurant & Brewhouse
Matures: The Cheesecake Factory

Need To
Aggressively Market
Bluffdale

Favorite casual-dining chain by income level:
•
•
•
•
•

<$25K: The Cheesecake Factory
$25K-$49,999K: The Cheesecake Factory
$50K-$74K,999K: BJ's Restaurant & Brewhouse
$75K-$100K: Bucca di Beppo
>$100K: Mellow Mushroom Pizza Bakers

Note: Millennials born 1982-2000. Gen X born 1965-1981; Boomers
born 1946-1964; Matures born 1945 or earlier.
Source: Restaurant News, August 2012

The following is an example of the economic development incentives
that may be used to facilitate opportunities in Bluffdale
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INCENTIVES:
To attract business, industry, or visitors a community often must offer
incentives to attract or retain key businesses.
Economic Development Incentives are a component of economic
development policy. Incentives come in the various policy forms, but
traditionally focus on tax incentives and infrastructure improvements.
The goal of economic development incentives ultimately is to induce
growth in targeted areas. To encourage new jobs and development
while generating long term positive tax revenue for the City of
Bluffdale.
Bluffdale Economic
Development
Incentives

Examples of Incentives:
Tax increment financing (TIF) - Improvements in public infrastructure
or private development are financed based on the expected future
revenue that will be generated by the increased property value of the
improved area. Forms of TIF financing available to the City of
Bluffdale include the following:
1. Urban Renewal (URA) – The public purpose is the elimination
of Blight.
2. Economic Development (EDA) - The public purpose is the
creation or retention of high paying jobs.
3. Community Development (CDA) - The public purpose is
community development.
City projects/Infrastructure improvements - Areas are targeted for
investment and improvement by state and local government to
improve functions of the area and quality of life factors.

Bluffdale Economic
Development
Marketing Materials

The following are examples of the marketing materials that
Bluffdale may use:
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Restaurant Opportunity
Bluffdale, Utah
Bluffdale, UT has the retail potential of $11,500,000 in Full
Service Restaurant sales.
Full Service Restaurant Opportunity
Retail Trade Area Potential
Trade Area Sales
GAP

$25,660,115
$14,129,636
$11,530,476

Retail Trade Area Demographics
Retail Trade Area Population
Average Household Income
Median Age

88,447
$87,514
29.6

Site – 14175 South Redwood Road
Size

2.5 acres

Frontage
Traffic

Arterial
17,775 AADT

For more information, contact:
Grant Crowell
Economic Development Director
City of Bluffdale
14175 S. Redwood Road
Bluffdale Utah 84065
Tel: (801) 254-2200
Mob: (801) 205-8878
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Bluffdale
Bluffdale is a wonderful residential community located approximately 20
miles south of Salt Lake City. Known for its pioneer heritage, pastoral
setting, quality of life, and the location of the federal government’s new
multi-billion dollar Utah Data Center, Bluffdale is strategically located on the
border of Salt Lake and Utah counties at the crossroads of I-15, Bangerter
Highway, and Redwood Road. Bluffdale has an excellent workforce, a welleducated population, higher than average income, and one of the lowest
property tax rates in Salt Lake County. Bluffdale has an excellent water
system with excess capacity as well as excess capacity in the electrical
substations making Bluffdale an excellent choice for data centers. The new
Utah Data Center should encourage additional supportive services to locate
in Bluffdale, which will drive increased demand for housing and retail
services in Bluffdale.

Contact Information:
Grant Crowell, AICP
Economic Development Director 1
4175 S. Redwood Road
Bluffdale, Utah 84065
Direct: (801) 858-0489
Fax: (801) 446-8642
gcrowell@bluffdale.com
www.bluffdale.com

Bluffdale
Demographic and Income Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age
Median Household Income
Average Household Income
Per Capita Income

2011
7,777
2,019
1,745
3.85
1,577
442
26.7
$78,997
$88,442
$23,275

2016
8,385
2,218
1,910
3.78
1,723
495
27.2
$85,446
$97,329
$26,088
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Bluffdale Marketplace

Retail Property Available in Bluffdale, Utah
(current owner is Woodbury Corporation)
•
•
•
•
•

A 38-acre retail/commercial development site
Strategically located at the intersection of Bangerter Highway and
Redwood Road
Bangerter daily trips (2010): 44,047 AADT
Redwood Road daily trips (2010): 38,317 AADT
Part of a redevelopment project area with tax increment financing
(TIF)

Contact: Travis Lish, Woodbury Corporation, (801) 485-7770, 2733 Parleys
Way, Suite 300, Salt Lake City, Utah 841091662, t_lish@woodburycorp.com, www.woodburycorp.com
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Bringhurst Station
Retail, Commercial, Mixed Use Property Available in Bluffdale, Utah
(current owners are Monarch Development/SA McDougal)
• A 180-acre retail/commercial/mixed
use development site
• Strategically located at intersection of
Camp Williams Road and Porter Rockwell
Road, which will provide access to I-15 and
Mountain View Corridor
• Camp Williams Road daily trips (2010):
29,794 AADT; 17,643 est AADT for Porter
Rockwell
• City is willing to consider an economic
development or community development
project area with TIF financing
Contact: Brett Hansen, The Staker Company,
LLC, (801) 942-7100, 6914 South 3000 East,
Suite 101
Salt Lake City, UT
84121, bret@stakercompany.com; Gary
McDougal, SA McDougal, LLC, (801) 553-8877,
11576 S State St, Ste 102B, Draper, Utah
84020-7121, garywmac@gmail.com
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Independence at Bluffdale/Mt. Jordan

Retail/Mixed Use property available in Bluffdale, Utah
(current owner is Mt. Jordan LP)
•
•

•
•
•
•
•
•

A 500-acre retail/commercial/mixed use
development site
Strategically located along Porter Rockwell Road near
the intersection of I-15, 14600 South, and Porter
Rockwell Road
New high school in area
I-15 daily trips (2010): 144,609 AADT
14600 South daily trips (2010): 20,563 AADT
Porter Rockwell Road under construction
Estimated Porter Rockwell Trips: 17,643 AADT (est.)
Two economic development project areas with tax increment
financing (TIF) cover the project

Contact: Trace Barney, Trace Barney Real Estate Services, LLC, (801) 5979085, 7069 South Highland Dr., Suite 100, Cottonwood Heights, Utah 84121,

trace.barney@yahoo.com
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Independence at Bluffdale/Porters Point

Retail/Mixed Use Property Available in Bluffdale, Utah
(current owner is Woodbury Corporation)
• A 20-acre retail/commercial development site
• Strategically located at the intersection of I-15, 14600 South, and
Porter Rockwell Road
• Arterial connection planned to future interchange at Bangerter
Highway
• I-15 daily trips (2010): 144,609 AADT
• 14600 South daily trips (2010): 20,563 AADT
• Estimated Porter Rockwell Trips: 17,643 AADT (est.)
• New high school in area
• Porter Rockwell Road under construction
• Part of an economic development project area with tax increment
financing (TIF)

Porter Rockwell
Road (arterial)
under
construction

Contact: Jeff Richards, CB Richard Ellis, (801) 947-3926, 2755 E. Cottonwood
Parkway, Suite 100, Salt Lake City, Utah
84121, jeff.richards@cbre.com, http://www.cbre.com/jeff.richards
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2700 West/Bangerter Highway (2 properties)

Retail commercial available in Bluffdale, Utah
Current owners are David Exeter (5 ac) and George Showell (17 ac)
•
•
•
•

A retail/commercial development site
Strategically located at intersection Bangerter Highway and 2700
West
Bangerter daily trips (2010): 28,920 AADT
2700 West daily trips (2010): 15,386 AADT

Showell,17 acres
Exeter, 5 acres

Contact: David Exeter, (801) 573-8297, 13974 South 2700 West, Bluffdale,
Utah 84065; Coldwell Banker Commercial, (801) 5615800, www.utahcommercial.com
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