
APPENDIX

MARKET ANALYSIS

MAIN STREET SHOPS

The city and project team contracted RKG Associates, 
Inc. to perform a market study of Old Town Flowery 
Branch. Using interviews, plan reviews, and U.S. Census 
Bureau data, the study analyzes existing population 
trends, market conditions, and projected growth across 
three sectors: residential, retail, and offi  ce. The study 
predicts which new uses the market in Flowery Branch 
can bear and which funding sources might be available 
for their development.
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1 EXECUTIVE SUMMARY 
 

A. RESIDENTIAL ANALYSIS 
 
Flowery Branch’s rapid residential growth has been attributed to the availability of relatively 
inexpensive land, development pressure from Atlanta’s northern suburbs, and the attractiveness of the 
area around Lake Lanier. The number of households shot up 220% between 2000 and 2012, but was 
nonetheless slowed somewhat by the economic downturn that began 2007/2008. 
 
Flowery Branch’s housing market should pick up at such time and to the extent that the metro Atlanta 
housing market does, since all of the elements that give it its unique appeal and attractiveness are still 
in place. It is questionable however, whether the market will regain its former momentum any time in 
the foreseeable future. Nonetheless, as the local housing market stabilizes and ongoing developments 
are reactivated, the prospects for new housing in the downtown will improve. 
 
Any housing product built should be of sufficient quality to set a relatively high standard for future 
residential development in downtown Flowery Branch, and otherwise set the tone for future 
development. Based on a physical reconnaissance of communities in Flowery Branch and discussions 
with local real estate professionals, the “middle ground” between the below-$100,000 and above-
$325,000 townhouse inventory is very sparsely populated, which presents the opportunity to enter the 
market with product in the $150,000 to $250,000 range. 
 
B. RETAIL 
 
The City of Flowery Branch has demonstrated the ability to attract consumers through the success of its 
most recent retail development, the Stonebridge Village Shops power center. While the Stonebridge 
Village Shops validates the notion that the Flowery Branch retail marketplace was previously 
underserved, its drawing power and retail offerings creates additional challenges for the downtown. 
Indeed, Flowery Branch’s suburbanization of retail has been late to arrive. Fortunately, many lessons 
were learned and techniques have been honed since retail began migrating out of downtowns in the 
1950s. Nonetheless, the City of Flowery Branch must understand that market analysis alone is not 
sufficient to bring about the successful development and revitalization of downtown shopping districts. 
However, a community development and marketing strategy based on up-to-date information on 
market conditions will improve the probability of success. 
 
The first priority in a retail attraction strategy for Flowery Branch should be to re-tenant vacant space. 
Existing vacant properties include not only storefront space, but a fully equipped restaurant as well. If 
the City should move forward with plans to relocate public services in a new city hall, this will result in 
vacating between 10,000 and 15,000 additional square feet of commercial space on Main Street. 
 
A commonly used term in the downtown revitalization parlance is “critical mass”, which refers to a mix 
of use such as retail stores, food and beverage establishments, and cultural attractions with the ability 
to draw consumers from a broad trade area to shop, dine, and be entertained. A destination 
restaurant (as Antebellum is or aspires to be), for example, can serve as a key element of critical 
mass. Two popular restaurants can create a critical mass all their own, and otherwise attract other 
tenants who seek to capitalize on the activity and foot traffic generated. Any retail strategy 
undertaken by the City should seek to achieve critical mass. It is recommended that such a strategy 
considers the following: 
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 The Flowery Branch marketplace comprises not one, but two key market segments: residents 
and lake-generated visitors; 

 Any downtown marketing effort must specifically target the 2,700-plus boat owners, and their 
guests, who regularly visit Flowery Branch. 

 Underutilized sites can host interim activity generating uses – for example, conventional 
wisdom has it that the Spout Springs Library Farmer’s Market may be seeking a new home. A 
location fronting Atlanta Highway would provide the access and visibility to attract both 
residents and tourists into the downtown; 

 Any redevelopment activity will attract the attention of prospective investors and tenants, 
particularly residential. Retail is not a leading, but a following land use. 

 
C. OFFICE 

There is both ground floor and second story space on Main Street that is more suitable for office use 
than retail, in its current configuration. This space should be marketed to both professional and 
personal services type businesses. This effort should probably be led by local real estate professionals 
for best results. 

Although there is a strong desire among stakeholders to re-tenant the downtown with retail, 
professional tenants may be more suited to vacated city offices, particularly since space is currently 
configured for office use and could require considerable expense for retail tenant fit-out. 

D. TAD REVENUES 

The development program that has been proposed for Downtown Flowery Branch includes 34 
townhouses and two mixed use buildings of 23,100 and 7,000 square feet. For the purposes of this 
analysis, the mixed uses buildings are programmed for ground floor retail/services/office, and second 
story condominiums, for a total of 24 residential units. 

The taxable values of the various elements of the development program are calculated based on local 
tax assessment practices and equal approximately $4.3 million, yielding estimated TAD revenues of 
approximately $39,000 annually (Table 9-2) without school district participation. This revenue stream 
could support debt of approximately $663,000, based on a 30-year, 4.2%, AAA tax free municipal 
bond. 

The participation of the Hall County School District in the TAD would increase the millage rate by 
18.49, to a total of 27.57. This would yield estimated TAD revenues of approximately $119,000 
annually (Table 9-3). This revenue stream could support debt of approximately $2 million with school 
district participation, based on a 30-year, 4.2%, AAA tax free municipal bond. 

  



Flowery Branch, Georgia 
Market Study  August 2013  

 

 
                                                                                                                                                  Page 3  

2 INTRODUCTION 
 

RKG Associates, Inc. was engaged by the firm Pond & Company to conduct assessments of real estate 
market sectors that will influence future redevelopment of downtown Flowery Branch. The objective of 
the market assessment is to inform the provision of strategic and implementation planning services for 
the downtown study area through the identification of supportable development opportunities on key 
city-owned sites. 
 
An early task associated with the sector based real estate market assessment was the review of prior 
plans, studies, and other salient materials associated with Flowery Branch, including: 
 
 2025 Flowery Branch Community Agenda, (2011 Comprehensive Plan) 
 Greater Hall County Chamber of Commerce VISION 2030 
 Lake Sidney Lanier Economic Impact Analysis, 2010 

 
Stakeholder interviews were conducted in order to gain local perspective, elicit ideas and opinions, 
and otherwise create context for the market findings. Stakeholders that were interviewed or otherwise 
engaged include: 
 
 John McHenry, Development Director, City of Flowery Branch 
 Bill Andrew, City Manager, City of Flowery Branch 
 Stacy Dickson, President, Lake Lanier Convention and Visitors Bureau 
 Jennifer Landers, Regional Marketing Director, Newland Communities 
 Jerry Crow, Real Estate Developer 
 Alan Wayne, Radial Property Group 
 Josh Stephens, Greater Hall County Chamber of Commerce 
 Michael Duling, Hideaway Marina 
 Kathy Fauscett, Keller Williams Realty Lanier Partners 

 
The RKG project manager also participated in a reconnaissance tour of the study area and 
surrounding geographies. 
 
These preliminary tasks were conducted with several objectives in mind: (1) develop an understanding 
of the downtown context relative to the real estate market dynamics at play in Flowery Branch and 
the surrounding area; (2) prioritize real estate sectors to be assessed based on appropriateness for 
downtown Flowery Branch; (3) assess the ability of tourism and visitation to generate support for new 
land uses in the downtown. Based on the findings of the preliminary tasks, RKG identified three real 
estate sectors with the potential to advance in the next development cycle (4-7 years): residential, 
retail/food & beverage, and office. 
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3 DEMOGRAPHIC AND ECONOMIC ANALYSIS 
 
A. INTRODUCTION 
 
The following chapter analyzes demographic trends and projections in areas such as population, 
households, income, and employment data.  The analysis focuses on trends and conditions within 
Flowery Branch, but includes comparative data for Hall County, and selected data for the Atlanta-
Sandy Springs-Marietta  GA Metropolitan Statistical Area (MSA) and the State of Georgia (Hall 
County is not in the Atlanta MSA). The data provides insight into local and regional growth trends as 
well as projected future growth patterns. These factors provide the framework for understanding the 
economic activity in the City. The consultant utilized several public and private data sources to 
complete the analysis including the Bureau of the Census and ESRI.  
 
 
B. METHODOLOGY 
 
Population, household, and income trend data is collected from the U.S. Census Bureau and ESRI 
Business Services. Much of the data provided by ESRI consists of data from the U.S. Census Bureau 
provided in a summarized form presented for users in the real estate industry.  
 
Data in tables is generally categorized by geographic area, with the City of Flowery Branch, Hall 
County, the MSA, and the State of Georgia listed separately for comparison purposes. The MSA spans 
29 counties in north Georgia and is the ninth largest MSA in the United States. It is the third largest 
metro area in the Southeast behind Washington D.C. and Miami. The Atlanta MSA is comprised of the 
following Georgia counties: Barrow, Barlow, Butts, Carroll, Cherokee, Clayton, Cobb, Coweta, Dawson, 
DeKalb, Douglas, Fayette, Forsyth, Fulton, Gwinnett, Haralson, Heard, Henry, Jasper, Lamar, 
Meriwether, Newton, Paulding, Pickens, Pike, Rockdale, Spalding and Walton. 
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C. DEMOGRAPHIC TRENDS 
 
1. Population Trends  
 
Information from the U.S. Census 
indicates that Flowery Branch’s 
population more than tripled from 2000 
to 2012, rising from 1,806 to 6,012. 
Hall County’s population increased by 
almost 46% from 1990 to 2000, and 
29% from 2000 to 2010, and another 
3.2% to 185,416 in 2012. The State of 
Georgia Governor’s Office of Planning 
and Budget projects a population of 
226,172 in Hall County in 2020, an 
increase of 22% at an annual rate of 
2.7%. 
 
For regional comparison, the Atlanta 
MSA has similarly experienced steady 
population growth in the past few 
decades (Table 3-1).  The annual rate of 
population growth in the MSA has ranged from 3.9% to 4.4% from 1990 to 2010. Population growth is 
expected to continue at an annual rate of 1.7% until 2017. 
 
Like many southern and sunbelt States, Georgia experienced strong population growth in recent decades. 
While the rate of growth has slowed compared to the boom of the decade 1990-2000 boom, trends for 
future growth remain healthy. Hall County’s projected 2.7% annual increase from 2012 to 2020 is 
expected to outpace the State’s annual increase of 1.6%. 
 
A 1.0% to 1.5% annual rate of population growth is generally considered a positive indicator. Hall County 
has shown a robust rate of population growth, the MSA has exhibited even more robust growth, and 
Flowery Branch has experienced an astounding rate of growth. Flowery Branch’s rapid population growth 
is a result of several factors:  
 
 high rate of population growth in the MSA; 
 availability of affordable, developable land;  
 willingness of developers to capitalize on opportunities during the housing boom;  
 reasonable proximity to downtown Atlanta (42 miles);   
 familiarity and attractiveness of Lake Lanier and surrounding area to Atlanta metro residents; 
 emergence as a retirement destination; 
 development pressure as Gwinnett County builds out. 

 
 
 

Table 3-1
Population Trends
1990-2012

1990 2000 2010 2012
POPULATION COUNT
Flowery Branch 1,251 1,806 5,679 6,012
Hall County 95,428 139,277 179,684 185,416
MSA* 2,959,950 4,112,198 5,910,296 6,092,295
PERCENT CHANGE IN POPULATION
Flowery Branch 44.4% 214.5% 5.9%
Hall County 45.9% 29.0% 3.2%
MSA 38.9% 43.7% 3.1%
ANNUAL PERCENT CHANGE IN POPULATION
Flowery Branch 4.4% 21.4% 2.9%
Hall County 4.6% 2.9% 1.6%
MSA 3.9% 4.4% 1.5%
*Atlanta-Sandy Springs-Marietta GA MSA
Source: ESRI Business Services; RKG Associates 2013
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2. Population by Age 
 
The population of Craven County currently is 
relatively young but aging quickly. The 
median age of Flowery Branch is estimated at 
34.2 years as of 2011. This is equal to Hall 
County and lower than the State (35.2).  
 
When analyzing population trends by age 
cohorts, more detailed patterns of aging are 
discernible. Age cohorts from 20 to 44 have 
shown rates of decline as a percentage of the 
total population. The population within this 
age range forms the segment of the 
population that spends the most on goods, 
services, and housing. In 2000, the total of the 
two age cohorts representing the range of 20 
to 44 encompassed 39.3% of the total 
population of Flowery Branch. By 2011, the 
share of this group was estimated to have 
declined to 34.0%. Data for Hall County 
shows a similar trend. 
                                                                                                                                                  
Georgia in recent years has been a popular 
retirement destination, attracting residents with 
moderate weather and numerous amenities. 
The population growth of the age cohorts 65 
and higher is an important indicator as it 
relates to housing production and second-
home purchases in anticipation of retirement. 
This age group has grown in Flowery Branch, 
rising from 6.1% in 2000 to 8.5% in 2011. By 
comparison, Hall County’s proportion of 65+ 
residents was 10.8% in 2011, while the State 
had 10.5%. 
 
From an overall perspective, the general trend 
within both the County and regional 
population is one towards an older 
demographic.  The State of Georgia Governor’s Office of Planning and Budget projects that by 2020 the 
percentage of population in the 24 to 44 age cohort will decrease to 24.9%, 45 to 64 will increase to 
26.3%, and 65 and over will increase to 13.8%. Growing proportions of over 55 population suggests an 
emerging market for housing that can be targeted to “empty nesters”. 
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3. Household Trends 
 
The change in the number of households and the annual 
rate of change in households mirrors similar trends in 
population growth. The number of households in 
Flowery Branch tripled from 2000 to 2010, while Hall 
County’s and Georgia’s households grew at the robust 
rates of 28.1% and 19.3%, respectively. 
 
Average household sizes dropped slightly from 2000 
to 2010 in the City and County, while the average 
household size in the State rose slightly. Flowery Branch 
had the lowest household size in 2010 among the 
selected geographies at 2.54, compared to 2.86 in the 
County and 2.68 in the State. 
 
Households in all of the selected geographies have 
shown a trend toward decreasing in size. Similar trends 
can be observed nationally, as there are increasing 
numbers of single-adult households, one-parent 
households, and generally lower fertility rates than in 
the past. Smaller household size could also be the 
result of an increase in the “empty-nest” retirement age 
population consisting largely of couples who no longer 
have children living with them.  
 
The 2025 Flowery Branch Community Agenda (2011 
Comprehensive Plan) projects total households to equal 
3,560 in 2020 and 4,326 in 2025, increases of 57% 
and 21%, respectively. Projections assume that 
population increases will occur predominantly as 
functions of in-migration and new housing units added. The Comprehensive Plan estimates a capacity of 
2,766 additional housing units in Flowery Branch at buildout. Of that total, approximately one-half (1,324) 
will be constructed within the Sterling on the Lake master planned development and an adjacent tract. 
Projections take into account the recent recession and residential construction slowdown, and anticipate 
future residential construction will be hampered by foreclosures, lending limitations, and a sluggish market. 
 

Table 3-2
Household Trends
2000-2010

2000 2010
HOUSEHOLD COUNT
Flowery Branch 706 2,262
Hall County 47,381 60,691
Georgia 3,006,369 3,585,584
PERCENT CHANGE IN HOUSEHOLDS
Flowery Branch 220.4%
Hall County 28.1%
Georgia 19.3%
ANNUAL PERCENT CHANGE IN HOUSEHOLDS
Flowery Branch 22.0%
Hall County 2.8%
Georgia 1.9%
AVERAGE HOUSEHOLD SIZE
Flowery Branch 2.56 2.54
Hall County 2.89 2.86
Georgia 2.65 2.68

Source: US Census; RKG Associates 2013
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4.  Household Income 
 
Household income data shows that incomes in Flowery 
Branch are higher than both the County and the State. 
As shown, all areas experienced considerable 
increases in median household incomes from 2000 to 
2011.  
 
Flowery Branch’s median income was well below the 
County and State in 2000, but rose significantly, 
surpassing both by 2011. The 60% increase is largely 
due to an influx of higher income households attracted 
by new housing opportunities in neighborhoods such as 
Sterling on the Lake. By comparison, the County and 
State median incomes grew 16% and 17% during the 
same period, respectively.  
 
D.  ECONOMIC BASE ANALYSIS 
 
The economic base analysis examines changes in the 
labor force and business characteristics of Hall County 
to understand the larger economic context for Flowery 
Branch.  This analysis includes data on employment 
trends, occupational skills and commuting patterns, 
which will help to establish a basis for evaluating the 
impact on the City’s future 
development/redevelopment potential. 
 
1. Employment Trends 
 
At-place employment measures the number of workers 
within a specific geography, without regard to place 
of residence. For example, Hall County has over 
69,900 people who work in the County, but only 
30,300 who both live and work in the County.  
 
Table 3-4 presents US Census Bureau employment data for Hall County for the years 2002 and 2011.  
The data is categorized based on the North American Industry Classification System (NAICS) which 
facilitates comparison over time and geographic location. The data is presented in a manner that lists 
industries that added jobs above those that lost jobs over the ten-year period. The addition of net new 
jobs indicates a healthy local economy with the ability to generate demand for housing, goods, and 
services, particularly if coupled with rising household incomes as shown in Table 3-3.  
 
The County experienced significant real growth in the following private sector industries: Health Care 
(4,152 jobs), Wholesale Trade (1,619 jobs), Administration & Support (1,544 jobs), and Transportation 
and Warehousing (1,176 jobs), which accounted for 45% of total employment as of 2010.  Other notable 
increases are found in the Finance & Insurance (745 jobs), Other Services (534 jobs), and Professional & 
Technical (468 jobs) sectors. The Construction and Manufacturing sectors jobs both contracted 24% and 
25%, respectively, consistent with national trends. Information on industry trends is also useful for 
identifying target market segments, particularly if a redevelopment strategy is coupled with a business 
recruitment strategy. Jobs attract residents, and gainfully employed residents spend discretionary income 
to shop, dine, and be entertained. 
 
 

Table 3-3
Household Income as a Percentage of Total Households
2000-2011

2000 2011
FLOWERY BRANCH
Under $25,000 32.3% 6.9%
$25,000 to $49,000 40.1% 28.4%
$50,000 to $100,000 24.0% 32.8%
$100,000 to $150,000 2.6% 15.5%
Over $150,000 1.0% 8.2%
Median Income $35,478 $56,884
Median Percent Change 60.3%
HALL COUNTY
Under $25,000 24.5% 20.4%
$25,000 to $49,000 31.4% 27.1%
$50,000 to $100,000 33.2% 32.8%
$100,000 to $150,000 8.8% 11.8%
Over $150,000 3.9% 7.7%
Median Income $44,908 $52,050
Median Percent Change 15.9%
GEORGIA
Under $25,000 28.3% 25.1%
$25,000 to $49,000 29.3% 25.1%
$50,000 to $100,000 30.1% 30.3%
$100,000 to $150,000 7.8% 11.6%
Over $150,000 4.6% 7.9%
Median Income $42,433 $49,736
Median Percent Change 17.2%
Source: ESRI; RKG Associates
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Table 3-4
Employment by Industry 2002-2011 Trends
Hall County
NAICS* DESCRIPTION 2011 2002 NET % TREND

TOTAL ALL JOBS 69,907 62,262 7,645 12.3% ↑

11 Agriculture, forestry, fishing & hunting 203 452 (249) -55.1% ↓

21 Mining, oil and gas extraction 7 12 (5) -41.7% ↓

22 Utilities 179 126 53 42.1% ↑

23 Construction 2,856 3,760 (904) -24.0% ↓

31-32 Manufacturing 2,917 3,895 (978) -25.1% ↓

42 Wholesale trade 4,378 2,759 1,619 58.7% ↑

44-45 Retail trade 6,904 6,582 322 4.9% ↑

48-49 Transportation and warehousing 2,487 1,311 1,176 89.7% ↑

51 Information 731 652 79 12.1% ↑

52 Finance & insurance 3,346 2,601 745 28.6% ↑

53 Real estate & rental & leasing 466 440 26 5.9% ↑

54 Professional, scientific & technical services 1,866 1,398 468 33.5% ↑

55 Management of companies & enterprises 325 329 (4) -1.2% ↓

56 Admin. & support, waste management 4,475 2,931 1,544 52.7% ↑

61 Educational services 6,491 4,722 1,769 37.5% ↑

62 Health care & social assistance 11,576 7,424 4,152 55.9% ↑

71 Arts, entertainment & recreation 775 710 65 9.2% ↑

72 Accomodation & food services 4,686 4,492 194 4.3% ↑

81 Other services 1,665 1,131 534 47.2% ↑

92 Public administration 2,816 2,051 765 37.3% ↑

*North American Industry Classification System Code
Source: US Census On the Map Application; RKG Associates
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2. Commuting Patterns 
 
Understanding commuting patterns can provide 
useful insight into evaluating the potential for 
development of specific land uses.  Commuting 
patterns highlight the flow of workers into, and 
out of, a given labor market area and as such, 
can help to indicate where there may be 
potential to capture additional jobs that are 
“leaking” from the local economic base, and 
otherwise create demand for employment 
supporting land uses. The retention of working 
residents within a geographic area increases 
the likelihood that they will consume the goods 
and services within, and otherwise support 
local businesses. 
 
Figure 3-2 illustrates 2011 commuting patterns 
for at-place workers and residents of Hall 
County. Of the 69,907 persons employed in 
Hall County, 30,301 (43%) are Hall County 
residents, and 39,606 (57%) live outside the 
County. Commuters who leave Hall County to 
work elsewhere numbered 37,336.  
 
 
 
 
3. Tourism and Visitor Spending 
 
The Greater Hall Chamber of Commerce estimates that the 38,000-acre Lake Lanier attracts some 10 
million visitors annually, which generates $5 billion in economic impacts on the area. Lake Lanier is in Hall, 
Forsyth, Dawson, Gwinnett and Lumpkin Counties, proportionally about 60%, 30%, 5%, 4%, and 1% 
respectively. 
 
A 2010 study, the Lake Sidney Lanier Economic Impact Analysis prepared by Bleakly Advisory Group 
estimated direct visitors spending generated by Lake Lanier from 2006 through 2008 ranged from $152 
to $197 million annually. Total visitor spending at Lake Lanier was last estimated by the U.S. Army Corps 
of Engineers in 2006 using the Corps’ Recreation Economic Assessment System (REAS) Model. The estimate 
was attributed to “local” spending, defined as spending occurring within the 16 counties located within an 
approximate 30 mile radius of the lake. 
 
The composition of spending by category is shown in the following exhibit. As shown, gas and oil for boats 
and vehicles was the largest category of lake spending at 37%, followed by groceries and take-out food 
& beverages at 20% and restaurants at 16%. Combined, these three categories accounted for more than 
73% in total spending. 
 
Key aspects of Lake Lanier visitation characteristics for downtown’s revitalization prospects are: 
 
 High proportion of spending on eat in and take out food and beverage; 
 Hall County’s geographic dominance of the Lake; 

Figure 3-2 

Source: US Census; RKG Associates, 2013 

Source: US Census; RKG Associates 2013 
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 Flowery Branch’s access to the 
Lake and existing marine 
infrastructure. 

 
Flowery Branch is uniquely situated to 
capitalize on visitation to Lake Lanier. 
The Hideaway Marina is located 
within walking distance of downtown, 
and can accommodate 500 boats in 
the water and an additional 100 in 
dry dock. The Aqualand Marina, which 
is the world’s largest inland marina, 
can accommodate approximately 
2,200 boats and is only two-and-a-
half miles from downtown Flowery 
Branch on Lights Ferry Road. Lake 
generated visitors to these facilities 
represent a seasonal target market 
that can be potentially channeled into 
downtown Flowery Branch to support 
food & beverage and sporting goods 
enterprises. 
 
 
 
E.  TAPESTRY SEGMENTATION PROFILES 
 
A method to identify the characteristics of households within a specific geography is through the use of the 
tapestry profile. Tapestry profiles consider socio-demographic characteristics and categorize households 
based on income, spending habits and other demographic characteristics. They are most often used by 
companies, agencies and organizations to divide and group their markets to more precisely target their 
best customers, prospects, citizens, residents, members and donors. Segmentation systems operate on the 
theory that people seek others with tastes, lifestyles, and behaviors similar to their own — "like seeks like." 
These behaviors can be measured, predicted, and targeted. Segmentation explains customer diversity, 
describes lifestyle and lifestages, and incorporates a wide range of data.  
 
The most dominant Tapestry Segment in Flowery Branch is the Aspiring Young Families category at 
approximately 38 percent. Most of the residents in these neighborhoods are young, startup families; 
married couples with or without children; and single parents. The average family size of 3.1 people 
matches the U.S. average. Approximately two-thirds of the households are families, 27 percent are single 
person, and 9 percent are shared. Annual population growth is 1.3 percent, higher than the U.S. figure. 
The median age is 31.1 years; nearly 20 percent of the residents are in their 20s. Typical of younger 
populations, Aspiring Young Families residents are more ethnically diverse than the total U.S. population. 
The median household income is $44,495; wages provide the primary source of income. Tenure is nearly 
even: 51 percent of the households rent, and 47 percent own their own homes. Residents live in moderately 
priced apartments, single family houses, and startup townhouses, with a median home value of $143,005. 
They eat out at family restaurants, especially on the weekends, and buy fast food at the drive-through or 
for takeout.  
 
With an annual household growth rate of 1.57 percent, Up and Coming Families represents Tapestry’s 
second highest household growth market, and is also Flowery Branch’s second highest Tapestry Segment at 
approximately 26 percent. A mix of Generation Xers and Baby Boomers with a median age of 32.6 
years, this segment is the youngest of Tapestry’s affluent family markets. Residents of these neighborhoods 

Source: Bleakly Advisory Group; RKG Associates 2013 

Figure 3-2 
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are young, affluent families with younger children. Eighty percent of the households are families. Most of 
the residents are white; however, diversity is increasing as the segment grows. Beginning their careers, 
residents of Up and Coming Families are earning above-average incomes. The median household income is 
$66,417, higher than the national median. Home ownership is 80 percent and most residents live in new 
single family housing with a median home value of $183,497. They eat out at family restaurants such as 
Chili’s or IHOP, and buy fast food at the drive-through or for takeout. 
 
Main Street, USA neighborhoods are a 
mix of household types, similar to the 
U.S. distribution, and comprise 
approximately 22 percent of Flowery 
Branch households. Approximately half 
of the households are composed of 
married-couple families, nearly one-
third are single-person or shared 
households, and the rest are single-
parent or other family households. The 
median age of 36.9 years nearly 
matches the U.S. median. These 
residents are less diverse than the U.S. 
population. The median household 
income is $50,026, derived from 
wages, interest, dividends, or rental 
property. More than one in five 
residents aged 25 years and older 
hold a bachelor’s or graduate degree; 
more than half of the residents have 
attended college. This segment lives in 
a mix of single family homes and 
multiunit buildings. The homeownership rate is 61 percent and the median home value is $173,956. Family-
oriented and frugal, these residents may occasionally go to the movies or eat out at a family restaurant, 
but are most likely to stay home. 
 
Seventy-one percent of the households in Green Acres neighborhoods are married couples with and without 
children. Many families are blue-collar Baby Boomers, many with children aged 6–17 years. With more 
than 10 million people, Green Acres represents Tapestry’s third largest segment, currently more than 3 
percent of the U.S. population and growing by 0.81 percent annually. This segment constitutes 
approximately 10% of Flowery Branch’s households. The median age is 42.3 years. This segment is not 
ethnically diverse; 92 percent of the residents are white. Educated and hard-working, more than one-
fourth of Green Acres residents hold a bachelor’s or graduate degree; more than half have attended 
college. The median household income is $60,821. These residents live in pastoral settings of developing 
suburban fringe areas. Homeownership is at 86 percent and the median home value is $181,399. 
 
The growing population of 12 million, approximately 4 percent of the U.S. population, identifies Midland 
Crowd as Tapestry’s largest segment. Midland Crowd is 4 percent of Flowery Branch’s households as well, 
but its smallest Tapestry Segment. Since 2000, the population has grown by 2.18 percent annually. The 
median age of 38.1 years parallels that of the U.S. median. Sixty-two percent of the households are 
married couple families; half of them have children. Twenty percent of the households are singles who live 
alone. Midland Crowd neighborhoods are not diverse. Median household income is $48,144, slightly lower 
than the U.S. median. Most income is earned from wages and salaries; however, self-employment ventures 
are slightly higher for this segment than the national average. Half of the residents who work hold white 
collar jobs. Midland Crowd residents live in housing developments in rural villages and towns. The 
homeownership rate is 79 percent,  the median home value is $143,713. They often go to the drive-
through at a fast food restaurant.  

Aspiring Young 
Families

38%

Up and Coming 
Families

26%

Main Street, 
USA
22%

Green 
Acres
10%

Midland Crowd
4%

TAPESTRY SEGMENTATION DISTRIBUTION
Flowery Branch 2013

Figure 3-4 

ESRI Business Services; RKG Associates 2013 



Flowery Branch, Georgia 
Market Study  August 2013  

 

 
                                                                                                                                                  Page 13  

E.  IMPLICATIONS 
 
Flowery Branch possesses five key characteristics to support development: 
 
 Robust population and household growth; 
 Increasing prosperity – household incomes rose 60% between 2000 and 2010; 
 Stable economy – Hall County added 7,645 jobs between 2002 and 2011 for an increase of 

12.3%; 
 Opportunity sites – downtown Flowery Branch has sizeable vacant parcels available for 

redevelopment; 
 Visitation – Flowery Branch is well situated to enhance visitation generated by Lake Lanier. 

 
Flowery Branch’s newest residents are inhabiting neighborhoods such as Sterling on the Lake, Tree Park 
Apartments, and the Clarkstone townhouse development, and are largely comprised of the Aspiring Young 
Families and Up and Coming Families segments. These market segments support a wide range of housing 
options, along with retail and food & beverage. 
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4 DEVELOPMENT TRENDS 
 
A. RESIDENTIAL TRENDS 
 
Flowery Branch experienced 
significant growth in all residential 
categories since 2000, including single 
family detached, condos/townhouses, 
and apartments. Based on data 
obtained from the Hall County real 
property tax assessment database 
(which varies slightly from U.S. Census 
data), the number of residential units 
built in Flowery Branch since 2000 are 
as follows: 995 single family 
detached; 336 condo/townhouses; and 
approximately 756 apartments. 
During this period, the number of single 
family homes nearly tripled, 
townhouses were introduced as a new 
housing alternative, and the number of 
multi-family units more than 
quadrupled (Figure 4-1). The 
community of Sterling on the Lake 
accounts for many of the single family 
homes built during this period; townhouses were constructed in several different neighborhoods.  
 
B. NON-RESIDENTIAL TRENDS 
 
The Stonebridge Village Shops is the 
most significant non-residential 
development since 2000, accounting 
for most of the 669,000 square feet of 
retail added since 2000. The shopping 
center essentially creates a super 
community/power center in Flowery 
Branch, where only a total 52,000 
square feet of retail existed before 
(Figure 4-2). 
 
Although 184,000 square feet of 
office space was added to the 
Flowery Branch inventory since 2000, 
110,000 of that was at the Atlanta 
Falcons’ Football Team training facility, 
much of which houses medical 
personnel and other support functions. 
All other office (including medical 
office) construction comprised buildings 
of 10,000 square feet or less which, in 
most cases, are owner occupied. New restaurants included two fast food, a Chick-Fil-A and Starbucks at 

Figure 4-1 

Source: Hall County; RKG Associates 2013 

Figure 4-2 

Source: Hall County; RKG Associates 2013 
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Stonebridge Village, and three full-service restaurants, including a Shane’s Rib Shack at Stonebridge 
Village. The following sections examine the key real estate market sectors in more detail. 
 

5 RESIDENTIAL MARKET ANALYSIS 
 
A. HOUSING INVENTORY AND CONSTRUCTION 
 
The first step in a housing analysis is to 
assess current conditions with regard to 
existing units. Based on data obtained 
from the Hall County real property tax 
assessment database. There were 
1,353 single family homes, 336 
condos/townhouses, 45 multi-family 
buildings with an estimated 800 
apartments, and 13 mobile homes in 
2012. The Comprehensive Plan 
estimates a capacity of 2,766 
additional housing units in Flowery 
Branch at buildout. Of that total, 
approximately one-half (1,324) will be 
constructed within the Sterling on the 
Lake master planned development and 
an adjacent tract. Most of Flowery 
Branch’s housing inventory has been 
added since 2000.  
 
 
 
 
 
 
Most of Flowery Branch’s housing stock 
has been constructed since 2000. Large 
development projects such as Sterling 
on the Lake and Tree Park Apartments 
have contributed significantly to the 
residential inventory. Indeed, Sterling 
on the Lake figures to continue to be a 
major contributor, with over 1,300 units 
still in the development pipeline. Other 
residential development projects in 
Flowery Branch remain in hiatus, victims 
of the housing downturn, but with the 
ability to quickly reactivate when the 
market picks up. 
 

  

Table 5-1
Development Trends by Building Type
City of Flowery Branch; Selected Categories
Use Description Parcel Count Total Acres Total Bldg SF
PRE-2000 DEVELOPMENT
Single Family Detached 358 833.2 562,593
Condo/Townhouse 0 0.0 0
Multi-Family 22 15.1 120,417
Mobile Home 12 5.2 n/a
2000-2012 DEVELOPMENT
Single Family Detached 995 338.7 2,570,445
Condo/Townhouse 336 13.0 650,455
Multi-Family 23 46.4 536,504
Mobile Home 1 0.4 n/a
TOTAL
Single Family Detached 1,353 1172.0 3,133,038
Condo/Townhouse 336 13.0 650,455
Multi-Family 45 61.6 656,921
Mobile Home 13 5.5 n/a
Source:  Flowery Branch Planning and Community Development 
Department and RKG Associates Inc., 2013

Figure 5-1 

Source: US Census; RKG Associates 2013 

59 32
109 111 131

237

373
471

899

RESIDENTIAL CONSTRUCTION
City of Flowery Branch



Flowery Branch, Georgia 
Market Study  August 2013  

 

 
                                                                                                                                                  Page 16  

B. FINANCIAL PARAMETERS AND RECENT SALES 
 
According to the 2007-2011 U.S. Census American 
Community Survey, the median value of owner 
occupied units in the City of Flowery Branch was 
$216,100 and $174,400 in Hall County, compared to 
$160,200 and $186,200 in the State of Georgia and 
the U.S., respectively. An examination of Multiple 
Listing Service (MLS) activity between August 2010 
and August 2013 show 75 attached homes 
(townhouses) sold for an average price of $81,270 
and 902 single family detached homes sold for an 
average price of $165,505. This price is 24% less than 
the overall median value, suggesting that the Flowery 
Branch residential market is still soft.  Single family detached houses sold for an average of 95.7% of their 
list price, and townhouses sold for an average of 94.8% of their list price (Table 5-2). Year-to-date MLS 
data through July 2013 show an average sales price for detached homes of $203,335. Sales during this 
seven-month period account for 47% of the three-year total, suggesting a very recent acceleration in 
sales. During the same period 44 attached homes were sold at an average price of $84,708, accounting 
for 57% of the three-year total. Average sales prices during this most recent period are higher than the 
three-year average, which suggests more movement in the higher price ranges.  
 
Slightly over half of the owner occupied housing stock 
in Flowery Branch is valued between $200,000 and 
$500,000 (Table 5-3). However, even the most recent 
sales activity for detached houses averages in the 
bottom of this range. In order to support sustained new 
residential construction activity, sales prices will need to 
move farther up into the $200,000-$500,000 range 
(which just happens to roughly correspond to the range 
of price points offered in Sterling on the Lake of 
$180,000 to $500,000). Nonetheless, the pickup in 
recent sales activity should be encouraging for the 
residential builders, particularly if it can be sustained 
for another six months. 
 
  

Table 5-2
Residential Sales Activity, August 2010 - August 2013
City of Flowery Branch

Attached Detached
Unit Sales 75 902
Average Sales Price $77,024 $165,505
Average List Price $81,270 $172,963
SP/LP Percentage 94.8% 95.7%
Avg. Days on Market 58 80
Source: First Multiple Listing Service; RKG Associates 2013

Property Type

Table 5-3
Owner Occupied Units by Range of Value
City of Flowery Branch
VALUE UNITS PERCENT
Owner-occupied units 1,223 100.0%
  Less than $50,000 40 3.3%
  $50,000 to $99,999 22 1.8%
  $100,000 to $149,999 188 15.4%
  $150,000 to $199,999 299 24.4%
  $200,000 to $299,999 253 20.7%
  $300,000 to $499,999 365 29.8%
  $500,000 to $999,999 56 4.6%
  $1,000,000 or more 0 0.0%
  Median $216,100
Source: US Census American Community Survey
2007-2011; RKG Associates
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C. APARTMENT MARKET 
 
Flowery Branch’s two largest 
apartment complexes account for a 
total of 756 units. Much smaller 
independently-owned apartment 
buildings constitute the remaining 
stock. Tree Park Apartments comprises 
456 units ranging in size from 780 
square feet with one bedroom and 
one bath to a 2,080-square-foot 
townhouse with three bedrooms and 
two-and-a-half baths. Rents range 
from $760 to $1,575 per month. The 
Walden at Oakwood offers 750-
square-foot one bed/one bath units 
starting at $760, with 1,400-square-
foot three bedroom/two bath units for 
$1,175 at the high end (Table 5-4). 
Based on discussions with real estate 
professionals, occupancy rates are 
very high, perhaps 95% or higher.  
 
  
 
 
D. IMPLICATIONS 
 
An examination of residential building permit activity illustrates how the pace of development was subject 
to the vagaries of the economic downturn starting in 2007. In 2004, the year that Sterling on the Lake 
opened, permits increased drastically from 218 to 465, the dropped back down to 231 in 2006. By 
2007, when the effects of the housing crisis were fully manifest, residential permits hit a decade low of 17. 
Since then, annual permits have ranged from a low of 31 to a high of 52 (Figure 5-2). 
 
The consensus among the members of 
the development community who were 
engaged as part of this analysis is 
that the housing market should return 
at least to the 2004/2006 levels 
before investors will seriously consider 
development on one of the downtown 
opportunity sites. Credit remains tight 
for homebuilders, and there is a 
significant inventory of development 
ready lots in existing subdivisions that 
went into hiatus during the downturn. 
Nonetheless, downtown sites offer a 
viable alternative to more suburban 
location in a market that has already 
demonstrated its ability to support a 
broad diversity of housing types.    

Table 5-4
Advertised Rents, Selected Apartment Properties
City of Flowery Branch
Tree Park Apartments - 456 Units

Type SF
1BR - 1BA 780 $760 - $786 $0.97 - $1.01
1BR - 1BA 840 $850 - $865 $1.01 - $1.03
1BR - 1BA CH 800 $920 $1.15
2BR - 2BA 1260 $960 - $1,000 $0.76 - $0.79
2BR - 2.5BA 1390 $1,030 - $1,055 $0.74 - $0.76
3BR - 2.5BA 1420 $1,125 - $1,136 $0.79 - $0.80
3BR - 2.5BA TH 1640-2080 $1,425 - $1,575 $0.87 - $0.76

Walden at Oakwood - 300 Units
Type SF

1BR - 1BA 750 $760 - $780 $1.01 - $1.04
1BR - 1BA 870 $780 $0.90
1BR - 1BA 790 $815 - $835 $1.03 - $1.06
1BR - 1BA 945 $995 $1.05
2BR - 2BA 1160 $960 - $980 $0.83 - $0.84
2BR - 2BA 1270 $980 - $990 $0.77 - $0.78
3BR - 2BA 1290 $1,105 - $1,120 $0.86 - $0.87
3BR - 2BA 1400 $1,175 $0.84
Source: RKG Associates 2013

Rent 
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Figure 5-2 

Source: US Census; RKG Associates 2013 
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6 RETAIL MARKET ASSESSMENT 
 
 
A. DEFINITION OF SHOPPING CENTERS 
 
The term “retail” generally refers to operations involved in the sale of goods, merchandise, or services 
from a fixed location, such as a shopping center or freestanding store.  Retail can generally be classified 
into two major categories by building configuration: general retail, which is typically single tenant 
freestanding general purpose commercial buildings with parking; and, shopping centers. 
 
The definition of a shopping center is standard. As formulated by the former Community Builders Council 
of the Urban Land Institute (ULI) in the 1950s and reaffirmed over time, a shopping center is a group of 
commercial establishments planned, developed, owned, and managed as a unit related in location, size, 
and type of shops to the trade area it serves. It provides on-site parking relating to the types and sizes of 
its stores. 
 
As the shopping center evolved, five basic types emerged, each distinctive in its own function: the 
convenience, the neighborhood, the community, the regional, and the super regional. In all cases, a 
shopping center’s type and function are determined by its major tenant or tenants and the size of its trade 
area; they are never based solely on the area of the site or the square footage of the structures. 
 
ULI defines the types of shopping centers that comprise the majority of retail development in the United 
States. For purposes of understanding terms and characterizations used in this report, the types of retail 
centers are summarized: 
 
Convenience Center — Provides for the sale of personal services and convenience goods similar to those 
in a neighborhood center. It contains a minimum of three stores, with a gross leasable area (GLA) of up to 
30,000 square feet. Instead of being anchored by a supermarket, a convenience center is usually 
anchored by some other type of personal/convenience services such as a minimarket. 
 
Neighborhood Shopping Center — This type of retail center provides for the sale of convenience goods 
(foods, drugs, and sundries) and personal services (e.g. laundry and dry cleaning, hair-styling, shoe repair 
and tailoring) for the day-to-day needs of the residents in the immediate area. It is built around a 
supermarket as the principal tenant and typically contains a gross leasable area of about 60,000 square 
feet. In practice, neighborhood centers can range from 30,000 to 150,000 square feet.  
 
Community Shopping Center — In addition to the convenience goods and personal services offered by 
the neighborhood center, a community center provides a wider range of soft lines (wearing apparel) and 
hard lines (hardware and appliances). The community center makes merchandise available in a greater 
variety of sizes, styles, colors, and prices. Many centers are built around a junior department store, variety 
store, super drugstore, or discount department store as the major tenant, in addition to a supermarket. 
 
Although a community center does not have a full-line department store, it may have a strong specialty 
store or stores. Its typical size is about 150,000 square feet of gross leasable area, but in practice, it may 
range from 100,000 to 350,000 or more square feet. Centers that fit the general profile of a community 
center but contain more than 250,000 square feet are classified as super community centers. As a result, 
the community center is the most difficult to estimate for size and pulling power.  
 
A power center is a type of super community center that contains at least four category-specific, off-price 
anchors of 20,000 or more square feet. These anchors typically emphasize hard goods such as consumer 
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electronics, sporting goods, office supplies, home furnishings, home improvement goods, bulk foods, health 
and beauty aids, and personal computer hardware/software. 
 
Regional Shopping Center — This type of center provides general merchandise, apparel, furniture, and 
home furnishings in depth and variety, as well as a range of services and recreational facilities. It is built 
around two or more full-line department stores of generally not less than 50,000 square feet. Its typical 
size is about 500,000 square feet of gross leasable area, but in practice it may range from 250,000 
square feet to more than 800,000 square feet. The regional center provides services typical of a business 
district yet not as extensive as those of the super regional center.  
 
Super Regional Shopping Center — A super regional center offers an extensive variety in general 
merchandise, apparel, furniture and home furnishings, as well as a variety of services and recreational 
facilities. It is built around three or more full-line department stores generally of not less than 75,000 
square feet each. The typical size of a super regional center is about 1 million square feet of GLA. In 
practice the size can range from about 500,000 to more than 1.5 million square feet.  Super regional 
centers have been typified by enclosed malls for over the past thirty years, but have transitioned to 
outdoor “town centers” over the past decade or so 
 
Table 6-1 contains the criteria for the four types of shopping centers referred to in subsequent analysis, 
discussions, tables, maps, etc. contained in this report. Although shopping centers of one classification or 
another contain a slight majority of retail inventory in the Flowery Branch trade area at 51%, it should be 
noted that general retail constitutes 49%. For example, national chain pharmacies and grocery stores have 
increasingly embraced the stand alone building concept.  
 
 

 
 
B. RETAIL STANDARDS 
 
The concept of establishing retail standards for communities and neighborhoods is a subjective one. What 
may be considered lacking or inconvenient to one person may be inconsequential or otherwise readily 
available to another, depending on a variety of factors including, but not limited to, mobility, income, 
personal taste or need, and perception. That being said, certain basic criteria or thresholds can be 
established to provide a framework for standards, which in turn can be refined through a process such as 
local market surveys, targeted supply analysis, etc. This section seeks to define standards for the trade 
area of a neighborhood’s commercial core (activity center) from the perspective of residents, rather than 
the perspective of a particular type of retail activity. 
 

Table 6-1
Shopping Center Definitions
Center Type GLA Range Acres # of Anchors % Anchor GLA Type of Anchors
Neighborhood 30,000-150,000 3-15 1+ 30-50% Supermarket

Community 100,000-350,000 10-40 2+ 40-60%
Discount supermarket, drug, 
home improvement, large 

specialty discount

Regional 250,000-800,000 40-100 2+ 50-70%
Full-line dept., jr. dept., mass 

merchant, discount dept., 
fashion apparel

Super Regional 800,000+ 60-120 2+ 50-70%
Full-line dept., jr. dept., mass 

merchant, discount dept., 
fashion apparel

Source: Urban Land Institute; RKG Associates 2013
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ULI has established minimum thresholds for market support for retail centers based on population, radius, 
and drive time. As a demonstration of the subjective nature of this analysis, it should be noted that ULI’s 
criteria and thresholds for GLA and trade area size (and by inference minimum standards) differ slightly 
from other data reporting services, such as ESRI Business Services. Taking them all into account can provide 
a balanced view of the topic and its implications on policy and planning decisions. 
 
The thresholds utilized in this section of the analysis are expressed in the following table. 
 

 
 
C. RETAIL MARKET POTENTIAL 
 
A widely accepted measure of retail characteristics is the Retail Market Potential, a comparison of supply 
and demand to determine potential sources of revenue growth at any standard or user defined 
geographic level. An opportunity gap, otherwise referred to as leakage, appears when household 
expenditure levels for a specific geography are higher than the corresponding retail sales estimates. This 
difference signifies that resident households are meeting the available supply and supplementing their 
additional demand potential by going outside of their own geography. The opposite is true in the event of 
an opportunity surplus. That is, when the levels of household expenditures are lower than the retail sales 
estimates. In this case, local retailers are attracting residents of other areas into their stores.  
 
Three trade areas were assessed as part of the retail market potential analysis conducted for the Flowery 
Branch: five-, ten- and fifteen-minute drive times. Exhibit 3-1 illustrates the three drivesheds, indicating five 
minutes in red, ten minutes in green, and fifteen minutes in blue. The five-minute driveshed encompasses 
most of Flowery Branch and comprises a population of 7,600, and includes Stonebridge Village Shopping 
Center, the City’s primary retail node. The ten-minute driveshed includes the Walmart Super Center and 
Sam’s Club stores in Oakwood, and also comprises a population of over 42,000. The fifteen minute 
driveshed stretches into Gainesville, comprises a population of nearly 159,000, and includes the Lakeshore 
Mall regional shopping center. 
 
  

Table 6-2
Standard Guidelines - Shopping Center Thresholds
Center Type Min. Population Trade Area Radius Driveshed
Neighborhood 3,000-4,000 3 miles 5-10 minutes
Community 40,000-50,000 3-6 miles 15-20 minutes
Regional 150,000 5-15 miles 20 minutes
Super Regional 300,000 5-25 miles 30 minutes
Source: ULI; RKG Associates
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Figure 6-1: 5-, 10-, 15-Minute Drivesheds  

 
Source: ESRI Business Systems; RKG Associates 2013 
 
 
Table 6-3 shows the findings of the retail market potential analysis for three major categories: Daily 
Needs (supermarkets, drugstores); General Merchandise, Apparel, Furniture and Office (GAFO); and, 
Food Service (full-service and fast food restaurants). Red figures indicate surpluses in that category, while 
black figures indicate opportunity gaps, or unmet demand within the specific driveshed. Key categories of 
unmet demand include full-service restaurants within the five- and ten-minute drivesheds and apparel 
within the ten-minute driveshed. 
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D. COMPETITIVE SUPPLY 
 
Three major shopping centers/nodes were identified in the fifteen-minute driveshed. The Stonebridge 
Village Shops is a new addition to Flowery Branch, and includes a Publix Supermarket, a Home Depot 
(building materials, garden equipment and supplies), a Target (general merchandise store), Kohls 
(department store), Ross (discount apparel), and Office Max. A Walmart Super Center and Sam’s Club 
discount store are located in Oakwood, within the ten-minute driveshed. The Lakeshore Mall is located in 
Gainesville, and is within a retail cluster that includes a Walmart Super Center and Sam’s Club. 
 

 
 

Table 6-3
Retail Market Potential by Drive Times
City of Flowery Branch
Category 5 Minutes 10 Minutes 15 Minutes
DEMOGRAPHICS
2012 Population 7,615 42,497 158,807
2012 Households 2,989 15,285 52,061
2012 Median Disposable Income $38,385 $41,872 $43,820
2012 Per Capita Income $22,350 $23,488 $22,803
DAILY NEEDS
Supermarkets ($19,097,714) ($93,435,518) ($139,582,370)
Specialty food stores ($292,846) ($5,731,503) ($8,322,317)
Pharmacies & drug stores ($5,191,217) ($83,755,201) ($124,763,791)
GENERAL MERCHANDISE, APPAREL, FURNITURE, OFFICE (GAFO)
General Merchandise ($72,661,391) ($234,944,910) ($512,962,539)
Clothing and clothing accessories ($7,118,135) $7,056,421 ($134,175,460)
Furniture and home furnishing stores $1,071,619 ($794,511) ($39,562,794)
Electronic and appliance stores $1,377,098 $7,700,880 ($22,267,541)
Sporting goods, hobby, book, and music stores ($6,409,155) ($7,134,259) ($40,946,955)
Office supplies, stationary, gift stores ($1,333,891) ($1,147,592) ($3,623,661)
Bldg materials, garden equip & supply stores ($10,352,789) ($59,998,160) ($91,821,414)
FOOD SERVICE
Full-service restaurants $1,446,726 $2,057,732 ($27,945,029)
Limited service eating places $1,635,171 ($4,874,957) ($15,149,656)
Source: ESRI Business Information Solutions; RKG Asociates

Table 6-4
Shopping Centers/Major Retailers,  15-Minute Drive Time
City of Flowery Branch
Shopping Center Location Category Anchor(s)

Stonebridge Village Shops Flowery Branch Power Center
Publix Supermarket, Home Depot, 
Target, Kohl's, Ross, Office Max

Walmart Super Center/Sam's Club Oakwood Big Box Walmart, Sam's Club

Lakeshore Mall & Surrounding  Area Gainesville Regional
Sears, JC Penney, Belk, Walmart 

Super Center, Sam's Club

Souce: ESRI Business Information Solutions; RKG Associates 2013



Flowery Branch, Georgia 
Market Study  August 2013  

 

 
                                                                                                                                                  Page 23  

Of course, the total retail inventory in any given geography is comprised of more than shopping centers, 
and includes the aforementioned convenience centers, retail corridor store fronts, and free-standing stores, 
as well as urban ground floor retail. CoStar, a nationally recognized real estate tracking and reporting 
service, tracks the metropolitan Atlanta retail market through 48 separate submarkets. One of these 
submarkets is the Gainesville/Hall County Submarket, which corresponds to the Hall County boundaries. 
Retail categories as defined by CoStar are as follows: 
 
 General Retail: typically includes free standing, urban ground floor, car dealers, banks, service 

stations, restaurants, and merchants otherwise not located in an identifiable shopping center. 
 Mall: In-line shopping center within a common enclosure. Malls range in size and scope from 

neighborhood to super regional shopping centers. 
 Power Center: Consists of several free standing anchors and only a minimum amount of specialty 

tenants. 250,000 -- 600,000 SF. A Power Center is dominated by several large anchors, including 
discount department stores, off-price stores, warehouse clubs, or "category killers," i.e., stores that 
offer tremendous selection in a particular merchandise category at low prices. 

 Shopping Center:  A shopping center is primarily a group of retail stores that are planned, 
developed, owned, and managed as a single property, with on-site parking provided. CoStar 
further qualifies that a shopping center must have three or more stores. 

 Specialty Center: A shopping center that specializes in a single category or narrow range of 
merchandise, such as an antiques mall. 

 
The Gainesville/Hall County Retail Submarket contains almost 9.3 million square feet of retail space 
dispersed in 814 buildings.  

 
 
E. MARKET CHARACTERISTICS 
 
The prospect of new retail 
development in any given submarket 
hinges on a number of salient factors, 
including competitive supply, 
vacancies, and rents. Vacancies are 
indicative of the demand/supply 
dynamic and market viability, while 
achievable rents are a key factor in 
determining a project’s economic 
viability. In other words, a project must 
be able to maintain certain occupancy 
rates and rent thresholds in order to 
achieve market and financial 
feasibility. 
 
First Quarter 2013 data show total retail vacancy rates at 10.8% in the Gainesville/Hall County Retail 
Submarket. The General Retail category comprises the type of Main Street retail that characterizes 
downtown Flowery Branch.  
 
 
F. IMPLICATIONS 
 
The Stonebridge Village Shops have filled much of the retail opportunity gaps created by robust 
population growth in Flowery Branch. Still, opportunities exist for restaurant and apparel merchandising 
enterprises in the local marketplace. Visitors drawn by Lake Lanier are not taken into account in retail 

Table 6-5
Gainesville/Hall County Retail Submarket Characteristics
First Quarter 2013

Asking
Category # Blds Total GLA* Vacancy Rents
General Retail 653 4,536,631 10.1% $8.50
Mall 1 525,495 11.8% N/A
Power Center 2 766,706 2.5% $19.00
Shopping Center 107 3,469,020 13.4% $13.30
Total Retail 814 9,297,852 10.8% $10.98
*gross leasable area
Source: CoStar; RKG Associates 2013

Existing Inventory
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market potential calculations, but nonetheless represent a significant additional source of demand if 
capitalized upon through a target market strategy. 
 
The success of the revitalization and redevelopment of downtown Flowery Branch will in large measure 
depend on its ability to attract and retain retail merchandising and food & beverage enterprises. Retail 
offerings currently comprise a mix of independently owned and operated stores that include 
confectionaries and bakeries, a salon, an antique store, and professional businesses. A few of the 
storefronts stand currently vacant but are in relatively good condition. Main Street also boasts two food & 
beverage establishments including a full service restaurant (Antebellum) and a coffee and sandwich shop. 
A fully equipped but vacant full service restaurant sits across the street from Antebellum, and is currently 
for lease. One of the main challenges to the revitalization of downtown Flowery Branch will be the re-
tenanting of vacant space. 
 
The reactivation of vacant storefront space could be catalyzed by other redevelopment activity, such as 
new residential or the relocation and consolidation of City services (which is under consideration). However, 
any initiatives undertaken to attract retailers to downtown Flowery Branch should include a strategy to 
capture visitors to the two large marinas in the vicinity. Although many of their needs are met at the gas 
station/convenience stores and the local grocery, their restaurant options are still somewhat limited to 
marina restaurants and/or taking meals on their vessels. The relocation of the local Farmer’s Market from 
the Spout Springs Library to the downtown will also generate activity and create awareness of downtown 
offerings by attracting local residents and tourists. 
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7 OFFICE MARKET ASSESSMENT 

The potential for office as a land use in a redeveloped downtown Flowery Branch should not be 
overlooked. The fact that Flowery Branch does not currently support large-block office users makes the 
smaller scale of downtown properties all the more attractive to locally serving professional businesses with 
modest space needs. 
 
A. DEFINITION OF OFFICE CLASSIFICATIONS 
 
 Class A: In general, a class A building is an extremely desirable investment-grade property with 

the highest quality construction and workmanship, materials and systems, significant architectural 
features, the highest quality/expensive finish and trim, abundant amenities, first rate maintenance 
and management; usually occupied by prestigious tenants with above average rental rates and in 
an excellent location with exceptional accessibility. 

 Class B: A class B building typically offers more utilitarian space without special attractions. It will 
typically have ordinary architectural design and structural features, with average interior finish, 
systems, and floor plans, adequate systems and overall condition. It will typically not have the 
abundant amenities and location that a class A building will have. 

 Class C: In general, a class C building is a no-frills, older building that offers basic space. The 
property has below-average maintenance and management, a mixed or low tenant prestige, and 
inferior elevators and mechanical/electrical systems. 

Existing commercial office space in downtown Flowery Branch, whether ground floor or second story, would 
fall under the Class C designation. 

B. OFFICE MARKET CHARACTERISTICS 

The CoStar office submarket that includes Flowery Branch falls within the same Gainesville/Hall County 
Submarket boundaries as retail. Unlike retail, however, almost all of the submarket’s total office inventory 
is concentrated in Gainesville. 

Not surprisingly, the Gainesville/Hall County Submarket is a predominantly Class B/Class C market, being 
located on the outer, rural edge of the Atlanta metro area. Class C buildings, which characterize most of 
Flowery Branch’s stock, are by far the most numerous, and average less than 5,000 square feet in floor 
area. This size is suitable for locally serving professional businesses and small startups of up to 20 
employees, yet still subdividable to 
accommodate several smaller 
businesses. 

Although asking rents for Class C 
space average $14.49 (Table 7-1), it 
is questionable whether this rate could 
be supported in downtown Flowery 
Branch since it does not have what 
would be considered an established 
office market. Nonetheless, Flowery 
Branch could position itself as a value 
alternative to Gainesville, particularly 
when space becomes available in the 
event of a relocation of City Hall. 

 

Table 7-1
Gainesville/Hall County Office Submarket Characteristics
First Quarter 2013

Asking 
# Blds Total RBA* Vacancy Rents

Class A 3 276,388 16.4% $26.69
Class B 133 1,882,885 14.3% $17.43
Class C 359 1,666,260 14.9% $14.49
Total 495 3,825,533 14.7% $16.89
*rentable building area
Source: CoStar; RKG Associates 2013

Existing Inventory
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8 SUMMARY CONCLUSION 

This section assesses the potential for each of the land uses that were examined as part of the market 
analysis. 
 
A. RESIDENTIAL 
 
Flowery Branch’s rapid residential growth has been attributed to the availability of relatively inexpensive 
land, development pressure from Atlanta’s northern suburbs, and the attractiveness of the area around 
Lake Lanier. Flowery Branch’s housing market should pick up at such time and to the extent that the metro 
Atlanta housing market does, since all of the elements that give it its unique appeal and attractiveness are 
still in place. It is questionable however, whether the market will regain its former momentum any time in 
the foreseeable future. Nonetheless, as the local housing market stabilizes and ongoing developments are 
reactivated, the prospects for new housing in the downtown will improve. 
 
What to build? Townhouses would be a very appropriate product for downtown’s opportunity sites since 
they are a proven product in the marketplace, are consistent with density and massing on Main Street, and 
would fit well onto available sites. The most suitable site for residential development is the old furniture 
factory site at the northwest quadrant of Main and Mitchell Streets, particularly in light of the fact that it is 
somewhat removed from the Norfolk-Southern railway. In addition, successful residential development at 
this site creates the momentum and opens the possibility of redevelopment of the underutilized apartment 
building site to the south, across Main Street. This other opportunity site is of sufficient area to 
accommodate a more diverse mix of urban density housing. 
 
The actual housing product should be of sufficient quality to set a relatively high standard for future 
residential development in downtown Flowery Branch, and otherwise set the tone for future development. 
Standards of quality are somewhat subjective, but an assessment of the range of Flowery Branch’s current 
townhouse inventory can serve to identify benchmarks at the high and low ends. A survey of townhouse 
units currently marketed for sale identified two units in Sterling on the Lake, three units in Starboard Acres, 
and one unit in Waterstone Crossing. List prices range from a high of $344,900 for a 3,460-square-foot 
unit in Sterling on the Lake to $75,000 for a 1,677-square-foot unit at Waterstone Crossing (Table 8-1). 
  
Based on a physical reconnaissance of 
communities in Flowery Branch and 
discussions with local real estate 
professionals, the “middle ground” 
between the below-$100,000 and 
above-$325,000 townhouse inventory 
is very sparsely populated, which 
presents the opportunity to enter the 
market with product in the $150,000 
to $250,000 range. 
 
 

E. RETAIL 
 
The ability of commercial districts to produce retail sales and therefore sustain retail tenants is determined 
by their ability to draw consumers. Overall, the City of Flowery Branch has demonstrated this ability 
through the success of its most recent retail development, the Stonebridge Village Shops power center. 
While the Stonebridge Village Shops validates the notion that the Flowery Branch retail marketplace was 

Table 8-1
Selected Listings of Townhouses for Sale 
City of Flowery Branch
Subdivision Configuration Square Feet List Price
Sterling on the Lake 4 BR/5 BA 3,460 $325,000
Sterling on the Lake 4 BR/3.5 BA 2,778 $344,900
Starboard Acres 3 BR/2.5 BA 1,506 $99,900
Starboard Acres 2 BR/2.5 BA 1,536 $97,000
Waterstone Crossing 3 BR/ 2.5 BA 1,677 $75,000
Source: RKG Associates 2013
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previously underserved, its drawing power and retail offerings creates additional challenges for the 
downtown. Indeed, Flowery Branch’s suburbanization of retail has been late to arrive. Fortunately, many 
lessons were learned and techniques have been honed since retail began migrating out of downtowns in 
the 1950s. Nonetheless, the City of Flowery Branch must understand that market analysis alone is not 
sufficient to bring about the successful development and revitalization of downtown shopping districts. 
However, a community development and marketing strategy based on up-to-date information on market 
conditions will improve the probability of success. 
 
The first priority in a retail attraction strategy for Flowery Branch should be to re-tenant vacant space. 
Existing vacant properties include not only storefront space, but a fully equipped restaurant as well. If the 
City should move forward with plans to relocate public services in a new city hall, this will result in vacating 
between 10,000 and 15,000 additional square feet of commercial space on Main Street. 
 
A commonly used term in the downtown revitalization parlance is “critical mass”, which refers to a mix of 
use such as retail stores, food and beverage establishments, and cultural attractions with the ability to 
draw consumers from a broad trade area to shop, dine, and be entertained. A destination restaurant (as 
Antebellum is or aspires to be), for example, can serve as a key element of critical mass. Two popular 
restaurants can create a critical mass all their own, and otherwise attract other tenants who seek to 
capitalize on the activity and foot traffic generated. Any retail strategy undertaken by the City should 
seek to achieve critical mass. It is recommended that such a strategy considers the following: 
 
 The Flowery Branch marketplace comprises not one, but two key market segments: residents and 

lake-generated visitors; 
 Any downtown marketing effort must specifically target the 2,700-plus boat owners, and their 

guests, who regularly visit Flowery Branch. 
 Underutilized sites can host interim activity generating uses – for example, conventional wisdom 

has it that the Spout Springs Library Farmer’s Market may be seeking a new home. A location 
fronting Atlanta Highway would provide the access and visibility to attract both residents and 
tourists into the downtown; 

 Any redevelopment activity will attract the attention of prospective investors and tenants, 
particularly residential. Retail is not a leading, but a following land use. 

 

F. OFFICE 

There is both ground floor and second story space on Main Street that is more suitable for office use than 
retail, in its current configuration. This space should be marketed to both professional and personal services 
type businesses. This effort should probably be led by local real estate professionals for best results. 

Although there is a strong desire among stakeholders to re-tenant the downtown with retail, professional 
tenants may be more suited to vacated city offices, particularly since space is currently configured for 
office use and could require considerable expense for retail tenant fit-out. 
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9 FISCAL AND FINANCIAL PARAMETERS 

This section assesses the potential fiscal impact of the conceptual development program and includes a 
discussion on the financial parameters of residential and non-residential development. 
 
A. CONCEPTUAL DEVELOPMENT PROGRAM 
 
The conceptual development program that has 
been proposed for downtown Flowery Branch 
includes a mix of residential and non-residential 
elements, the implementation of which will occur 
in phases over time, largely dependent of 
prevailing market conditions (Table 9-1). The 
redevelopment program for downtown includes 
public improvements which includes tighter 
linkages to Lake Lanier to more closely identify it 
with the Flowery Branch brand, and otherwise 
create a more attractive environment for 
potential investors. 

From a market support standpoint, residential 
development has a higher likelihood of occurring 
in the early to mid-phases of redevelopment than non-residential uses, which are more likely to come to 
fruition in the later phases. If City agencies are relocated to a new City Hall, this will vacate additional 
building space in the downtown that will need to be re-tenanted and stabilized before any new additions 
to supply can be justified.  

For the purposes of this analysis, the conceptual building program has been refined based on current 
market realities, and the anticipation that redevelopment implementation can shift market dynamics to 
support new uses such as residential condominiums. Of course, any development plan should retain the 
flexibility to respond to changes in the marketplace, but the proposed conceptual development plan 
recognizes the practical aspects associate with the opportunity sites’ land holding capacity, and adheres to 
Smart Growth principles.  

B. TAX ALLOCATION DISTRICT (TAD) REVENUES 

TAD revenues are incremental property tax revenues generated within a defined geography (district) that 
are typically used to service the debt on bonds issued to fund public infrastructure improvements. TAD 
proceeds can also be used to enhance the feasibility of redevelopment projects within the district. TADs 
typically have a defined duration, which in the case of Flowery Branch is 30 years from creation to 
termination. As new property improvements are brought on line within the TAD, the net new increment in 
assessed values generates taxes that are diverted into the district, rather than government general funds 
or, in some cases, school districts. The Flowery Branch TAD currently collects revenues from Flowery Branch 
and Hall County, but the Hall County School District stands as a potential participant as well. The following 
analysis estimates TAD revenues from the proposed redevelopment program, fully built out and in 2013 
dollars, without and with School District revenues. 

TAD revenues are calculated based on the estimated market value of the residential components, and the 
estimated replacement value of the non-residential components. The value per square foot for non-
residential components are derived from Marshall & Swift, a national building cost data provider, and are 
localized for the Atlanta/Athens region. Millage rates are derived from the Georgia Department of 
Revenue, and are for 2012. Taxable values are calculated based on local tax assessment practices, and 

Table 9-1
DowntownDevelopment Concepts
City of Flowery Branch
Townhomes at Main and Mitchell Units SF

Townhouses (2-story) 9 3,500

Townhouses (3-story) 9 5,250

Mixed Use Building at Church and Pine Units SF

Condos 10 1,545

Office/Services 16,350

New Retail on Pine Street Extension Units SF

Retail 22,000

Source: Pond & Co.; RKG Associates 2013
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yield estimated TAD revenues of approximately $47,400 annually (Table 9-2) without school district 
participation. This revenue stream could support debt of approximately $800,000, based on a 30-year, 
4.2%, AAA tax free municipal bond. 

 

The participation of the Hall County School District in the TAD would increase the millage rate by 18.49, to 
a total of 27.57. This would yield estimated TAD revenues of approximately $143,957 annually (Table 9-
3). This revenue stream could support debt of approximately $2.4 million with school district participation, 
based on a 30-year, 4.2%, AAA tax free municipal bond. 

 

 

Table 9-2
TAD Anlaysis for Downtown Development Concepts w/o School District Participation
City of Flowey Branch

Townhomes at Main and 
Mitchell Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Townhouses (2-story) 9 3,500 $110.00 $3,465,000 $1,386,000 $90,000 $61,551 $1,234,450 9.087 $11,217

Townhouses (3-story) 9 5,250 $110.00 $5,197,500 $2,079,000 $90,000 $61,550 $1,927,450 9.087 $17,515

Subtotal $28,732

Mixed Use Building at 
Church and Pine Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Condos 10 1,545 $115.00 $1,776,750 $710,700 $100,000 $42,823 $567,878 9.087 $5,160

Office/Services
1

16,350 $117.58 $1,922,368 $768,947 $42,822 $726,125 9.087 $6,598

Subtotal $11,759

New Retail on Pine Street 
Extension Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Retail
2

22,000 $88.15 $1,939,212 $775,685 $11,412 $764,273 9.087 $6,945

Subtotal $6,945

$47,436
1
City, County

2
Replacement (construction) value derived from Marshall and Swift for "Good Class D Office" designation localized for Atlanta/Athens

3
Replacement (construction) value derived from Marshall and Swift for "Good Class C Retail" designation localized for Atlanta/Athens

Source: RKG Associates 2013

TOTAL ANNUAL

Table 9-3
TAD Anlaysis for Downtown Development Concepts w/ School District Participation
City of Flowey Branch

Townhomes at Main and 
Mitchell Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Townhouses (2-story) 9 3,500 $110.00 $3,465,000 $1,386,000 $90,000 $61,551 $1,234,450 27.577 $34,042

Townhouses (3-story) 9 5,250 $110.00 $5,197,500 $2,079,000 $90,000 $61,550 $1,927,450 27.577 $53,153

Subtotal $87,196

Mixed Use Building at 
Church and Pine Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Condos 10 1,545 $115.00 $1,776,750 $710,700 $100,000 $42,823 $567,878 27.577 $15,660

Office/Services
1

16,350 $117.58 $1,922,368 $768,947 $42,822 $726,125 27.577 $20,024

Subtotal $35,685

New Retail on Pine Street 
Extension Units SF Value/SF Total Value

Assessed 
Value

Homestead 
Exemption

Existing 
Base

Taxable 
Value

Millage 

Rate
1

TAD 
Revenue

Retail
2

22,000 $88.15 $1,939,212 $775,685 $11,412 $764,273 27.577 $21,076

Subtotal $21,076

$143,957
1
City, County, School District

2
Replacement (construction) value derived from Marshall and Swift for "Good Class D Office" designation localized for Atlanta/Athens

3
Replacement (construction) value derived from Marshall and Swift for "Good Class C Retail" designation localized for Atlanta/Athens

Source: RKG Associates 2013

TOTAL ANNUAL
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C. FINANCIAL FEASIBILITY 

For-sale residential and income producing non-residential development are governed by markedly 
different financial parameters. The wide variety of housing typologies and price points allow for wide 
latitude and flexibility with regard to the purchase of land, for instance. As always, however, location is 
the prime determinant of what the value of the land may be.  

Ultimately, a professional appraisal is the most prudent course of action for estimating land value, and 
should be conducted just prior to offering a property for sale. This ensures that the appraised value most 
accurately reflects current market conditions. Nonetheless, rules of thumb valuations are often conducted 
for estimating benchmark values, and are typically based on an acceptable proportion of land to building 
costs, which can range from 10% to 25%, depending on location, market conditions, etc.  

The for-sale residential builder delivers and sells product, the moves on to the next project, profit (or not) 
in hand. Non-residential income producing properties must perform consistently for a certain holding 
period and sell at a profit in order to yield a desired return on investment, and a somewhat inelastic 
market is a strong determinant of feasibility. For example, based on the market analysis we know that 
Class B office space average rent is $17.43/SF in the Gainesville/Hall County submarket. We also know 
that shopping center rents are $13.30/SF, and rents in Downtown Flowery Branch are in the $6/SF to 
$8/SF. If considering the downtown for development of a commercial building, the potential investor 
would first collect this data, then conduct an abbreviated preliminary financial analysis before deciding to 
move onto the next phase of the decision making process. In this sensitivity analysis, a required rent per 
square foot is calculated that meets the financing requirements and return objectives of the investor. 

The following Table 9-4 shows a preliminary financial analysis for the proposed non-residential elements 
of the redevelopment plan. The cost of improvements are consistent with those in Tables 9-2 and 9-3, and 
are estimated to equal approximately $3.9 million. The assumption for cost of land is 15% of building 
costs – this number is highly variable, and should not be construed as an accurate value. The loan to value 
ratio of 70%, debt interest of 6.75%, and return on equity of 18% are based on information obtained 
from local developers. Based on these parameters, and estimated operating costs of 10% of gross 
revenues (rents are assumed to be triple net, which requires the 
tenant to pay property taxes, insurance and utilities – the landlord 
pays for maintenance, management, and replacement reserve. The 
leases are variable, however). Based on these assumptions, the 
required rent would equal $17.00 per square foot. In the event of 
double net, net, or full service lease, this number would be higher. 

What this exercise illustrates is a first step in the “go-no, go” process 
the investor would take. In this case, the required rent may be higher 
than the current market would support, so the investor would most 
likely postpone or pass on a decision to develop the building at this 
time. However, as the environment in downtown Flowery Branch 
changes and market conditions are enhanced, a “go” decision could 
be more likely. 

 

 

 

 

Table 9-4
Preliminary Financial Feasibility
Non Residential Redevelopment

Square Feet 38,350

Cost of Improvements $3,861,580

Cost of Land (15%) $579,237

Total Development Costs $4,440,817

Loan to Value 70%

Equity @ 30% $1,332,245

Debt @ 70% $3,108,572

Interest on Debt 6.75%

Debt Service $287,750

Return on Equity 18%

Equity Payment $296,444

Total of Payments $584,194

Required Rent/SF NNN) $17.00

Annual Rent $651,950

Operating Costs @ 10% $65,195

NOI $586,755

Source: RKG associates 2013

City of Flowery Branch




