Broad Community Connections
Market Study: Grocery Store at 300 N. Broad Street, New Orleans
Executive Summary
This study analyzes the redevelopment potential of the former Robertʼs Fresh Market
building at 300 N. Broad Street into a grocery store, which Broad Community
Connections anticipates would benefit tens of thousands of residents by providing food
access in neighborhoods not currently served by such a facility. Furthermore, the
redevelopment of this site would help revitalize a historic commercial corridor in New
Orleans by creating a destination retail anchor.
A market analysis using conservative assumptions concludes that the siteʼs primary
market area can support 75,000 GSF of additional grocery store space, and the
secondary market area around the site can support another 216,000 GSF of grocery
store space. These numbers confirm that there is ample market support for a grocery
store in the diverse neighborhoods surrounding the site. Given the current and
upcoming real estate development in the area, there will be an even larger customer
base for the grocery store. Additionally, the site receives a great deal of pass-through
traffic because it is easily accessible by public transit and located on a highly trafficked
thruway. Lastly, because of its history and location, the building is eligible for a unique
combination of public development subsidies that will minimize acquisition, build-out,
and operating costs, making the location an especially attractive and advantageous
investment for redevelopment.
Broad Community Connections envisions transforming the former Robertʼs site into a
center and model for sustaining New Orleans neighborhoods by improving food access
and promoting community economic development. Aside from housing a much-needed
grocery store, the building would also include a food processing and distribution center
for healthy school lunches, a community kitchen, and a neighborhood rooftop garden.
These additional uses will provide assistance to low-income entrepreneurs in the food
business, as well as nutrition education and related programming for children and adults
in the surrounding areas.
This market study describes the demand for grocery stores in New Orleans and outlines
why the Broad Street location is an ideal site for a supermarket development.
Furthermore, by analyzing current census data about the population, incomes, and
spending behaviors of residents in the trade area, this study demonstrates that there is
substantial demand and support for a new grocery store in the adjacent neighborhoods.
Finally, this market study portrays the broader vision for the site as a community
economic development model for promoting the revitalization of an important, urban
commercial corridor while achieving the goals of increasing food access and improving
nutrition education in New Orleans.
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Food Access in New Orleans
Even before Hurricane Katrina, New Orleans only housed 36 supermarkets, which
represented a City that already had poor food access and several underserved
neighborhoods that would qualify as ʻfood deserts.ʼ1 After the storm, several of the Cityʼs
grocery stores shut down and never reopened. Since then, food access in New Orleans
has been deeply problematic for a majority of the Cityʼs residents, but especially for
lower-income populations2 that need to travel far to buy nutritious groceries and fresh
produce. The geography of food access has only worsened after the storm, deepening
pre-storm disparities.3 According to the Food Policy Advisory Committee, the 2008
national average was 8,000 residents served per grocery store. Prior to Hurricane
Katrina, 12,000 New Orleanians were served by each grocery in the City and three
years after Hurricane Katrina that number stands at 18,000.4
A post-Katrina survey of low-income residents conducted by Tulaneʼs School of Public
Health in 2007 explored access to healthy foods amongst low-income residents in New
Orleans. It was found that low-income residents shopped at convenience stores almost
three times a week and only a fifth of them eat the recommended five fruits and
vegetables a day. Only 6 percent of residents said that they live within walking distance
to a supermarket, and almost 60 percent had to drive over three miles to shop at a fullservice grocery. Interestingly enough, only 58 percent of these respondents owned a
car.5 Developing a grocery store along Broad Street would improve food access in the
City and give approximately 140,000 residents better options for nutritious grocery
shopping.
Description of Site and Location
The Robertʼs site, located at 300 N. Broad Street, at the corner of Broad Street and
Bienville Street, was once a Schwegmannʼs Supermarket and then had become a
Robertʼs Fresh Market that operated until the storm. The building is 53,950 GSF with an
additional 8,000 GSF mezzanine. The entire lot is approximately 3.26 acres and has
368 parking spaces, including rooftop parking.

1

A Food Desert is defined not as an area of a city not without access to food, but without access to
healthy food. Many of our poorest and underserved neighborhoods are disproportionately served by fast
food outlets and corner stores with no fresh food items.
2
According to GNOCDC, approximately 20% of New Orleans lives in poverty. Low-income populations
refer to those whose household income in 80% or below the median household income.
(http://www.gnocdc.org/2007Demographics/index.html)
3
Schwartz, Jeffrey. Making Groceries. Master Thesis in City Planning. MIT, 2008.
4
FPAC report, January 2008
5
Ibid.
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Figure 1. Robert's Site

Figure 2. Robert's Site Plan

3

Strengths of the Site
Connectivity
Broad Street is a heavily-trafficked corridor6. The Robertʼs site is on the Lake-bound
side of Broad Street, which experiences rush hour traffic from commuters in the
evening. Thus, the site is convenient for shoppers as they return home from work. The
Robertʼs site has excellent connectivity to major transit corridors. Broad Street is also
state Highway-90. Tulane Avenue, which is Highway-61, intersects Broad. The Robertʼs
site is within a half mile of Interstate-10, making it convenient for longer-distance
travelers. The site is also accessible by public transit via the Canal St. streetcar line,
which stops at the corner of Canal and Broad and three bus lines (the 42, 94, and 91)
that serve the corridor.

Figure 3. Robert's Site Connections
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The Broad Connections Plan includes memos from an MIT transportation planning class that shows at
least 30,000 to 40,000 cars per day pass Broad Street.
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Neighborhoods/Context
Broad Street is an automobile-oriented corridor that traverses the City North to South.
The neighborhoods abutting Broad are some of the most celebrated, diverse, and
culturally vibrant in New Orleans. The Tremé, which is to the eastern, river-side of
Broad, is the first free neighborhood of color in the United States, and is also the place
where jazz and the second line were invented. Mid-City and Lower Mid-City (formerly
the Tulane-Gravier neighborhood) are located on the western side of Broad on both the
lake and the river-sides of the street. Mid-City is an extremely diverse neighborhood,
housing mixed-income residents of many ages and races. On the eastern lake-side of
Broad lies Faubourg St. John, a vibrant neighborhood of Creole architecture and large
oak trees.
The neighborhoods surrounding Broad Street were impacted differently by the
hurricane. Faubourg St. John was spared much of the flooding because it was located
on Esplanade Ridge, as was the Tremé, which is mostly on high ground, but all of MidCity received several feet of water. These neighborhoods generally benefited from good
food access in the years prior to Katrina, but now lack options for grocery shopping.

Figure 4. New Orleans Neighborhood Map
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Development Adjacent to Site
The neighborhoods surrounding the Robertʼs site are experiencing population growth
and a great deal of real estate development, which will expand the customer base for a
grocery store. See Figure 5 below. Current and upcoming developments include:
•

1,500-Unit Providence Community Housing Developments. Providence
Community Housing and Enterprise were selected to plan and develop a new
community on and around the site of the former Lafitte Public Housing Development,
a 27.5-acre parcel containing 900 apartments in the historic Tremé/Lafitte
neighborhood of New Orleans. When complete, the project will feature 1,500 homes
and apartments: a one-for-one replacement of all 900 subsidized apartments and the
development of an additional 600 for-sale homes.7

•

Six Developments with 1,100 Units of New Housing. Condominium and
apartment development are completed or under development along Perdido Street
and Tulane Avenue.
These include the Falstaff Apartments, Domain Cos.
Apartments, as well as The Preserve, and The Crescent Club, and total
approximately 1,100 units.

•

Lafitte Greenway. Friends of the Lafitte Corridor are working to transform the
industrial path into the Lafitte Greenway - a 3.2-mile linear park with open-space,
cycling/jogging paths, an urban forest, cultural trail, storm water mitigation, and
community gardens.8

•

Medical Center Development. Louisiana State University and the U.S. Department
of Veteran Affairs are building a $2B hospital complex in the immediately adjacent
neighborhood (Lower Mid-City/Tulane-Gravier), as well as a bioscience research
cluster along Tulane Avenue. The new medical campus will sprawl westward from
Claiborne Avenue, away from downtown and towards the criminal courthouse at
Tulane Avenue and Broad Street.9

7

http://www.providencecommunityhousing.org/Lafitte%20brochure%209-08_web.pdf
http://folc-nola.org/
9
http://blog.nola.com/tpmoney/2008/11/plans_for_new_lsuva_hospital_c.html
8
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Robert’s Site



Figure 5. Broad Street and Robertʼs Site Context Map
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Development and Operating Subsidies
Aside from strong market demand and need for food access, a suitable building, and
convenient accessibility, the site is also eligible for a number of development subsidies
and business incentives.
For example, the Robertʼs site is located in a Renewal Community. The Cityʼs Renewal
Community Initiative utilizes federal tax incentives to turn previously vacant lots and
abandoned buildings into new business complexes and affordable housing. The
Robertʼs site is also located in a federal and state historic district. Because of these
designations, the Robertʼs site is eligible for the following subsidies:
•

Commercial Revitalization Deduction: This allows businesses that construct or
rehabilitate commercial property to deduct 50% of the costs the year of the projectʼs
completion, or 100% of the total cost of the project over a 10-year period.

•

Wage Credit: Provides a tax credit of up to $1,500 or 15% of an employeeʼs salary
up to $10,000 for each employee who lives and works in the renewal community.

•

New Markets Tax Credits: This provides to federal tax credit to investors for certain
projects in low income areas that benefits investors while reducing the cost of capital
and increasing the amount of equity for development projects.

•

Historic Tax Credits (federal & state): The federal rehabilitation tax credits for normal
properties has been increased from 10% of the total development cost to 30%, and
for historic structures from 20% to 26% for property located in the Gulf Opportunity
Zone.

•

Restoration Tax Abatement (RTA): The RTA Program is an economic development
incentive created for use by municipalities and local governments to encourage the
expansion, restoration, improvement, and development of existing commercial
structures and owner-occupied residences in Downtown Development Districts,
Economic Development Districts, and Historic Districts. The program reduces
property taxes by granting a five-year deferred assessment of the property taxes
assessed on renovations and improvements.

The NOLA Office of Recovery and Development Administration (ORDA) has two
incentive programs that can also assist in the redevelopment of the Robertʼs Site: (1)
the Fresh Food Retail Incentive Program; and (2) the Neighborhood Commercial
Investment Program.
•

Fresh Food Retail Incentive Program (FFRI): The FFRI Program, with a budget of $7
million, provides direct financial assistance to retail businesses that increase access
to fresh healthy foods in underserved areas of Orleans Parish that were adversely
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impacted by Hurricane Katrina. Through the FFRI Program, forgivable loans and
low-interest loans will be awarded to supermarkets, grocery stores, and other fresh
food retail businesses that are located or plan to locate in designated underserved
areas of Orleans Parish. This investment will directly benefit low and moderateincome residents by providing healthy food at affordable prices, creating jobs and
revitalizing neighborhoods.
•

Neighborhood Commercial Investment Program (NCIP): NCIP aims to help revitalize
and sustain disaster-damaged neighborhood commercial business concentrations
with emphasis in the City's Designated Recovery Areas. NCIP provides several
types of gap financing and business assistance for transformative commercial
development projects. The programs pertinent to the Robertʼs Site are listed below.
- Commercial & Cultural Strategic Asset Investment Program: Provides City-wide
loans or grants for up to $1 million, to high-value private-development.
- Two Percent Commercial Corridor Loan Program: Provides 2% loans for up to
$75,000 that supplement private sector loans to eligible small businesses to
purchase equipment or to make building improvements on commercial properties
located in a City Designated Recovery Area.
- Façade Improvement Grant Program: Provides architectural consultations and
matching grants up to $40,000 for eligible façade improvements by commercial
property owners along pre-determined corridors within City Designated Recovery
Areas.

Defining the Market Areas
Market Area
In order to analyze the demand for a grocery store at the site, a primary market area
(PMA) and a secondary market area (SMA) were delineated around the former Robertʼs
Fresh Market. These market areas are geographic zones containing the people who are
likely to shop at a new grocery store located at the site. The PMA represents
neighborhoods for which the proposed development would draw most of its customers
and will be the one of a few facilities serving the area. This assumption is based on
geographic distance, as well as the location of other supermarkets in the area. The SMA
includes the PMA, and additional areas where there is limited competition but from
which the proposed grocery store would attract a lower proportion of customers due to
these neighborhoods greater distance from the site.
The neighborhoods located in the Primary and Secondary Market Areas are listed below
and shown in Figure 6.
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Primary Market Area Neighborhoods:
• Mid-City
• Tulane-Gravier (“Lower Mid-City”)
• Tremé
• Faubourg St. John
• Seventh Ward
• Fairgounds
• Warehouse District
Secondary Market Area Neighborhoods:
• Mid-City
• Tulane-Gravier (“Lower Mid-City”)
• Tremé
• Faubourg St. John
• Seventh Ward
• Fairgounds
• Warehouse District
• Broadmoor

•
•
•
•
•
•
•

Central City
French Quarter/Vieux Carre
Faubourg Marigny
Bywater
St. Roch
St. Claude
Gentilly

Figure 6. Neighborhoods in Primary (Purple) & Secondary (Pink) Market Areas
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Market Demand
Trade Area Population and Households
Collecting demographic data, specifically, population and income information about the
PMA and SMA at the block, census tract, or even neighborhood level is challenging
given the lack of reliable information post- Hurricane Katrina. The Greater New Orleans
Community Data Center (GNOCDC) provides the most current household counts from
December 2008 at the block level and this data provided the basis for population and
household estimates used in the analysis. Total population was calculated by
multiplying the total number of households by 2.48, the average household size for
Orleans Parish in 2007 according to American Fact Finder. Current income data is not
available at the block or census tract level. The analysis relies on median and average
household income data from 2000 to 2008 for Orleans Parish and surrounding zip
codes. This information was found from several sources including the U.S Census, the
Bureau of Economic Analysis, and various realty groups. Based on these figures, which
varied by source, geographic area, and time-period, we identified three different median
household incomes that represent the likely range for the PMA and SMA and used all
three figure to show how market demand and supportable supermarket space varies at
each income level.
According to our estimates, there are 23,733 households in the primary market area
with a total population of approximately 58,858. There are 56,553 households in the
secondary market area, and approximately 140,251 people living in those parcels.
Table 1. Population and Households

Total Households
Number of People

Primary Market Area
Secondary Market Area
23,733
56,553
58,858
140,251

Household Income and Expenditure Potential
For this study, we assumed three different median household incomes based on the
varied figures reported by different sources. The table below highlights the expenditure
potential for both the PMA and SMA at the median household income estimates of
$30,000, $40,000, and $50,000. Total household income in the PMA ranges from $712
million to $1.2 billion while the larger SMA has a estimated total gross income between
$1.7 billion and $2.8 billion.
Table 2. Expenditure Potential for the PMA and SMA

Median Household
Income
$
30,000
$
40,000
$
50,000

Total Gross Income
Primary Market Area
Secondary Market Area
$
711,990,000 $
1,696,590,000
$
949,320,000 $
2,262,120,000
$
1,186,650,000 $
2,827,650,000
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Expenditure Potential for Food
In order to estimate the amount of money spent at a grocery store per household, we used the 2006-2007 Consumer
Expenditure Survey from the U.S. Department of Labor Bureau Statistics. Our estimates are conservative since we only
consider expenditure “food eaten at home,” (which is 8 to 9 percent of total household income) and omitted non-food items
often carried by grocery stores such as cleaning supplies, personal care products, magazines, etc. This data was then
applied to market area total household income to estimate total grocery store sales at each median household income.
These estimates show a substantial market for grocery stores ranging from $64 million to $94 million of grocery
expenditure in the PMA and $153 to $226 million of grocery expenditure in the SMA.
Table 3. Expenditure Potential for Groceries

Median Household
Income
$
30,000
$
40,000
$
50,000

Food at Home
Household Expenditure
$
2,726
$
3,098
$
3,323

Total Grocery
Primary Market Area
$
64,079,100
$
75,945,600
$
94,932,000

Expenditure
Secondary Market Area
$
152,693,100
$
180,969,600
$
226,212,000
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Supportable Space in Primary and Secondary Trade Areas
Based on the estimated grocery store expenditures, we calculated the total supportable gross square feet (GSF) of
grocery store space in the primary and secondary trade areas, assuming average supermarket store sales of $465 per
square foot (the United States average based on 2008 data from the Urban Land Institute). Table 4 displays this
information.
Table 4. Supportable Grocery Store Space
Median Household
Income
$
30,000
$
40,000
$
50,000

$
$
$

Primary Market Area
Total Grocery
Expenditure
Supportable
64,079,100
75,945,600
94,932,000

SF
137,695 $
163,194 $
203,993 $

Secondary Market Area
Total Grocery
Expenditure
Supportable
152,693,100
180,969,600
226,212,000

SF
328,111
388,873
486,091

Assuming that the median household income is $30,000, the primary market area can support 137,695 square feet of
grocery store space and the secondary market area can support 328,111 square feet of grocery store space. At a higher
median household income of $50,000, the primary market area can support 203,993 square feet of grocery store space
and the secondary market area can support 486,091 square feet of grocery store space.
Market Supply
The feasible size of a grocery store at the Robertʼs site depends on the competition from other grocery stores and the
likely market share that a store at this site will achieve. This section analyzes the existing grocery store competition in the
PMA and SMA and its impact on the market potential for supermarket development at the Robertʼs site.
Competition Analysis
The primary market area contains two full-service grocery stores with 62,800 square feet of space and the secondary
market area contains eight full-service grocery stores, which amount to 111,175 square feet of space. The tables and
maps below show where these stores are located and the approximate size of each establishment. Figure 7 shows the
locations of all 22 full-service grocery stores in New Orleans in relation to the Robertʼs site. Figures 8 and 9 focus on the
locations of competitor stores in the primary and secondary trade areas.
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Figure 7. Context Map: Grocery Stores in New Orleans with 1 KM Radius
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Table 5. Primary Market Area Stores
Store
Address
Rouse's
400 N. Carrolton, 70119
Canesco's
3135 Esplanade, 70119

Size (SF)
55,000
7,800
62,800 Total GSF

Figure 8. Grocery Stores within Primary Market Area
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Table 6. Primary & Secondary Market Area Stores
Store
Address
AP Food Store
701 Royal, 70116
Matassa's Market
1001 Dauphine, 70116
Verti Marte
1201 Royal, 70116
Zara's Food Store
2042 Prytania, 70130
Robert's Fresh Market
8115 Claiborne, 70118
Mardi Gras Zone
2706 Royal, 70117
Rouse's
400 N. Carrolton, 70119
Canesco's
3135 Esplanade, 70119

Size (SF)
3,975
1,250
2,750
6,000
26,000
8,400
55,000 PMA
7,800 PMA
111,175 Total GSF

Figure 9. Grocery Stores within Primary & Secondary Market Areas
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Data Analysis & Summary of Results
In the primary market area, at a median household income (MHI) of $30,000, the results show that 137,695 square feet of
grocery store space is supportable. Given that only 62,800 square feet of grocery store space exist in this area, the data shows
that the area could support an additional 74,895 square feet of grocery store space. The Robertʼs building is approximately
53,000 square feet; thus, redeveloping the site along Broad Street would be feasible and advantageous. Assuming a MHI of
$30,000 in the area, a store of this size has a market share of 38.5 percent. As the MHI increases, the area requires a smaller
market share to support a grocery store at this size. While the market share percentage required to support a 53,000 GSF
building may seem high, with only two existing grocery stores, one large and one small in the PMA, a new large full service
supermarket have a very strong competition position in the market and would likely capture at least 30 to 40 percent of the
market.
Table 7. Primary Market Area Analysis

Total Households
Average Sales PSF
27,733 $
465.37
Median Household
Income
$
30,000
$
40,000
$
50,000

$
$
$

Total Grocery
Expenditure
64,079,100
75,945,600
94,932,000

Existing Grocery SF
62,800

Supportable SF
137,695
163,194
203,993

Require Market Share
to Support 53,000 GSF
74,895
38.5%
100,394
32.5%
141,193
26.0%

Supply Gap

*The Supply Gap is the supportable square footage minus the existing square footage.
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In the secondary market area, at a MHI of $30,000, the results show that 328,111 square feet of grocery store space is
supportable. Given that only 111,175 square feet of grocery store space exist in these parcels, the data shows that the area
could support an additional 216,936 square feet of grocery store space. Assuming a MHI of $30,000 in the area, a store of this
size requires a market share of 16.2 percent. As the MHI increases, the area requires a smaller market share percentage to
support a grocery store at this size.
Table 8. Secondary Market Area Analysis

Total Households
Average Sales PSF
58,858 $
465.37
Median Household
Income
$
30,000
$
40,000
$
50,000

$
$
$

Total Grocery
Expenditure
152,693,100
180,969,600
226,212,000

Existing Grocery SF
111,175

Supportable SF
328,111
388,873
486,091

Require Market Share
Supply Gap
to Support 53,000 GSF
216,936
16.2%
277,698
13.6%
374,916
10.9%

*The Supply Gap is the supportable square footage minus the existing square footage.

The data demonstrates that in both the primary and secondary market areas, there is demand for fresh produce and groceries.
There is sufficient unmet market demand to support a new grocery store at the Robertʼs site in both the PMA and SMA, even
based on a low estimate of median household income ($30,000) and a conservative assumption on the amount of spending per
household on supermarket goods.
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Whole Foods Site Selection
Broad Community Connections sees the redevelopment of the Robertʼs Site as a
catalyst for economic development along Broad Street. By bringing a destination retail
anchor such as Whole Foods to the corridor, BCC hopes to lure more development and
stability to the Main Street. Whole Foods Market is a chain store recognized nationally
and internationally for high standards and quality products. In cities such as
Washington D.C., Seattle, Washington, and Cambridge, Massachusetts, the addition of
a Whole Foods supermarket has successfully improved neighborhoods. According to
the company website, the chain prioritizes certain criteria before locating to a certain
site. The Robertʼs site meets all these standards.
Table 9. Selection Criteria

Whole Foods Criteria

Robert's Site

40,000 - 70,000 Square Feet

53,000 Square Feet

Large Number of College Educated
Residents

Tulane, Loyola, Louisiana State, University of
New Orleans Located within 5-Mile Radius

Abundant Parking Available for
Exclusive Use

295+ Parking Spaces

Stand Alone Structure Preferred

Single, Independent Buiiding

Easy Access from Roadways and
Light Interesection

Located on Highway 90; Near Highway 61
and Route 10; Accessible by Street Car and 3
Bus Lines

Excellent Visibility

Located on a Main Street and commercial
corridor; located on left hand side of street,
which is convenient for commuters returning
home after work

High Traffic Area (Vehicle / Foot)

Atleast 35,000 cars pass through Broad Street
each day

Overall Vision and Other Programming
Broad Community Connections envisions transforming the former Robertʼs site into an
anchor retail destination on Broad Street and an overall generator of economic
development along the corridor and surrounding neighborhoods. Aside from housing a
grocery store, the building may also include a food processing and distribution center for
Revolution Foods, an organization that delivers delicious, healthy meals and nutrition
education to schools and programs in several cities across the United States. Given
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that the Robertʼs site is located 15 minutes way from every charter school in New
Orleans, the building would be an ideal location for such a facility in this City.
The building may also include a community kitchen that would serve as a platform for
low-income entrepreneurs in the area launching, formalizing or expanding their food
businesses. The community kitchen would provide affordable commercial kitchen
space and industry-specific technical assistance. Lastly, the roof of the grocery store
could be converted into a garden with fresh vegetables and herbs, which could then be
used by the community kitchen or surrounding schools for educational purposes. The
Robertʼs site is also adjacent to the proposed Lafitte Greenway10, and Broad Community
Connections foresees numerous design and programmatic connections to the
Greenway that supports the overall vision for the site as a hub of ʻgreenʼ living in New
Orleans.
BCC hopes to help transform the Robertʼs site into a center and model for improving
food access in cities through economic development.
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See www.folc-nola.org for more information.
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