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INTRODUCTION
Bardstown, Nelson County, Kentucky is located in central Kentucky approximately 38 miles southeast of 
Louisville, Kentucky and 12 miles east of Interstate 65, a major north-south interstate highway connecting 
Louisville to Nashville in the south and Indianapolis in the north and points beyond. The citizens and business 
community in the fall of 2005 set into action a planning process for the downtown, unlike any studies previous 
conducted. 

“The citizens of Bardstown have embarked on a bold planning 

process with a goal of nothing short of changing the way they live, 

shop and socialize in their downtown.”

This report summarizes the fi ndings, results and recommendations of a fi ve month process that began on 
November 1, 2005 and concluded with the publication of this fi nal report dated April 26, 2006.

North Third Street, March 2006
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ASSIGNMENT
Village Solutions Company LLC was engaged by the Bardstown Main Street Program to lead a public process 
to defi ne a vision for an enhanced downtown. The contract dated October 28, 2005 was in the amount of 
$87,500.00 plus $6,600 for reimbursable expenses for a total of $94,100.00. 

The contract called for the creation of an overall vision for a study area within Downtown Bardstown based 
on public workshops; interviews with property owners, public offi cials, planning & zoning and historic 
preservation administrators; and input from the Downtown Bardstown Vision Council, a committee of major 
stakeholders in the downtown.

The contract called for deliverables to include maps of the study area; plans and photographs indicating existing 
conditions; color coded plans of the various land uses within the study area; maps indicating proposed changes; 
studies of catalyst sites, and renderings of developments representative of the vision. Specifi c examples of 
proposed developments within the context of the overall vision were to be communicated with a development 
pro forma for each site. 

An amendment to the assignment called for an overall illustrative master plan of the downtown to indicate the 
entire vision.

Old Nelson County Courthouse, December 2005
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LOCATION AND STUDY AREA
The area subject to this study in a two block area extending from the former Nelson County Courthouse 
in Downtown Bardstown, Kentucky, a city of 10,615 people, is located 38 miles southeast of Louisville, 
Kentucky; 137 miles southwest of Cincinnati, Ohio; 154 miles northeast of Nashville, Tennessee and 155 
miles south of Indianapolis. See map page 7.

BARDSTOWN/NELSON COUNTY
Bardstown is the government center of Nelson County, Kentucky which has a population of 40,639 people.
See map page 7.

Bardstown with a 2005 population of 10, 615 people is a vibrant community consisting of a historic downtown 
district, adjacent suburban neighborhoods, and places of employment, industry, shopping centers and 
quality roads with reasonable access to major cities, the interstate system and airports. Tourism, retail trade, 
professional services, banking and fi nancial services, health care, light manufacturing and government are the 
major sources of the town’s economy. See map page 8.

PRIMARY STUDY AREA
The physical study for the Downtown Bardstown Vision Plan consisted of a Primary Study Area and two 
Secondary Study Areas to the extent that they relate to the Primary Study Area. The Primary Study Area 
consists of a four square block area known as Downtown Bardstown. The center of the Primary Study Area is 
the historic Nelson County Courthouse located on Courthouse Square at the intersection of Third Street and 
Stephen Foster Avenue in Downtown Bardstown. The Primary Study Area extends two blocks in all directions 
from Courthouse Square and includes 1st. Street to 5th Street and Muir Avenue, Stephen Foster Avenue, 
Flaget Avenue and Broadway. See map page 9.

SECONDARY STUDY AREAS
Two commercial areas, secondary to the Downtown were studied in the context of their impact and relationship 
to the Downtown Primary Study Area. The fi rst of these two areas is the new Nelson County Justice Center 
located approximately 1 mile east or a twenty minute walk from Downtown Bardstown. 

NELSON COUNTY JUSTICE CENTER
See map page 10.

MAPLE HILL AREA
See map page 11.
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ASSUMPTIONS
The conclusions derived from this report are based upon reasonable assumptions and qualifi cations. These 
assumptions were based on certain available demographic and economic data obtained from sources believed 
to be reliable at particular points in the analysis and noted at the appropriate places in the text. However, the 
following basic assumptions are considered fundamental to the overall study:

• The development opportunities defi ned herein will be achieved within a three to ten year time period.

• It is assumed that the major highways and secondary roads serving Downtown Bardstown are adequate 
in capacity to serve the proposed uses. 

• Downtown will have suffi cient parking areas to accommodate the required shopping trips to support 
the recommended retail. 

• All streets, roads and existing traffi c signals serving the downtown will remain open without the 
addition of new one-way streets, divided medians or road closures.

• Highway 150/31E will be widened and improved over the next fi ve years.

• The analysis assumes that the local and national economies will continue to improve over the next 
twenty-four months and will not experience any signifi cant new downturns.

• The basic sources of pertinent statistical and fi nancial information quoted in this report are suffi ciently 
accurate in terms of their estimates to be reliable.

• Public and elected offi cials will continue to work with the community to implement this plan and that 
there is signifi cant community support for the vision as expressed in this report.

LIMITING CONDITIONS
The fi nal conclusions presented herein are based on the research and analytical approach of Village Solutions 
Company. The primary scope of this study was limited to a partial review of the market and data supplied 
by the Bardstown Downtown Main Street Program, Nelson County Economic and Development, the US 
Department of Commerce, the US Census Department, the Kentucky Data Center and Claritas, Inc and; 
public workshops and interviews with a wide range of interested parties.

Additionally, market feasibility is not equivalent to fi nancial feasibility. While the existence of suffi cient 
community and market support is crucial to the success of new development in Downtown Bardstown, 
other factors are of equal importance in achieving the projections of this study. These factors include new 
competition, local ordinances restricting development, responsible countywide planning decisions and the 
professionalism of the management and leasing personnel assigned to execute specifi c developments. 

Developers, investors, property owners and other similar parties should make their own independent 
assessment of the recommendations found in this report.
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BARDSTOWN LOCATOR MAP

NELSON COUNTY LOCATOR MAP
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NELSON COUNTY/BARDSTOWN MAP 
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PRIMARY STUDY AREA
The physical study for the Downtown Bardstown Vision Plan consisted of a Primary Study Area and two 
Secondary Study Areas to the extent that they relate to the Primary Study Area. The Primary Study Area 
consists of a four square block area known as Downtown Bardstown. The center of the Primary Study Area is 
the historic Nelson County Courthouse located on Court Square at the intersection of Third Street and Stephen 
Foster Avenue in Downtown Bardstown. The Primary Study Area extends two blocks in all directions from 
Court Square and includes 1st Street to 5th Street and Muir Avenue, Stephen Foster Avenue, Flaget Avenue 
and Broadway.
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SECONDARY STUDY AREAS
Two commercial areas, secondary to the Downtown were also examined in the context of their impact and 
relationship to the Downtown Primary Study Area. The fi rst of these two areas is the new Nelson County 
Justice Center located approximately 1 mile east or a twenty minute walk from Downtown Bardstown. 

     NELSON COUNTY JUSTICE CENTER
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MAPLE HILL AREA
The Maple Hill area is located on West Stephen Foster Avenue, approximately a 15 minute walk from 
Court Square.
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INTRODUCTION
This report summarizes the fi ndings, results and recommendations for a residential and commercial 
enhancement of Downtown Bardstown, Kentucky based on a fi ve month process that began on November 1, 
2005 and concluded with the publication of this fi nal report dated April 26, 2006.

STUDY AREAS
The Primary Study Area consists of a four square block area known as Downtown Bardstown. The center of 
the Primary Study Area is the historic Nelson County Courthouse located on Court Square at the intersection 
of Third Street and Stephen Foster Avenue in Downtown Bardstown. The Primary Study Area extends two 
blocks in all directions from Courthouse Square and includes 1st Street to 5th Street and Muir Avenue, Stephen 
Foster Avenue, Flaget Avenue and Broadway.

Two commercial areas, secondary to the Downtown were studied in the context of their impact and relationship to 
the Downtown Primary Study Area. The fi rst of these two areas is the new Nelson County Justice Center located 
approximately 1 mile east or a twenty minute walk from Downtown Bardstown. The second area is known as 
Maple Hill located along West Stephen Foster Avenue approximately 3/4 of a mile from Court Square.

SCOPE OF THIS STUDY
This report was primarily produced to share a vision of a fully revitalized and vibrant Downtown Bardstown. 
The scope of this study was limited to creating an overall vision, analyzing various catalyst sites and presenting 
potential development strategies for each, along with maps, photographs and illustrations to effectively 
communicate the intent of the study. Market research was conducted to provide general support for the 
direction of the vision.

PURPOSE OF THIS STUDY
In recent years Downtown Bardstown has experienced a decline in population and a loss of businesses while 
areas outside of downtown have experienced rapid growth in new homes and businesses. However, the 
fi ndings of this report uncovered a close relationship between the conditions of the existing downtown with 
development outside of the downtown area. In brief, there is a cause and effect scenario impacting Downtown 
Bardstown. In some instances development, planning, zoning, transportation and public policy decisions 
made in areas within the downtown and outside of the downtown have resulted in changes to the downtown 
– some good and some bad. Additionally, changes outside of the control of the community such as changes 
in the consumer goods distribution channel; internet commerce; and national trends in urban living, family 
make-up, tourism, travel, and retirement living also are impacting the downtown. With this background, the 
primary purpose of this study was to create a communitywide vision of a vibrant downtown with places for 
living, work, shopping and socialization and then defi ne a strategy to implement the vision.

Most importantly, this study was designed to spark the collective imagination of property owners, developers, 
downtown merchants and residents, and public offi cials to create a vibrant Downtown Bardstown. It is a call 
for action and a call for a new way of thinking about the downtown. It is a call for today, here and now.
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GOALS OF THIS STUDY
This study has fi ve major goals: Create a shared vision; build community wide support, create a since of urgency 
with a call for action; break down barriers to change; and to provide economic, fi nancial and development 
support for the implementation of the plan.

1. CREATE A VISION 
 Defi ne a community wide vision of a vibrant Downtown Bardstown.

2. BUILD COMMUNITY SUPPORT 
 Build community support for the required actions to implement the vision.

3. CALL FOR ACTION 
 Create a since of urgency for change in the downtown and call to action political leaders, developers, 

the business community, residents and ordinary citizens.

4. BREAK DOWN BARRIERS FOR CHANGE
 Identify barriers that have prevented change in Downtown Bardstown and identify steps for 

their removal.

5.  PROVIDE SUPPORT 
 Provide the necessary economic, market research and design support for the implementation of the 

vision by local developers.

MAJOR CHALLENGES
Outlined below is a summary of major challenges to Downtown Bardstown.

DECLINE IN DOWNTOWN POPULATION AND GROWTH RATES
Between 1990 and 2005, the population in the Study area declined from 495 to 459 residents as older homs 
were converted to businesses and low income homes on the edge of downtown were abandoned for better 
housing outside of town. Conversely, between 2000 and 2005 the City’s Population grew only by 523 residents 
while the County’s Population grew by 2,406 during the same period. 

LOSS OF RETAIL SALES
The County is losing over $50,000,000 in annual retail sales to surrounding counties and cities. This results 
in a loss of jobs, unnecessary trips outside of the market, loss of retailer profi ts to be re-invested into the 
community, and an overall loss of quality of life for the entire community.

UNBALANCED GROWTH
Total City and County population in 2005 was estimated to be 40,639. 26.1% of the population resides in the 
City of Bardstown and 73.87% in the County. However, the county is growing at a rate of almost 4.6 times the 
rate of the City’s growth. Growth outside of the city results in a need for new roads and new public services 
outside of the city core which costs as much as 4 times more to provide the same services to established city 
areas according to a 1996 study by Bank of America.

LOSS OF RURAL LANDSCAPE
Over the next 10 years, more than 3,000 acres of rural countryside in Nelson County will be developed for 
residential homes based on the current density in the County. Additionally, land will be required for new roads 
to the new homes and land will be required to build new shopping centers, gas stations, fi nancial institutions, 
and other related public and private services to meet the needs of the growth in population.
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MARKET RESEARCH SUMMARY
A number of major fi ndings were uncovered in the market research phase. The highlights are as follows:

POPULATION
• The 2005 population of the Study Area, was 3,448 people residing in 1,483 households. Another 

7,167 people live outside of the Immediate Trade Area within the City, representing a total Bardstown 
population of 10,615.

•  The 2005 county population located outside of the city is 30,024 people residing in 11,043 households. 
Total City and County population in 2005 was estimated to be 40,639. 26.1% of the population resides 
in the City of Bardstown and 73.87% in the County. 

•  The combined City/County Population grew 7.8% from 37,477 in 2000 to 40,406 residents in 2005. 
Growth has ranged from an annual rate of 2.9% in 2001 over 2000 and 1.9% from 2003 to 2004. 
However, the City’s Population grew only by 523 residents from 2000 to 2005 while the County’s 
Population grew by 2,406 during the same period representing a rate of almost 4.6 times the rate of the 
City’s growth. 

INCOME
•  The 2005 average household income in Nelson County was $55,477 as compared to the State Average 

of $51,952. 

•  Downtown Bardstown and those areas within a 15 minute walk of the Courthouse consist of a highly 
diverse makeup of household incomes. While the average household income within a 15 minute walk 
of Courthouse Square is $55,087, slightly less than the county average, 37% of the households have 
an average income of $50,000 and over, 20% have household incomes above $75,000. 82% of the 
households in Downtown Bardstown consist of non-traditional families (households without a married 
couple with a child).

RETAIL SALES
•  In 1997 Nelson County generated $218,840,000 in total retail sales. Retail sales grew by 43.3% in the 

County to $313,899,000 from 1997 to 2002. 

PEOPLE LIVE IN THE COUNTY, SHOP IN THE CITY
•  74% of the County’s population lives outside of the current city limits of Bardstown, while the City of 

Bardstown produces almost 74% of all retail sales in the County.

LOSS OF RETAIL SALES
•  52.9% of Kentucky’s Household Income in 1997 were spent on retail sales and in 2002, retail sales 

were 53.15% of total household incomes. However, actual retail sales in Nelson County were only 
31.7% of county household incomes in 1997 and 33.5% of household incomes in 2002 suggesting a 
disproportionate loss of sales to surrounding counties and towns.

TOTAL COUNTY RETAIL SALES POTENTIAL
•  Total Retail Sales Potential for Nelson County was estimated for 2005 by using ratios of incomes and 

sales established from the 1997 and 2002 Census of Retail Trade and the 2000 US Census. The result 
of this analysis projected a market potential of $283,000,000 after projections of auto sales and normal 
outfl ows sales to surrounding areas.
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DOWNTOWN RETAIL SALES POTENTIAL
•  Downtown Bardstown currently has approximately 40,000 square feet of viable retail space producing 

average sales estimated to be $130.00 per square foot or $5,200,000 in 2005.

•  Upon improvement in the merchant mix, parking, amenities and more downtown residents, retailers 
in Downtown Bardstown have the potential to capture approximately 10% of the market’s potential 
to achieve total sales of $21,804,000 with an infl ow factor of 40%. These sales will support 85,000 
square feet of retail space, representing an increase of 45,000 over the current retail space.

RETAIL RENTS
•  The estimated retail sales potential in Downtown Bardstown of $21,804,000 will result in sales of 

$257.00 per square foot in 85,000 square feet. These sales can support average total rents of $23.00 
per square foot which includes the pass through of certain operating expenses such as real estate taxes 
and common area expenses. 

•  Obtainable, average net minimum rents are in $19.00 per square foot range. These rents compare to 
actual rents in the $4.00 to $9.00 per square foot range. The potential for retail minimum rents are 
projected to range from $12.00 per square foot for a specialty food market to $24.00 per square foot for 
small specialty stores. Higher rents may be obtained with the addition of tenant build-out allowances.

NEW HOME CONSTRUCTION
•  Over the past fi ve years new home building permits in Nelson County have averaged between 400 and 

500 units per year. 

•  Growth in households and population in the Primary Study Area, will return wide spread community 
support for the creation of a vibrant downtown. 

•  By 2020, the total households in the downtown area are projected to grow to 1,925 homes representing 
an increase of 222 new homes. If 50% of these new homes were located within the Primary Study 
Area, 110 new homes would be developed.

Gloriela’s Boutique - December 2005
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COMMUNITY INPUT
Two major community workshops and presentations were conducted for this Downtown Bardstown Vision 
Plan. Additionally, dozens of conversations and interviews were conducted with elected offi cials, city/county 
staff, developers, property owners, merchants and members of the Kentucky Heritage Council. Outlined below 
are the major highlights of the community input.

1.  Partnerships
 The downtown stakeholders seek a true partnership with elected offi cials, city/county staff that are 

committed to furthering a positive vision of a vibrant Downtown Bardstown. They want a voice in 
an on-going conversation on how to best enhance the downtown with zoning, historic preservation 
and elected offi cials.

2.  Better Planning
 The community understands the special qualities that have made Downtown Bardstown special and 

a desirable place to live. They seek better communication on how to plan for new development and 
to protect those aspects of the downtown that they cherish.

3.  Financial Support
 Developers, property owners, and merchants are willing and able to make signifi cant new investments 

into the downtown but they also seek fi nancial support from outside sources including the local 
banks and private equity sources.

4.  Enhanced Downtown Environment
 The community seeks an enhanced downtown environment with improvements in the streetscape, 

cross walks, benches, street lighting and parking. However, they also seek interesting and unique 
ways to communicate the history of the downtown former residents and visitors as well as the 
buildings that were the containers of memories and activities.

5.  Complete and Whole Downtown 
 The citizens of Bardstown want a complete and whole downtown with a variety of home living 

choices, a wide range of retail opportunities, and places of socialization, entertainment, and cultural 
production. They also want to see a real commitment to civic enhancement to the downtown and 
preservation of the key public elements that defi ne a viable downtown. This vision includes streets 
for people and not just for cars. This is a view of calm residential streets that provide pedestrian and 
bike access to retail, entertainment and recreational activities.
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MAJOR RECOMMENDATIONS
A number of primary recommendations have been developed. They are as follows:

1.  Fill the voids
 Re-knit the holes, refi ll the voids in the historic pattern.

 Over the past fi fty years, large portions of the original historic fabric of the downtown have been 
demolished in an effort to create a more functional commercial district. The primary land use 
recommendation is to maintain all historic properties and build new buildings that are consistent 
with the original street, set back, landscape and sidewalk pattern. 

2.  Architecture
 Maintain the historic integrity of the downtown architecture.

 The downtown historic district has well established relationships of building heights, set backs 
and architectural details. Certain guidelines, controls and restrictions are in place to protect the 
downtown, which appear to be reasonable and have proven to provide stability in the downtown. 

 Conversely, new construction requires a more careful integration in scale, building placement, 
materials, and fi nishes with the old in order to avoid a marginalization of the historic with false, 
inaccurate and fake recreations of the old. 

 3.  Parking
 Maximize existing parking opportunities.

 The existing downtown has a relatively large number of potential downtown parking locations. 
Numerous, parcels owned by individual property owners creates a highly ineffi cient use of land 
available for parking. A system of shared parking between properties, leasing of off-site parking 
spaces to meet code requirements, a review of parking codes for mixed use with shared parking, and 
a comprehensive parking signage system is recommended. 

4.  Pro-Active Administrative Changes
 Downtown residential development requires pro-active governmental action.

 A quick and dramatic change can be made to the downtown by converting second and third level 
apartments and vacant warehouses to lofts and condos owned by residents as opposed to tenants. 
Such changes may require elimination of certain restrictions that prevent some forms of residential 
development. Additionally, several depressed and vacant residential areas located between First 
and Fourth Streets, primarily south of Stephen Foster could benefi t from in-fi ll single family home 
development of higher densities. Conditional zoning allowing higher density could be traded for 
much higher development standards.

5.  Civic Uses
 Maintain Civic uses in the downtown core. Look for new civic uses to re-seed the downtown.

 Civic uses such as the Library, Post Offi ce, City Hall, Fire House, YMCA, Schools, Town Hall, and 
Museums should be kept, maintained and added to the downtown in strategic locations. 

6.  Parks
 Enhance downtown with parks and green space.

 Downtown parks and green space need upgrading, enhancement of their edges and better connections 
to their surroundings.
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7.  Rethink and Reuse the throw away spaces
 Adapt back alley spaces to creative and innovative retail shops, art galleries, craft and cultural 

production facilities, entertainment and restaurants.

 The depth and width of many buildings in the downtown, especially those on North Third Street are 
ineffi cient and in some cases functionally obsolete. Operating costs can be reduced and income can 
be increased by redeveloping the rear and sides of deep stores with alternate uses along the alleys. 

8.  Protect Single Family Homes
 Stop the encroachment of commercial uses into single family streets. Provide better separation 

between homes, rear and side yards with brick and stone walls, garages, carriage houses and 
landscaping. 

 Downtown Bardstown is experiencing a slow and continual loss of residential homes in the study 
area. In recent years all of the single family homes on West Stephen Foster between Fourth and 
Fifth Streets have been converted to businesses. This plan recommends a protection of residential 
streets and containment of commercial uses with well thought out landscaping, better integration of 
zones between homes and businesses with more thoughtful transitions.

9.  Integration and Connections
 Integrate, link and connect uses, zones and districts in a whole and complete community.

 Downtown is more than a commercial district surrounded by interesting neighborhoods. The various 
activity centers and neighborhoods require a more careful integration and connection with alleys, 
sidewalks and crosswalks.

Dagwood’s storefront - December 2005
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MASTER PLAN
A master plan has been developed for Downtown Bardstown to illustrate the overall vision of the community. 
This plan shows how all of the various strategies could come together to form a whole and complete downtown. 
Renderings of the master plan are located in the Development Strategies section of this report.

To demonstrate examples of the overall master plan for Downtown Bardstown a number of catalyst sites were 
identifi ed and studied. A catalyst site is a relatively small area consisting of one or several adjacent properties. 
If developed properly, a catalyst site becomes the tipping point that triggers development on surrounding 
properties. A single gas station site and adjacent properties on each side could be a good catalyst site, but an 
entire block that may require multiple developments by a variety of developers is not a good candidate for a 
catalyst site, because it includes too many variables. 

Outlined below is a review of major sites that highlight the direction of the overall master plan.

NELSON COUNTY LIBRARY
From a retail perspective the property lacks parking and show windows at the street level. Likewise, it is not a 
viable restaurant site because of limited parking and the fact that there are other more viable restaurant sites in 
the downtown. Logically, this leads us back to a residential or a civic use. A museum for the site will require 
signifi cant funding to create a dynamic museum rather than a place with posters, pictures and news paper 
clippings. Consequently, residential seems to be the preferred direction because there is suffi cient parking 
behind, in front and nearby to support four or more condo units. A more specifi c strategy for this site would be 
to put it under contract with the intent to develop the building as a stand alone condo project and then explore 
a further integration with the adjacent properties to the west. 

A&P/BASKIN ROBBINS
This is a site that has received a lot of attention. The A&P is a logical location for a specialty market with a 
heavy emphasis on food for on-site consumption and prepared food for take home consumption. This type of 
restaurant/market is not meant to replace a full-line grocery. The vision for this location is a fresh and vibrant 
place with a café, specialty food products, an edited line of necessities and a prepared food section for in 
store and take home dining. The upper level could become a great loft condo. However, many of the adjacent 
buildings are deemed to be historic and the improvements should be limited to façade and interior upgrades 
while working within the existing structures. Additionally, the former Bonded Station can and should be 
redeveloped by adding a new building that is brought to the street. This area is not appropriate for a large 
single use development that requires a signifi cant addition of parking. A varied and eclectic mix of small shops 
fronting the sidewalk must be reestablished. 

LUCKETT REAL ESTATE/WILSON & MUIR PARKING LOT
The primary issue relative to this site is the confl ict of functional business uses (parking and a drive through 
teller) with the original town plan. Likewise, a basic core principal of urban design is to line the sidewalks with 
people generating uses and activities. In this site, the south side of Luckett’s is a blank wall and the buildings 
forming the west side of the square has been demolished and replaced with a parking lot and an access drive 
to a bank drive up teller. This creates a hole in the courthouse square. A new design should be created for this 
area that edges and lines the square and sidewalk while respecting the individual property rights of the bank 
and its need to have a functional operation. 
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MCLEAN AND STOKER HOUSES
The strategy is to make these properties a model of downtown historic preservation, adaptive reuse and new 
development. The preliminary strategy for this location is to create a long term new plan to allow construction 
behind and on the sides of the properties with parking located behind East Stephen Foster Avenue on the 
adjacent properties. The entire area is strategically served by an alley system. 

A consistent recommendation voiced by the community is to build back some version of the Stephen Foster Hotel. 
This site may provide the answer rather than tearing down buildings on other area of the downtown, creating a large 
surface parking lot on the street and a building a new hotel with a sterile façade in another site. 

The vision for the Mclean/Stoker site is to fi rst capitalize on the location. Second is to create a real economic 
engine to make these two old homes viable on a long term basis and then to create a design that integrates a 
contemporary boutique hotel into the site in a manner that screens much of the facility with the historic homes 
and places the parking in the rear. 

FLOYD-SEEGER PROPERTY
The strategy for this site is to connect the Floyd two story offi ce building with the Seeger garage and the 
back of the residential lots on South Third Street. Redevelopment of this entire site will serve as a catalyst 
for the entire courthouse square, it will impact in a positive way the Talbot Tavern, provide critical mass to 
the McLean-Stoker House properties and provide an example of how deep lot residential homes sites can be 
developed with condos opening onto the alley system. One very important part of this plan is that it would 
create a pedestrian edge on one side of the old cemetery behind the jail. This type of development would 
enhance the value of the homes on South Third, John Fitch and South Fourth Street. 

More specifi cally, the façade of the Seeger building would be preserved and new condos would be built 
behind the property as well as condos in the rear of the homes on South Third.

ICE’S PRODUCE 
Long term this use can best operate in another location. The strategy would be to fi nd the existing business 
another location that is larger and more functional but located outside of the downtown. A developer could 
then purchase the new facility and swap it with Ice’s, provided the new facility’s value is equal or less than the 
value of the current location without the structures. 

POST OFFICE 
Keeping the post offi ce downtown must be a critical objective. It generates traffi c and is one of those institutions 
that cannot be lost. But the challenge will be to keep the post offi ce, and answer their needs for more parking 
and a larger building while making sure more of the urban fabric is not destroyed with a large street front 
parking lot, a façade out of character with the downtown and the demotion of the old Dempsey Building. The 
resolution would be to put the new post offi ce on the corner of 4th and Stephen Foster and parking behind 
buildings lining the street. A design challenge will require reconciling the set back established by the Talbot 
Tavern which is different from the set back of the Dempsey and Fergie’s buildings. 
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FORMER BOWLING ALLEY/DEMPSEY BUILDING/FERGIE’S
Three suggestions have been made for this area. 

First, it has been recommended that this area accommodate the needs of an expanded post offi ce, provided it 
does not result in a large surface parking lot facing West Stephen Foster. 

The second potential recommendation for this area is to create an entertainment cluster to potentially include a 
fi tness center, cinema, bowling center and club. This strategy may include adaptive reuse of the existing buildings.

The third and most far reaching recommendation is the notion of a new city hall in this area. Long term, 
Bardstown needs a town hall that looks like a town hall, not a former 1950-60s era class room building that 
is out of character with its own surroundings. Mayor Dixie Hibbs has rightfully pointed out that the existing 
town hall is very functional and serves a purpose. However, the town deserves a town hall that embodies civic 
pride on the scale of our great churches, our courthouses, and grand homes with a classical façade, columns 
and a clock tower. Many of the functional/service portions of the city could be operated in other locations.

SPALDING HALL/CITY HALL
Additionally, as mentioned earlier the current town hall is totally out of character with Spalding Hall, Flaget 
Hall, Saint Joseph’s Cathedral and the original Saint Joe Prep. 

The city could sell the existing city hall property to a developer that would create a project better suited and 
is more complimentary to Spalding Hall and 5th Street. 

This strategy would:

•  Provide the City with substantial liquidity to be used for other City priorities, such as building a new 
downtown recreation center.

•  Accelerate the feasibility of designing, constructing, and occupying of a new architectural centerpiece 
and state of the art Administration Building in a more central and downtown supporting position. 

• Would provide an opportunity for the redevelopment of the existing City Hall property (and other 
contiguous properties) as a showcase mixed-use development which would be more in keeping with 
the heritage of the site. Such development would better integrate schools and athletic facilities with the 
Maple Hill area and residential areas between 3rd. street and 5th street.

•  Find a developer to build a new city hall and lease the new facility to the city, thus eliminating the cost 
of building a new property. 

K OF C HALL PROPERTY
This strategic property is located in the center of downtown. Bounded on the west by Fourth Street and on 
the north by Third street, this site is an example of how short term decisions may impact the downtown in 
the long term. Granted, this site includes vital parking for the downtown merchants, but the void of people 
generating uses and streetfront stores and businesses has contributed to an overall blight in the area. The 
preliminary strategy for this area is to replace the K of C Hall with a new multi-level building and a possible 
1 level parking deck creating up to 80 new parking spaces. The deck can be lined with small retail shops. 
Another idea that warrants further consideration is to develop Mulberry Alley with a highly eclectic group of 
shops, cafes and places with live music. This area will connect nicely with the back of the Kentucky Standard 
building and the Old Stable. 

Additionally, Mulberry Alley can connect into the redevelopment of the existing Library and across West 
Stephen Foster to the proposed Floyd/Seeger development.
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SECONDARY STUDY AREAS
This study looked at the Nelson County Justice Center and the Maple Hill areas in the context of the downtown 
strategy. Comments and recommendations for each are outlined below.

NELSON COUNTY JUSTICE CENTER
The Nelson County Justice Center is not an integral part of Downtown Bardstown. However, the relocation of 
the Justice Center to its new site has removed a blighted commercial structure from a highly visible gateway 
into the community. The placement of the new court house building complements the adjacent My Old 
Kentucky Home State Park nicely. Outlined below are the major recommendations:

•  Reduce the amount of parking in front of the Justice Center. Relocate, as much as possible, the required 
parking to the side and rear of the property. Heavily landscape the front of the property in order to 
create a true park like setting. The current large parking fi eld in front of the Justice Center recreates a 
big box retailer format that is out of character with the environment and building.

•  Continue to recapture and remove commercial buildings in front of the center, thus preventing it from 
obtaining a park like setting.

•  Redevelop the properties on the side of the Justice Center with more height to create a scale more 
comparable to the new court house.

•  Improve the edges of the entire area with new stone walls, landscaping and changes in the grade to 
hide surface parking areas.

•  Develop a well thought out internal street and side walk pattern that better integrates the surrounding 
residential neighborhoods.

MAPLE HILL AREA
The Maple Hill Area is an integral part of the downtown in the sense that it represents a signifi cant population 
within a reasonable walking distance of downtown. The recommendations for this area are as follows:

•  Protect the existing residential neighborhoods.

•  Eliminate any further movement of commercial uses into residential areas. Stated another way, do 
allow a change in use from single family homes to another use.

•  Improve sidewalks, street lights, cross walks and landscaping in the area.

•  Most importantly, a well executed master planning effort for the Spalding Hall, Bardstown City Hall 
and Bardstown Parks and Recreation will become a catalyst for this area.
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NEXT STEPS
Downtown Bardstown must organize for action with the full support of elected offi cials, the business 
community, developers and everyday citizens. This will require a re-energizing of the Downtown Bardstown 
Main Street Program. Committees for development, marketing/promotion, design/beautifi cation, and 
organizational development must be strengthened, formed and driven with a sense of urgency to create real 
change now. Overcoming complacency is critical. Once the organization and administrative structure is in 
place the following steps should be taken.

1.  Target Areas for Development
 Specifi c areas for optimum development should be targeted. These are primarily the catalyst sites outlined 

in Catalyst Sites Section and residential areas primarily located south of Stephen Foster Avenue.

2.  Create Enabling Laws, Codes and Ordinances
 Often great visions developed from a grass roots process as used in the creation of this plan often 

face barriers from existing zoning restrictions, codes and ordinances which collectively can stop the 
momentum from the most sound and basic redevelopment strategies outlined in this plan. To overcome 
these obstacles senior leadership of the community must step up and create the necessary change.

3.  Establish an Equity/Loan Pool
 The local banks should create a low interest loan pool for major new downtown developments. 

However, the commitment should be more far reaching including the creation of a Downtown 
Development Corporation that would provide equity in addition to loans and joint venture the 
development of major projects. 

4.  Enhance Parking
 A complete and total parking program should be created. This program should include strictly 

enforcing on street parking time limits, developing a parking signage program, creating shared 
parking program between adjacent property owners, redesigning and marking rear parking spaces, 
creating a system that allows property owners to lease un-used parking spaces to non-adjacent uses.

5.  Create a Beautifi cation Program
 Implement a beautifi cation program to include better cross walks, streets lamps, sidewalk 

improvements, and landscaping improvements especially in transition zones, along alleys and in 
rear parking areas. Such beautifi cation programs should develop highly creative and professional 
signs that tell the history of Downtown Bardstown, its people, buildings and culture.

6.  Plant Civic Seeds
 Make a commitment to reseed the downtown with civic projects. In this regard, in recent years the 

courthouse and the hospital have been relocated along with their jobs to outlying areas. Soon the 
library will move from the center of the downtown to an area on the edge of downtown. To counter act 
these relocations the city must fi nd and commit to new civic development in the downtown. Examples 
include a new downtown recreation center, schools, city hall, community center, museums, etc.

7.  Recruit Developers
 Developers, most of which are already in Bardstown and Nelson County should be actively 

recruited. A high level committee of major stakeholders including bank offi cers, elected offi cials, 
potential investors, and city leaders should organize and aggressively pursue developers for catalyst 
projects.
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FINAL COMMENTS
Downtown Bardstown is blessed with a wealth of attributes including a rich history of people and culture, 
and historic buildings organized in a remarkable urban pattern that is as viable today as it was over 100 years 
ago. The city has well educated, understanding and committed people. These attributes have supported a 
viable downtown and one that appeals to tourism. However, the downtown is now at a new crossroad, one 
faced with a loss of downtown employment centers, rapid growth outside of the downtown’s core, the results 
of a long and gradual decline in the town fabric and a loss of downtown residents. The conclusion drawn 
from these facts is that a critical mass of losses to the downtown core combined with the outward pull of new 
developments is going to have a profound negative impact on downtown, which may be nothing short of a loss 
of the town’s identity. The collective city must respond now, the loss will be great without such a response. 
Likewise, a committed, driven and well organized execution of this plan makes not only economic sense, it 
is the right thing to do. This is about preserving everything that is unique about Bardstown. To do anything 
otherwise, would be irresponsible.
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OVERVIEW
This Market Research Section provides a comprehensive review and analysis of those major factors and 
trends that impact commercial and residential development in Downtown Bardstown. 

This section begins with a comprehensive review and analysis of the demographics of the Study Area, City of 
Bardstown and Nelson County. Specifi cally, households and the formation of new homes, household income, 
education levels and the family make-up of households were analyzed. From this base line, the historic retails 
sales of the State, County, and City were examined and then compared to household incomes of the market. 
By developing these ratios of actual retail sales to household incomes, future sales and the capture of those 
sales by Downtown merchants were projected. The analysis of the retail potential for Downtown Bardstown 
concludes with the projection of supportable total retail space and estimates the obtainable rents.

“This research portion of the study found a clear market demand 

for new housing, restaurants, shops, and places of recreation and 

socialization in Downtown Bardstown.”

The second major focus of this section was residential real estate. In this regard, national residential trends 
were reviewed and then compared to recent new home construction in Nelson County and Bardstown. This 
fi nal portion of the market research study concluded with a projection of the market demand for new homes 
in Downtown Bardstown.

WHY IS MARKET RESEARCH IMPORTANT?
Real estate market research is not an exact science – it is primarily a practice of establishing benchmarks, 
standards, and ratios that can be used to reasonably predict the outcome of a future development. Likewise, 
real estate development in the best of markets and in the best of economic times answers consumer demands 
in a highly effi cient manner. Stated in another way, real estate research should be used to temper vision and to 
provide a level of pragmatism to the development process and nothing more. More importantly, the challenges 
of development in a small downtown requires forward and visionary thinking and a considerable amount of 
risk taking, often in the face of contradictory research. 

HOW SHOULD THIS RESEARCH BE USED?
The fi ndings in this research section should be used as a guide and only as one point of consideration in 
making a decision to develop or redevelop a property in Downtown Bardstown. Development decisions 
require intuition, insight, experience and calculated risk. Therefore, the estimated demand for new homes in 
the downtown, the projected rents and construction costs should be used to test individual assumptions on a 
project by project basis.
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SUMMARY OF MARKET FACTS 
A number of major fi ndings were uncovered in the market research phase. The highlights are as follows:

POPULATION
• The 2005 population of the Study Area, defi ned as all areas within a 15 minute walk of Courthouse 

Square is 3,448 people residing in 1,483 households. Another 7,167 live outside of the Immediate 
Trade Area within the City, representing a total City population of 10,615.

• The 2005 county population located outside of the city is 30,024 people residing in 11,043 households. 

• Total City and County population in 2005 was estimated to be 40,639. 26.1% of the population resides 
in the City of Bardstown and 73.87% in the County. 

• The combined City/County Population grew 7.8% from 37,477 in 2000 to 40,406 residents in 2005. 
Growth has ranged from an annual rate of 2.9% in 2001 over 2000 and 1.9% from 2003 to 2004. 

• The City’s Population grew only by 523 residents from 2000 to 2005 while the County’s Population grew 
by 2,406 during the same period representing a rate of almost 4.6 times the rate of the City’s growth. 

INCOME
• The 2005 average household income in Nelson County was $55,477 as compared to the State Average 

of $51,952. 

• Downtown Bardstown and those areas within a 15 minute walk of the Courthouse consist of a highly 
diverse makeup of household incomes. While the average household income within a 15 minute walk 
of Courthouse Square is $55,087, slightly less than the county average, 37% of the households have 
an average income of $50,000 and over, 20% have household incomes above $75,000. 82% of the 
households in Downtown Bardstown consist of traditional families.

RETAIL SALES
• In 1997 Nelson County generated $218,840,000 in total retail sales. Retail sales grew by 43.3% in the 

County to $313,899,000 from 1997 to 2002. 

PEOPLE LIVE IN THE COUNTY, SHOP IN THE CITY
• 74% of the County’s population lives outside of the current city limits of Bardstown, while the City of 

Bardstown produces almost 74% of all retail sales in the County.

• 52.9% of Kentucky’s Household Income in 1997 were spent on retail sales and in 2002, retail sales 
were 53.15% of total household incomes. Variances between states include differences in household 
incomes, infl ow or outfl ow sales to and from adjacent states, and tourism expenditures.

• Total Retail Sales Potential for Nelson County was estimated for 2005 by using ratios of incomes and 
sales established from the 1997 and 2002 Census of Retail Trade and the 2000 US Census. The result 
of this analysis projected a market potential of $283,000,000 after projections of auto sales and normal 
outfl ows sales to surrounding areas.
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DOWNTOWN RETAIL SALES POTENTIAL
• Downtown Bardstown currently has approximately 40,000 square feet of viable retail space producing 

average sales estimated to be $130.00 per square foot or $5,200,000 in 2005.

• The total 2005 potential market for the Downtown Bardstown area has the ability to generate 
$283,175,000 in total retail sales that can be captured by many formats and locations, including 
those outside of the county. 55% of these sales were estimated to be captured by retail concentrations 
comparable to Downtown Bardstown, including shopping centers. Upon improvement in the merchant 
mix, parking, amenities and more downtown residents, retailers in Downtown Bardstown have the 
potential to capture approximately 10% of these sales to achieve total sales of $21,804,000 with an 
infl ow factor of 40%. 

RETAIL RENTS
• The estimated retail sales potential in Downtown Bardstown of $257.00 per square foot in 85,000 

square feet can support average total rents of $23.00 per square foot which includes the pass through 
of certain operating expenses such as real estate taxes and common area expenses. 

• Obtainable, average net minimum rents are in $19.00 per square foot range. These rents compare 
to actual rents in the $4.00 to $9.00 per square foot range. The reasons for this signifi cant variance 
between potential rent and actual rent ranges from a lack of convenient parking relative to shopping 
center alternatives, the condition of the existing buildings, their general ineffi cient layout and low 
rents in alternative locations.

“The City of Bardstown is currently losing $50,000,000 in retail 

sales to surrounding cities and towns.”

• The potential for retail minimum rents are projected to range from $12.00 per square foot for a specialty 
food market to $24.00 per square foot for a small specialty store. Higher rents may be obtained with 
the addition of tenant build-outs allowances.

NEW HOME CONSTRUCTION
• Over the past fi ve years new home building permits in Nelson County have averaged between 400 and 

500 units per year. 

• Growth in households and population in the Primary Study Area, defi ned as the 15 minute walk 
from Court Square, will return provided widespread community support for the creation of a vibrant 
downtown. 

• As previously mentioned, in 2005 there were 1,703 households within this 15 minute area. By 2020, 
the total households in this area are projected to grow to 1,925 homes representing an increase of 222 
new homes. If 50% of these new homes were located within the Primary Study Area, 110 new homes 
would be developed.



30

SUMMARY OF MAJOR FINDINGS
DEMOGRAPHIC CHANGES WILL HAVE A PROFOUND IMPACT ON THE ENTIRE CITY

Demographic changes in the City and County will impact schools, home values, tax rates, crime rates, the 
need for new roads, parks and other public improvements. Careful management of the issues will be required 
to maintain and improve the quality of life in the community. 

LOSS OF RURAL COUNTRYSIDE
Over the next 10 years, more than 3,000 acres of rural countryside in Nelson County will be developed for 
residential homes based on the current density in the County. Additionally, land will be required for new roads 
to the new homes and land will be required to build new shopping centers, gas stations, fi nancial institutions, 
and other related public and private services to meet the needs of the growth in population. In short, Nelson 
County’s rural roads and countryside will change dramatically and some aspects of this development will not 
necessarily enhance the quality of life in the community.

POTENTIAL SCENARIO OF DOWNTOWN DISINVESTMENT
When the current trend in the decrease of Downtown population is factored into the long term picture of 
growth in the county, a scenario of disinvestment, declining property values, higher tax rates could begin to 
unfold for the Downtown area. Yet, the picture does not need to remain bleak if responsible planning addresses 
the issues of suburban sprawl and urban decline and the development community answers the demand for new 
housing types in the downtown area in a timely manner. 

“When the current trend in the decrease of Downtown population 

is factored into the long term picture of growth in the county, a 

scenario of disinvestment, declining property values, higher tax 

rates could begin to unfold for the Downtown area.”

RETAIL SALES POTENTIAL
The total 2005 non-auto retail market potential for Nelson County was projected to be $283,175,000. Total 
Shopping Center Sales in 2005 were estimated to be $155.746 million or 55% of the total retail sales potential 
of the market. Downtown was projected to capture 10% of these sales plus generate another 40% of its sales 
from infl ow sales to produce total sales of $21,804,000 in 85,000 square feet representing sales of $257.00 per 
square foot. This capture was based on the assumption that new development in the downtown would have a 
merchant mix signifi cantly different from a traditional downtown with the inclusion of new lifestyle uses, new 
forms of entertainment, a better variety of restaurants and new residential development.

 RETAIL SALES POTENTIAL AND SUSTAINABLE SQUARE FOOTAGE
Currently, the Downtown commercial district has 135,000 square feet of commercial and upper level residential 
space, but only 40,000 square feet of viable retail space. With the addition of 45,000 square feet of new retail 
space to total 85,000 square feet of retail space, the average sales per square foot potential is $257.00 per 
square foot in 2005 dollars.
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RETAIL RENT POTENTIAL
Average minimum rent is projected to be $19 per square foot.

NEW HOME POTENTIAL
Based on our analysis, we recommend a strategy to add between 110 and 150 single family and condo units 
in the Primary Study Area over the next 15 years. Of this total, approximately 75% or 82 to 112 homes are 
estimated to be condo developments and between 28 and 38 new single family homes. Additionally, the 
addition of quality new housing in the Downtown will benefi t existing single family homes, condos and 
apartments. These homes will experience an increase in value and see a higher demand from new home buyers 
and the community will realize a higher investment in renovations and home improvements.

“Over the next 10 years, more than 3,000 acres of rural countryside 

in Nelson County will be developed for residential homes based on 

the current density in the County.”

DECLINING DOWNTOWN POPULATION
Downtown Bardstown is losing population and is projected to continue to lose population over the next fi ve 
years, without changes to City, County and Downtown development patterns. Likewise, the overall City of 
Bardstown is growing at a slower rate than Nelson County. The projected continuation in the decrease in 
Downtown population comes at a time when consumers and home owners are seeking alternative living, 
shopping and work environments, nationwide. 

CHANGING HOUSEHOLD MAKEUP
The same broad demographic and economic changes driving a national trend of downtown living are prevalent 
in Bardstown and Nelson County. Specifi cally, the national number of residents per household continues to 
decrease as non-traditional households now make up almost 75% of all households. Approximately, 63% of 
households in Nelson County have are not traditional family consisting of a mother, father and one or more 
children. Stated another way, almost 2/3rds of the households in Nelson County consist of unmarried couples, 
young married couples without children, empty nesters and singles. Most importantly, 82% of the households 
in the Primary Study Area consist of traditional households.



32

PRIMARY STUDY AREA
The immediate market area for the Primary Study Area was determined to be between a fi ve minute and 
fi fteen minute walk of Court Square. Research conducted in numerous pedestrian oriented towns and villages 
indicate that consumers will walk on a regular basis fi ve to ten minutes to a destination for shopping, dining 
and recreation. In general a fi ve minute walk is approximately one-quarter mile. Consequently, demographic 
information was collected for all households located 1/4, 1/2 and 3/4 miles from the former Courthouse. 

Additional data was collected for the existing and potential primary markets for Downtown Bardstown which 
includes all of the City of Bardstown and all of Nelson County. This market research section also includes 
comparison data for surrounding counties and the State of Kentucky.

SECONDARY STUDY AREAS
NELSON COUNTY JUSTICE CENTER

The Nelson County Justice Center is located at the intersection of Highway 150 and Highway 49 and adjacent 
to My Old Kentucky Home State Park.

MAPLE HILL
The other Secondary Area is known as Maple Hill, and is located approximately 3/4 of a mile or a fi fteen 
minute walk from Court Square on West Stephen Foster Avenue. 

DEMOGRAPHIC ANALYSIS
POPULATION

As per Table 1 located at the end of this section the 2005 population of the Immediate Study Area, defi ned 
as all areas within a 15 minute walk of Courthouse Square are 3,448 people residing in 1,483 households. 
Another 7,167 people live in the City of Bardstown in 2,908 households located outside of the 15 minute walk 
representing a total population of 10,615.

 The county population located outside of the city is 30,024 people residing in 11,043 households. Total City 
and County population in 2005 was estimated to be 40,639. 26.1% of the population resides in the City of 
Bardstown and 73.87% in the County.

As per Table 2, since 2000 the combined City/County Population grew 7.8% from 37,477 to 40,406 residents. 
Growth has ranged from an annual rate of 2.9% in 2001 over 2000 and 1.9% from 2003 to 2004. More importantly, 
during this same period the City’s Population grew only by 523 residents while the County’s Population grew 
by 2,406 during the same period representing a rate of almost 4.6 times the rate of the City’s growth.

INCOME
Retail expenditures are measured by households and not populations. As per Table 2, the 2005 average 
household income in Nelson County is $55,477 as compared to the State Average of $51,952. Located at the 
back of this section is a map that indicates the average household income by census tract in the county.

The county’s average household income compares to an average household income of $67,118 in Jefferson 
County; $60,715 in Bullitt County; and $52,469 in Washington County. A summary of population, households 
and average household incomes of Nelson County and surrounding counties may be found in Table 3.
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Downtown Bardstown and those areas within a 15 minute walk of the Courthouse consist of a highly diverse 
makeup of household incomes. While the average household income within a 15 minute walk of Courthouse 
Square is $55,087, slightly less than the county average, 37% of the households have an average income of 
$50,000 and over, 20% have household incomes above $75,000. In terms of traditional families only 17.7% 
of the households include married couples with their own children.

RETAIL SALES
CITY/COUNTY RETAIL SALES

Once the Market Area for Downtown Bardstown was projected, the next step was to determine the retail 
potential of the County, the City and then fi nally that of Downtown Bardstown. In this regard, Village Solutions 
Company has studied retail expenditure patterns throughout the United States. Specifi cally, Village Solutions 
has examined total retail expenditures as a percent of Household Income, retail category expenditures as a 
percent of non-auto retail sales and the capture of retail sales of various retail shopping formats in over 100 
cities, towns and neighborhoods. 

The company uses a number of data sources to determine actual retail sales expenditures and then estimates 
these sales as a percent of household income. First, the company examines the Census of Retail Trade produced 
by the U.S. Department of Commerce every fi ve years. The last study was conducted in 2002. The Census of 
Retail Trade determines total retail sales for all major retail categories for all counties in the United States and 
for most major towns including Nelson County and Bardstown. Second, the company studies the Census of 
Consumer Expenditures conducted annually by the U.S. Census Department. To a lesser degree the company 
examines state sales tax data, but variances in the way sales are categorized between states makes this method 
less reliable. Finally, the company obtains from all clients that own major shopping centers the exact monthly 
and annual sales fi gures of their tenants to determine the actual capture rate of household incomes of their 
surrounding markets.

Historically, Village Solutions has found that on a national basis, 56% of average household incomes are 
typically spent on total retail expenditures and non-auto sales are approximately 72% of total retail sales. As 
a comparison, as per Table 8, 52.9% of Kentucky’s Household Income in 1997 was spent on retail sales and 
in 2002, retail sales were 53.15% of total household incomes. Variances between states include variances in 
household incomes, infl ow or outfl ow sales to and from adjacent states, and tourism expenditures.

After the total non-auto retail potential of a market is determined, the sales are then allocated among various 
retail categories based on the 1997 and 2002 Census of Retail Trade and then allocated to various categories 
and shopping center types. As an example, GAFO (General merchandise, Apparel, Furniture and home 
furnishings and Other) sales are 35% of non-auto sales and grocery sales are 23% to 25% of all non-auto 
sales.  As another example, downtowns as per the National Main Street Program typically capture 10% to 
20% of community’s retail sales. Community centers historically capture 65% of all shopping center sales and 
regional malls historically capture 26% of all shopping center sales, but 45% to 55% of all GAFO sales. 

Specifi cally, as per Table 4 (located at the end of this section) in 1997 Nelson County generated $218,840,000 in 
total retail sales. As per Table 5, retail sales grew by 43.3% in the County to $313,899,000 from 1997 to 2002. 

In 1997 total auto sales were $42,136,000 representing 19.25% of total retail sales in Nelson County, as 
compared to the entire State of Kentucky where total auto sales represent 22.12% of all retail sales. Nationally, 
auto sales in 1997 were 28% of total retail sales. Determining the reason for such variances is beyond the 
scope of this assignment but experience would suggest that Nelson County loses auto sales to Hardin and 
Jefferson County.  In fact, examination of all sales in Nelson County and Bardstown suggests a signifi cant loss 
of retail sales to areas outside of the county. 



34

In 1997 Non-auto retail sales in the entire county were estimated to be $176.7 million and $264.4 million in 2002. 
As per Table 4 and 5, GAFO sales represented 34.76% of total non-auto sales in 1997, which was very consistent 
with the national benchmark of 35%. However, by 2002, total GAFO sales in the County had declined to 30.81% 
suggesting a further erosion of sales to areas outside of the County, costing jobs and vital tax revenue. 

In Table 6 and 7, retail sales for Nelson County and Bardstown for 1997 and 2002 were compared. In 1997, 
77.09% of all retail sales generated in the entire county were generated from establishments located in the 
City of Bardstown. In 2002, 73.89% of total county sales were generated in the city. As noted earlier, 73.87% 
of the county’s population currently lives outside of the city, while almost the same percentage, 73.89% of the 
sales are generated in the city. 

In Table 12, the Total Retail Sales Potential for Nelson County was estimated for 2005 by using ratios of 
incomes and sales established from the 1997 and 2002 Census of Retail Trade and the 2000 US Census. The 
result of this analysis projected a market potential of $283,000,000 after projections of auto sales and normal 
outfl ows sales to surrounding areas.

In Table 13, the estimated 2005 Non-Auto sales potential for Nelson County were analyzed and then distributed 
over various types of shopping formats such as shopping centers in general and more specifi cally regional 
malls and community centers. While Downtown Bardstown is clearly not a mall it does behave in very similar 
ways to other forms of store clusters. In this regard, it was projected that retailers in Downtown Bardstown 
would most likely capture sales from the shopping center sales category as opposed to categories for free 
standing stores or catalogue sales. As outlined in Table 13, Total Shopping Center Sales were estimated to be 
$155.746 million or 55% of the total retail sales potential of market. Downtown was projected to capture 10% 
of these sales plus generate another 40% of its sales from infl ow sales to produce total sales of $21,804,000 
in 85,000 square feet representing sales of $257.00 per square foot. This capture was based on the assumption 
that new development in the downtown would have a merchant mix signifi cantly different from a traditional 
downtown with the inclusion of new lifestyle uses, new forms of entertainment, a better variety of restaurants 
and new residential development.

The sales that can be generated from the specifi c developments in Downtown Bardstown will largely be a 
function of the merchandising strategy of each project and the ability to attract successful and one-of-a-kind 
retailers that exceed the offer of other shopping alternatives in the county and surrounding areas as well as 
having a unique appeal that attracts consumers from outside of the market. A formal merchandising strategy 
will be formulated and presented in a subsequent phase of this strategic plan. 

PRELIMINARY RETAIL SALES CONCLUSION
Downtown Bardstown currently has approximately 40,000 square feet of viable retail space producing average 
sales estimated to be $130.00 per square foot or $5,200,000 in 2005.

The total 2005 retail market for the county which is also the maximum potential market for the Downtown 
Bardstown study are is $283,175,000. 55% of these sales will be captured by retail concentrations comparable 
to Downtown Bardstown. Upon improvement in the merchant mix, parking, amenities and more downtown 
residents, retailers in Downtown Bardstown have the potential to capture approximately 10% of these sales to 
achieve total sales of $21,804,000 with an infl ow factor of 40%. 

Currently, the Downtown with 135,000 square feet of total commercial and upper level residential space has 
40,000 square feet of viable retail space. With the addition of 45,000 square feet of new retail space to total 
85,000 square feet, the average sales per square foot potential is $257.00 per square foot in 2005 dollars.

Note: The above sales projections will be adjusted in a fi nal step in this comprehensive strategic plan. 
Adjustments will be based on the fi nal recommended development strategy for specifi c sites to be 
determined in subsequent phases.
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RETAIL RENT POTENTIAL
Rent, the cost of operating a retail space, is typically calculated as an annual amount per square foot and is 
compared to the sales per square foot of the subject retailer.  By measuring rent and sales per square foot, the 
capital invested into a business can easily be compared to sales and rent. Likewise, calculations of sales, rent 
and investment per square foot allows various businesses and categories to be compared on an even unit of 
measure.

Potential rent is based on several factors. First rent is a factor of sales. Stated in another way, an on-going and 
fi nancially successful retail store can only sustain rents that fall within acceptable ranges. Typically, as a rule 
of thumb retailers can pay 10% of their sales for minimum rent and operating expenses such as real estate 
taxes, common area maintenance and other related expenses. However, various categories can support more 
or less rent. As an example, a specialty gift store with higher margins can pay rent in the range of 12% and 
major restaurants should maintain total rents in the 8% range.

Rent is also impacted by the availability of alternative locations in the market, their asking rents and the sales 
potential of those locations. However, not all locations are equal and some locations generate higher sales 
than other locations for a variety of reasons. As an example, higher sales generating merchants tend to cluster 
together in high traffi c areas. Likewise, fashion retailers benefi t from being adjacent to other fashion retailers 
for comparison shopping.

Having stated the above, the estimated sales per square foot in Downtown Bardstown of $257.00 can support 
average total rents of $23.00 per square foot which includes the pass through of certain operating expenses 
such as real estate taxes and common area expenses. Obtainable, average net minimum rents are in $19.00 per 
square foot range. These rents compare to actual rents in the $4.00 to $9.00 per square foot range. The reasons 
for this signifi cant variance between potential rent and actual rent ranges from a lack of convenient parking 
relative to shopping center alternatives, the condition of the existing buildings, their general ineffi cient layout 
and low rents in alternative locations.

The potential for Retail minimum rents are projected to range from $12.00 per square foot for a specialty food 
market to $24.00 per square foot for a small specialty store.  Higher rents may be obtained with the addition 
of tenant build-out allowances.

North Third Street as seen from Old Courthouse
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RESIDENTIAL
DOWNTOWN HOUSING INTRODUCTION

Residential development generally follows the path of least resistance. Developers build new homes on the 
nearest available land to the most recent successful residential development. Bardstown follows the same 
development patterns with most development occurring in the form of single family homes in new subdivisions 
near the edge of town for no other reason than the fact that successful developments can be accomplished in 
these areas.

However, across the United States, cities and towns of various sizes are experiencing a renaissance in downtown 
living, fueling a resurgence in new restaurants and growth in specialty retail stores. Likewise, the new homes, 
shops and restaurants form a new critical mass of economic generators which supports and encourages new 
investment in the downtowns. 

According to a 2003 report authored by N. David Milder titled “The Major Social and Economic Trends 
that Are Now Shaping Downtown Revitalization,” the persons and households most interested in living 
downtown include:

• People who work downtown.

• “Well-off” singles and couples without children (i.e. empty nesters, young professionals).

• People who seek places of socialization (i.e. restaurants, art galleries, entertainment).

• People who enjoy pedestrian friendly environments.

• Senior citizens who want to be near hospitals and medical facilities.

• “Urban Pioneers,” such as artists seeking large and inexpensive living and studio space.

NEW HOME DEMAND
Projecting demand for new homes in Downtown Bardstown is clearly more art and vision than a calculated 
projection based on an analysis of current trends. It is diffi cult to put exact numbers on the demand for a new 
housing type such as loft units and condos that will clearly be a market pioneer. 

In any market, the measurable demand for housing (the units sold) depends on a number of factors that are 
diffi cult to measure when a new product is contemplated such as downtown condos where there is limited 
historical data to support such projections. 

Historically, homes in Bardstown were located along the major streets within blocks of Courthouse Square. 
The majority of the better homes were located on Muir Avenue, Fitch, Stephen Foster, Flaget, Broadway and 
1st street through 5th street. In subsequent years to World War II, neighborhoods evolved into fairly dense 
developments located within 2 miles of the courthouse. However, over the past ten years, new residential 
growth has almost stopped in the historic downtown and surrounding neighborhoods, while growth has largely 
been concentrated outside of the city and in the county. 

Over the past fi ve years new home building permits in Nelson County have averaged between 400 and 500 units 
per year, as per Table 17B. The vast majority of new homes have been single family homes and there have been 
virtually no new condominium developments or single family developments in the downtown area.

One may conclude that the housing market answers the demand of the home buyer. That is largely true, but 
development patterns change in anticipation of the need of new products as consumers change. In this regard, 
we looked at several basic facts concerning Bardstown and the county and then compared those changes to 
national trends. In brief, we noted that the City of Bardstown is growing at a slower rate than Nelson County. 
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Likewise, Downtown Bardstown has lost population and is projected to continue to lose population over 
the next fi ve years, without changes to City, County and Downtown development patterns. However, this 
projected decrease in population comes at a time when consumers and home owners are seeking alternative 
living, shopping and work environments, nationwide. 

The broad demographic economic changes that are driving this national trend are prevalent in Bardstown and 
Nelson County.  Specifi cally, the national number of residents per household continues to decrease as non-traditional 
households now make up almost 75% of all households. Locally, less than one third of households in Nelson 
County have a traditional family consisting of a mother, father and one or more children. Consequently, these non-
traditional living arrangements have become the majority of the households in Nelson County. The implications 
for such household changes include the need for smaller homes, less maintenance, smaller yards, more places for 
dining out, reduced trips for shopping, shorter commutes and new communities that enhance socialization.

NATIONAL RESIDENTIAL TRENDS
Outlined in the following sections are reviews of major national trends:

HOUSEHOLDS, RENTERS & OWNERS
As indicated in Table 14, in 69.44% of all U.S. residents live in homes owned by the head(s) of the household 
and 30.56% live in rental housing in 2005. On average 2.67 people live in owned homes and 2.36 people live 
in rental units, for a combined national average of 2.57 people per household. In recent years, home ownership 
has increased due to lower interest rates and higher incomes

As a comparison, 59.8% of all households in the City of Bardstown were owned in the last census of 2000 and 
40.2% were renter occupied units.

NATIONAL DOWNTOWN HOUSING DEMAND
Village Solutions has looked a number of national studies used to estimate demand in new downtown 
developments. We have found that in any given market assuming quality choices that 2.5% to 10% of the 
home owners are potential prospects for new developments in a more compact village or downtown area. 
Prospect interest varies signifi cantly by commute, crime, amenities, and the availability of quality housing in 
the subject locations.

Tables 15-16 provide additional details concerning national homes, home owners and renter distribution.  
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DOWNTOWN BARDSTOWN HOUSING POTENTIAL
As per Table 17A, in 2000 the City of Bardstown had 4,391 households.

In Table 18A, Village Solutions estimated the county has a total of approximately 16,000 households as of 
the end of 2005. Over the next fi fteen years this household count was projected to grow to as high as 20,000 
units. We also estimated that there are approximately 495 residential units within the downtown area. The 
market potential for new downtown homes were estimated assuming a prospect base of 2.5% on the low side 
and 5.5% on the high side for interested downtown residents. The medium market demand was estimated to 
be 154 units with a prospect base of 4% of all home owners and a capture rate of 75% of interested prospects. 
Conversely, a higher prospect base of 5.5% and a conversion rate of only 50% would generate 302 buyers, and 
a 75% conversion rate would generate 454 buyers by the year of 2020.

Additionally, as indicated in Table 18B, we projected growth in households and population in the Primary 
Study Area, defi ned as the 15 minute walk from Court Square, provided wide spread community support for 
the creation of a vibrant downtown. As previously mentioned, in 2005 there were 1,703 households within this 
15 minute area. By 2020, the total households in this area are projected to grow to 1,925 homes representing 
an increase of 222 new homes. If 50% of these new homes were located within the Primary Study Area, 110 
new homes would be developed.

Based on our analysis, we recommend a development plan to add between 110 and 150 “owned” residential 
units in the Primary Study Area over the next 15 years. Of this total, approximately 75% or 82 to 112 homes 
should be condo developments and between 28 and 38 new single family homes. Additionally, existing single 
family homes, condos and apartments will experience an increase in value as the market demand heats up for 
this new product type.

These housing projections are contingent on the following:

1. The residential real estate market and overall economy remains relatively healthy.

2.  Interest rates remain relatively low compared to traditional interest rates over the past 10 years.

3.  The presence of broad civic support for such development. Specifi cally, the City and County will be 
required to work together to support residential growth in the downtown area.

4.  New amenities, retail, entertainment and dining options are added to the downtown.

5.  The product and pricing fi lling a unique market niche and the marketing of such developments are 
executed at the highest level.
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MAJOR TAKE AWAY
DECLINE IN DOWNTOWN POPULATION AND GROWTH RATES
Between 1990 and 2000, the population in the Study area declined as post World War neighborhood 
changed from a life stage of baby boom families to empty nests and low income homes on the edge of 
downtown were abandoned and, in many cases, demolished.  More importantly, between 2000 and 2005 
the City’s Population grew only by 523 residents while the County’s Population grew by 2,406 during 
the same period. 

LOSS OF RETAIL SALES
The County is losing over $50,000,000 in annual retail sales to surrounding counties and cities.  This 
results in a loss of jobs, unnecessary trips outside of the market, loss of retailer profi ts to be re-invested 
into the community, and an overall loss of quality of life.

UNBALANCED GROWTH
Total City and County population in 2005 was estimated to be 40,639. 26.1% of the population resides 
in the City of Bardstown and 73.87% in the County.  However, the county is growing at a rate of almost 
4.6 times the rate of the City’s growth.  Growth outside of the city results in a need for new roads, new 
services outside of the city core which costs and much as 5 times more to provide as providing services 
to established city areas.

LOSS OF RURAL LANDSCAPE
Over the next 10 years, more than 3,000 acres of rural countryside in Nelson County will be developed 
for residential homes based on the current density in the County.  Additionally, land will be required 
for new roads to the new homes and land will be required to build new shopping centers, gas stations, 
fi nancial institutions, and other related public and private services to meet the needs of the growth in 
population.

CHANGING HOUSEHOLDS CALL FOR NEW VISION OF DOWNTOWN LIVING
Non-traditional living arrangements have become the majority of the households in Nelson County 
calling for smaller homes and yards, less maintenance, more places for dining out, better prepared foods 
for take home consumption, reduced trips for shopping, shorter commutes, pet friendly environments, 
places of entertainment and new communities that enhance socialization.

LARGE RELATIVE DEMAND FOR NEW DOWNTOWN HOMES
Between 110 and 150 “owned” residential units in the Primary Study Area should be developed over the 
next 10 to 15 years.  Of this total, approximately 75% or 82 to 112 homes should be condo developments 
and between 28 and 38 new single family homes.

NEW DEMAND FOR RETAIL
Downtown Bardstown can support approximately 85,000 square feet of viable retail, restaurant and 
entertainment venues producing annual sales in current dollars of approximately $257.00 per square 
foot.  This represents an increase of 45,000 square feet over the current base.
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BARDSTOWN/NELSON COUNTY MAPS
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TABLE 1
DOWNTOWN BARDSTOWN 2005 TOTAL HOUSEHOLD INCOME PRIMARY MARKET

SECTOR AREA POPULATION HH’S
AVG.

HH INCOME
(000s)

TOTAL INCOME

STUDY AREA 15 minute 
walk

3,448 1,483 55,087 $81,694

BARDSTOWN Outside 15 
min.

7,167 2,908 47,107 $136,987

COUNTY Outside of 
City

30,024 11,043 57,734 $637,557

TOTAL 40,639 15,434 $55,477 $856,238

Source: Village Solutions Company & Claritas, Inc.

TABLE 2
BARDSTOWN/NELSON COUNTY POPULATION GROWTH

2000 2001 2002 2003 2004 Total
      
City/County Total 37,477 38,592 38,823 39,635 40,406
Percent Growth NA 2.9% 0.6% 2.0% 1.9% 7.8%

      
Bardstown Only 10,374 10,784 10,800 10,836 10,897  
Percent of County 27.68% 27.94% 27.82% 27.34% 26.97%
Percent Growth NA 3.8% 0.1% 0.3% 0.6% 5.0%

County Only 27,103 27,808 28,023 28,799 29,509 8.88%

Source: Village Solutions Company & Claritas, Inc.

TABLE 3
KENTUCKY DEMOGRAPHICS 2004 COUNTY COMPARISONS

 POP. HHs AVG. INC.

Louisville Metro 672,590 279,161  $ 67,118.00 

Bullitt 66,630 23,948  $ 60,715.00 

Nelson 40,139 15,139  $ 55,359.00 

Spencer 12,059 4,421  $ 40,380.00 

Washington 11,294 4,249  $ 52,469.00 

Hardin 92,445 31,126  $ 57,093.00 

Source: Village Solutions Company & Claritas, Inc.
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TABLE 8
KENTUCKY RETAIL SALES TO INCOME RATIOS (Thousands, 000s)

Category 1997 2000 2002

Population 3,934,791 4,041,769 4,087,713

Households 1,527,388 1,590,647 1,618,450

Avg. HH Income 41,255 45,246 46,576

Total Income 63,012,839 71,970,414 75,381,314

Retail Sales 33,332,675 37,370,595 40,062,629

Sales as a % of Income 52.90% 51.92% 53.15%

Notes & Sources:
1990 to 2000 population growth:  3,685,296 to 4,041,769 represents a 9.673% increase or 0.96728% per year.
1997 population estimated by increaing 1990 population of 3,685,296 by 6.77% (.96728 x 7). 
2000 to 2005 population growth:  4,041,769 to 4,156,627 represents a 2.84% increase or .56836 annual increase.
2002 population esimated by increasing 2000 population by 1.13672 (.56836 x 2).  
1990 to 2000 household growth:  1,379,782 to 1,590,647 represents a 15.2825% increase or 1.528% per year.
1997 households estimated by increasing 1990 households of 1,379,782 by 10.69775 (1.52825*7). 
2000 to 2005 households increased by 69,508 from 1,590,647 to 1,660,155 or 4.3698% or .87396 a year.
2002 households estimated by increasing 2000 households of 1,590,647 by 1.74792% (.87396% x 2).
2000 KY average household income of $45,246 increased to $51,952 in 2005, representing a growth rate of 14.82% 
or annual rate of 2.964%.
2002 average household income estimated by increasing the 2000 average household income of $45,246 by 5.928% (2.94% x 2)
1997 and 2002 as per Census of Retail Sales, U.S. Department of Commerce.  
1997 to 2002 sales increase of 20.19% or average of 4.038% per year.  

2000 Sales estimated by increasing 1997 at an annual rate of 4.038% or 12.114%.  
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TABLE 9
NELSON COUNTY RETAIL SALES TO INCOME RATIOS (Thousands, 000s)

Category 1997 2000 2002

Population 35,147 37,477 38,742

Households 12,892 13,953 14,545

Avg. HH Income $ 42,732 $ 48,669 $ 51,393

Total Income $ 550,899 $ 679,079 $ 747,524

Retail Sales $ 174,921 $ 248,090 $ 250,903

Sales as a % of Income 31.75% 36.53% 33.56%

Notes & Sources:

 1990 to 2000 population growth:  29,710 to 37,477 represents a 26.14 % increase over 10 years or an average annual increase of 2.614%.

1997 population estimated by increaing 1990 population of 29,710 by 18.30% (2.6143 x 7).  

2000 to 2005 population growth:  37,477 to 40,639 represents a 8.437% increase or a 1.6874% annual increase. 

2002 population esimated by increasing 2000 population by 3.3748% (1.6874 x 2).  

1990 to 2000 household growth:  10,417 to 13,953 represents a 10 year increase of 33.94445% or an average annual increase of 3.394%.

1997 households estimated by increasing 1990 households of 10,417 by 23.758% (3.394 x 7). 

2000 to 2005 households increased by 1,481 from 13,953 to 15,434 or 10.614% or 2.1228% a year. 

2002 households estimated by increasing 2000 households of 13,953 by 4.2456% (2.1228% x 2). 

2000 County average household income of $48,669 (1999 per capita income of $18,120 x population of 37,477 divided by 13,953 HH). 

2002 average household income estimated by increasing the 2000 average household income of $48,669 by 5.596% (2.798% x 2)
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TABLE 10
BARDSTOWN RETAIL SALES TO INCOME RATIOS (Thousands, 000s)

Category 1997 2000 2002

Population 9,760 10,374 10,470

Households 3,890 4,195 4,273

Avg. HH Income $ 39,868 $ 43,724 $ 46,155

Total Income $ 155,093 $ 183,422 $ 197,240

Retail Sales $ 138,188 $ 195,991 $ 198,213

Sales as a % of Income 89.10% 106.85% 100.49%

Notes & Sources:

1990 to 2000 population growth:  8,327 to 10,374 represents a 24.58% increase or 2.45827% per year. 

1997 population estimated by increaing 1990 population of 8,327 by 17.20789% (2.45827 x 7). 

2000 to 2005 population growth:  10,374 to 10,615 represents a 2.84% increase or .56836 annual increase. 

2002 population esimated by increasing 2000 population by .9289 (.04645 x 2).  

1990 to 2000 household growth:  3,179 to 4,195 represents a 31.9597% increase or 3.19597% per year. 

1997 households estimated by increasing 1990 households of 3,179 by 22.37179 (3.19597*7). 

2000 to 2005 households increased by 196 from 4,195 to 4,391 or 4.6722% or .93444% a year. 

2002 households estimated by increasing 2000 households of 4,195 by 1.86888% (.93444% x 2). 

2000 Avg. HH income: per capita income of $17,681 x pop. of 10,374 divided by 4,195 HHs. 

2000 Bardstown Avg. HH income of $43,724 increased to $49,802 in 2005 = growth rate of 13.9% or annual rate of 1.39%.
2002 Avg. HH income estimated by increasing the 2000 average household income of $43,724 by 5.56032% (2.78% x 2)

1997 household income estimated at 91.188% of 2000    

Retail Sales Estimated at 79% of County.     
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TABLE 11
NELSON COUNTY TOTAL RETAIL SALES POTENTIAL 2005 PROJECTIONS (Thousands, 000s)

Retail Sales

Actual Actual Estimated
1997 2002 2005

Nelson County $ 218,840 $ 313,899 $ 395,709
Total Increase NA 43.44% 26.06%
Annual Increase NA 8.69% 8.69%

            

Income to Sales Ratios

Actual Actual Estimated
1997 2002 2005

County Income $ 550,000 747,000 856,238
Retail Sales $ 218,840 $ 313,899 $ 395,709
Sales to Income 39.7891% 42.02% 46.21%
Potential  $ 291,500  $ 395,910  $ 453,806 
Outfl ow  $ 72,660  $ 82,011 58,097 
Percent Outfl ow 24.93% 20.71% 12.80%

Source: Village Solutions Company      

TABLE 12
2005 COUNTY SALES POTENTIAL SALES POTENTIAL 

INDICATOR EXISTING TRADE AREA (1)

(000’s)

Total Income $856,238
Total Retail Potential @ 53% $453,806 
Less Outfl ow @ 20% $90,761 
Net Potential $363,045 

Less Auto Sales @ 22% $79,870 

Total Sales Potential, Primary Market $283,175 

Source: Village Solutions Company, Census of Retail Trade & Claritas, Inc.
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TABLE 13
2005 DOWNTOWN BARDSTOWN PRIMARY MARKET SALES POTENTIAL

I. Shopping District (000’S) 
Sales Potential  
   Total Non-Auto Potential (TABLE B ) $283,175 
   Shopping Center Sales (1) $155,746 
   Regional Mall Sales (2) $46,724 
   Downtown Potential (3) $15,575 

II. Infl ow Sales Addition (000’s)
Community Center Primary Market
Downtown Sales Potential (1) $15,575 
Infl ow Sales
40% of Potential (2) $6,230 

Total Downtown Sales Potential $21,804 

III. Sales & Rent Potential
Square Footage 85,000
Sales Per Square Foot $257 
Rent Potential $23 
Less Operating Expenses ($4)
Net Minimum Rent $19 

Source:   Village Solutions, Census of Retail Trade & Claritas, Inc.   

TABLE 14
2005 U.S. HOUSEHOLDS RENTERS & OWNERS

Type of Number of % of Number of Residents 
Household HH (000s) U.S. Total Residents per Household

Renter 34,577 30.56% 81,508 2.36

Owner 78,578 69.44% 209,648 2.67

Total 113,155 100% 291,156 2.57

Source: U.S. Census Bureau, Current Population Survey, Annual Social and Economic Supplement



55

TABLE 15
CHARACTERISTICS OF U.S. HOUSEHOLD COMPOSITION

 All Households All Apartments
Age (%)   

30 & Less 13% 31
30 - 40 31% 31
45 - 64 35% 23
65+ 20% 15

Median Age (Yrs) 47 37
Mean Age (Yrs) 49 42

Household Type (%)   
Single Male 12% 22
Single Female 15% 25
Husband w/wife only 21% 9
Husband/Wife/Children 26% 11
Single Parent 9% 12
Other 17% 21

Household Members (%)   
1 27% 47
2 33% 26
3 16% 13
4+ 24% 13

Mean 2.5 2.00
Mean Income $62,573 $34,096
Median Income $40,177 $25,000

Source: 2003 U.S. Census Bureau’s American Housing Survey  

TABLE 16
U.S. 2005 RENTER DISTRIBUTION

Households Population Residents

Single Family 10,877 30,243 2.78

2 to 4 Units 6,946 16,455 2.36

Apt. 5+ Units 15,598 31,831 2.04

Mobile Homes 1,155 2,979 2.58
 

Total 34,917 82,708 2.59

Source: Village Solutions Company
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TABLE 17A
CITY OF BARDSTOWN 2000 HOUSING CHARACTERISTICS

General Characteristics 2005 % US. Comp.

Households 4,391 98% 97.2%

Group 310 2% 2.8%

Population per unit 2.35 NA 2.59

Occupied Housing Units 2,624 59.8% 66.2%

Renter Occupied 1,767 40.2% 33.8%

Vacant 532 5.6% 9.0%

Source: U.S. Census Bureau

TABLE 17B
NELSON COUNTY, KY NEW HOME CONSTRUCTION

2002 2003 2004

Single Family 423 478 406

Two Family 2 0 5

Three/Four Family 5 1 4

Five or More 9 0 1

Total 439 479 416

Source: U.S. Bureau of the Census

             2005 Y-T-D: August 2004 = 305, August 2005 = 371 = 66  increase 22%+  



57

TABLE 18A
PRELIMINARY DOWNTOWN BARDSTOWN CONDO DEMAND ESTIMATES 2005 - 2020

 Low Medium High

County Households1 16,000 17,500 20,000

Potential Downtown Preference 2.50% 4.00% 5.50%

Potential Prospects 400 700 1,100

Existing Households 495 495 495

Gross Prospects (95) 205 605

Home Ownership Rate 75% 75% 75%

Net New Home Buyers 0 154 454

Notes: 1 Non Senior Households without children    

Source: Village Solutions Company

TABLE 18B
2005 BARDSTOWN HOME VALUES

Home Values Count %

Less than $60,000 377 9.03

$60,000 to $99,990 1,194 45.50

$100,000 to $149,900 509 19.40

$150,000 to $199,999 225 8.57

$200,000 to $299,999 254 9.68

$300,000 to $399,999 38 1.45

$400,000 to $499,999 27 1.03
2,624 95%

Source: Village Solutions Company  
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TABLE 19
PROJECTED DOWNTOWN NEW HOME POTENTIAL POPULATION & HOUSEHOLD GROWTH

2005 2010 2015 2020

Nelson County Population 40,977 45,000 48,601 51,858
Nelson County Households 15,760 17,307 18,692 19,945
5 Year Total Household Increase NA 1,547 1,385 1,253
5 Year % Increase NA 8.94% 7.41% 6.28%

Downtown Households 1,703 1,804 1,876 1,925
Study Area Population 4,412 4,673 4,860 4,986
5 Year Total Household Increase NA 101 72 49
5 Year % Increase NA 5.59% 3.85% 2.53%

Study Area Capture Rate NA 50% 50% 50%

Study Area New Units NA 50 36 24

CUMMLATIVE TOTAL NA 50 86 111

Source: Village Solutions Company

TABLE 20
DOWNTOWN BARDSTOWN PRELIMINARY CONDO RECOMMENDATIONS 2006 - 2021 

Unit Style Units Size Price PSF Total Cost

Studio 15  625 - 750  125 - 150  78,125 - 112,500 

One Bedroom 25  750 - 900  125 - 175  93,750 - 157,500 

Large One Bedroom 20  1,000 - 1,250  150 - 200  150,000 - 250,000 

One Bedroom + Offi ce/Den 40  1,200 - 1,500  150 - 175  180,000 - 262,500 

Two Bedroom 30  1,300 - 2,000  125 - 200  162,500 - 400,000 
Total 130

Source: Village Solutions Company
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INTRODUCTION
Obtaining input from the community has played an 
integral part in developing the Downtown Bardstown 
Vision Plan. Gathering the community’s input and 
ideas was achieved by conducting two large public 
workshops.  In addition to these workshops, several 
individual meetings were conducted with stakeholders 
and division council members. Furthermore, a separate 
meeting with the Executive Director of the Kentucky 
Heritage Council and the Council’s staff members was 
conducted.

OVERVIEW
The citizens of Bardstown want a complete downtown 
with a variety of housing choices, a wide range of retail 
opportunities and places of socialization, entertainment 
and cultural production. They also want to see a strong 
commitment to civic enhancement and the preservation 
of key public elements that defi ne a viable downtown.  
Historic preservation is crucial and it will be important 
to seek interesting and unique ways to communicate the 
history of downtown’s former residents and visitors as well 
as the buildings which hold priceless historic memories 
and activities. This vision includes streets for people and 
not just for cars, improvements in the streetscape, cross 
walks, benches, street lighting and parking.  

The community understands the special qualities that have made Downtown Bardstown special and a desirable 
place to live.  They seek better communication on how to plan for new development and put in place a 
process which protects those aspects of the downtown they cherish.  The downtown stakeholders seek a true 
partnership with elected offi cials, city/county staff that are committed to furthering a positive vision of a 
vibrant Downtown Bardstown.  They want a voice in the process of enhancing the downtown with zoning, 
historic preservation and elected offi cials.  The community also seeks fi nancial support from outside sources 
in addition to the support by developers, property owners and merchants who are willing to make signifi cant 
new investments in the downtown.

Photo by Brian Walker/The Kentucky Standard
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WORKSHOP I
Highlighted below are ideas generated by the community during the fi rst workshop for retail, hotel, residential, 
entertainment, art and other uses. These uses are viewed by the community as being vital in creating a more 
vibrant downtown.

USES
RETAIL
1.  Convert former A & P to a restaurant or specialty market

2.  Covert Ice’s Produce to retail.

3.  Convert McLean House to retail.

4.  Small Neighborhood Grocery Store or Whole Foods market

5.  Shoe Store

6.  Junior Clothing

7.  Family Restaurant

8.  Replace Luckett’s with a family restaurant

9.  Coffee shop

10.  Create a malt shop

11.  Convert Pott’s to 10,000 square feet of retail with 4 stores and parking garage behind.

12.  Convert Ice’s Produce into a specialty market or deli.

13.  Create a mini mall on the second level of 3rd street stores.

14.  Add a wine bar to Toddy’s.

15.  Add outdoor dining to downtown.

HOTEL
1.  Add upscale boutique hotel to downtown.

2.  Convert existing library into hotel.

3.  Turn McLean House into hotel.

RESIDENTIAL
1.  Convert Seeger’s property to condos.

2.  Convert existing Library into condos.

3.  Connect Standard building to existing library for a condo development.

4.  Allow upper levels of buildings on 3rd street to be sold as condos.
a.  Owners will take better care of buildings than renters.
b.  Creating condos on upper levels will result in increased investment on the fl oors.

5.  Redevelop Pott’s Auto Parts and Bardstown Mills as residential.
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6.  Rezone (create an overlay district) functionally obsolete houses on big lots for more dense 
development to support redevelopment.

7.  Create granny fl ats behind houses on south third street.

8.  Residential in area of Seeger’s should not be higher than Talbot Tavern.

9.  Create New Orleans type courtyard behind K of C Hall.

ART
1.  Develop around local artists

2.  Enhance cultural production (live theater, recording studio, art galleries).

3.  Create a place where artists want to live and work.

4.  Create an artist attic above the retail on Main Street.

5.  Develop art gallery nights.

6.  Luminaries

7.  Develop a dinner theater

8.  Put art work around town

9.  Embellish cemetery with environmental art.

ENTERTAINMENT
1. Turn existing library into a cultural center.

2. Add downtown night clubs.

3. Live entertainment in pubs.

4. Create a dynamic downtown sound system.

5. Add a water park to downtown.

6. Mico Brewery

7. Create diversifi cation of entertainment, with artist garden and roof top garden bars.

OTHER
1.  Create a fi tness trail

2.  20 and under club – places for teens.

3.  Work-out place.

4.  Jillian’s or similar type of entertainment venue

5.  Bowling Alley

6.  Create Bourbon Row at the library.

7.  Keep Post Offi ce Downtown.

8.  Eliminate Wilson & Muir drive through.

9.  Create Bourbon History Center in existing library.
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10.  Create auto museum in Seeger Garage.

11.   Create little places of discovery.

12.  Tourists want to walk, read and discover.  Alleys can become a major point of interest.

13.  Create a park for children.

14.  Create footsteps of famous people who have visited Bardstown.

15.  Convert old Shelton’s into an arcade, bowling alley, teen center.

16.  Need capital to jump start development.

17.  Add small parks near schools.

STREETS/PARKING
1.  Worst parking is at Post Offi ce.

2.  Create parking decks with 12 foot ceilings

3.  Make downtown a pedestrian friendly area.

4.  Add more trees to downtown.

5.  Create places to read and relax.

6.  Create a true boulevard on Broadway.

7.  Create a fi tness trail.

8.  Add parking garage

9.  Create a green boulevard down Broadway.

10.  Improve Alleys 

CIVIC 
1.  Create a convention center with breakout rooms.

2.  Create pocket parks

3.  More green space

4.  Town is “too dark”

5.  Bury utilities
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WORKSHOP II
SUMMARY

During the second workshop, the community outlined what they felt to be the most important issues relative 
to new development in Downtown.  They are as follows:

1.  Preservation of the historic nature of Downtown.  They seek better communication on how to 
plan for new development and instituting a process to better protect the historic qualities of the 
downtown.  

2.  Parking.  The community’s vision includes adding convenient parking that will encourage a more 
pedestrian friendly environment and hence, draw more people downtown.  

3.  Capital/fi nancing for new construction.  Developers, property owners and merchants are willing and 
able to make signifi cant new investments into the downtown but they also seek fi nancial support 
from outside sources including the local banks and private equity sources.

4.  Attracting people to downtown.  The community sees a need for creating a stronger draw with 
compelling hotels, bars, entertainment, arts and unique merchandise as well as having strong 
marketing to showcase the historic quality of downtown.  They believe having these relevant uses in 
downtown will be key in reversing the trend of young professionals moving away and will provide 
the amenities to attract more people to live, visit and shop in the downtown.

The community listed the following three most needed uses in Downtown:

1.  Grocery 

2.  Residential Condominiums   

3. Entertainment, bars and restaurants to create a “night life” in downtown. 

Sheila Hurst, Sissy & Boyz
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VISION

The Vision for a vibrant and fully revitalized Downtown Bardstown is that of compact walkable town center 
with a full mix of uses – houses of varying sizes and types, restaurants, shops, offi ces and public services – all 
within a ten minute walking distance. However, the citizen’s of Bardstown have a much more complex and far 
more reaching vision than those expressed only in land use recommendations and real estate strategies. The 
citizens of Bardstown seek nothing short of realizing a true community with places of socialization, cultural 
production, recreation, rest and relaxation, entertainment, life long education and knowledge sharing. This is 
the vision – a vision of a historic, current, and fully connected community where people live, communicate 
and share common experiences. This is the essence of the original town plan created over 200 years ago. The 
challenge for today is to restore the integrity of the original plan while meeting the needs of a contemporary 
society.

“The citizens of Bardstown seek nothing short of realizing a 

true community with places of socialization, cultural production, 

recreation, rest and relaxation, entertainment, life long education 

and knowledge sharing.”

OVERVIEW
The purpose of this section is to present general real estate development recommendations for Downtown 
Bardstown, specifi c land use guidelines and recommendations for fi fteen sites to illustrate these general 
principles. Located at the end of this section are a number of overview plans and small area plans that show 
the existing conditions of the primary study area, areas of opportunities and constraints, existing land use, 
recommended land use, and fi ve block studies indicating more specifi c recommendations for fi fteen (15) sites. 
The Catalyst Sites Section will present more detailed studies of four catalyst sites.

The recommendations of this section are based primarily on the product of the visioning workshops conducted 
with interested citizens from the community in December 2005 and January 2006; review sessions with the 
Downtown Bardstown Vision Council; and interviews with developers, real estate professionals and city 
leaders.  Additionally, the Bardstown vision has also been cross-pollinated with ideas from other communities 
and the knowledge and experience of Village Solutions Company. Collectively, these ideas were fi ltered and 
distilled with sound real estate planning and market research to craft a complete, meaningful and viable plan 
for Downtown Bardstown. 

In brief, the community is seeking a comprehensive and forward looking vision for the overall downtown, 
not just a set of pragmatic steps to fi ll current vacancies or to resolve a parking problem - but, the challenge is 
to go further. In this regard, the development strategies presented in this section are the fi rst buildings blocks 
of a redevelopment strategy.  More importantly is the underlying essence of these recommendations which 
are the creative sparks of the community’s collective imagination calling for a complete and true renaissance 
in the downtown. Continued historic preservation, adaptive reuse, the arts, entertainment, new condo living, 
restiching the urban fabric and replacing the missing teeth of the downtown mosaic are the keys. The fi ne 
grain elements will be how they are all connected into a complete and whole place that celebrates a unique 
way of life.
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GUIDING PRINCIPLES
The general land use recommendations of the plan have been designed to respond to the following:

1.  Downtown Bardstown’s historic district is an American asset that requires on-going preservation.

2.  Downtown Bardstown embodies the spirit, heritage and unique identity of the community.

3. Increasing the economic viability of downtown businesses is vital to the preservation of the buildings. 

4.  Preservation and re-establishment of a traditional way of in-town living is vital to the long term 
preservation of the downtown.

5.  Development in Downtown Bardstown will be constrained by the economics and challenges 
of a small town. 

6. Permanent changes in the retail distribution channel will require creative and adaptive reuse of 
existing commercial buildings in the downtown.

7.  The pressure for certain businesses, community and civic services to relocate to more functional 
locations outside of the downtown will require thoughtful and creative responses.

8. The historic and original town plan with its street grid pattern, established set backs, front lawns, 
commercial sidewalk fronting uses, and parking on the street and behind the buildings is a sound 
and viable plan, even in today’s changing marketplace. 

9. Demographic changes in household and family make-up has created a market for new downtown 
housing.

10. Encouraging growth in the downtown where an infrastructure investment has already been made is  
sound fi scal planning and to do otherwise, would be irresponsible.

View of historic Stoker House from Court Square
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PRIMARY RECOMMENDATIONS
A number of primary recommendations have been developed.  They are as follows:

FILL THE VOIDS
Re-knit the holes, refi ll the voids in the historic pattern.

Over the past fi fty years, large portions of the original historic fabric of the downtown have been demolished in 
an effort to create a more functional commercial district.  The primary land use recommendation is to maintain 
all historic properties and build new buildings that are consistent with the original street, set back and sidewalk 
pattern.  Specifi cally, new buildings in the commercial portion of downtown should be built to the sidewalk and 
parking should be placed at the rear of properties and in a limited number of places on the side.  In areas that are 
primarily residential, buildings should be placed on their sites in a manner that is consistent with neighboring 
properties including preservation of front lawns, trees and building heights.  Most importantly, parking areas 
should not separate pedestrians on the sidewalk from homes, buildings and activity centers.

ARCHITECTURE
Maintain the historic integrity of the downtown architecture.

The downtown historic district has well established relationships of building heights, set backs and architectural 
details.  Certain guidelines, controls and restrictions are in place to protect the downtown, which are reasonable 
and have proven to provide stability in the downtown.  

Conversely, new construction requires a more careful integration in scale, building placement, materials, and 
fi nishes with the old in order to avoid a marginalization of the historic with false, inaccurate and fake recreations 
of the old.  This recommendation calls for more thoughtful architectural designs in new developments and an 
improvement in transition zones between residential and commercial areas.  

PARKING
Maximize existing parking opportunities.

The existing downtown has a relatively large number of potential downtown parking locations.  Numerous, parcels 
owned by individual property owners creates a highly ineffi cient use of land available for parking.  A system of 
shared parking between properties, leasing of off-site parking spaces to meet code requirements, a review of parking 
codes for mixed use with shared parking, and a comprehensive parking signage system is recommended.  

PRO-ACTIVE ADMINISTRATIVE CHANGES
Condo living should be added to the second and third levels of buildings on North Third Street, and other 
surrounding streets near the core of the downtown. 

A quick and dramatic change can be made to the downtown by converting second and third level apartments 
and vacant warehouses to lofts and condos owned by residents, as opposed to tenants.  Such changes will 
require elimination of current restrictions against condos.  However, the impact of ADA compliance, life 
safety codes and the requirements for amenities such as common elevator lobbies must be planned.

Additionally, several depressed and vacant residential sites located in the area between First and Fourth Streets, 
primarily south of Stephen Foster could benefi t from the creation of a strategy that encourages conditional 
higher density housing.  This would encourage the assembly of ineffi cient lots and abandoned single family 
homes, many of which are functionally obsolete but not historic, provided high quality developments are built 
in their place.
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CIVIC USES
Maintain Civic uses in the downtown core and fi nd new civic uses to re-seed the downtown.

Civic uses such as the Library, Post Offi ce, City Hall, Fire House, YMCA, Schools, Town Hall,  and Museums 
should be kept, maintained and added to the downtown in strategic locations. 

PARKS
Enhance downtown with parks and green space.

Downtown parks and green space need upgrading, enhancement of their edges and better connections to their 
surroundings.

RETHINK AND REUSE THE THROW AWAY SPACES
Adapt back alley spaces to creative and innovative retail shops, art galleries, craft and cultural production 
facilities, entertainment and restaurants.

The depth and width of many buildings in the downtown, especially those on North Third Street are ineffi cient 
and in some cases functionally obsolete.  Operating costs can be reduced and income can be increased by 
redeveloping the rear and sides of deep stores with alternate uses along the alleys.  This strategy will create 
far more effi cient spaces in the front of stores and increase the obtainalbe rent in the most usable portion of 
main street buildings. 

PROTECT SINGLE FAMILY HOMES
Stop the encroachment of commercial uses into single family streets.  Provide better separation between 
homes, rear and side yards with brick and stone walls, garages, carriage houses and landscaping.  

Downtown Bardstown is experiencing a slow and continual loss of residential homes in the study area. In 
recent years all of the single family homes on West Stephen Foster between Fourth and Fifth Streets have 
been converted to businesses.  Today, single family homes on South Fourth and South Fifth Streets are in a 
state of transition and under pressure to convert to commercial uses.  This plan recommends a protection of 
residential streets and containment of commercial uses with well thought out landscaping, better integration 
of zones between homes and businesses with more thoughtful transitions.
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MASTER PLAN
A master plan has been developed for Downtown Bardstown to illustrate the overall vision of the community.  
A land use plan is located at the end of this section which provides and overview of the principles outlined in 
this section.  The illustrated master plan is located in the Putting It All Together section on page 100 of this 
report.

POTENTIAL AREAS OF CHANGE
A true renaissance will generate hundreds of projects ranging from better appointed store windows, new signs 
to major developments.  Below is an outline of major developments that highlight the direction of the overall 
master plan.

1.  A&P/MASONIC LODGE BLOCK
 Replace Baskin Robbins with a new corner building brought to the sidewalk on North Third Street 

and set back consistent with the established set back line on Broadway.
 Develop a new specialty market in the former A & P.
 Create two high end condo units on the 2nd level of the former A & P.
 Renovate other buildings between A & P and existing Baskin Robins.
 Restore traditional main street facades.

2.  LUCKETT INSURANCE
 Replace existing building with anew two story building.
 New retail buildings brought to the street.
 Create old fi rehouse look for the carriage business.

3.  NORTH THIRD -  WESTSIDE
 Add new condos on 2nd level above retail.
 Parking in rear of current Knights of Columbus Hall.
 New Retail uses on street level to include candle shop; bath and body; specialty home décor items 

such as linens, towels; and better apparel.

 NORTH THIRD - EASTSIDE
 Replace community services with specialty retail.
 Develop stronger identity in storefronts.
 Create more interesting awnings and signage.

4.  CIVIC SQUARE (John Fitch Monument and Wilson & Muir Parking lot)
 Create a monument park.
 Potential retail to line the park.
 Screen Parking lot.

5.  STOKER HOUSE/McLEAN HOUSE
 Village Green area.
 Restoration of existing houses.
 Addition of specialty retail (Village Garden & Gifts).
 Boutique Hotel.
 Parking in rear.
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6.  FLOYD SEEGER PROPERTY
 Street level retail in Floyd Property.
 Retain and restore Seeger facade.
 Replace Seeger interior with 2nd level condos.

7.  JOHN FITCH CONDOS
 Convert rear yards behind Seeger and South Third Street to condos/garden homes.

8.  ARTIST BLOCK
 Build new building on vacant lot.
 Recommended use to include an artist supply business.

9.  MULBERRY ALLEY “ARTIST WALK”
 Redevelopment of alley.
 Artist galleries in rear of Main Street Buildings.
 Cafes.
 Entrance to 2nd level condos.

10.  KNIGHTS OF COLUMBUS BUILDING
 New city parking structure.
 1st level retail facing 4th street, Flaget Street, and Mulberry Street.
 Parking for condos on North 3rd street.

11.  LIBRARY
 Connection to Mulberry Alley “Artist walk”.
 Condos.
 Possible Integration to KY Standard Building and Old Stable.

12.  ICE’S PRODUCE
 Develop corner lot with retail.
 Bring retail building to the sidewalk.
 Parking in the rear.

13.  POST OFFICE
 New Post Offi ce with front brought to the corner of 4th and Stephen Foster.
 Parking to be hidden in rear.
 May require structured parking.
 No large surface parking facing the street.

14.  BOWLING ALLEY/FURNITURE
 Integrate set backs with surrounding properties.
 Potential entertainment (Bowling, Cinema).
 Parking in rear.

15.  BARDSTOWN MILLS
 Create new housing.
 Garages in the rear.
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OVERVIEW
To demonstrate examples of the overall master plan for Downtown Bardstown, a number of catalyst sites were 
identifi ed and studied.  A catalyst site is a relatively small area consisting of one or several adjacent properties.  
If developed properly, a catalyst site becomes the tipping point that triggers development on surrounding 
properties. A single gas station site and adjacent properties on each side could be a good catalyst site, but an 
entire block that may require multiple developments by a variety of developers is not a good candidate for a 
catalyst site, because it includes too many variables.  In summary, the best catalyst sites serve as an economic 
and visual model that can be applied to a number of other locations. 

In this section, a detailed study will be presented for four catalyst sites selected by the Vision Council. 
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NELSON COUNTY LIBRARY
From a retail perspective the property lacks 
parking and show windows at the street level.  
Likewise, it is not a viable restaurant site because 
of limited parking and the fact that there are other 
more viable restaurant sites in the downtown.  
Logically, this leads us back to a residential or 
a civic use.  A museum for the site will require 
signifi cant funding to create a dynamic museum 
rather than a place with posters, pictures and 
newspaper clippings.  Consequently, residential 
seems to be the preferred direction because there 
is suffi cient parking behind, in front and nearby to support six or more condo units.  A more specifi c strategy 
for this site would be to put it under contract with the intent to develop the building as a stand-alone condo 
project and then explore a further integration with the adjacent properties to the west.  

DEVELOPMENT BUDGET

HARD COSTS     

Purchase Price         $350,000.00 
New Interior Improvements                     $562,500.00 
Exterior Repairs                      $60,000.00 
Sub Total                                $972,500.00 
Contingency            $48,625.00 
Total                   $1,021,125.00 

SOFT COSTS     
      
Legal            $10,000.00 
A & E            $40,845.00 
Marketing           $92,400.00 
Dev. Fee            $42,478.80 
Sub Total                     $185,723.80 
     
FINANCING COSTS     
     
Interest Carry          $57,736.04 
Other            $75,000.00 
Sub Total                    $131,763.04 

Total Cost                 $1,338,612.00 
Cost PSF of Condo Space (6,600 sq. ft.)                         $203.00 
Equity                    $334,653.00 
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AREA PLAN

MAJOR FACTS
Land Area: Units:  6 (800 to 1,200 sq. ft. each) 
Parking Spaces:  12  
Cost per Unit:  $203 per sq. ft.
 

DEVELOPMENT STRATEGY
   Primary strategy is to creat 6 high end condo units.  3 on the fi rst fl oor and 3 on the second fl oor.  Basement  
   should be used for condo storage, rental apartment and or offi ce.
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A&P/BASKIN ROBBINS
This is a site that has received signifi cant attention.  
The A&P is a logical location for a specialty 
market with a heavy emphasis on food for on-site 
consumption and prepared food for take home 
consumption.  This type of restaurant/market 
is not meant to replace a full-line grocery.  The 
vision for this location is a fresh and vibrant place 
with a café, specialty food products, an edited line 
of necessities and a prepared food section for in 
store and take home dining.  The upper level could 
become a great loft condo.  However, many of the 
adjacent buildings are deemed to be historic and the improvements should be limited to façade and interior upgrades 
while working within the existing structures.  Additionally, the former Bonded Station (Baskin Robbins) can and 
should be redeveloped by adding a new building that is brought to the street.  This area is not appropriate for a large 
single use development that requires a signifi cant addition of parking.  A varied and eclectic mix of small shops 
fronting the sidewalk must be reestablished. 

  
AREA PLAN
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LUCKETT REAL ESTATE
 WILSON & MUIR PARKING LOT
This site is an important example of how functional 
uses of a business (parking and a drive through teller) 
confl ict with the original town plan.   Likewise, 
a basic core principle of urban design is lining 
the sidewalks with people generating uses and 
activities.  In this site, the south side of Luckett’s is 
a blank wall and the buildings forming the east side 
of the square have been demolished and replaced 
with a parking lot and an access drive to a bank 
drive up teller.  This creates a hole in the Court 
Square.  A new design should be created for this 
area that edges and lines the square and sidewalk 
while respecting the individual property rights of 
the bank and its need to have a functional operation.  

AREA PLAN
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MCLEAN AND STOKER HOUSES
The strategy is to make these properties a model 
of downtown historic preservation, adaptive reuse 
and new development.  The preliminary strategy for 
this location is to create a new long term plan to allow 
construction behind and on the sides of the properties 
with parking located behind East Stephen Foster 
Avenue on the adjacent properties.  The entire area is 
strategically served by an alley system.  

A consistent recommendation voiced by the 
community is to build back some version of the 
Stephen Foster Hotel.  This site may provide the 
answer rather than tearing down buildings in 
another area of the downtown, creating a large 
surface parking lot on the street and a building a new hotel with a sterile façade. 

The vision for McLean/Stoker site is to fi rst capitalize on the location.  Second is to create a real economic engine 
to make these two old homes viable on a long term basis and then to create a design that integrates a contemporary 
boutique hotel into the site in a manner that screens much of the facility with the historic homes and places the 
parking in the rear.  

 DEVELOPMENT BUDGET

    Unit   Cost per Unit       Cost

New Buildings 15,000       100        $1,500,000

Rooms        35  35,000        $1,225,000
Lobby    2000       100           $200,000
Landscaping      $50,000
   Sub           $2,975,000
   Contingency             $297,500
   Total Hard          $3,272,500
Soft Cost  A & E Total   163,625
    Dev. Fee   163,625
                 $327,250
 
    Total Hard & Soft                            $3,599,750.00*         
  Interest Carry       $140,390.250  
  Total Cost      $3,740,140.25   
  Equity        $1,309,049.09   
  Amount to Finance     $2,431,091.16    
  Annual Debt Service        $182,331.84  
  Amount per room            $5,209.48  
  Annual Cash Flow                 $523,486.91
  
  Nightly Room Rate  $135.00  Nightly Debt Service       $14.27
  Average Nightly Income     $87.75  Nightly Cash Flow         $40.98
  Average Nightly Expense      $32.50  Annual Cash Flow           $523,486.91
  Net Operating Income     $55.25
* Excludes land and parking   
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AREA PLAN

MAJOR FACTS

Ground Floor Area:  7,500 square feet.
Total Gross Floor Area:  2 levels total 15,000 square feet.
Hotel Rooms:  35 rooms @ 350 square feet each.  
Required Parking Spaces: 45
  

DEVELOPMENT SUMMARY
The development strategy is to create an upscale boutique hotel consisting of approximately 35         
rooms and a hotel lobby.  Parking spaces would be shared with adjacent properties. 
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FLOYD-SEEGER PROPERTY
The strategy for this site is to connect the two-
story Floyd offi ce building with the Seeger garage 
and the back of the residential lots on South Third 
Street.  Redevelopment of this entire site will serve 
as a catalyst for the entire Court Square, impact the 
Talbot Tavern in a positive way, provide critical 
mass to the McLean-Stoker House properties and 
provide an example of how deep lot residential 
homes sites can be developed with condos opening 
onto the alley system.  One very important part of 
this plan is the creation of a pedestrian edge on one 
side of the old cemetery behind the jail.  This type 
of development would enhance the value of the homes on South Third, John Fitch and South Fourth Street.  

More specifi cally, the façade of the Seeger building would be preserved and new condos would be built behind the 
property as well as condos in the rear of the homes on South Third.

 DEVELOPMENT BUDGET

HARD COSTS  SQ. FT.       COST PSF   

New Building   9,600   100   $960,000.00 
Site Work     9,600     25   $240,000.00 
Façade Repairs   9,600       5     $48,000.00 
Sub Total                           $1,248,000.00 
Contingency                                $62,400.00 
Total                                       $1,310,400.00 
     
SOFT COSTS     
     
Legal           $10,000.00 
A & E                                $52,416.00 
Marketing                                $92,400.00 
Dev. Fee                                $54,512.64 
Sub Total                              $209,328.64 
     
FINANCING COSTS     
     
Interest Carry                              $71,429.28 
Other                                            $75,000.00 
Sub Total                            $146,429.280 
     
Total Cost                           $1,666,157.92 
Cost PSF       9,600                        $173.56 
Equity                              $416,539.48 
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AREA PLAN

MAJOR FACTS
Building :  2 levels of 4,800 sq. ft. each.  Total of 9,600 sq. ft.
Units:  Approximately 7 to 8 units   
Parking Spaces:  10 to 12 spaces  

DEVELOPMENT SUMMARY
Restore Seeger facade.  Develop new condos behind the Seeger facade.  Create 7 to 8 units of 800 
to 1,200 square feet each.

TALBOT 
TAVERN

    SEEGER
    FLOYD
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ICE’S PRODUCE  
Long term this use can best operate in another 
location.  The strategy is to identify another 
location for the existing business which is larger 
and more functional but located outside of the 
downtown.  A developer could purchase the new 
facility and swap it with Ice’s, provided the new 
facility’s value is equal or less than the value of the 
current location without the structures. 

 

DEVELOPMENT BUDGET

HARD COSTS  SQ. FT.         COST PSF   

New Building   19,500   $75.00    $1,462,500.00 
Site Work    19,500   $10.00       $195,000.00 
Façade Repairs   19,500   $5.00           $97,500.00 
Sub Total         $1,755,000.00 
Contingency                         $87,750.00 
Total                                                      $1,842,750.00 

SOFT COSTS     
     
Legal                           $10,000.00 
A & E                                               $73,710.00 
Marketing                                               $92,400.00 
Dev. Fee                                               $76,658.40 
Sub Total                                             $252,768.40 
     
FINANCING COSTS     
     
Interest Carry                                     $98,419.43 
Other                                                          $75,000.00 
Sub Total                                          $173,419.425 

Total Cost                                         $2,268,937.83 
Cost PSF    19,500                         $116.36 
Equity                                            $567,234.46 
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AREA PLAN

MAJOR FACTS
Total Building Area:  19,500 sq. ft.
First Floor Area:  12,000 sq. ft.   
Second Floor Area:  7,500 sq. ft. 

DEVELOPMENT SUMMARY
The primary strategy is to create a signature building on the southeast corner of West Stephen 
Foster and 4th Street in a current vacant parking lot adjacent to Ice’s Produce.

ICE’S
PRODUCE

OLD
JAIL

WEST STEPHEN FOSTER
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POST OFFICE 
Keeping the post offi ce downtown must be a 
critical objective.  It generates traffi c and is one 
of those institutions that cannot be lost.  However,  
the challenge in keeping the post offi ce is answer- 
ing its needs for more parking and a larger building 
while making sure more of the urban fabric is not 
destroyed with a large street front parking lot, a 
façade out of character with the downtown and 
the demolition of the old Dempsey Building.  The 
resolution is locating the new post offi ce on the 
corner of 4th and Stephen Foster with parking 
behind buildings.  A design challenge will require 
reconciling the set back established by the Talbot Tavern which is different from the set back of the Dempsey and 
Fergie’s buildings.   

AREA PLAN

WEST STEPHEN FOSTER

RETAIL

NEW POST OFFICE

RETAIL RETAIL
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OVERVIEW
In this fi nal section the entire elements of the vision for Downtown Bardstown come together to present a 
vibrant picture of a complete downtown.  In the following pages the master plan is presented, along with a 
narrative of the master plans highlights.  Following the master plan is a detail of the four major areas of the 
plan:  North Third Street, West Stephen Foster, Court Square and Artist Alley.  

Additional pages provide more detail on the proposed Artist Alley and potential retail uses on North Third 
Street.  Following these pages is a further description of in-fi ll housing opportunities.

The fi nal pages address the small details that are necessary to make this plan work.
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MASTER PLAN
Illustrated below is an artist’s conceptual rendering of Downtown Bardstown upon implementation of the 
Vision Plan.

TOWNHOUSES

NEW CONDOS

CIVIC SQUARE

FLAGET 
GARDENS

GARDEN 
DISTRICT

BOUTIQUE 
HOTEL

ARTIST 
ALLEY
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MASTER PLAN HIGHLIGHTS
1.  Filling the Holes of the Town Plan 
 Over the past fi fty years large portions of the original town pattern of a street grid system, alleys, and 

storefronts placed along the sidewalk have been eliminated for more suburban development patterns.  
The master plan therefore concentrates on fi lling voids along the sidewalk lining the street.  Examples 
include bring new buildings to the sidewalk in place of the existing Baskin-Robbins, on the southeast 
corner of West Stephen Foster and 4th Street, along Flaget in front of the existing city parking and other 
similar locations.

2.  Making Connections

 Downtown is more than a commercial district surrounded by interesting neighborhoods.  Together 
commercial uses, along with neighborhoods, new urban condo residences, places of socialization, 
restaurants and entertainment form a complete and whole downtown.  The master plan therefore 
carefully creates new uses along the alley system, redevelops industrial properties and residential, 
and reuses deep rear yards for shared garden for condos and then integrates these uses in a carefully 
orchestrated system of walks, landscaping, lighting, and pedestrian friendly amenities such as street 
lights, benches and water fountains.

3.  Creating a Whole & Complete Village 

 The master plan calls for a whole and complete village consisting of places of work, living, shopping, 
dining, entertainment, civic uses, religious institutions and public services.  The master plan identifi es 
specifi c locations to strengthen existing uses consistent with this vision and adds new components to 
provide the full basket of amenities that downtown residents require.

4.  Restoring an Urban Way of Living

 The plan for Downtown Bardstown goes well past real estate developments and streetscape beautifi cation 
programs.  This master plan restores an urban way of living where neighbors pass each other on the 
sidewalk, where people gather for lunch or coffee, and where shop keepers know patrons by their fi rst 
name.  In summary, this plan is about restoring true community in the heart of Bardstown and Nelson 
County. 

5.  Following the Pattern

 The master plan follows the pattern of set backs, heights and relationships of buildings to the street 
and their adjacent neighbors established by original town plan.  As an example the pattern of buildings 
places at right angles to each other forming the square around the court house is known as the Lancaster 
Square which is a derivative of the Philadelphia Square.  This plan respects the original pattern and 
reinforces its design.

6.  City of Collective Memories
 Bardstown is blessed with rich memories, fables and myths.  The historic structures of the downtown 

serve as containers of those memories.  When one sees a historic structure it connects the viewer to 
another time and place; thus the present becomes the past and evokes emotions and feelings from 
another time.  The master plan respects these memories and seeks to restore the old B & B Ice Cream 
sign and the marquee from the Arco along with many other images of the past.  

7.  Moving into the 21st Century
 The master plan fully understands that a successful downtown must be a real and viable place of 

commerce.  Simply stated, historic preservation cannot be sustained without successful businesses 
to support the cost of upkeep.  Likewise, many buildings require adaptive re-use to answer the needs 
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of a contemporary marketplace.  The best example is the second story lofts of the North Third Street 
Mercantile buildings that were originally designed as warehouses.  Today, with just in time delivery 
and the cost of real estate the second levels are no longer viable as warehouses and as such should be 
adapted to the loft condos..

8.  Building on Successes
 Home décor, art, and dining are major attractions to downtown.  This plan builds on their successes 

by suggesting complimentary uses that add to the critical mass in these areas.  Downtown cannot be 
all things to all people, it must have a focus and that focus should build on the elements that are work:  
homes, specialty retail, dining, and the arts. 

9.  Creating the Spark
Plans often focus on strategies that call for a large infusion of public dollars for new infrastructure and other 
public improvements.  It calls upon memories of the past; it protects a unique identity of the community; 
and it demands action for today’s marketplace.  Most importantly this plan searches for the creative sparks 
that are necessary to ignite the human imagination of every citizens of Nelson County that loves the 
historic downtown and want to see it grow into the next century.   

10.  Our Hometown
When we tell strangers about our hometown, what do we talk about - My Old Kentucky Home, Stephen 
Foster, Bourbon? Or do we talk about a new store on a by-pass, a new factory, or a road widening? But any 
conversation with a truly interested party will want to know what makes our hometown special.  Where is 
the heart of the community, what makes it different from any other place? The answer lies within the vision 
of Downtown plan created by the citizens of Bardstown in 2006. 



MASTER PLAN DETAIL – OVERVIEW
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ARTIST ALLEY
The strategy for Artist Alley is twofold.  First, the back of the Westside stores of North Third Street are deep 
and narrow.  These portions of the stores are largely under utilized and often used as storage and trash areas.  
In fact the vast majority of the economic productivity of the North Third Street stores occurs in the front 2/3rds 
of the space and not in the back.  To make the back portions of the stores economically viable a new strategy 
is required.  This strategy calls for the creation of a district of shops and activity centers facing the alley 
system behind North Third Street.  Secondly, the cultural production is a proven catalyst for redevelopment.  
Cultural production includes any of the creative arts such as painting, pottery, glass making, recording studios, 
and live performances.  These types of cultural activities work best in the throw away zones that have little 
economic value and can thus allow for experimentation at lower rents.  Once artists pioneer the area, small 
cafes, performance venues and antique shops will follow.
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ARTIST ALLEY
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ARTIST ALLEY
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INFILL HOUSING
There are a number of locations within and near the study area that are currently occupied by businesses that 
are not conducive to a more urban and downtown environment.  Examples include the auto parts business 
located on 4th and Broadway, the Bardstown Mills operation on Muir Avenue, and the Salt River Electric 
Cooperative facility located on Brashear Avenue.  In time these and other similar areas are better suited for 
locations outside of the city center, thus freeing up locations for more dense forms of urban housing. 
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SPECIALTY MARKET
Natural foods, health foods, and specialty foods products are the fastest growing segment of the grocery 
industry.  Market research indicates that specialty food markets now have more than 10% of the sector’s 
market share.  Likewise, it is not uncommon for specialty food stores to attract patrons from 30 miles away.  
However, in a smaller market like Bardstown, specialty food markets build their business around prepared 
food for take home, unique regional food products, products fresh from local farms, and most of all food for 
on site consumption.  In this respect, the market becomes a restaurant, café, gift shop, and specialty food 
market.

The proposed location for the specialty market is in the former A & P supermarket which has parking on the 
side and in the rear.  This use is needed to further enhance downtown residential living.

.
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50’s DINER
Downtown Bardstown needs a return of dynamic interactive hamburger and shake place.  This would be a 
combination of B & B & Riley’s.  The menu should include soda fountain drinks, ice cream, hamburgers from 
hand made patties and hand cut fries.  The proposed location is on North Third Street in the area of the existing 
Luckett’s Insurance adjacent to the carriage business.  Additionally, the carriage business could benefi t from a 
redesign to create a structure that includes elements from a historic fi rehouse that included high arched doors 
and stables for horse drawn fi re equipment.
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SMALL STEP EXAMPLES
In general, individual property owners and developers will lead the way in the implementation of this plan.  
However, a number of city efforts will be required to build momentum in the downtown redevelopment 
efforts.  Outlined on the following pages are examples of several ideas developed by Bardstown Citizens in 
the community workshops.  The specifi c examples were taken from other communities.
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LIGHTING
One of the most pronounced requests by participants in the Downtown Bardstown Vision workshops was 
a desire for more lighting in the downtown.  Currently, the majority of the lighting in the downtown comes 
from storefronts and high overhead lights more appropriate for major highways rather than an intimate 
downtown.  Depicted below are examples of street lights designed for pedestrians.  This plan recommends a 
street light system designed to for a human scale, with elements that are in keeping with the historic nature of 
the downtown but not reproductions so that they become unobtrusively simple.
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BANNERS
Colorful banners combined with hand forged iron frames become an ideal way to tell stories, to provide 
directions, and identify major civic places.
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MANHOLE COVERS
Manhole covers can be designed to inform pedestrians.  They can point directions, name streets, and tell 
stories.
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QUOTE SIGN
Bardstown’s rich history 
includes visits by Presidents, 
famous actors, musicians 
and even outlaws.  Depicted 
below is a highly innovative 
“quote sign” that blends in 
with the natural landscape of 
the community.  This type of 
sign could be used to provide 
quotes from Stephen Foster, 
John Fitch, Jimmy Carter and 
the many other famous people 
who have visited the town.
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NOTES TO SALES PROJECTIONS
The sales projections presented in this report are based on projected capture of disposable income of the 
residents living in the primary trade area and visitors from outside of the primary trade area.  Expenditure 
potentials are a factor of household incomes.  The rent potential is a factor of the sales, which can be generated 
from the market areas.

In developing this report, retail uses were placed in the following shopping center classifi cations.

Type Size Anchors

Neighborhood 100,000 sq. ft. or less Grocery Anchored

Community Center 100,000 sq. ft or more 2+ Community Anchors

Regional Center 400,000 sq. ft. or more 2+ Dept. /Big Box stores

Trade areas vary according to the shopping center type and the competition.  As an example, a full-line grocery 
store requires a population of 15,000 people to obtain profi table sales.  Shoppers also usually make grocery 
purchase decisions based on proximity to home.  This usually leads to a balanced distribution of grocery stores 
in a market area.  A conventional regional mall, in contrast, typically requires over 150,000 people to sustain 
profi table sales and must generate as much as 30% of its sales from outside of its primary market.

Additionally, trade areas can be restricted by a lack of proximity to a regional transportation system, barriers 
that prevent easy access to a shopping area (i.e. closed streets, lakes, rail road tracks), and the attributes of 
the competition.  However, restricted trade areas can be offset by the addition of retail concepts unique to 
the market. Conversely, an existing trade area of a relatively successful shopping center can be impacted by 
changes in the marketplace, which would reduce the current trade area to a smaller area. An example would 
be the loss of a department store or the addition of new department stores in another nearby location. 
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DEFINITIONS
The following terms are used throughout this strategic plan and are defi ned in the following alphabetical 
listing.  These defi nitions are based on industry standards.  The US Department of Commerce, the Urban Land 
Institute and National Research Bureau served as the principal references for many of the defi nitions.

“All Shopping Center” Sales - “GAFO” plus non-GAFO merchandise sold in food stores, hardware stores, 
eating and drinking places and drug stores.  Together, GAFO and non-GAFO merchandise constitute the full 
basket of merchandise found at any size shopping center.

Capture Rate - The percentage of total retail sales, which are captured from a trade area by a shopping 
center.

Census of Retail Trade - The Census of Retail Trade is part of the 1992 Economic Census, last conducted in 
1992.  The census of retail trade includes economic data collected from all establishments primarily engaged 
in selling merchandise for personal or household consumption and rendering services incidental to the sale of 
the goods.  Information found in the Census of Retail Trade is based on reported sales from each establishment 
and is tabulated by State, County, Metropolitan Statistical Area (MSA) and by City.  Village Solutions uses 
the Census of Retail Trade primarily to determine total retail purchases as a percent of household income and 
to determine the allocation of total retail sales by merchandise category.

Common Area - The total area within the shopping center that is not designed for rental to tenants and which 
is available for common use by all tenants or group of tenants and adjacent stores.

Community Shopping Center - A shopping center, which provides for a moderate range of apparel, hard line 
goods, convenience goods (such as food, drugs, sundries) and personal services (such as dry cleaning and 
hair care).  It is built around a junior department store, discount store, or a variety store as the major tenant in 
addition to a grocery store.  The overall size of a community center ranges from 100,000 square feet of gross 
leaseable area to 450,000 square feet of gross leaseable area.  

Comparison Retail Sales Potential - Comparison retail sales potential is the anticipated level of comparison 
(analogous to GAFO sales) generated by the market area residents.

Comparison-Type Stores - Comparison-type stores include general merchandise, apparel, home furnishings 
(including furniture, electronics, linens, etc.) and other miscellaneous merchandise stores such as books, 
stationery, jewelry and sporting goods.  Customers of these store types typically make large purchases and 
will often travel some distance to obtain a wide selection of goods.  These customers compare value and price, 
hence the name “comparison-type stores.”  Comparison type stores can be contrasted to convenience-type 
stores, such as food and drugstores, where convenience to place of residence is often the primary concern in 
choosing a place to shop.

Critical Mass - A planning/retail concept that refers to the overall market impact of a shopping center.  The 
larger the shopping center, the greater the likelihood that the center can dominate (in terms of sales) a sector 
of a market area.  In addition, a center with critical mass rates high, “top-of-mind”, awareness with shoppers 
since the size and market power of the center is required throughout a metro area.

Department Store-Type Merchandise (DSTM) - This term refers to department store type merchandise which 
is a combination of government categories for retail outlets comprised of general merchandise stores (including 
department stores), apparel stores, furniture and appliances stores and other miscellaneous retail stores.

DSTM comprises the full sales potential of the fi rst three categories but includes only those portions of the 
miscellaneous category where the merchandise may be commonly found in department stores.  Thus, the 
defi nition, department store type merchandise (DSTM).



118

Discount Center - A shopping center in which a discount or mass merchandising store, such as Kmart, Wal-
Mart or Target, is the major tenant in the development with additional retail space consisting of smaller retail 
tenants and/or a supermarket.

Effective Regional Shopping Center Retail Potential - Effective retail potential is that portion of regional 
shopping center expenditures that will be made by customers in close proximity to their place of residence.  To arrive 
at effective retail potential, the regional shopping center potential is reduced by a percentage to refl ect expenditures 
made while at the work place and expenditures made while traveling and vacationing away from home.

Effective Rent - The sum of minimum rent and percentage rent paid by a tenant in a calendar or lease year.

Factory Outlet Mall - A shopping center consisting of manufacturer’s retail outlet stores owned and operated 
for the most part by manufacturers.  Factory outlet stores of the past were typically found at the factory 
site and sold fi rst and second quality as well as irregular merchandise.  Today’s factory outlet stores are 
typically part of an open-air shopping center that leases primarily to manufacturers’ retail outlet stores.  Such 
shopping centers are usually located in non-metropolitan tourist destinations or midway between two major 
metropolitan areas. The goods offered by the stores are often fi rst quality and are generally no more than one 
year of selling seasons behind the current year.

Fashion-oriented - A shopping center comprised of a concentration of apparel shops, boutiques and specialty 
stores carrying high quality, selected merchandise at upper price points.  A fashion-oriented center may include 
one or more small specialty department stores and/or gourmet food or food service stores.

GAFO Sales - Retail sales reported from General Merchandise Stores (including Department Stores), 
discount or mass merchandising stores, national department store chains, variety stores, warehouse clubs, 
catalog showrooms; apparel and accessory stores (including shoes, lingerie, hosiery, costume jewelry, gloves, 
handbags and children’s furnishings as an incidental part of a children’s clothing store).  Furniture and home 
furnishings stores (including fl oor covering, drapery, appliances, electronic stores, computer stores and music 
stores) and certain other miscellaneous retail stores such as sporting goods, book stores, stationery stores, 
jewelry stores, toys and hobby stores, camera stores, luggage and gift stores. 

General Merchandise Stores - This is a category of stores under the SIC classifi cation system.  This major group 
includes retail stores which sell a number of lines of merchandise, such as dry goods, apparel and accessories, 
furniture and home furnishings, small wares, hardware (excluding home improvement merchandise) and food.  
The stores included in this group are known as department stores, variety stores, general merchandise stores, 
catalog showrooms, warehouse clubs, and general stores.  Stores which sell used general merchandise and 
those selling by vending machines or by direct selling methods are excluded from this category.

Gross Building Area (GBA) - The total square footage of a shopping center under roof.  Essentially, this is the 
entire building area including the enclosed common areas.

Gross Leaseable Area (GLA) - The total fl oor area (expressed in square feet) for the occupancy and exclusive 
use of tenants to include any basements, mezzanines or upper fl oors.  Gross leaseable area is the area for 
which is available for rent.  This strategic plan uses gross leaseable area as a unit of comparison in shopping 
center size, desirability of space (expressed in rent) and the shopping center performance (expressed as a ratio 
to sales).

Market Area - The market area represents the largest geographic region from which commercial users at the 
Savannah Mall site could potentially attract retail sales.  Separate market areas have been defi ned for regional 
malls serving commercial users and local malls serving commercial users.
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Mass Merchandisers - A classifi cation of stores, similar to discount department stores, with a merchandising 
strategy consisting of the high-volume and fast turnover involving a variety of merchandise at less than 
conventional prices.

Merchandising Mix - The mix of merchants or the combination of merchants found in a shopping center.

Merchandising Plan - A written or illustrative plan, which identifi es the projected merchandising mix of a 
shopping center.  The plan usually establishes the types of uses projected for a center, as opposed to a leasing 
plan, which spells out specifi c tenants, their size and store location.

Mean or Average - A measure of central tendency which is computed by adding all the values in a range of 
items or cases and dividing by the sum of the number of items in the range.

Median - A measure of central tendency defi ned by the value of the item or case midway in a series of items 
or cases ranked in order of magnitude.  Half of the individual items in the series are above the median value 
and half of the values are below the median value.

Neighborhood Shopping Center - The shopping center industry’s smallest size class, which provides for 
a limited range of conveniences and goods, drug stores and other personal services.  It is built around a 
supermarket as the major tenant.  The overall size of a neighborhood center ranges from 30,000 square feet of 
gross leaseable area to 150,000 square feet of gross leaseable area.

Non-DSTM - This term refers to retail sales obtained by stores, which do not carry merchandise that is 
primarily found in department stores that include items such as hardware, food, drug, photo developing and 
service station dealers.  Typically, a regional mall will obtain only 10 percent of its sales from this category.

Occupancy Costs - The total cost of all rent paid to a landlord annually expressed as a percent of total sales 
realized annually.  Total rent includes minimum rent, percentage rent and pass through operating charges, 
excluding marketing contributions and basic utility charges.

Off-price - A pricing structure used by discount retailers to promote the sale of name brand merchandise.  An 
off-price retailer generally marks down the price of a good prior to placing it on sale to the public. 

Power Center - A shopping center consisting of several retail stores that are classifi cation dominant with 
relatively few small stores.  These open-air centers are typically confi gured in a strip environment typically 
with a GLA of at least 300,000 square feet. 

Regional Shopping Center - A shopping center which provides for a reasonable selection in general 
merchandise, apparel, furniture and home furnishings as well as a variety of services, restaurants and other 
recreational facilities.  It is built around two or more full line department stores of generally not less than 
100,000 square feet each.  The overall size of a regional center ranges from 400,000 square feet of gross 
leaseable area to 850,000 square feet of gross leaseable area.

Regional Shopping Center Potential - Regional shopping center potential is that share of total comparison 
retail sales potential that is expected to be captured by regional shopping center tenants located in shopping 
centers of 400,000 square feet or more.

Rent to Sales Ratios - The ratio of total rent paid by a tenant to the total sales of a store. (I.e. rent divided 
by sales).

Retail Continuity - A term developed by Village Solutions, which is used to defi ne the continuity of a shopping 
center’s merchant mix.  A center with “Retail Continuity” is one in which the uses and offering of the merchants 
are consistent in offer, presentation, shopping trips and lifestyles.
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Retail Gravity Model - A forecasting tool following Newton’s law of gravity, which is based on the premise 
that the probability that a given customer will shop in a particular shopping center is directly related to the size 
of the center and the distance or travel time from the shopper.  Essentially, the larger the shopping center and 
the shorter the distance, the greater the probability of a shopper shopping the center.

Sales Per Square Foot - Total sales generated by a shopping center divided by the gross leaseable area of the 
shopping center.

Shopping Center Inclined Sales - Retail sales registered by GAFO stores, convenience stores (food and 
drug), plus building materials and home supply stores (hardware, home improvement and lumber).

Stabilization - Stabilization refers to that year in which the retail center is fi rmly established in the market area 
and reaches 100% of its sales potential and an attainable minimum occupancy of 95%.  Stabilization normally 
occurs three to four years after opening for a new center and two years after a redevelopment.

Standard Industrial Classifi cations (SIC Codes) - Used by the government for the purpose of classifying 
businesses by category.  Retail trade is classifi ed in major SIC groups from 52 to 59.  Included in this 
business classifi cation are establishments primarily engaged in selling merchandise for personal or household 
consumption and rendering services incidental to the sale of goods.  Exceptions to this general rule are lumber 
yards, paint, glass and wallpaper stores, typewriter stores, stationery stores and gasoline stations, all which 
sell to both the general public (for personal household consumption) and to businesses.  These types of stores 
are included in retail trade even if a higher proportion of their sales are made to other businesses than the 
general public.

Super Center - A large store, with 150,000 to 300,000 square feet, consisting of a combination of general 
merchandise and grocery goods.  

Super Regional Shopping Center - The shopping center industry’s largest class, which provides for extensive 
variety in general merchandise, apparel, furniture and home furnishings as well as a variety of services to 
include restaurant and recreational facilities.  It is built around three or more full line department stores of 
generally not less than 100,000 square feet each.  The overall size of a super regional center ranges from 
800,000 square feet of gross leaseable area to 2,000,000 square feet of gross leaseable area.

Total Rent - The income received from tenants as rent for their leased space to include the minimum guaranteed 
yearly rent, straight percentage rent (no minimum guarantee) and overage rent for the year.

Trade Area - The trade area is the specifi c geographic area from which the majority of support for any retail 
center is generated.  The Village Solutions retail allocation model is used to identify the trade area for a 
regional mall, which is defi ned within those census tracts in which 80% to 90% of sales are generated.

Traditional Regional Mall - A shopping center comprised of a wide variety of apparel and other soft goods 
stores, hard goods stores and various food and restaurant operators carrying merchandise ranging from below 
average to above average in quality and price.  A traditional regional center includes two or more department 
stores as anchor stores.

Unique Destination Center - A shopping center with unique attributes that are not typically found in other 
shopping centers.  A Unique-shopping center emphasizes the merchant mix, the retail continuity and the 
quantity of merchants in a particular classifi cation, price point or lifestyle focus.

Upper Docile - A value (in terms of percent) representing the top 10% of the tenants or shopping centers.
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Value Shopping Center - A shopping center, which is at least a community shopping center in class size, 
combining different kinds of value, stores such as manufacturers’ outlet stores, retail clearance stores, category 
or classifi cation dominant stores and off-price stores.  In an enclosed mall, the anchor store mix does not include 
traditional department stores.  The typical anchor mix included manufacturer’s outlet stores, department store 
clearance stores and category dominant stores.

Warehouse-Type Stores - Warehouse stores are large (up to 150,000 square feet) retail operations housed in 
warehouse-type buildings (often with open ceilings).  These stores, while offering a wide variety of goods at 
low prices, often have a limited range of brands from which to choose.  These stores are also characterized by 
minimal service and have typically been “cash and carry” operations.


