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Introduction:  
What we Know and  
What We Should Consider 

 
Over the years, there have been a multitude of 

studies that outline the development potential of the 
Golden Triangle site. However, one issue that re-
quires a closer analysis is the site’s clear ability to ex-
pand the City’s market reach. The May 2007 study 
titled The Golden Triangle Route 110 Economic 
Development Study states in the executive summary 
(page 6 Recommendations),“Since no market analysis 
was completed as part of this project, it is likely that the pro-
posed development would differ substantially from the land use 
plans presented,” further the report points to a devel-
opment proposal (Executive Summary page 1 Meth-
odology section) with 407,000 square feet of retail 
and 113,000 square feet of office, in early 2006, 
which was of “a magnitude that appealed to Town offi-
cials.”  This study’s objective was to evaluate impacts, 
adhering to a development of the above type and 
size, and determine the mitigation program. The 
2007 analysis is a necessary test of the sites develop-
ment potential. The issue we face today, with contin-
ued lack of development at the Golden Triangle, is 
the need for an approach that is economically viable 
and considers the market issues.  

 
The confluence of two interstate highways provide 

an opportunity to draw from a larger market area 
than the land uses that the current zoning facilitates. 
The current Office Park (OP) zoning is predomi-
nantly targeted to a limited number of uses including 
office, Hotel/Motel, light manufacturing, Bakery, 
Data Warehousing, as well as research and develop-
ment areas. This limits the options for the City to 
attract an appropriate retail opportunity, which 
would make a greater use of the City’s highway ac-
cess advantage and expand the City’s market reach. 
Specifically, the site does not allow the development 
of specialty shopping retail centers, which requires 
highway access and draws from a wider geographic 
region. A retail use that draws well beyond the City’s 
geographic market reach would create a stronger rip-

ple effect for other uses in the community.  The use 
which best takes advantage of the clear site benefits 
and delivers a greater geographic market is not al-
lowed under the current zoning. In this regard, this 
memorandum is meant to outline a possible use that 
should be considered for the Golden Triangle to ex-
pand the City’s market reach and create opportunities 
for a single development scenario for the site.  

  
Market Reach, the Further the Better 
 

The table, on the next page, from the International 
Council of Shopping Centers outlines the types of 
shopping centers by size, impact, and regional draw.  
The table indicates several categories that draw from 
an area of less than 10 miles, such as those that cur-
rently operate in the City today.  Therefore, retail us-
es with limited regional draw would not make full use 
of the highway access nor increase any substantive 
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ripple effect for existing uses.  To encourage eco-
nomic expansion, the City needs to embrace the the-
ory that by drawing from a greater geographical 
range, the City benefits from exposure to a greater 
population.  For instance, as shown in the table, a 
Regional Mall or a Super-Regional has the capability 
of drawing from up to 15 and 25 miles, respectively.  
Thus creating a larger geographic draw, bringing new 
consumers to existing local business, while not offer-
ing competitive products. 

 
Expanded Draw =  
Larger Population and  
Greater Access to Income 
 

Obviously, the more expansive the re-
gional draw, the more the City is accessi-
ble to high-income households.  In this 
regard, we have been able to obtain the 
Environmental Systems Research Insti-
tute (ESRI) tables “Demographic and 
Income Comparison Profile” (see Appen-
dix A) which outlines the population and 
other demographic data within 10, 20 and 
30 miles from the Golden Triangle site at 
297 Elm Street. The data clearly indicates 
the obvious; an expanded region from 10 
to 20 and then 30 miles creates an ex-
panded access to population. At the 10 
mile range, which could be construed as 
within the region of some existing uses in 
the City the population is 155,017. How-
ever, extend beyond the City’s typical 
reach of 10 miles to include populations 
at 20 and 30 miles and the number in-
creases to 676,753 and 1,839,211 respec-
tively. A business with an expanded draw 
will increase the City’s access to an ex-
panded market, which is over four times 
greater at 20 miles, and almost twelve 
times greater at 30 miles. Additionally, the 
households with income in excess of 
$75,000 increases from 30,300 house-
holds within a 10 mile range to 325,490 

households at 30 miles. This increase is over 11 
times the population when comparing the 10 mile 
and 30 mile regions.  

 
Lastly, while attractions such as the regional beach-

es and tourist economy of the region helps the City 
in the summer season, a regional retail center can 
create a year-round draw.  This is a consistent ad-
vantage over periodic and seasonal tourist traffic.  

 
 
The Potential for Retail Growth 
 

The predominant requirement for a retail location 
is the presence of high traffic counts within proximi-
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ty to the retail center. The ESRI Traffic Count maps 
in Appendix B outline the traffic counts at interstate 
locations where there is a high retail presence. Essen-
tially, the data reverse engineers the formula for suc-
cessful retail by comparing the access and traffic at 
existing successful locations to demonstrate that 
Amesbury (below map) is 
similar to many retail loca-
tions serving larger regions.  

 
The commonality of all 

these locations is a traffic 
count that exceeds 50,000 
trips per day within a 3 mile 
proximity to a highway exit. 
Amesbury demonstrates the 
ability to carry a retail cen-
ter given the adjacent traffic 
counts and the City clearly 
provides highway access 
equal to or beyond traffic 
counts at other comparable 
Regional or Super-Regional 
retail centers. 

 
Further refining this infor-

mation to include the near-
est competitive centers in 
the adjacent Major Shop-
ping Centers Map, the data 
depicts that Amesbury is 
distanced at least 20 miles 
away from Regional and 
Super-Regional retail cen-
ters. Given the traffic 
counts and distance from 
potential competition, the 
possibility exists that a Re-
gional or a Super-Regional 
retail center would meet all of the typical tests for a 
location at the Golden Triangle.  Some would argue 
that the environment for retail in northeastern Mas-
sachusetts has the inherent disadvantage of compet-
ing against New Hampshire’s sales tax free market-
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place.  However, one could coun-
ter that Massachusetts only charg-
es sales tax on individual items of 
clothing costing $175 or more.  
Given the traffic counts, distances 
to other retailers, and highway 
proximity the Amesbury, the 
Golden Triangle site provides a 
viable alternative for clothing-
based retail centers.  

 
In this regard if clothing is the 

primary retail approach then the 
below map showing the locations 
of Fashion Oriented Regional Re-
tail Centers indicates that the gap in competing cen-
ters widens. If the draw is 15 miles for these centers 
then the majority of the uses are outside that 
region creating an opportunity for this re-
gion. Given the highway access of Amesbury 
that need could easily be filled by the Golden 
Triangle. 

 

One Developer = 
Coordinated Mitigation 
 
Beyond the geographic draw and popula-

tion, a development must create a uniform 
approach that addresses the entire mitigation 
program with one development plan. Small, 
individual developments do not create 
enough capital to address all of the traffic 
impacts that a site of the size of the Golden 
Triangle would generate at build out. The 
May 2007 analysis titled The Golden Triangle 
Route 110 Economic Development Study 
provides multiple recommendations and site 
plans as options for the site including the presence of 
“Big Box” platforms and a strip mall approach com-
bined with housing (see adjacent plan). The second 
alternative (next page) provides a retail and office 
mix, again showing the “Big Box” pads mixed in 
with office pads and strip retail. 
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In a positive market, without competition from the 
retailers in sales-tax free New Hampshire, and on a 
site with no constraints, the program may become 
viable. However, the 2007 program requires a con-
siderable amount of infrastructure spread out over 
possibly a multi-developer team. The result is a phas-
ing program that becomes problematic as key issues 
such as traffic and wetlands cannot be solved on a 
piecemeal basis.  With development of individual 
pads, it becomes difficult to cover an entire mitiga-
tion package unless one developer plans a project 
large enough to attract the appropriate public/private 
financing. 

 
Very few developers are capable of funding the in-

frastructure to support an entire development of va-
cant pad sites that may or may not become viable. 

 
  Today,  the only development that is occurring is 

a frontage lot with no infrastructure demands. To 
move a project forward, the City needs to attract a 
developer who will create one project and construct 
the entire mitigation scope as one phase.  

 

Conclusions  
and Recommendations 
 
While a community may view land use decisions 

from the perspective of the carrying capacity of a 
site, a business may view the decision based on the 
market viability.  The City can and should approach 
the issue from both sides of the equation due to the 
considerable amount of analysis of the Golden Tri-
angle site, indicating constraints from different land 
uses and examples of prior development approaches. 
 
The City should consider zoning using an overlay 
method to attract businesses with the following pro-
file:  
 
 A use which will provide a substantial increase in 

tax revenue over the current vacant land. 
 A use which will provide job creation opportuni-

ties.  

 A regional draw that exceeds the geographic mar-
ket reach of businesses in the area.  

 A thematic building plan, with no “big-box” ten-
ants, master-planned, employing a thoughtful 
wetland mitigation approach.  

 A use that can demonstrate that the site is a via-
ble location.  

 A use that will take full advantage of the highway 
resources to the extent they will extend through 
the region and enhance the City of Amesbury’s 
reputation as an economic center.  

 A use that is not redundant to the land uses in 
the community in the region.  

 
The City has an opportunity to provide an option 
that will provide local business with an expanded 
geographic draw while fully developing the Golden 
Triangle site to address revenue demands. That op-
portunity should not be lost on a need to overanalyze 
the past studies and their relationship with this re-
port. The opportunity exists to target a land use, 
which meets the above parameters and market the 
site with the opportunity to increase revenue and the 
City of Amesbury geographic reach.  
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Appendix A: Demographic and 
Income Comparison Profile  
Tables ESRI 
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Appendix B: Traffic Count 
Maps for Retail Centers ESRI 
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