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APPENDIX
Retail Types per Collier

Community Center: A shopping center development that has a total square 
footage between 100,000 – 350,000 SF. Generally will have 2-3 large anchored 
tenants, but not department store anchors. Community Center typically 
offers a wider range of apparel and other soft goods than the Neighborhood 
Center. Among the more common anchors are supermarkets and super 
drugstores. Community Center tenants sometime contain retailers selling 
such items as apparel, home improvement/furnishings, toys, electronics or 
sporting goods. The center is usually configured as a strip, in a straight line, 
or an “L” or “” shape.

Lifestyle Center: An upscale, specialty retail, main street concept shopping 
center. An open center, usually without anchors, about 300,000 SF GLA or 
larger, located near affluent neighborhoods, includes upscale retail, trendy 
restaurants and entertainment retail. Nicely landscaped with convenient 
parking located close to the stores.

Super Regional Mall: Similar to a regional mall, but because of its larger size, 
a super regional mall has more anchors, a deeper selection of merchandise, 
and draws from a larger population base. As with regional malls, the typical 
configuration is as an enclosed mall, frequently with multiple levels (See 
also: Regional Mall). 

Neighborhood Center: Provides for the sales of convenience goods (food, 
drugs, etc.) and personal services (laundry, dry cleaning, etc.) for day-to-day 
living needs of the immediate neighborhood with a supermarket being the 
principal tenant. In theory, the typical GLA is 50,000 square feet. In practice, 
the GLA may range from 30,000 to 100,000 square feet.

Regional Mall: Provides shopping goods, general merchandise, apparel, and 
furniture, and home furnishings in full depth and variety. It is built around 
the full-line department store with a minimum GLA of 100,000 square feet, 
as the major drawing power. For even greater comparative shopping, two, 
three, or more department stores may be included. In theory a regional 
center has a GLA of 400,000 square feet, and may range from 300,000 to 
more than 1,000,000 square feet. Regional centers in excess of 750,000 

square feet GLA with three or more department stores are considered Super 
Regional. (See also: Super Regional Mall).

Freestanding Retail: Single tenant building with a retail tenant. Examples 
include video stores, fast food restaurant, etc.

Shopping Center: The combined retail center types of Community Center, 
Neighborhood Center and Strip Center.

Power Center: The center typically consists of several freestanding 
(unconnected) anchors and only a minimum amount of small specialty 
tenants. 250,000 – 600,000 SF. A Power Center is dominated by several large 
anchors, including discount department stores, off-price stores, warehouse 
clubs, or “category killers,” i.e., stores that offer tremendous selection in a 
particular merchandise category at low prices.

Specialty Center: The combined retail center types of Airport Retail, Outlet 
Center and Theme/Festival Center.
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8.10 Comparable Land Sales
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8.11 Estimated Tax Impacts
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Several previous studies on the Fairgrounds site and the surrounding 
area were reviewed and incorporated within this Masterplan Document:

• Fairgrounds Taskforce Report 2010 - Nashville Civic Design Center

• Healing the Historic Pikes 2010 - Nashville Civic Design Center

• Markin Study 2008 - Memo

• Markin Study 2008 - Presentation

• Nolensville Pike 2011 Market Study Vol.1 - Metro Planning Dept.

• Nolensville Pike 2011 Market Study Vol.2a - Metro Planning Dept.

• Nolensville Pike 2011 Market Study Vol.2b - Metro Planning Dept.

• South Nashville Community Plan 2007 Update - Metro Planning Dept.

• Daniel Rose Center Report 2010 - Urban Land Institute

• Wedgewood Houston Findings and Recommendations 2008 - Nashville  
   Civic Design Center

8.12 Previous Studies



8.13 Public Open House
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On October 1, 2012, the public was invited to share their initial thoughts on different types of possible uses for the Fairgrounds site. Several boards were 
presented to the public at different stations and the participants were invited to share their thoughts in writing or by placing “like/don’t like” stickers. The 
following pages depict these boards following the open house.
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8.14 Public Comments
The following pages contain Public Comments received during the Open 
House and the Findings presentations.

Public Open House Comments - 10.01.12
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Public Presentation Meeting - 1.28.13
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