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PHD Realty has been retained as the exclusive listing broker to arrange the sale of the Subject Property.

This Offering Memorandum contains selected information pertaining to the Property but does not purport to be all-inclusive or to contain 
all of the information that a prospective purchaser may require. All financial projections are provided for general reference purposes only and 
are based upon assumptions relating to the general economy, competition and other factors, which therefore, are subject to material change 
or variation. Prospective purchasers may not rely upon the financial projections, as they are illustrative only. An opportunity to inspect the 
Property will be made available to qualified prospective purchasers.

In this Offering Memorandum, there may be certain documents, including financial information, that are described in summary form and 
do not purport to be complete or accurate descriptions of the full agreements involved, nor do they constitute a legal analysis of such 
documents. Interested parties are expected to review independently all documents, if any.

This Offering Memorandum is subject to prior placement, errors, omissions, changes or withdrawal without notice and does not 
constitute a recommendation, endorsement, suitability or advice as to the value of the Property by PHD Realty, LLC. or the current 
Owner/Seller. Each prospective purchaser is to rely upon its own investigation, evaluation and judgment as to the advisability of purchasing the 
Property described herein.

Owner/Seller expressly reserve the right, at its sole discretion, to reject any or all expressions of interest or offers and/or to terminate discussions 
with any party at any time with or without notice. Owner/Seller shall have no legal commitment or obligation to any purchaser reviewing 
this Offering Memorandum or making an offer on the Property unless a written agreement for the purchase of the Property has been fully 
executed, delivered and approved by the Owner/Seller and any conditions to the purchaser's obligations therein have been satisfied or 
waived. The Owner/Seller reserves the right to move forward with an acceptable offer prior to the call for offers deadline.

This Offering Memorandum may be used only by parties approved by the Broker. The Property is privately offered, and by accepting this 
Offering Memorandum, the party in possession hereof agrees (i) to return it if requested and (ii) that this Offering Memorandum and its 
contents are of a confidential nature and will be held and treated in the strictest confidence. No portion of this Offering Memorandum 
may be copied or otherwise reproduced or disclosed to anyone without the prior written authorization of PHD Realty, LLC. The terms 
and conditions set forth above apply to this Offering Memorandum in its entirety and all documents, disks and other information 
provided in connection therewith.
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HIGHLIGHTS

P R I C E  | $ 2 , 5 0 0 , 0 0 0
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E X E C U T I V E  S U M M A R Y

• NEW PRICE!
• 24 unit senior living facilitity located in increasingly growing Atmore neighborhood.
• Located  just minutes ffrom Downtown Atmore.
• Approximately 67% occupied.
• All brick construction with central HVAC throughout and individual thermostats in each unit.
• Great potential for future redevelopment site with just over 5 acres.
• Zoning allows for various uses.
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P R O P E R T Y  O V E R V I E W

Address:

County:

Zoning:

Number of Units: 

Building Size:

Site Size:

Year Built: 

Parking:

HVAC:

Roof Age: 

Occupancy: 

Sale Price:

140 McRae St, Atmore, AL 36502 

Escambia

B-2 / General Business

24 in 1 building

18,288 SF

±5.27 Acres

2015

Surface

Central / Thermostat in each unit 

2015

67%

$2,500,000
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B u i l d i n g  S k e t c h
THE SUMMIT VALUE-ADD SENIOR LIVING OPPORTUNITY ATMORE ALABAMA | 24 UNITS
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T A X  P A R C E L
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H O S P I T A L  M A P
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A B O U T  T H E  A R E A

ATMORE, AL
Atmore began in the 1860s as a small town and now has grown into one of 
the largest cities in Escambia County. Just 50 miles north of Mobile and 
Pensacola, Atmore is perfectly positioned to be an attractive area for 
businesses while still retaining its warm and friendly charm. 

Named one of The Top 50 Safest Cities in Alabama in 2017, Atmore is home 
to passionate citizens and visionary leadership that are dedicated to 
revitalizing the city. This redevelopment has attracted new companies, 
brought in the next generation of workers, and kept our current citizens 
happy. From discovering the shops on Main Street to marveling at the 
beauty of the Little River State Forest and Magnolia Branch Wildlife 
Reserve, Atmore holds a wealth of entertainment for residents and visitors 
alike. Other amenities of the area include the Atmore Municipal Airport, a 
state-of-the-art Outpatient Clinic, and several city pools. 

The City of Atmore is dedicated to enhancing the quality of life for everyone 
by attracting a skilled workforce, local and regional businesses, and higher-
paying jobs. The city leaders have taken a proactive approach to industrial 
recruitment. This strategy has included adding buildings at the 150-acre 
Atmore Industrial Park, and creating the Rivercane Development project, a 
740-acre mixed-use project, located on Highway 21, just north of Atmore at
I-65, Exit 57. Atmore works in conjunction with the Atmore Area Chamber of
Commerce, the Atmore Rotary Club, the Escambia County Industrial
Development Authority, and the Coastal Gateway Regional Economic
Development Alliance to attract new businesses and industry to the area.
City officials were successful in working with the Alabama Historical
Commission to approved a map designating a portion of the city of Atmore
as a commercial historic district. Atmore was also sselected for Main Street
Alabama Designation in June 2020.

The only federally recognized tribe of Native Americans in Alabama, the 
Poarch Band of Creek Indians, are headquartered in Atmore. The city off 
Atmore is home to one of the 3 Wind Creek Casinos in Alabama with 85,000 
square feet of gaming space. With federal recognition and the founding of 
the gaming casinos, the Poarch Band of Creek Indians near Exit 54 on 
Interstate 65, have increased its relative economic contributions to the 
region. These developments provide tourism and conferences in the area 
and the Wind Creek is one of just four-diamond hotels in the state of 
Alabama.
SOURCE: https://welcometoatmore.com/;; https://prideofatmore.com/projects;;https://
www.atmoreadvance.com/2019/10/10/state-recognizes-atmore-historic-district/; https://
www.mainstreetalabama.org/atmore/
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https://welcometoatmore.com/about-atmore/


P a g e 1 8  o f 2 1

A B O U T  T H E  A R E A

RIVERCANE DEVELOPMENT
One of our most recent projects, the Rivercane development, is a 740-acre 
mixed-use development, located on Highway 21, 4 1/2 miles north of 
Atmore at I-65, Exit 57.

Due to the location of the property, current market demand, and 
community needs; we anticipate that Rivercane will ultimately include 
retail/commercial, residential, industrial and possibly recreational areas. 
Phase 1 includes construction of roads, additional lanes on Highway 21, and 
a lake which will serve as the collection/retention facility. It is anticipated 
that underground storm water drainage facilities will be used rather than 
surface facilities. West Escambia Utilities, Inc. (formerly Atmore Utilities 
Board) is working to expand water, sewage and natural gas to meet the 
demands of a fully developed Rivercane. Power is supplied by both 
Southern Pine Electric Cooperative and Alabama Power Company, while 
telephone service is provided by Frontier. 

Phase 1 of the process is almost complete, and preliminary plans for Phase 
2 are complete and ready for implementation. All utilities within Rivercane 
will be underground and constructed as each phase of the development is 
undertaken. All streets will be lighted, curbed, and guttered, and common 
areas will include landscaped shoulders along Highway 21, entrance 
medians, lakes, protected wetlands and parks. These common areas will 
be maintained by a Rivercane Property Owners’ Association and funded 
through assessments to the property owners.
SOURCES: https://welcometoatmore.com/rivercane-development/
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A B O U T  T H E  A R E A

COASTAL GROWERS PEANUT 
PROCESSING PLANT
As for growth, Atmore is seeing a lot of it. For instance, Coastal Growers, 
LLC is currently building a peanut shelling plant in Atmore. This will bring 
150 jobs to the area and turn the city into a hub for peanut shelling in 
southwest Alabama. The company, owned by a cooperative of farmers, is 
building an $87 million shelling and storage facility on more than 60 acres 
in Atmore Industrial Park. Once completed and running, the average 
wage in the plant will be more than $17 per hour.

Jess Nicholas of Centerfire Economic, who serves as executive director of 
the Escambia County Industrial Development Authority, said he expects 
the facility to ultimately employ 150 workers, and attract other businesses 
in the process.

“Shelling operations tend to attract other businesses in this sector, and 
also spur development in infrastructure and other areas. We expect it to 
have a positive effect on the Port of Mobile as well,” Nicholas said. Atmore 
Mayor Jim Staff said the city welcomes Coastal Growers and is excited to 
be able to help the area’s farmers.

“It’s not just the jobs at the plant itself, even as much opportunity as that 
will bring to the city,” Staff said, “it’s what we’re able to do for our farmers 
and their families who have lived here and worked here for generations. 
They’ve spent their money in Atmore, and they’re an important part of our 
community.”

All this to say, the City of Atmore is giddy at the prospect of this kind of 
growth. We strive to see this influx of companies and jobs continue to 
trend in our favor. 
SOURCE: https://welcometoatmore.com/economic-development/

SOURCE: https://www.facebook.com/CoastalGrowersLLC/photos/a.105127915016715/261282616067910/
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W H A T  E L S E  I S  H A P P E N I N G  I N  A T M O R E

SOURCE: https://atmorenews.com/
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1812 S Main Street
Atmore, AL36502

251.294.2057 [C] 251
251.368.1063 [O]
patty@phdrealty.com

Patty Helton Davis
Broker/Owner PHD Realty

Professional Backgroundd
Patty Helton Davis is a full-time Broker licensed in both states of Alabama and Florida. Under Patty’s 
leadership, PHD Realty and her team has experienced tremendous growth by raising the bar and 
providing outstanding customer service for their clients.
Patty was born and raised in Bratt and has lived in Atmore, AL for most of her life. With her sales 
career beginning in 1976, she became a Realtor in 1997. In 2013, she stepped out on faith to open her 
own business, PHD Realty. In her 24+ years as a Realtor, Patty has received numerous awards and 
accolades for her outstanding performance and dedication to her clients. She’s been recognized by 
the Pensacola Bay Area Chapter of the Women’s Council of Realtor’s Top Gun Award, which 
celebrates her exceptional sales for the past 14 years. Her business has been named Best of the Best 
Real Estate Company from 2014-2020 by Atmore News. Most recently, Patty was awarded the Top 
Thousand Real Estate Professionals by Real Trends, as advertised in the Wall Street Journal, where 
she ranked 87th in the nation.
Patty is an active member and former President of the Atmore Lions Club. She’s also a supporter of 
several community activities including Flomaton and Century, as well. She is married to Jerry Davis, 
has one son, three grandchildren, five great grandchildren, and two step-daughters. In her free time 
Patty enjoys attending her grandchildren’s sporting events, and singing in the choir at Atmore First 
Assembly of God.

Organizations:
National Association of Realtors --Alabama
Pensacola Association of Realtors
Baldwin County Association of Realtors
Women's Council of Realtors
Impact 10000
Lions Club of Atmore

PHD Realty, LLC.
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tel:404-876-1640 x107
https://twitter.com/aptinvestments
https://www.facebook.com/Bull-Realty-Inc-420137434674657
https://twitter.com/bullrealty
https://www.linkedin.com/company/bull-realty
https://www.youtube.com/user/BullRealty
https://phdrealty.com/agent-profile/Patty%20-Helton%20Davis%20-13838220
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"TRUSTED BY GENERATIONS"
OUR PHILOSOPHY
Our philosophy is simple: clients come first. We have proven results with an average of 40+ million 
in sales each year and listings in over 13 counties. That is why our team of highly seasoned real 
estate professionals are dedicated to providing exceptional, personalized service for all of our clients. 
We take pride in the relationships we build, and always work relentlessly on our client's behalf to 
help them achieve their real estate goals. Always dedicated to assisting their customers with a 
professional demeanor, our agents are empowered with a sense of shared purpose based around 
our core values. 
OVER 50 YEARS OF EXPERTISE
Representing South Alabama and Northwest Florida buyers and sellers, PHD Realty specializes in 
Residential, Land and Commercial properties. With over 50 years of combined expertise, you will 
experience a concierge level of service that makes your real estate transaction stress free and 
successful. We take pride in the relationships we build. That's why we pledge to quickly and 
consistently communicate with our clients throughout the entire process. As a transaction 
brokerage, we always work relentlessly to fairly represent each client to help them achieve their real 
estate goals.
OUR GUARANTEE
We are here to go to work for you! We never take our customers’ trust for granted, whether you’re 
listing a two-bedroom cottage, a luxurious mansion or acreage for farming or development. With 
174 transactions an $45 Million in sales in 2021, you can trust PHD Realty will use all avenues to 
market your property, identify qualified buyers, and sell your property quickly, professionally, and 
profitably. 

THE SUMMIT VALUE-ADD SENIOR LIVING OPPORTUNITY ATMORE ALABAMA | 24 UNITS

Testimonials
"Your teams’ persistence and 

perseverance has been greatly 
appreciated. We are very appreciative 

of all your efforts. Please accept our 
sincere thanks for your truly southern 

(business) hospitality! Wishing you 
continued success and happiness. 

Thanks again," 

-Jay and Brenda Grant

"Our family is so very thankful for 
Patty! She helped us with the 

purchase of our home last year and 
the sale of our commercial property 
this year. Patty is helpful throughout 

the entire process. We highly 
recommend PHD Realty!"

- Cyndi Keenan

https://patty.phdrealty.com/about_us
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The economic landscape of traditional downtown and neighborhood 

commercial districts continues to change. Expanding retail 

competition, evolving technologies, changing lifestyle trends, and 

the lingering impacts of the COVID-19 pandemic continue to affect 

commerce and the way of life in our traditional downtown and 

neighborhood business districts. 

Main Street Alabama commissioned this study to engage 

stakeholders and to promote an in-depth understanding of local and 

regional market conditions, trends impacting Downtown Atmore’s 

economic performance, and opportunities for the future. 

Information and direction gained from the study provide a sound 

basis for local decision-making processes and strategies for 

enhancing Downtown Atmore.  

This document summarizes key findings and proposed strategies for 

Downtown Atmore economic development and enhancement 

initiatives based on an extensive review of background information 

and current market data, input provided via consumer and business 

surveys, and direction and leadership provided by Main Street 

Atmore (MSA) leaders and volunteers. Supplemental documents 

referenced in this summary document include: 

► Downtown Atmore Market Snapshot

► Downtown Atmore Consumer Survey Results

► Downtown Atmore Business Survey Results

INSIDE
Limitations and Disclaimers 

Retail market studies and analyses, their components (such as retail sales gap 

analyses and surveys interpretation) and derivative business development 
plans provide important guidance on how a commercial area should, 

theoretically, be able to perform and on the sales levels businesses should be 

able to achieve. However, a number of factors affect the actual performance 
of businesses and commercial areas, including the skills of the business 

operator, level of business capitalization, the quality of the physical 
environment, changes in overall economic conditions, the effectiveness of 

business and district marketing programs, and many other factors. The 
information in this document is intended to provide a foundation of information 

for making district enhancement and business development decisions, but it 
does not and cannot ensure business success. 

As is true of all demographic, economic and market studies, our analysis’ 
reliability is limited to the reliability and quality of the data available. Our 

research assumes that all data made available by and procured from federal, 
state, county, city, primary and third party sources is accurate and reliable.  

Because market conditions change rapidly and sometimes without warning, the 
information and opinions expressed here represent a snapshot in time and 

cannot predict or gauge future changes or results. 

1 | Introduction

2 | Downtown Atmore Profile

4 | Atmore Market Overview

6 | Market Insights and Directions

13 | Business Insights and Directions

16 | Opportunities and Targets

23 | Moving Forward

Atmore is a Main Street Alabama 

Community

Main Street Alabama is focused on bringing jobs, dollars and 

people back to Alabama’s historic communities. Economic 

development is at the heart of the organization’s efforts to 

revitalize Alabama’s downtowns and neighborhoods. 

Main Street Alabama is affiliated with the National Main Street 

Center and utilizes the proven Main Street Four-Point Approach® 

to help communities organize themselves for success, improve the 

design of their neighborhoods, promote their districts, and 

enhance their economic base. 

Downtown Professionals Network (DPN) is a planning and 

research firm specializing in the revitalization and enhancement 

of traditional downtown and neighborhood business districts. 

Since 2000, DPN has evolved to serve a clientele that includes 

local, state and national Main Street organizations and economic 

development agencies located throughout the country. 

INTRODUCTION 
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Nestled in southern Alabama in Escambia County along the Alabama/Florida 
border, Atmore, began as a supply stop for William Larkin Williams along the 
Mobile and Great Northern Railroad. It was first known as Williams Station.  As the 
community grew, its leaders decided a name change was needed to something 
more cosmopolitan, befitting of the progress the community was making in all 
areas of growth.  By 1897, the name changed to Atmore, in honor of C. P. Atmore, 
a ticket agent for the Louisville and Nashville Railroad.   

Business and industry in Atmore enjoy multiple points of transportation access—
rail, highway, and interstate. Atmore has a rich railroad history, and the romance of 
a railroad that few towns have. Two railroads intersect just a couple of blocks west 
of downtown.   Defining the center of town, State Highway 21 and US Highway 31 
intersect and become North and South Main Street and Louisville and Nashville 
Avenues. Both highways provide visitors with an opportunity to enjoy the 
community, and access to I-65, Pensacola, and Florida beaches, Mobile and the 
Tensaw River Delta, and the sugar white beaches of Gulf Shores and Orange Beach 
located in neighboring Baldwin County.    

Economic growth has been positive and boosted the revitalization of downtown 
since being designated as a Main Street community. This program is further 
enhanced by the downtown historic district and will serve as the springboard to 
continued long-term economic vitality.  The Strand Theatre and Atmore Hardware 
serve as the district’s keystone where the focus is on preservation and restoration 
of historic structures. Recently listed on the National Register of Historic Places, the 
theatre and hardware buildings will combine to provide venues for various forms 
of entertainment and educational opportunities from resident artists.  

First National Bank and Trust has invested in building space improvement and 
created green space with an off-street parking area.  United Bank, Alabama’s 
largest community development financial institution, is the only community 
development entity in Alabama to win New Market Tax Credits in multiple cycles.  
This sophisticated group provides access to capital for quality rural projects 
anywhere in the Southeast.  United Bank provides low interest funding and 
assistance for grant opportunities, including façade restoration and improvement.  

Revitalization efforts are magnified by a small business incubator to provide space 
for new businesses to grow and take their place in the downtown community 
providing various goods and services.  

Main Street Atmore works to establish relationships with property owners and 
businesses to provide mentorship opportunities and resources giving everyone 
downtown the best chance of success in a community burgeoning with economic 
opportunity, culture, and history. 

Future projects include the addition of off-street parking areas and community 
space.  Botanical and arboreal renovations and additions appropriate for aesthetic 
enhancement will be installed as well as improvements to the streetscape with 
particular attention to safety and pedestrian traffic.  

WELCOME TO DOWNTOWN ATMORE 

DOWNTOWN ATMORE PROFILE 
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A reminder of our past, present, and future, silos near the railroad trestle are the 
object of a long-term goal to cover the entire structure with an agricultural-themed  
mural. Nearby, construction of a French Quarter style building will be the new 
home of West Escambia Utilities.  This addition will attract residents to downtown 
to pay their utilities and will serve as an anchor for East Ridgeley Street.   

The business mix includes a variety of choices for dining, clothing, florists, antiques 
and consignment, home décor, and a pub, as well as other goods and services. The 
Ridgeley Street area has become the driving force for merchants. Once vacant 
buildings have been given new life and are host to multiple shopping opportunities. 

West Ridgeley also hosts several community events, including Ribs on Ridgeley 
benefiting the Pride of Atmore, a non-profit group leading the restoration of the 
Strand Theatre and Atmore Hardware buildings on South Main Street.  

Church Street is transforming with new businesses and is the location for a 
Leadership Atmore fundraiser known as Chicken on Church.  Anchoring the 
southern downtown area is the American Legion Building where veterans 
congregate and host occasional dance events.  The three-story structure provides 
office space and sports a new patriotic mural.  The adjacent open area will become 
Veterans Park complete with a butterfly garden, water feature, entertainment 
area, and park benches.   

One of North Main Street’s most historic structures is the Post Office.  It was built 
in 1938 as a WPA project and was part of Roosevelt’s New Deal and is also home to 
a mural painted in the same year as an extension of the New Deal projects.   During 
the Cold War, the post office was also a designated fallout shelter and has 
contributed items to the Smithsonian Institute Museums in Washington D.C.   

The timber and agriculture industry has always provided a strong foundation for 
the community and its people.  The Atmore Industrial Park will become home to an 
$87 million peanut shelling and storage facility on more than 60 acres in 2021.  The 
average wage will be more than $17 per hour for the 100-plus full-time workers.  
This facility will turn Atmore into a hub for peanut shelling in southwest Alabama.    

Atmore’s city limits extend to I-65 near the Reservation of the Poarch Band of 
Creek Indians—Alabama’s only federally recognized tribe.  The Tribe, one of the 
area’s largest employers, provides entertainment at the WindCreek Casino and 
Hotel and shares its culture at its museum and cultural events, including its annual 
Thanksgiving PowWow.  The Poarch Creek Indians have been excellent corporate 
neighbors and community partners contributing money and resources for the 
betterment of everyone in the Atmore area.   

Business, corporate, and private reinvestment continue to cultivate growth in the 
community and downtown area making Atmore a prime location for existing and 
new businesses, residents, and visitors.  This effort is improving the overall 
economic outlook for the area and continually enhances quality of life overall. 

In moving toward the future, we embrace the past.  A storied history rich in 
pioneer spirit, tradition, culture, and diversity, combine to make Atmore a unique 
setting.  It is a place for living, working, shopping, entertainment, and rewarding 
experiences all found in a place full of southern charm and hospitality to give 
everyone more from Atmore.  

DOWNTOWN ATMORE PROFILE 
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Downtown Atmore Drive Time Market 

DEMOGRAPHIC FAST FACTS ESRI 2020 

Social 

HOUSEHOLDS  

4,510 
Households 5 Min 10 Min 20 Min 

2020 Estimate 2,885 4,510 8,348 

HH Growth (2020-25) -1.8% -1.2% 0.5% 

10 MINUTE DRIVE TIME | 2020 

2019—24 GROWTH: -1.2% 

Est. State HH Growth (2020-25) 2.4% 

$32,888 
Median HH Income 5 Min 10 Min 20 Min 

2020 Estimate $29,056 $32,888 $38,057 

Growth (2020-25) 3.2% 6.1% 6.2% 

10 MINUTE DRIVE TIME | 2020 

2020—25 GROWTH: 6.1% 

2020 State: $50,554 2020-25 Growth: 5.8% 

MEDIAN HH 
INCOME  

Daytime Population  5 Min 10 Min 20 Min 

Total Daytime Pop 8,338 12,250 21,107 

Daytime Change 17.3% 9.3% -10.3% 

12,250 
5 MINUTE DRIVE TIME | 2020 

DAYTIME CHANGE: 17.3% 

DAYTIME POP  

Population 5 Min 10 Min 20 Min 

2020 Estimate 7,109 11,212 23,535 

Growth (2020-25) -1.9% -1.2% 0.5% 

11,212 
10 MINUTE DRIVE TIME | 2020 

2010—25 GROWTH: -1.2% 

Est. State Pop Growth (2020-25) 2.3% 
POPULATION  

MEDIAN AGE 
2020 

5 Minutes 38.1 

10 Minutes 39.2 

20 Minutes 39.6 

State 39.6 

2020 EMPLOYED 

CIVILIAN POP 16+ 

5 Minutes 78.8% 

10 Minutes 82.1% 

20 Minutes 85.8% 

State 87.4% 

PER CAPITA INCOME 

2020 

5 Minutes $17,845 

10 Minutes $19,142 

20 Minutes $19,739 

State $27,941 

TOP ESRI TAPESTRY LIFEMODE GROUPS  
Downtown Atmore Drive Time Areas | Esri 2020 

Esri Tapestry LifeMode groups represent markets that share a common 
experience—born in the same generation or immigration from another 
country—or a significant demographic trait, like affluence. The 
Hometown and Rustic Outposts LifeMode Groups are among those 
most prevalent in the Downtown Atmore drive time areas. 

► Growing up and staying close to home; single 
householders 

► Close knit urban communities of young singles (many 
with children) 

► Owners of old, single-family houses, or renters in 
small multi-unit buildings 

► Religion is the cornerstone of many of these 
communities 

► Visit discount stores and clip coupons, frequently play 
the lottery at convenience stores 

► Canned, packaged and frozen foods help to make 
ends meet 

► Purchase used vehicles to get them to and from 
nearby jobs  

► Country life with older families in older homes 
► Rustic Outposts depend on manufacturing, retail and 

healthcare, with pockets of mining and agricultural 
jobs 

► Low labor force participation in skilled and service 
occupations 

► Own affordable, older single-family or mobile homes; 
vehicle ownership, a must 

► Residents live within their means, shop at discount 
stores and maintain their own vehicles (purchased 
used) and homes 

► Outdoor enthusiasts, who grow their own vegetables, 
love their pets and enjoy hunting and fishing 

► Technology is cost prohibitive and complicated. Pay 
bills in person, use the yellow pages, read 
newspapers, magazines, and mail-order books 

HOMETOWN 

36% 5 Minute Drive HHs 

Source: Esri Market Profile | 12.20 Source: Esri Community Tapestry Segmentation | 12.20 

RUSTIC OUTPOSTS 

64% 20 Minute Drive HHs 

ATMORE MARKET OVERVIEW 
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Social

Note: The complete Downtown Atmore Market Snapshot and source Esri 
and Claritas reports are available as supplemental documents. 

Performance by Category 

SALES GAP FACTORS | 5 MIN AND 10 MIN DRIVE TIME AREAS 

Category—Factor 5 Min 10 Min 

Motor Vehicle & Parts Dealers 14.6 10.7 

Furniture & Home Furnishings Stores 51.1 35.3 

Electronics & Appliance Stores (70.8) (78.7) 

Building Materials, Garden & Supply 36.0 28.6 

Food & Beverage Stores (29.0) (23.7) 

Health & Personal Care Stores 55.9 42.4 

Gasoline Stations 35.4 39.6 

Clothing and Clothing Accessories 22.1 2.3 

Sporting Goods, Hobby, Book, Music (44.0) (57.4) 

General Merchandise Stores 43.6 34.2 

Miscellaneous Store Retailers 47.3 48.8 

Nonstore Retailers (28.4) (44.1) 

Food Services & Drinking Places 2.9 3.2 

Source: Claritas Market Power® 2020   | Retail Stores Gap 

RETAIL POWER CLARITAS 2020 

The Retail Market Power (RMP) 2020 report from Claritas 

provides a direct comparison between retail sales and consumer 

spending by industry. To capture a snapshot of an area's retail 

market, a sales surplus or leakage—expressed in current 

dollars—is calculated to summarize the relationship between 

supply (sales by businesses) and demand (consumer spending).  

Sales Surplus & Leakage ($MM) 5 Minutes 10 Minutes 20 Minutes 

Categories 
Surplus/

(Leakage) 
Surplus/

(Leakage) 
Surplus/

(Leakage) 

Retail Trade (NAICS 44 – 45) $35.5 $48.9 $12.5 

Food & Drink (NAICS 722) $0.4 $1.0 ($4.0) 

Total (NAICS 44 – 45, 722) $35.9 $49.9 $8.5 

DOWNTOWN ATMORE DRIVE TIME AREAS 

SALES SURPLUS AND LEAKAGE ESTIMATES  | ($MM) 

Source: Claritas Market Power® 2020 | Retail Stores Gap. 

Data Note: The polarity of surplus/leakage estimates shown above (as compared to those shown 

in source reports) have been reversed to show surplus as a positive value, and leakage as a 
negative value. The Retail Gap (Sales Surplus/Leakage) represents the difference between 

Retail Potential (Demand) and Retail Sales (Supply). A positive value represents a surplus in 
sales, often indicating a market where customers are drawn in from outside the defined  area. 

RMP focuses on Retail Trade NAICS codes 44 and 45, as well as the Food Services industry 
NAICS code 722. Once national and county level CRT tables are retrieved from the U.S. Census 

Bureau, all establishments are coded using 2012 North American Industrial Classification System 
(NAICS) codes to match the data source. The 2012 NAICS codes are then matched with the latest 

release of NAICS codes from 2017 to reflect any changes in codes. 

TOTAL SALES 
[Retail Trade (NAICS 44—45) + Food & Drink (NAICS 722] 

$101 
Million 

$191 
Million 

$262 
Million 

5 Minutes 10 Minutes 20 Minutes 

Example: Calculating Sales Surplus/(Leakage) Estimates 
Estimated Actual Sales — Potential Sales = Surplus/(Leakage) 

      Estimated Sales (Supply) $7,435,944 

—  Potential Sales (Demand) $7,023,767 

 =  Surplus or (Leakage) $412,777 

Retailers and real estate analysts use RMP to understand the 
difference between supply and demand in existing and potential 
new trade areas. In areas where demand exceeds supply, an 
opportunity gap—or leakage—exists that can attract new retail 
operations or inform what changes need to be made to a store’s 
product mix to increase market share. In areas where supply 
exceeds demand, a surplus exists, which can signal that new 
marketing strategies may be needed to attract new customers, or 
that the area is attractive to niche retailers, or it may prompt a 
store network re-alignment.  

Sales gap factors provide a quick-look means of assessing the 
relative strength of retail categories for a defined geography. 
The factor is a measure of the relationship between supply and 
demand that ranges from +100 (total surplus) to -100 (total 
leakage). A positive value represents a surplus of retail sales 
and can be indicative of a market where customers are drawn 
from outside the defined area. Categories showing the highest 
surplus factors might signal opportunities for expansion or the 
introduction of complementary products and services to build on 
market strengths or niches. Likewise, categories with negative 
factors might offer an initial indication of gaps in the business 
mix and potential for re-positioning, expansion or recruitment.    

ATMORE MARKET OVERVIEW 
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Insights 

► The varying nature of businesses and activities currently
attracting people to the downtown area demonstrate
the benefits of retaining and attracting a mix of uses—
both retail and non-retail— in the district.

► Though the largest percentages of survey participants
indicated they most often visit the downtown for dining
(68%), findings show the most consistent traffic, on a
daily or weekly basis, is related to those doing errands
and visiting for office and service-related purposes.

Directions 

Economic Vitality 

► Continue to encourage office, service and other
appropriate non-retail uses to locate or relocate in the
downtown area, ideally in locations that maintain a
sense of retail density  (see page 20 for more insights).

Organization 

► Continue efforts to engage community economic
development partners and individuals representing
different business sectors in the planning and
implementation of downtown enhancement initiatives.

Promotion 

► Facilitate and encourage collaborative marketing and
cross-promotion efforts to heighten awareness for the
full range of goods and services available from
downtown area businesses.

Table 2

Q: How often do you visit Downtown Atmore...

Frequency—Daily or Weekly Percent 

To do errands or for office and service-related purposes? 66.4% 

For eating, drinking or entertainment? 54.4% 

To shop? 34.1% 

Source: 2021 Downtown Atmore Consumer Survey. 

Potential Activities 

(E) Encourage non-retail uses to locate downtown

(O) Presentations/Updates to partners & community groups

(P) Encourage/Facilitate cross-promotion efforts

(P) Create a downtown businesses and services directory

(D) Design (E) Economic Vitality (O) Organization (P) Promotion

Downtown Drivers and Traffic Generators 

The purpose and frequency of consumers’ pre-COVID-19 visits to 
the district reinforce a sense of Downtown Atmore as a center of 
community life and help to demonstrate the important role both 
retail and non-retail uses play as part of a vibrant district. 

417 
CONSUMER SURVEY SAMPLE 68% 

DINING 
VISIT DOWNTOWN MOST OFTEN FOR 

66% 
ERRANDS 
VISIT DOWNTOWN DAILY OR WEEKLY FOR 

OR OFFICE/SERVICE-RELATED PURPOSES 

MARKET INSIGHTS AND DIRECTIONS 

Table 1 

Q: Prior to the COVID-19 pandemic outbreak, for which of the following

activities or purposes did you visit Downtown Atmore most often? 

Most Frequent Consumer Survey Responses Percent 

Dining 67.6% 

Shopping 56.1% 

Banking/Financial Services 45.1% 

Work 28.2% 

Festivals/Special Events 16.7% 

Religious 10.2% 

Health Care 7.7% 

Personal Services 6.0% 

Entertainment 5.5% 

Recreation 5.2% 

Government 3.5% 

Source: 2021 Downtown Atmore Consumer Survey. Most frequent responses shown. 
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Table 3 

Most Frequented Business or Places (Top 10)  

1. The Coffee House (13.8%) 6. United Bank (4.8%) 

2. Gather (10.7%) 7. Walmart (4.5%) 

3. Philanthropic Seed (7.0%) 8. We Care Thrift Store (3.7%) 

4. Gulf Winds Credit Union (4.8%) 9. First National Bank (3.1%) 

5. Post Office (4.8%) 10. The Junky Pearl (2.5%) 

Insights 
► Businesses and uses catering to the market’s appetite, 

discerning tastes and everyday needs, like The Coffee 
House, Gather, Philanthropic Seed, the Post Office and 
financial institutions, are all important anchors for 
downtown, and could offer cues for entrepreneurs and 
complementary uses that could be a good “fit.” 

 

Directions 
 

Design 

► Incorporate design features (i.e. gateway and 
wayfinding signage, kiosks, etc.) in proximity to anchors 
to help users locate and navigate complementary 
businesses and amenities in the downtown area. 

 

Economic Vitality 

► Explore opportunities for existing businesses to expand 
or reposition themselves to capitalize on existing anchor 
businesses and activity generators, and for new, 
complementary business uses to join the mix.  

 

Organization 

► Identify and pursue possibilities to work with high traffic
-generating businesses and attractions to disseminate 
information about Main Street Atmore, its work and 
progress, and opportunities to participate.  

 

Promotion 

► Target higher-traffic generating locations identified, 
both within and outside the district, for display and 
distribution of downtown promotional materials. 

Potential Activities 

(D) Downtown gateway and wayfinding signage/features 

(O) MSA info displays and meet & greet events at anchors 

(P) Downtown promo displays and materials at anchors 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Anchors 

The mix of businesses and places visited most frequently by 
consumers surveyed, led by The Coffee House,  illustrates the 
importance of maintaining and promoting a mix of uses and 
business types that cater to the needs of the market and 
generate traffic to support specialty retailers and eating places. 

The diverse nature of businesses and attractions included in the 
top ten demonstrates the existing and potential appeal of 
Downtown Atmore as a center for community life with a mix of 
businesses, uses and activities catering to a broad cross-section 
of the community and Atmore visitors. So, too, the results could 
provide direction for strategies and activities that:  

► Capitalize on existing anchor businesses and activity 
generators, including complementary business and 
entrepreneurial opportunities; and 

► Heighten awareness for the local and eclectic nature of the 
business mix and the full range of products, services and 
experiences offered in the district. 

Identified The Coffee House as the 

downtown business or place visited most often. 

14  PERCENT 

MARKET INSIGHTS AND DIRECTIONS 



 

8 DOWNTOWN ATMORE MARKET STUDY AND STRATEGIES | 2021 

Insights 
► Consumer survey findings—and trends observed during 

the COVID-19 pandemic— illustrate the importance 
and benefits of a strong online business presence.  

► Integrated website, social media and eCommerce apps 
that provide for a more personalized and robust online 
shopping experience could offer targeted channels and 
new, efficient ways for retailers, restaurants and certain 
service providers to enhance their presence in the local 
market—and beyond. 

 

Directions 
 

Economic Vitality 

► Share survey results on local consumers’ social media 
preferences with businesses as a business visitation topic 
and, possibly, as part of social media training series. 

Promotion 

► Develop and test concepts for district collaborative 
marketing programs and image enhancement 
campaigns via consumer-preferred social media apps. 

Potential Activities 

(E) Share consumer online preferences with businesses 

(P) Develop and launch collaborative marketing concepts 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Marketing and Communications Channels 

The proliferation of social media and online shopping 
applications—and the climbing frequency of their use by 
consumers in the Downtown Atmore marketplace—demonstrate 
the importance and benefits of a strong online business presence. 

MARKET INSIGHTS AND DIRECTIONS 

Table 4 

Q: [Consumer Survey] Which social media and online shopping sites 

or apps do you regularly use? 

Q: [Business Survey] Which social media and online shopping sites or 

apps does your business use? 

Most Frequent Responses (Rank) Consumers Businesses 

Amazon 85.5% (1) 26.7% (3) 

Facebook 79.2% (2) 66.7% (1)      

Pinterest 32.8% (3) 6.7% (4) 

Instagram 32.5% (4) 46.7% (2) 

YouTube 32.5% (5) 0.0% (--) 

Etsy 25.4% (6) 0.0% (--) 

Snapchat 23.4% (7) 6.7% (4) 

Table 5 

Q: [Consumer Survey] Which three do you most frequently rely on for 

Atmore area news and information? 

Q: [Business Survey] Which three are most effective for marketing and 

promoting your business? 

Responses  | Consumers Top 5 Consumers Businesses 

Social Media (Facebook, Instagram, etc.) 76.5% (1) 33.3% (2) 

Local Newspapers—Online  50.4% (2) 0.0% (--) 

Local Newspapers—Print 31.4% (3) 6.7% (8) 

Local TV Stations 17.3% (4) 13.3% (3) 

Local Radio Stations 12.5% (5) 6.7% (8) 

Source: 2021  Consumer and Business Surveys. Most frequent responses shown. 

93% 
Of businesses surveyed would consider 
participating in a collaborative marketing 
campaign. Source: 2021 Downtown Atmore Business Survey 

CONSUMERS: POPULAR APPS AND SHOPPING SITES 

79% 86% 33% 

OF CONSUMERS SURVEYED RELY ON SOCIAL MEDIA 

FOR ATMORE AREA NEWS AND INFORMATION. 

77  PERCENT 

OF CONSUMERS SURVEYED SAID THE AMOUNT OF THEIR 

REGULAR SHOPPING DONE ONLINE INCREASED DRAMATICALLY 

(36%) OR SOMEWHAT (39%) DURING THE PAST YEAR. 

75 PERCENT 

OF BUSINESSES SURVEYED HAVE A WEBSITE, BUT JUST 13% 

ARE TRANSACTING SALES ONLINE. 

53 PERCENT 
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Insights 
► Events staged downtown can help showcase the magic 

of a small town setting and “create vibrancy.” Events 
should also be embraced as one way to address lower 
ratings ascribed to the statement, “Downtown has things 
to do for many age groups.” 

 

Directions 
 

Design 

► Work in partnership with the City and other groups and 
to address pedestrian and bicyclist safety concerns.  

► Pursue placemaking initiatives and other improvements 
to enliven spaces, create year-round interest, and 
advance the downtown’s image as an economically 
vibrant place, and a place for fun, recreation, and 
entertainment.  

 

Economic Vitality 

► Incorporate views on downtown as a “good place to 
invest” in messaging and materials to promote business, 
entrepreneur and investment opportunities.  

 

Promotion 

► Work with the Chamber of Commerce, Pride of Atmore 
and other partners to identify event components and 
programming that could be expanded or test-marketed 
to enhance the district’s “entertainment factor.” 

Potential Activities 

(D) Address pedestrian and bicyclist safety concerns 

(D) Pursue placemaking activities to enliven spaces 

(P) Use events to test market ideas (i.e. booths, pop-ups) 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Downtown Traits and Trends 

Survey respondents’ level of agreement with ten different 
statements about Downtown Atmore help to identify both 
positive attributes and shortcomings, thereby lending direction 
for possible downtown marketing and enhancement strategies. 

Table 7 

Q: Using a scale from 1 (Disagree Completely) to 5 (Agree 

Completely), please indicate your level of agreement with the 

following statements about Downtown Atmore: 

Consumers and Businesses Weighted Average Rating and (Rank) 

Statements Consumers  Businesses  

Special events create vibrancy in downtown. 4.14 (1) 4.56 (1) 

Downtown is a good place to invest. 3.81 (2) 4.19 (2) 

Customer service is exceptional in downtown 3.69 (3) 3.63 (5) 

I feel safe downtown, even at night. 3.55 (4) 3.69 (4) 

Downtown is clean and inviting. 3.40 (5) 3.00 (6) 

I tell my friends and family to shop downtown. 3.34 (6) 4.00 (3) 

Downtown is pedestrian-friendly. 3.33 (7) 2.88 (8) 

Downtown presents a positive image to visitors. 3.27 (8) 3.00 (6) 

Downtown is bicycle-friendly. 2.46 (9) 2.25 (10) 

Downtown has things to do for many ages. 2.28 (10) 2.38 (9) 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  

Table 8 

Q: Which of the following best describes recent trends in Downtown 

Atmore?  

Recent Trends Consumers Businesses 

Improving or making progress 49.4% 50.0% 

Steady or holding its own 30.1% 42.9% 

Declining or losing ground 20.6% 7.1% 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  

 
“Special events create 

vibrancy in the downtown.” 

Consumers: 4.14 Businesses: 4.56 

 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  

“Downtown Atmore has things 

to do for many age groups.” 

Consumers: 2.28 Businesses: 2.38 

Trends 

49% 
Of consumers surveyed, and 50% of businesses, 
describe pre-COVID trends in downtown as 
“Improving or making progress.”            
Source: 2021 Downtown Atmore Consumer and Business Surveys 

MARKET INSIGHTS AND DIRECTIONS 

Of consumers surveyed agree completely (39%) or 

somewhat (28%) with the statement “during the covid-

19 pandemic, shopping in a small town environment is 

safer than shopping in a larger metropolitan area.” 

67  PERCENT 
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37% 
Insights 
► Food service and retail establishments identified as 

candidates for growth could provide opportunities for 
prospects and entrepreneurs, or for existing businesses to 
reposition themselves in the market, to add 
complementary products or services, or to expand.  

► Expected frequency rates for different types of 
entertainment could provide direction for venue 
programming (including the redeveloped Strand 
Theatre), for downtown events, and for in-house 
entertainment hosted by downtown businesses.  

► Businesses and venues incorporating family-oriented 
entertainment and amenities, in-house events and 
activities, and locally-inspired décor also stand to benefit 
from consumers’ affection for the district’s environment, 
character and feel. 

 See pages 16—20 for more on business opportunities 
 

Directions 
Economic Vitality 

► Share survey results with existing businesses and discuss 
possibilities to add products or services, to reposition, or 
to expand to help fill gaps in the downtown mix. 

► Share survey results with property owners and agents, 
and discuss business models that might be targeted for 
vacant properties, along with improvements that might be 
required to accommodate targeted tenants. 

► Introduce a vacant storefront treatment program, such as 
a “This Space is Not Empty” poster program. 

► Publicize survey results showing potential for business 
growth and expansion to heighten awareness, to appeal 
to local entrepreneurs, and to help generate leads. 

Potential Activities 

(E) Conduct business visits to share survey results  

(E) Conduct vacant property visits to identify targeted uses 

(E) Vacant property poster/storefront treatment program 

(E) Publicize survey results and a list of “top prospects” 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Potential Business and Entertainment Opportunities 

Source: 2021 Downtown Atmore 
Consumer Survey.  

Q: Which of the following [types of businesses] would make you 

most likely to visit Downtown Atmore more often? 

Selected Steakhouse as 

one of their top choices. 

Table 9 
Eating and Drinking Places 

Top 5 Selections 

Steakhouse 37.4% 

Italian Restaurant 30.1% 

Farm to Table Restaurant 26.3% 

All-American/50’s Diner 23.6% 

Pizzeria 23.3% 

Table 10 
Retail Establishments 

Top 5 Selections 

Specialty Foods/Deli/Wine 31.5% 

Arts, Crafts and Hobbies 28.7% 

Sporting Goods/Outdoors 24.9% 

Bookstore 24.6% 

Jewelry Store 20.4% 

32% 

Source: 2021 Downtown Atmore 
Consumer Survey.  

Selected Specialty Foods 

Grocer, Deli & Wine as 

one of their top choices. 

MARKET INSIGHTS AND DIRECTIONS 

Entertainment 

Eating and Drinking Places 

Retail Establishments 

Table 11 
Entertainment Opportunities 

Q: How many times each month 

would you visit or participate in the 
following entertainment venues or 

activities? 

Expected Frequency Wt. Avg* 

Live Music Venue 1.99 

Sports Bar 1.87 

Live Theater 1.70 

Escape Room 1.51 

Open Mic Nights 1.48 

Adult Dancing 1.45 

Source: 2021 Downtown Atmore Consumer Survey.  

Consumers surveyed 

identified Live Music 

Venue as the type of 

venue they would visit 

most frequently. 

* The weighted average is based 
on cumulative responses for 
monthly expected frequency.  

Scale:  

1 = 0 times per month   

2 = 1 to 3 times  

3 = 4 to 6 times  

4 = 7 to 9 times  

5 = 10+ times.   



 

11 DOWNTOWN ATMORE MARKET STUDY AND STRATEGIES | 2021 

Directions 
 

Design 

► Continue efforts to restore and preserve the downtown’s 
historic character, with an emphasis on beautification 
and building improvement efforts. 

► Work with the City and other economic development 
partners to identify needs and to develop and promote 
building improvement tools and resources for property 
owners, businesses and investors.  

► Work with the City and Alabama Department of 
Transportation to monitor traffic volume and flow, and 
advocate for pedestrian-focused enhancements. 

 

Economic Vitality 

► Continue to support businesses and local COVID-19 
business recovery efforts. 

► Engage local government, economic development 
partners, financial institutions, and other appropriate 
entities in efforts to identify, develop, and access 
incentives and technical assistance for entrepreneurs and 
for existing, new and expanding district businesses.  

► Create a business assistance resources directory that 
maps the process for starting a business and includes 
contacts for business assistance. 

Potential Activities 

(D) Promote beautification and building improvements  

(D) Promote tools and resources for building improvements 

(D) Monitor traffic; advocate for pedestrian improvements 

(E) Continue to support COVID-19 recovery efforts 

(E) Incentives for buildings and new/expanding businesses 

(E) Create business assistance resources guide/directory 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Priorities 

Table 12 

Q: On a scale from 1 (Low) to 5 (High), what level of priority would 

you place on possible downtown enhancement efforts to:  

Consumers and Businesses Avg. Rating and (Rank) 

Enhancement Efforts Consumers Businesses 

Create incentives for new and expanding 
Downtown Atmore businesses 

4.43 
(1) 

4.69 
(1t) 

Improve streets, sidewalks, lighting, furnishings, 
green spaces, etc. 

4.22 
(2) 

4.69 
(1t) 

Restore and preserve the downtown’s historic 
character 

3.88 
(3) 

4.38 
(3t) 

Stage additional festivals and special events in 
the downtown 

3.86 
(4) 

4.38 
(3t) 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  

“What is the first thing you would do to 

improve Downtown Atmore?”  
Cloud View | Source: 2021 Downtown Atmore Consumer Survey 

Table 13 

Q: What is the first thing you would do to improve Downtown Atmore? 

Categorized Topics—Top Five Consumers Businesses 

Add/Recruit Businesses; Diversify Mix 27.5% 0.0% 

Enhance Buildings and Appearances 27.1% 53.3% 

Improve Streets, Traffic & Transportation 11.0% 6.7% 

Improve/Increase Parking 7.3%   6.7% 

Enhance Streetscape and Public Spaces 5.9% 6.7% 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  Most frequent categorized 
responses shown.  

First Things 

The consumer and business survey groups both place a 

high priority on efforts to, “Create incentives for 

new and expanding downtown businesses.” 

Source: 2021 Downtown Atmore Consumer and Business Surveys.  

Question:  

What is the first thing you would do to improve Downtown Atmore? 

10% 
Streets, Traffic & Trans 

CONSUMERS: FIRST THINGS TO IMPROVE DOWNTOWN 

27% 
Buildings/Appearances 

28% 
Add/Recruit Businesses 

MARKET INSIGHTS AND DIRECTIONS 
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Directions 
 

Design 

► Work with the Promotion Committee to incorporate the 
to-be-developed Downtown Atmore branding system’s 
graphics and elements in streetscape furnishings, 
seasonal banners and décor, gateway and wayfinding 
treatments and signage, interpretive elements, etc. 

 

Promotion 

► Work with Main Street Alabama to develop and 
implement a comprehensive Downtown Atmore branding 
system that includes logos, event graphics, corporate 
collaterals, signage, banner designs, etc.  

► Work in concert with district businesses and community 
organizations to develop and deploy a customer-driven 
testimonial campaign that captures faces, images and 
quotes focused on the things consumers like most about 
Downtown Atmore—people, places and experiences 
that highlight the local, community-oriented nature of the 
downtown business mix, extraordinary customer service 
experiences, special features, favorite memories, and 
progress being made as part of the community’s 
revitalization initiative. 

Potential Activities 

(D) Integrate branding extensions in the public realm  

(P) Create a stock photo library as marketing resource 

(P) Create Downtown Atmore branding system (w/ MS AL) 

(P) Launch a customer-driven testimonial campaign  

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Like Most 

“What is the one thing you like most about 
Downtown Atmore?”  
Cloud View | Source: 2020 Downtown Atmore Consumer Survey 

Table 14 

Q: What is the one thing you like most about Downtown Atmore? 

Categorized Responses Consumers Businesses 

Environment; Character and Feel 39.4% 33.3% 

Business(es); Business Mix 24.0% 13.3% 

General Appearances; Décor and “Look” 11.0% 13.3% 

Location; Accessibility/Convenience 10.2% 6.7% 

History/Historic Character; Buildings 8.3% 6.7% 

Special Features 1.6% 20.0% 

Festivals, Events and Entertainment 0.4% 6.7% 

Source: 2021 Downtown Atmore Consumer and Business Surveys.                

Most frequent categorized responses shown. 

The things people like most about Downtown Atmore can lend 
direction for creating and fine-tuning marketing, messaging and 
branding strategies that connect audiences with the district’s 
most highly recognizable and distinguishable features.  

MARKET INSIGHTS AND DIRECTIONS 

OF CONSUMERS SURVEYED IDENTIFIED FEATURES 

RELATED TO THE DOWNTOWN’S 

ENVIRONMENT, CHARACTER AND FEEL 

AS THINGS THEY LIKE MOST. 

39  PERCENT 
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Insights 

► The COVID-19 pandemic created extraordinary challenges to 
doing business and the impacts, for many, could be long-term. 
Main Street Atmore should continue to prioritize business support 
and retention efforts, acting as an advocate, promoter, 
facilitator and referral agent to connect businesses with technical 
assistance and resources. 

► Investments and the level of new business activity seen prior to 
the COVID-19 pandemic was purportedly driving a heightened 
sense of the downtown as an emerging district—one conducive 
to investment and new ventures. That notion is supported by 
44% of the business survey sample indicating they have been 
located in the downtown area for four years or less.  

► Thirty-eight percent of respondents indicated their business has 
been located in downtown for twenty-one years or longer. The 
figure can be viewed as an indicator of stability, but it could 
also signal a need for help with business succession planning—a 
notion subsequently verified by 50% of respondents indicating 
interest in succession planning training topics.  

► Succession planning needs for might also be more likely to 
involve a real estate transaction given that nearly two-thirds of 
survey respondents identified themselves as owner-occupants. 

 

Directions  
 

Economic Vitality 

► Main Street Atmore and community partners should work to 
identify, promote and facilitate access to partners, resources 
and technical assistance to advance business retention and 
business succession planning efforts.  

Potential Activities 

(E) Assemble a business retention resources and contacts guide 

(E) Showcase long-time and start-up business success stories 

(E) Identify and promote succession planning resources 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

BUSINESS INSIGHTS AND DIRECTIONS 

16 
BUSINESS SURVEY SAMPLE 

Inside the Data 

Sixteen Downtown Atmore businesses, operating in at 
least five different business sectors, participated in the 
survey. 

Table 15 

Q: Which of the following best describes your primary 

business type? 

Primary Business Type 

Retail 25.0% 

Service 43.8% 

Eating and Drinking Places 6.3% 

Professional/Office 18.8% 

Other 6.3% 

Source: 2021 Downtown Atmore Business Survey.  

Business Tenure 

Table 16 

Q: How long has your business been located in Downtown 

Atmore?  

Responses 

Less than 1 year 12.5% 

1 to 4 years 31.3% 

5 to 9 years 6.3% 

10 to 20 years 12.5% 

21+ years 37.5% 

Source: 2021 Downtown Atmore Business Survey.  

Table 17 

Q: Do you own or rent your business location? 

Responses 

Own 62.5% 

Rent 37.5% 

Source: 2021 Downtown Atmore Business Survey.  

Of responding businesses have been located 

downtown 21 years or longer. 

38  PERCENT 
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Insights 

► The nature of changes and interest expressed by the business 
survey group suggest the timing could be opportune for Main 
Street Atmore to: 

• Engage the downtown business community in collaborative 

marketing efforts, possibly packaged with social media, 
marketing and eCommerce training opportunities. 

• Promote small business technical assistance and counseling 

resources, including succession planning resources.  

• Work with area financial institutions, government and other 

economic development partners to identify, develop and 
promote sources for possible building improvement and 
business expansion loan programs. 

• Share market study findings on business types, products and 

services that could offer opportunities for expansion. 
 

Directions  

Design 

► Work with Main Street Alabama and local design professionals 
and partners to: 

• Explore and promote options for targeted design assistance. 

• Apply the Main Street Alabama Design Best Practices/

Guidelines document to help guide local review processes 
and to develop, review or fine-tune local design guidelines.   

 

Economic Vitality 

► Share market study findings on product lines showing potential 
for expansion with existing district businesses. 

► Further explore interest for training, and preferred training 
formats, in the marketing, eCommerce and social media topics; 
and work with Main Street Alabama and area partners to 
identify and promote training opportunities. 

► Work with property owners and realtors to inventory and 
promote business and investment opportunities via social media, 
window treatments, property tour events, etc. 

Potential Activities 

(D) Identify design assistance tools/resources for property owners 

(E) Promote resources for business expansion and improvements 

(E) Business training (survey results, social media, eCommerce, etc.) 

(E) Promote business and property investment opportunities 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

Changes in the Making? 

Business survey results provide insight on the nature and 
scope of possible changes that could occur in the district 
within the next two years—and areas where Main Street 
Atmore might channel its business support efforts.  

Table 18 

Q: In the next year or two, do you plan to change or modify 

your business in any of the following ways? 

Expand services or product lines 56.3% 

Start and/or complete building improvements 56.3% 

Increase number of employees 50.0% 

Increase marketing 37.5% 

Expand hours of operation 31.3% 

Source: 2021 Downtown Atmore Business Survey.  Most frequent responses shown. 

Business Support Opportunities 

The survey group identified higher levels of interest in 
building improvement and business expansion assistance, 
and in succession planning and social media topics. 

Table 20 

Q: Of the following business seminar topics, which two would 

be of most interest and/or most useful to you? 

Business Succession Planning 50.0% 

Social Media for Small Businesses 43.8% 

E-commerce (Selling Online) for Small Businesses 25.0% 

Marketing for Small Businesses 25.0% 

Customer Service and Hospitality Training 18.8% 

Source: 2021 Downtown Atmore Business Survey.  

Table 19 

Q: Would you be inclined to use any of the following technical 

assistance programs and incentives? 

Free or low-cost building improvement design services 62.5% 

Low interest building improvement loans 31.3% 

Low interest business expansion loans 31.3% 

One-on-one business counseling 25.0% 

Assistance to sell your building and/or business 12.5% 

63% 
Of businesses surveyed expressed interest in 

building improvement design assistance.  
Source: 2021 Downtown Atmore Business Survey 

BUSINESS INSIGHTS AND DIRECTIONS 

Of responding businesses plan to expand services or product 

lines and to start or complete building improvements. 

56  PERCENT 
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Insights 

► Year-over-year increases in gross sales or revenues for 2020 
reported by 40% of businesses surveyed, along with optimistic 
outlooks for 2021, would seem to support notions that the district 
is on an upward trajectory. The figures, though based on a 
limited sample, are nonetheless positive, especially when 
considering disruptions to commerce posed by COVID-19. 

► At the other end of the spectrum, The same percentage of 
businesses (40%) reported 2020 year-over-year declines in 
gross revenues or sales—a finding reinforcing a need for the 
continued prioritization of business support and retention efforts.     

 

Directions  

Economic Vitality 

► Repeat the business survey on an annual or biennial basis to 
track changes, and to stay in tune with the needs of businesses. 

► Incorporate relevant tracking data into messaging and materials 
promoting downtown business and investment opportunities. 

► Work with financial institutions and other development partners 
to gauge needs and possible resources to help new and existing 
businesses plan, access funding and financial assistance, and 
maintain strong financial and recordkeeping operations. 

 

Organization 

► Supplement market study data with tracking data reported to 
Main Street Alabama to measure progress, to build support for 
Main Street Atmore and new and ongoing revitalization 
initiatives, and to promote opportunities to join the cause. 

 

Promotion 

► Benchmark and track attendance estimates for downtown events 
to measure appeal and return on investment, and to incorporate 
into business recruitment messaging and materials. 

Potential Activities 

(E) Conduct a business survey on annual or biennial basis 

(E) Create a recruitment fact sheet incorporating tracking data 

(O) Produce an annual report with tracking data/progress updates 

(P)  Benchmark and track event attendance and impacts 

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

40% 
Said gross sales or revenues 

increased in 2020 
as compared to 2019. 

Information gathered via the business survey revealed: 

− Prior to the COVID-19 outbreak, 50% of businesses 
surveyed had applied for business financing or 
financial assistance from a bank or credit union, 19% 
from a private lender, and 13%  from the Small 
Business Administration (SBA).  

− Since the outbreak, 50% applied for SBA financing or 
assistance and 38% applied to a bank or credit union.   

− Thirty-one percent have not applied for financing or 
assistance before or since the COVID-19 outbreak.  

− Twenty-seven percent of respondents said they did 
not need assistance to apply, while 53% indicated 
they needed minimal or moderate assistance to apply. 

− Respondents showed the highest level of comfort 
when working with a bank or credit union (measured 
at 4.53 on a scale of 5), followed by private lenders 
(3.60) and foundations/grants organizations (3.40).  

− At least 20% of businesses surveyed indicated they 
have never prepared a pro forma or business plan. 

− Forty percent prepare their own financial statements, 
and 60% use a CPA to prepare tax filings and returns. 

Table 21 

Q-A: Which of the following describes the change in your business’ 
gross sales or revenues in 2020 as compared to 2019? 

Q-B: In your best estimation, how do you expect your gross sales 
or revenues to change in 2021 as compared to 2020?  

Year-over-Year (YoY) 
Comparison Range 

Q-A. 2019-20 

Estimated  

Q-B. 2020-21 

Projected  

Increase: 1% to 5% 0.0% 25.0% 

Increase: 6% to 10% 13.3% 31.3% 

Increase: 11% or more 26.7% 25.0% 

Decrease: 1% to 5% 0.0% 0.0% 

Decrease: 6% to 10% 13.3% 0.0% 

Decrease: 11% or more 26.7% 0.0% 

Stay about the same 6.7% 12.5% 

Not in business previous year 13.3% 6.3% 

Expect gross sales or revenues 

to increase in 2021      
as compared to 2020. 

BUSINESS INSIGHTS AND DIRECTIONS 

81% 
Business Performance 

Business Financing and Financials 
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OPPORTUNITIES AND TARGETS 
Eating and Drinking Establishments  

Top 5 Profiles 
 

Beyond identifying consumer preferences for new and expanded 
types of eating and drinking establishments, a breakdown of survey 
demographics by selection offers a starting point to better 
understand and profile the potential target market for different 
models, and the viability of different concepts with respect to price 
points, menu options, marketing and advertising strategies, 
merchandising, décor, and other important business considerations. 
 

Following is a thumbnail profile of the potential target market for 
each of the five highest ranked prospects for eating and drinking 
establishments based on consumer survey results. 

 Overall survey sample shown in parentheses  

Source: 2020 Downtown Atmore Consumer Survey  

Data Note: Percentages may not total 100% due to rounding 

Table 23 

Q: Which of the following types of new or 

expanded Downtown Atmore eating and drinking 
establishments would you be most likely to 
frequent on a consistent basis? 

Top Consumer Survey Responses 

Steakhouse 37.4% 

Italian Restaurant 30.1% 

Farm to Table Restaurant 26.3% 

All-American/50’s-themed Diner 23.6% 

Pizzeria 23.3% 

Deli/Sandwich Shop 21.1% 

Breakfast/Brunch Restaurant 18.4% 

Bakery 17.3% 

Brewery or Brewpub 15.4% 

Healthy Menu Eatery 15.4% 

Asian Restaurant 11.4% 

Mediterranean/Greek Restaurant 7.9% 

Indian/Thai Restaurant 4.3% 

Source: 2021 Downtown Atmore Consumer Survey. Multiple responses allowed. 

Of all Business Survey responses cited Eating and 
Drinking uses when asked, “What type of new 
downtown businesses or attractions, located near 
you, would be complementary to your businesses?” 

Source: 2021 Downtown Atmore Business Survey.  

38% 

OPPORTUNITIES AHEAD 
Based on 2021 Downtown Atmore Survey Results 

Italian Restaurant 

Consumer Survey Percent | (Ranking): 30.1% (2) 

Residence: Pct.  

Atmore Resident  51% (54%) 

Within 20 Miles  39% (37%) 

More than 20 Miles  10% (9%) 

Gender: Pct.  

Female 77% (69%) 

Male 22% (28%) 

HH Income: Pct.  

< $50K 16% (26%) 

$50K to $99K 37% (34%) 

$100K to $149K 22% (19%) 

$150 to $199K 10% (9%) 

$200K+ 15% (12%) 

Age: Pct.  

< 25   10% (9%) 

25 to 34   26% (21%) 

35 to 44   16% (21%) 

45 to 54   21% (21%) 

55 to 64 18% (17%) 

65+   11% (11%) 

Steakhouse 

Consumer Survey Percent | (Ranking): 37.4% (1) 

Residence: Pct.  

Atmore Resident  49% (54%) 

Within 20 Miles  44% (37%) 

More than 20 Miles  7% (9%) 

Gender: Pct.  

Female 65% (69%) 

Male 32% (28%) 

HH Income: Pct.  

< $50K 30% (26%) 

$50K to $99K 37% (34%) 

$100K to $149K 17% (19%) 

$150 to $199K 9% (9%) 

$200K+ 8% (12%) 

Age: Pct.  

< 25   8% (9%) 

25 to 34   17% (21%) 

35 to 44   19% (21%) 

45 to 54   23% (21%) 

55 to 64 19% (17%) 

65+   13% (11%) 



 

17 DOWNTOWN ATMORE MARKET STUDY AND STRATEGIES | 2021 

Eating and Drinking Establishments | Top 5 Profiles 

Source: 2021 Downtown Atmore Consumer Survey |  Overall survey sample shown in parentheses  

Note: The eating and drinking establishment targets described here 
should serve as a starting point. Main Street Atmore, downtown 
stakeholders, and community partners should infuse local knowledge 
and expertise into the process of analyzing market information to 
further develop profiles for business types and concepts that are a 
good fit for downtown, and that appear to have the very best chance 
to succeed. This will be an ongoing process, and the list of targets 
should be continuously reviewed, updated, and refined over time, and 
as conditions change. 

Different eating and drinking establishment models 

and concepts could incorporate one or more of the 

genres sampled in the consumer survey, and might 

also serve to address and benefit from an expressed 

desire by survey respondents for recreation and 

entertainment in the downtown area. For example, a 

pizzeria concept might also incorporate a select or 

rotating line of local or state brewery and winery 

selections or a limited soups, salads, wraps and 

sandwiches menu with a selection of healthy menu 

items; and the setting might provide for a children’s 

play area, a student study bar, or periodic 

entertainment spilling into the evening hours.  

 

Additional opportunities and concepts for both existing 

and new eating and drinking establishments might 

include menu options not currently offered in the 

downtown area or community; and the incorporation 

of various forms of entertainment, display or 

demonstration kitchens, tasting areas and events, and 

outdoor seating. Evening and nighttime 

establishments, in particular, might feature various 

genres of music and venues for local artists and 

storytellers to enhance the downtown’s “fun & 

entertainment factor.” Décor and themes might 

feature local art, history, culture and characters. 

OPPORTUNITIES AND TARGETS 

All-American/50’s-themed Diner 

Consumer Survey Percent | (Ranking): 23.6% (4) 

Residence: Pct.  

Atmore Resident  61% (54%) 

Within 20 Miles  29% (37%) 

More than 20 Miles  10% (9%) 

Gender: Pct.  

Female 71% (69%) 

Male 27% (28%) 

HH Income: Pct.  

< $50K 33% (26%) 

$50K to $99K 39% (34%) 

$100K to $149K 16% (19%) 

$150 to $199K 5% (9%) 

$200K+ 8% (12%) 

Age: Pct.  

< 25   13% (9%) 

25 to 34   14% (21%) 

35 to 44   21% (21%) 

45 to 54   24% (21%) 

55 to 64 12% (17%) 

65+   17% (11%) 

Farm to Table Restaurant 

Consumer Survey Percent | (Ranking): 26.3% (3) 

Residence: Pct.  

Atmore Resident  47% (54%) 

Within 20 Miles  40% (37%) 

More than 20 Miles  12% (9%) 

Gender: Pct.  

Female 69% (69%) 

Male 25% (28%) 

HH Income: Pct.  

< $50K 24% (26%) 

$50K to $99K 28% (34%) 

$100K to $149K 22% (19%) 

$150 to $199K 8% (9%) 

$200K+ 18% (12%) 

Age: Pct.  

< 25   2% (9%) 

25 to 34   25% (21%) 

35 to 44   21% (21%) 

45 to 54   19% (21%) 

55 to 64 22% (17%) 

65+   11% (11%) 

Pizzeria 

Consumer Survey Percent | (Ranking): 23.3% (5) 

Residence: Pct.  

Atmore Resident  55% (54%) 

Within 20 Miles  40% (37%) 

More than 20 Miles  6% (9%) 

Gender: Pct.  

Female 70% (69%) 

Male 28% (28%) 

HH Income: Pct.  

< $50K 23% (26%) 

$50K to $99K 33% (34%) 

$100K to $149K 26% (19%) 

$150 to $199K 8% (9%) 

$200K+ 10% (12%) 

Age: Pct.  

< 25   10% (9%) 

25 to 34   30% (21%) 

35 to 44   29% (21%) 

45 to 54   19% (21%) 

55 to 64 10% (17%) 

65+   1% (11%) 
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 Overall survey sample shown in parentheses  

Source: 2021 Downtown Atmore Consumer Survey  

Data Note: Percentages may not total 100% due to rounding 

Table 24 

Q: Which of the following types of new or 

expanded Downtown Atmore retail establishments 
would you be most likely to frequent on a 
consistent basis? 

Top Consumer Survey Responses 

Specialty Foods Grocer/Deli/Wine 31.5% 

Arts, Crafts and Hobbies 28.7% 

Sporting Goods/Outdoors 24.9% 

Bookstore 24.6% 

Jewelry Store 20.4% 

Health and Beauty 19.9% 

Men’s Clothing 18.0% 

Butcher/Meat Market 17.1% 

Pet Supplies/Clothing Store 14.1% 

Electronics Store 12.4% 

Gifts and Cards 11.0% 

Household Appliances 7.5% 

Bike & Bike Repairs Shop 4.4% 

Source: 2021 Downtown Atmore Consumer Survey. 

Retail Establishments | Top 5 Profiles 
 

Like the profiles created for top consumer survey-ranked eating and 
drinking establishments, profiles for top scoring retail 
establishments provide a starting point for better understanding 
local preferences—and potential target markets and the viability of 
different concepts with respect to price points, product and service 
lines, marketing and merchandising strategies, and other important 
business considerations. 
 

Following is a thumbnail profile—or the potential target market—
for each of the five highest ranked prospects for retail 
establishments based on results of the consumer survey. 

OPPORTUNITIES AND TARGETS 

Arts, Crafts and Hobbies 

Consumer Survey Percent | (Ranking): 28.7% (2) 

Residence: Pct.  

Atmore Resident  52% (54%) 

Within 20 Miles  40% (37%) 

More than 20 Miles  8% (9%) 

Gender: Pct.  

Female 80% (69%) 

Male 16% (28%) 

HH Income: Pct.  

< $50K 35% (26%) 

$50K to $99K 33% (34%) 

$100K to $149K 19% (19%) 

$150 to $199K 6% (9%) 

$200K+ 8% (12%) 

Age: Pct.  

< 25   10% (9%) 

25 to 34   24% (21%) 

35 to 44   16% (21%) 

45 to 54   21% (21%) 

55 to 64 22% (17%) 

65+   8% (11%) 

Specialty Foods Grocer/Deli/Wine 

Consumer Survey Percent | (Ranking): 31.5% (1) 

Residence: Pct.  

Atmore Resident  48% (54%) 

Within 20 Miles  40% (37%) 

More than 20 Miles  12% (9%) 

Gender: Pct.  

Female 76% (69%) 

Male 20% (28%) 

HH Income: Pct.  

< $50K 18% (26%) 

$50K to $99K 38% (34%) 

$100K to $149K 19% (19%) 

$150 to $199K 7% (9%) 

$200K+ 18% (12%) 

Age: Pct.  

< 25   9% (9%) 

25 to 34   30% (21%) 

35 to 44   22% (21%) 

45 to 54   19% (21%) 

55 to 64 15% (17%) 

65+   5% (11%) 

TOP RETAIL CANDIDATES 
Based on 2021 Downtown Atmore Survey Results 

Of all Business Survey responses cited Retail uses 
when asked, “What type of new downtown 
businesses or attractions, located near you, would be 
complementary to your businesses?” 

Source: 2021 Downtown Atmore Business Survey.  

33% 
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Source: 2021 Downtown Atmore Consumer Survey |  Overall survey sample shown in parentheses  

Survey results could provide inspiration for crossover 

concepts; and for existing downtown businesses to 

reposition themselves in the market, to introduce 

complementary products and services, or to expand. 

For example, select crossover lines from the cards and 

gifts, home furnishings and health and beauty 

categories could be packaged together in a single 

space, or could offer existing businesses opportunities 

to add complementary product lines from these 

categories. Certain lines might also be conducive to 

Pop-up Shop and kiosk-style models, or might start as 

festival booths in order to experiment with and test-

market various concepts, models and product lines. 

Retail Establishments | Top 5 Profiles 

Note: The retail establishment targets described here should serve as 
a starting point. Main Street Atmore, downtown stakeholders, and 
community partners should infuse local knowledge and expertise into 
the process of analyzing market information to further develop 
profiles for business types and concepts that are a good fit for 
downtown, and that appear to have the very best chance to succeed. 
This will be an ongoing process, and the list of targets should be 
continuously reviewed, updated, and refined over time, and as 
conditions change. 

OPPORTUNITIES AND TARGETS 

Bookstore 

Consumer Survey Percent | (Ranking): 24.6% (4) 

Residence: Pct.  

Atmore Resident  49% (54%) 

Within 20 Miles  41% (37%) 

More than 20 Miles  10% (9%) 

Gender: Pct.  

Female 74% (69%) 

Male 24% (28%) 

HH Income: Pct.  

< $50K 35% (26%) 

$50K to $99K 33% (34%) 

$100K to $149K 17% (19%) 

$150 to $199K 9% (9%) 

$200K+ 6% (12%) 

Age: Pct.  

< 25   9% (9%) 

25 to 34   20% (21%) 

35 to 44   28% (21%) 

45 to 54   15% (21%) 

55 to 64 21% (17%) 

65+   7% (11%) 

Sporting Goods/Outdoors 

Consumer Survey Percent | (Ranking): 24.9% (3) 

Residence: Pct.  

Atmore Resident  45% (54%) 

Within 20 Miles  42% (37%) 

More than 20 Miles  13% (9%) 

Gender: Pct.  

Female 44% (69%) 

Male 54% (28%) 

HH Income: Pct.  

< $50K 19% (26%) 

$50K to $99K 39% (34%) 

$100K to $149K 20% (19%) 

$150 to $199K 10% (9%) 

$200K+ 11% (12%) 

Age: Pct.  

< 25   11% (9%) 

25 to 34   18% (21%) 

35 to 44   21% (21%) 

45 to 54   26% (21%) 

55 to 64 16% (17%) 

65+   8% (11%) 

Jewelry Store 

Consumer Survey Percent | (Ranking): 20.4% (5) 

Residence: Pct.  

Atmore Resident  54% (54%) 

Within 20 Miles  41% (37%) 

More than 20 Miles  5% (9%) 

Gender: Pct.  

Female 90% (69%) 

Male 10% (28%) 

HH Income: Pct.  

< $50K 19% (26%) 

$50K to $99K 32% (34%) 

$100K to $149K 22% (19%) 

$150 to $199K 9% (9%) 

$200K+ 19% (12%) 

Age: Pct.  

< 25   7% (9%) 

25 to 34   15% (21%) 

35 to 44   18% (21%) 

45 to 54   23% (21%) 

55 to 64 20% (17%) 

65+   16% (11%) 
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Office and Service Uses 

National trends and more recent COVID-19-related implications 
point toward a continued transition to a more convenience- and 
service-oriented society. These trends, and the existence of civic, 
government, office, and service uses already present in Downtown 
Atmore, suggest demand for space to accommodate these and 
other non-retail uses in the downtown area could remain constant 
or even increase in the future. Other trends that could influence the 
market include:  

► Potential for existing Downtown Atmore non-retail uses, 
office tenants and service providers to expand beyond their 
existing space or footprint. 

► The downtown area’s appeal to office, service, and 
residential uses that is likely to grow as success is realized 
from Main Street Atmore, Pride of Atmore and community 
downtown enhancement efforts – and the possibility that 
existing office and service uses currently located in other 
parts of the community and region will seek to relocate in 
the Downtown Atmore area.  

 

The importance of, and opportunities for, new and expanding office 
and service uses in the downtown may best be demonstrated by: 

► Sixty-six percent of consumer survey respondents indicated 
they visit Downtown Atmore on a daily or weekly basis to 
do errands or for office and service-related purposes. 

► The redevelopment of the Strand Theatre and different 
uses proposed to be housed as part of the project promise 
to enhance the downtown experience and bring renewed 
focus and attention to the downtown area. 

► The downtown’s proximity in relation to the community’s 
population concentrations make it a convenient location 
for service establishments and providers catering to the 
needs of the local population. 

► The downtown’s existing and evolving business mix is 
conducive to personal care and service uses. 

► The level of interest expressed by consumer survey 
respondents regarding new housing that could be 
developed in the downtown and surrounding area.    

 

Office, service, government and civic uses in the Downtown Atmore 
area have always played an important role in generating traffic to 
support the district’s economy and sense of vitality. Predictably, 
office and service uses will continue to be important to the 
downtown area in the future. These uses should continue to be 
encouraged to locate in the downtown area and, where appropriate 
and applicable, Main Street Atmore and community development 
partners should work to locate these uses in buildings, spaces, and 
redevelopment sites that are conducive to creating and maintaining 
a strong sense of retail vibrancy throughout the downtown area.  

Office, service, government and civic uses 

in Downtown Atmore have always played 

an important role in generating traffic to 

support the district’s economy and sense 

of vitality. 

Table 25 

Q: How often do you visit Downtown Atmore... 

Frequency—Daily or Weekly Percent 

To do errands or for office and service-

related purposes? 
66.4% 

For eating, drinking or entertainment? 54.4% 

To shop? 34.1% 

Source: 2021 Downtown Atmore Consumer Survey. 

OPPORTUNITIES AND TARGETS 
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Housing 

Consumers surveyed showed high levels of interest in downtown 
housing. The results lend support for the rehabilitation and 
development of a variety of housing styles in the downtown area. 

Table 26 

Q: Would you consider living in Downtown Atmore? 

Yes 18.3% 

Maybe 22.8% 

Table 27 

Q: Would you prefer to own or rent housing in Downtown Atmore? 

Own 77.2% 

Rent 22.8% 

Table 28 

Q: What style of housing in Downtown Atmore would you look for or 

consider? 

Townhouse 48.9% 

Loft 45.8% 

Apartment 29.0% 

Condo 23.7% 

Live/Work Unit 16.8% 

7.6% 14.9% 

Table 29 

Q: What is the monthly mortgage payment or rent amount you would be 

willing to pay for your choice of downtown housing? 

Less than $800 47.8% 

$800 to $899 23.5% 

$900 to $999 8.8% 

$1,000 to $1,099 13.2% 

$1,100 to $1,199 2.2% 

$1,200 to $1,299 1.5% 

$1,300 or more 2.9% 

Source: 2021 Downtown Atmore Consumer Survey.  

41% Of consumers surveyed answered “Yes” or 

“Maybe” when asked, “Would you consider 

living in Downtown Atmore? 

Insights 

► High levels of interest expressed by the consumer 
survey group bode well for the potential 
rehabilitation and development of a variety of 
housing concepts and styles in the downtown area.  

► The benefits of housing in a traditional downtown 
district are multifold and align with strategies 
envisioning a traditional or historic downtown 
district as the center of community life.  

► Possibilities for downtown housing could include a 
range of styles and price points catering to a 
variety of lifestyles and life stages including: 

— The rehabilitation of vacant and underutilized 
upper levels of existing downtown buildings for 
a range of housing styles, such as apartments, 
lofts, and live-work units, appealing to 
different segments of the market. 

— Mixed use development at potential downtown 
area redevelopment sites. 

— The development of urban housing styles (i.e. 
row homes, townhomes, etc.) at appropriate 
sites in areas immediately surrounding the core 
downtown district.  

POTENTIAL DOWNTOWN HOUSING MARKET TRAITS 

49% 
Housing Style  

TOWNHOUSE 
43% 

Age 
25 to 44 

31% 
Household Income 
$100K+ 

OPPORTUNITIES AND TARGETS 
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Housing 

Survey demographics compiled for those indicating an interest 
in downtown housing points to possibilities for a range of styles 
and price points catering to different lifestyles and life stages. 

Household Income Percent 

Less than $25,000 12.7% 

$25,000 to $49,999 21.6% 

$50,000 to $74,999 17.9% 

$75,000 to $99,999 17.2% 

$100,000 to $149,999 14.9% 

$150,000 and greater 15.7% 

Source: 2021 Downtown Atmore Consumer Survey. Profile based on demographic character-

istics of survey respondents who answered “Yes” or “Maybe” when asked, “Would you 

consider living in Downtown Atmore?” 

Table 30 

Potential Downtown Housing Market Profile 

Age Percent 

24 or younger 11.2% 

25 to 34 24.6% 

35 to 44 18.7% 

45 to 54 22.4% 

55 to 64 12.7% 

65 or older 10.4% 

Household Size Percent 

1 10.4% 

2 38.1% 

3 18.7% 

4 or more 32.8% 

Potential Activities 

(D) Facilitate “Code Team” pre-project walk-throughs 

(E) Inventory downtown housing units (existing & potential) 

(E) Identify and promote housing development resources 

(P) Organize downtown area housing showcase tours 

Directions 

Design 

► Facilitate “Code Team” pre-project walk-throughs 
involving Design Committee members, building owners, 
building officials, and other relevant personnel to assess 
and troubleshoot potential challenges to the 
rehabilitation and development of downtown housing 
(and other downtown building rehabilitation and 
redevelopment projects), especially as it may apply to 
the upper levels of existing downtown structures. 

 

Economic Vitality 

► Work with local government and community develop-
ment and housing interests to further explore feasibility 
and identify possible programs, technical assistance, 
and resources that might be appropriate to support 
downtown area housing development goals. 

 

Promotion 

► Host an annual “At Home Downtown” or “Living it Up 
Downtown” event to showcase downtown area housing 
units in the before, during, and after phases of 
rehabilitation or development.  

(D) Design (E) Economic Vitality (O) Organization (P) Promotion 

OPPORTUNITIES AND TARGETS 
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Social 

Extraordinary Times 

Surveys performed and providing a basis for many of the strategies 
and actions proposed as part of this study were conducted in the 
early weeks of 2021, just prior to the approval and early distribution 
of COVID-19 vaccines. Now, in the early immunization and recovery 
stages, much remains uncertain. While better times  and a return to 
something more closely resembling “normal” appear to be on the 
near horizon, the actual economic recovery timeline is still uncertain,  
and changes in lifestyles, consumer behavior and the way we do 
business are almost certain to be longer-lasting.  
 

Strategies, Projects and Activities 

Activities proposed in this document and displayed in a quick-look 
format on the following page serve as a good starting point and 
guide for moving forward—in time and as life returns to a more 
normal state. Still, the impacts of recent events are almost certain to 
affect lives, behavior, and the well-being of existing businesses for a 
much longer period. It will be important, then, to maintain a strong 
focus on the needs of existing businesses, including business 
retention and support activities outlined in this study. Other ideas 
and activities are likely to grow out of this study’s findings, as 
implementation steps are taken, and as new opportunities emerge. 
 

Supporting and Sustaining Activities 

The ability to move forward with the ideas and opportunities 
advanced as part of this study, along with projects already in motion 
or planned for the future, will also hinge on a solid organizational 
foundation, strong partnerships, and supporting activities that, while 
not explicitly spelled out within the context of any market study, are 
absolutely essential to the success of Main Street Atmore and the 
community’s downtown revitalization efforts.   

Main Street Atmore’s roles as partnership builder, resource locater, 
and publicity machine will continue to take on heightened 
significance as we navigate toward a post-COVID-19 world. In some 
cases this role may require the organization to locate or develop 
entirely new sources of funding to advance a new initiative, or it 
might require the organization to re-assess and shift priorities and 
budget allocations based on the findings of this study, as the human 
and economic impacts of recent events become more clear, and as 
conditions change in the future. 

Examples  

Supporting and Sustaining Activities  
 

Board of Directors/Organization 

► Fundraising and fund development activities to 
sustain the organization and implement projects and 
activities. 

► Volunteer development activities including the 
recruitment, retention, and recognition of volunteers. 

► Partnership and public participation efforts to 
involve a cross section of residents, business persons, 
elected officials, community leaders, and 
representatives from other community organizations.  

► Monitoring and tracking progress, evaluating 
processes, measuring results, and taking appropriate 
action, where and when necessary, to refine 
operations or implement changes.  

► Public relations to enhance awareness of the Main 
Street Atmore organization and the importance of its 
work to the community, and to publicize plans, 
projects and results. 

► Monitoring and evaluating executive staff 
performance,  needs for support staff, and 
budgeting accordingly. 

► Leadership development, including the allocation of  
sufficient funds for board member, staff and 
volunteer leadership development and training. 

 

Economic Vitality 

► Building and Business Inventory to track occupancy, 
identify underutilized space, benchmark and track 
property values, develop a contacts database for 
building and business owners, create and update a 
downtown business directory, etc.  

► “Hotlist” of downtown properties and spaces 
available for sale or lease to help facilitate matches 
between property owners/agents and prospective 
businesses, investors, developers and entrepreneurs. 

► Business Resources Guide and Directory to help 
facilitate access to technical assistance and 
resources, and to help prospects navigate business 
start-up and property development processes. 

MOVING FORWARD 
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Potential Activities | Quick Look Guide 

Design 

Ref  Potential Economic Vitality Activities Pg.  

1 Encourage non-retail uses to locate downtown 6 

2 Share consumer online preferences with businesses 8 

3 Conduct business visits to share survey results  10 

4 Conduct vacant property visits to identify targeted uses 10 

5 Vacant property poster/storefront treatment program 10 

6 Publicize survey results and a list of “top prospects” 10 

7 Continue to support COVID-19 recovery efforts 11 

8 Incentives for buildings and new/expanding businesses 11 

9 Create business assistance resources guide/directory 11 

10 Assemble a business retention resources & contacts guide 13 

11 Showcase long-time and start-up business success stories 13 

12 Identify and promote succession planning resources 13 

13 Promote resources for business expansion/improvements 14 

14 Business training (survey results, social media, eCommerce) 14 

15 Promote business and property investment opportunities 14 

16 Conduct a business survey on annual or biennial basis 15 

17 Create a recruitment fact sheet w/ tracking data 15 

18 Inventory downtown housing units (existing & potential) 22 

19 Identify and promote housing development resources 22 

Ref  Potential Economic Vitality Activities Pg.  

1 Downtown gateway and wayfinding signage/features 7 

2 Address pedestrian and bicyclist safety concerns 9 

3 Pursue placemaking activities to enliven spaces 9 

4 Promote beautification and building improvements 11 

5 Promote tools and resources for building improvements 11 

6 Monitor traffic; advocate for pedestrian improvements 11 

7 Integrate branding extensions in the public realm  12 

8 ID design assistance tools/resources for property owners 14 

9 Facilitate “Code Team” pre-project walk-throughs 22 

Ref  Potential Economic Vitality Activities Pg.  

1 Encourage/Facilitate cross-promotion efforts 6 

2 Create a downtown businesses and services directory  6 

3 Downtown promo displays and materials at anchors 7 

4 Develop and launch collaborative marketing concepts 8 

5 Use events to test market ideas (i.e. booths, pop-ups) 9 

6 Create a stock photo library as marketing resource 12 

7 Create Downtown Atmore branding system (w/ MS AL) 12 

8 Launch a customer-driven testimonial campaign  12 

9 Benchmark and track event attendance and impacts 15 

10 Organize downtown area housing showcase tours 22 

11   

12   

13   

14   

15   

16   

17   

18   

19   

Ref  Potential Economic Vitality Activities Pg.  

1 Presentations/Updates to partners & community groups 6 

2 MSA info displays and meet & greet events at anchors 7 

3 Annual report with tracking data and progress updates 15 

4   

5   

6   

7   

8   

9   

Organization 

Economic Vitality Promotion 

MOVING FORWARD 
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Next Step: Transformation Strategies 

The information, insights, directions and potential 
activities emanating from the Market Study and Strategies 
process provide solid groundwork for the design and 
execution of a holistic, market-driven revitalization 
strategy. Still, it will be important to maintain focus on the 
ultimate vision for Downtown Atmore and to prioritize 
efforts, accordingly.  

Main Street Alabama’s Transformation Strategies 
Development Service—the next step in the process—
infuses locally-mined information and directions posed by 
the market study to help communities fine-tune strategies 
and prioritize projects and activities that incrementally 
create positive changes in the district’s economy.  

 
The Main Street Approach to Revitalization 
 

Main Street Alabama works with member communities 
and organizations to adapt a time-tested and proven 
approach to revitalization developed and promoted by 
Main Street America™, a program of the National Main 
Street Center. The approach provides a framework for 
communities to rebuild, preserve, and reinvigorate their 
historic and older downtowns and neighborhood 
commercial districts.   
 
The Main Street Approach® consists of three essential and 
tightly integrated tools:  

1. Community Vision that is informed by broad and 
inclusive community input and market 
understanding. 

2. Transformation Strategies that incrementally create 
positive changes in the district’s economy. These are 
implemented through simultaneous activity in four 
broad areas of work that, together, constitute the 
“Four Points.” In brief: 

 Design encompasses improving all the physical 
and visual aspects of the district. 

 Organization involves cultivating partnerships 
and resources for the district. 

 Promotion is about marketing the district.  

 Economic Vitality focuses on capital, incentives 
and other economic and financial tools for 
business and property development. 

3. Impact measurement includes monitoring 
quantitative and qualitative outcomes. 

© National Main Street Center, 2016, All Rights Reserved. 

Transformation Strategies Explained 

A Transformation Strategy articulates a focused, deliberate path to 
revitalizing or strengthening a downtown or commercial district’s 
economy. Grounded by both an understanding of the underlying drivers 

of the local and regional economy, as well as community feedback and 
engagement, a Transformation Strategy should describe a market 
position that the commercial district can successfully fulfill. 
 

An effective Transformation Strategy serves a particular 
customer segment, responds to an underserved market 
demand, or creates a differentiated destination.  

 

Simply stated, a Transformation Strategy is a comprehensive strategy 
that guides the direction of the revitalization initiative and, over time, 

transforms the district. Each Transformation Strategy has several 
important characteristics: 

► It is rooted in the community’s vision for the district. 

► It is based on a solid analysis and understanding of the district’s 
economy and its best economic opportunities. 

► It is comprehensive, in that it is implemented through a broad 
range of activities that span the four broad areas of work 
represented by the Four Points. 

► It is measurable, making it possible to track progress. 

► It provides guidance for program activities for a two- to five-
year period, after which the revitalization program should examine 
progress and make adjustments, as needed. 

 

In general, a revitalization organization should work with one or two 
Transformation Strategies at a time. In some exceptional circumstances, 
it might consider tackling three Transformation Strategies—but more 
than three would be challenging. 

MOVING FORWARD 
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ARTICLE V. - DISTRICTS, BOUNDARIES AND GENERAL REQUIREMENTS

5.1. - Establishment of districts.

In order to regulate and restrict the height, number of stories and size of buildings or structures, the percentage of lots

that may be occupied, the size of yards, courts and other open spaces, the density of population and the location and use

of buildings, structures, and land use. The City of Atmore shall establish zoning use districts based on the following use

classifications or variations thereof:

R-1, Low Density Residential District. This district is provided to afford the opportunity for the choice of a low

density residential environment consisting of single-family homes on large lots.

R-2, Medium Density Residential District. The purpose of this district is to provide for medium density

residential developments in single-family and duplex structures on medium sized lots.

R-3, High Density Residential District. The intent of this district is to provide the opportunity for high density,

single-family, duplex and multi family residential development, including mobile homes meeting lot size

requirements.

B-1 Local Business District. This district is intended to provide for limited retail convenience goods and

personal service establishments in residential neighborhoods and to encourage the concentration of these

uses in one location for each residential neighborhood rather than in scattered sites occupied by individual

shops throughout a neighborhood.

B-2 General Business District. This district is intended to provide opportunity for activities causing noise and

heavy traffic, not considered compatible in the more restrictive business district. These uses also serve a

regional as well as a local market and require location in proximity to major transportation routes.

Recreational vehicle parks, very light production and processing activities are included.

M-1 Light Industrial District. The purpose of this Light Industrial District is to provide a suitable protected

environment for manufacturing, research and wholesale establishments which are clean, quiet and free of

hazardous or objectionable emissions, and generate little industrial traffic. Locations should be in accordance

with the City's Comprehensive Plan.

M-2 General Industrial District. The purpose of this General Industrial District is to provide a suitable

environment for manufacturing activities. These districts are located for convenient access from existing and

future arterial thoroughfares, highways and railway lines, and are in many instances separated from

residential areas by business or light industrial areas or by natural barriers; where they are adjacent to

residential areas, some type of artificial separation may be required. The district regulations are designed to

permit the development of the district for almost any industrial uses, subject to the minimum regulations

necessary for the mutual protection of the uses.

DBD Downtown Business District. The purpose of this district is to establish uses compatible with a vibrant

commercial and retail center and a downtown area suitable for restaurants and family friendly

entertainment. Uses which are not compatible with this purpose are restricted to other areas of the city.

(Ord. No. 02-2006, 4-24-2006; Ord. No. 05-2007, § 2, 10-22-2007; Ord. No. 02-2014, § 1, 4-21-2014)

SOM
Highlight
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5.32

5.321

5.322

5.33

5.34

The boundaries of the districts are shown on the map adopted for the City. Where uncertainty exists with respect to the

boundaries of any of the districts as shown on the Officially Adopted Zoning Map, the following rules shall apply:

Unless otherwise indicated, the district boundaries are indicated as approximately following property lines,

land lot lines, centerlines of streets, highways, alleys, shorelines of streams, reservoirs, or other bodies of

water, or civil boundaries, and they shall be construed to follow such lines.

Where district boundaries are approximately parallel to the centerlines of streets, highways, or railroads,

streams, reservoirs, or other bodies of water, or said lines extended, such district boundaries shall be

construed as being parallel thereto and at such distance therefrom as indicated on the Official Zoning Map. If

no distance is given, such dimensions shall be determined by the use of the scale shown on the Official

Zoning Map.

Where a public road, street or alley or other public property is officially vacated or abandoned, the

regulations applicable to the property to which it is reverted shall apply to such vacated or abandoned road,

street or alley.

In case the exact location of a boundary cannot be determined by the foregoing methods, the Zoning

Administrator shall interpret the map and render a decision. Any such decision may be appealed to the

Board of Adjustment.

5.3. - General requirements.

Except as hereinafter provided, the following shall generally apply:

Use. No building, structure or land shall hereafter be used or occupied and no building or part thereof shall

be erected, constructed, moved, or altered except in conformity with the regulations herein specified for the

district in which it is or is to be located.

Building Heights. No building shall hereafter be erected, constructed or altered so as to exceed the height

limit specified in the regulations herein except as otherwise provided in the Ordinance.

Height Exceptions. The height limits for the various districts shall not apply to church spires, belfries,

cupolas, penthouses, or domes not used for human habitation, nor to chimneys, ventilators, skylights,

water tanks, parapet walls, cornices, radio and television transmitting and receiving antennas, or

necessary mechanical appurtenances usually carried above the roof level, provided that such features are

limited to that height necessary for their proper functioning.

Building height shall be measured from finished grade except where base flood elevations apply, in which

case two (2) stories shall be allowed above the minimum required ground floor elevation, except as

provided for elsewhere in this Ordinance.

Lots. No lot, even though it may consist of one or more adjacent lots of record, shall be reduced in size so

that lot width or depth, front, side or rear yard, inner or outer courts, lot area per family or other

requirements of this Ordinance are not maintained. This section shall not apply when a portion of a lot is

acquired for public use.

Yards. No part of a yard or other open space required for any building for the purpose of complying with the

provisions of this Ordinance shall be included as part of a yard or other open space similarly required for

another building. Every part of a required yard or court shall be open from its lowest point to the sky

5.2. - Rules for determining boundaries.
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5.37

5.41

5.42

5.421

5.422

5.423

unobstructed, except for the ordinary projection of sills, cornices, buttresses, ornamental features, chimneys,

flues, and eaves, provided such projections shall not extend more than two (2) feet beyond the yard area

requirements.

Multifamily. Site plans for all multifamily dwellings intended for occupancy by three or more families shall be

submitted to the Planning Commission for approval and at the least shall contain an accurate plot plan

drawn to scale showing the actual shape and dimensions of the lot to be built upon, the exact sizes and

locations on the lot of the buildings and accessory buildings then existing and the lines, within which the

proposed buildings and structures shall be erected or altered, the existing and intended use of each building

or part of building, the number of families or housekeeping units the building(s) is/are designed to

accommodate, the topography, the proposed drainage system, the zone or intended zone for the use

proposed, and the names of streets adjoining said property.

One Principal Building on Lot. Every residential building, including hotels, motels, condominiums, single-

family and multifamily dwellings, and duplexes hereafter erected or moved shall be located on a lot, and in

no case shall there be more than one (1) principal residential building on a lot except as follows:

In any district where multifamily structures, motels, or hotels are permitted, two or more such residential

structures may be permitted on a lot provided that no building shall be located closer to another building

on the same lot than a distance equal to half the sum of the heights of both buildings. In Flood Hazard

areas identified on the National Flood Insurance Rate Maps, the height of a building shall be measured

from the floor level of the first habitable story for purposes of this section. In addition, the front or rear of

any building may be no closer to the front or rear of any other building than forty (40) feet. The side of

any building shall be no closer to the side, front or rear of any other building than thirty (30) feet.

Residential Uses in Business District. Residential uses established in any Business District must comply with

the minimum requirements for the high density.

5.4. - Nonconformance.

It is the intent of this Ordinance to administer the elimination of nonconforming uses, buildings, and structures so as to

avoid any unreasonable invasion of established private property rights. Any structure or use of land existing at the time of

the enactment of this Ordinance and amendments thereto, not in conformity with its use regulations and provisions, may

be continued subject to the following provisions:

Unsafe Structures. Any structure or portion thereof declared unsafe by any authority may be restored to a

safe condition.

Alterations. Any change in a nonconforming building site or yard area is subject to the following:

Any improvements, alterations, repairs or installation of new fixtures or equipment for an existing

nonconforming structure may be accomplished by the owner of the structure upon obtaining the proper

permits from the Building Official, provided that such improvements will bring into conformity, if possible,

or that it will at least not increase, unnecessarily, the nonconformity and will in all other respects, meet

the requirements of the district in which it is located.

Should a nonconforming building be moved, all nonconforming yard areas shall be eliminated.

A nonconforming use of land shall be restricted to the lot occupied by such use as of the effective date of

this Ordinance. A nonconforming use of a building or buildings shall not be extended to include either

additional buildings or land after the effective date of this Ordinance.
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5.471

5.472

5.473

5.48
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If a nonconforming business, house, manufactured home, mobile home, building, structure or other improv

moved from its site or is damaged or destroyed by fire, storm or other disaster to an extent of 50% or greate

estimated fair market value, then either event shall be deemed a cause for elimination of the nonconformity

nonconformity shall be forever removed and eliminated. If a nonconforming business, house, manufactured

home, building, structure or other improvement is damaged or destroyed by fire, storm or other disaster to 

less than 50% of its estimated fair market value, such may be improved, repaired, rebuilt or replaced on the

the same or a similar use as often as may be necessary; provided that such improvement, repairing, rebuild

replacement will bring it into conformity, if possible, or that it will at least not increase, unnecessarily, the no

and such improvements, repairs, rebuilds or replacements are completed within four (4) months of the even

damage or destruction.

Change in Use. A nonconforming use which is changed to a conforming use shall not be permitted to revert

to the original or a less restrictive use.

Discontinuance. A nonconforming use which became such upon the adoption of this Ordinance and which

has been discontinued for a continuous period of four months shall not be re-established and any future use

shall be in conformity with the provisions of this Ordinance.

Adjacent Land. The presence of a nonconforming use in a zoning district shall not be allowable as legal

grounds for the granting of variances or zoning amendments for other surrounding properties by the Board

of Adjustment or the City Council.

Access to Public Streets. Access to public streets shall be maintained in accordance with the following

requirements:

Each principal use shall be placed on a lot or parcel which provides frontage on a public or private street

having a right-of-way of not less than fifty (50) feet.

Any additional dwelling shall have access to a public street by means of a passageway open to the sky at

least 15 feet in width.

Lots of Record. Where the owner of a lot of record or his successor to the title thereto does not own sufficient

land to enable him to conform to the dimensional requirements of this Ordinance, the following exceptions

may be allowed:

Where a lot, tract or parcel of land has an area or width that does not conform to the requirements of the

district in which it is located, said lot may be used for a single-family dwelling in any Residential District,

provided the lot to be so used has a minimum area of 4,000 square feet and a minimum lot width at the

building line of 40 feet, provided it is located on a public sewer. In Business/Commercial and Industrial

Districts, such lot may be used for any use permitted in the district in which it is located.

When two or more adjoining and vacant lots with continuous frontage are in a single ownership at the

time of application and such lots have a frontage or lot area less than is required by the use district in

which they are located, such lots may be platted or reparcelled so as to create one or more lots which

conform to the minimum frontage and area requirements of the use district.

Buildings or structures located on substandard lots of record may be improved provided that such

improvement is not detrimental to the area, does not increase the nonconformance, or is required by

other laws or ordinances of the City.

Yard Requirements. Yard requirements shall be modified subject to the following conditions:

On double frontage lots, the required front yard shall be provided on each street.
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Whenever a rear property line of a lot abuts upon an alley, one-half (½) of the alley width shall be considered

of the required rear yard.

An unroofed porch shall not project into a required front yard for a distance exceeding five (5) feet.

On substandard lots of record, the front, side and rear setbacks may be less than required in this

Ordinance; provided that no front setback shall be less than the average setback of the existing

developed lots on the same block and on the same side of the street; no side setback shall be reduced to

less than five (5) feet; and no rear setback shall be reduced to less than fifteen (15) feet. The amount of

reduction up to these limits shall be determined by the Zoning Administrator in consideration of the lot

size and the size of the proposed structure.

The setback requirements for side yards and/or front yards on corner lots shall not apply to any lot where

the average setback on residentially developed lots located, wholly or in part, 100 feet on each side of

such lot and within the same block and zoning district and fronting on the same streets as such lot, is less

than the minimum required setback. In such cases, the setback on such lot may be less than the required

setback, but not less than the average of the existing setbacks on the existing developed lots.

(Ord. No. 11-2011, § 5.424, 2011)

5.5. - Screening, lighting and space.

In any Commercial District, any operation not conducted within a building, such as drive-in businesses, outdoor

recreation, outdoor storage of materials, and outdoor servicing activities, shall be enclosed by a wall or fence of

solid appearance or tight evergreen hedge not less than six (6) feet in height where necessary to conceal such

areas or facilities from a residential district adjoining or facing across a street in the rear or on the side of the

principal building or use.

In any district where reference is made requiring adequate screening of a specified operation, such screening

shall be a wall or fence of solid appearance or tight evergreen hedge not less than six (6) feet in height.

Outdoor lighting of all types shall be directed so as to reflect away from all adjacent properties and shall be so

situated as not to reflect directly into any public right-of-way.

All screening, lighting, space, etc., shall be in good condition and appearance. The Building Inspector may cause

to be removed, replaced, repaired or corrected at the owner's expense, any screening, lighting and space

improperly maintained.

5.6. - Surface drainage.

Owners, particularly developers of the larger paved areas such as those in connection with apartment complexes,

shopping centers, etc., shall be responsible for increased runoff resulting from these developments which cause flood

damage to neighboring property. The Building Inspector shall, in consultation with the City Engineer, determine that

reasonable provisions for properly handling surface drainage in accordance with Article X and the City's "Specification for

Roadway and Drainage Facilities" have been made in the applicant's design, and report these findings for the Planning

Commission's consideration in acting on building applications. If such provisions are not made in the applicant's design, the

Planning Commission shall make such remedies as may be available to the applicant as a condition of the building permit

issuance.

5.7. - Erosion and sediment control.
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Where more than one acre of land will be disturbed for construction purposes, developers shall be required to submit a

sediment and erosion control plan for approval (see Article X).

5.8. - Utilities.

Septic Tanks. In areas where there are no sewerage facilities, septic tanks may be used in accordance with

current regulations of the Alabama Department of Public Health and the Escambia County Health Department.

Water and Sewer Connections. Developments or individual lots in all districts must connect to public or private

community water and sewer systems where such systems border any development or lot line or are reasonably

available and the appropriate utility has the capacity to provide the service; otherwise, lots must meet the

minimum size requirements of the Health Department for on-site wells and/or septic systems. Existing private

wells and septic systems that are functioning properly and meet the Health Department requirements may

continue to be used.

It is the intent of this Ordinance to eliminate by attrition all existing private wells and septic systems in areas

where public or private community water and sewer systems are available. Therefore, at such time as any

private well or septic system is destroyed or must be replaced, the owner must connect to the public or

private community water and sewer system where such systems border any development or lot line or are

reasonably available and the appropriate utility has the capacity to provide the service.

Other. All new utilities shall be placed underground.

5.9. - Existing covenants.

Where subdivisions, lots, or parcels exist which have already been recorded or which will be recorded with deed

restrictions or other such restrictive covenants, such restrictions and covenants shall apply if they are more stringent than

the requirements of this Ordinance; otherwise, the requirements of this Ordinance shall apply.

5.010. - Grandfather clause.

Any use of buildings or land existing on the date of adoption of this Ordinance and not in compliance with its provisions

shall be allowed to continue as a nonconforming use. Any land development projects in the City under legal authority of this

Ordinance that are not located in a zoning district designated for their intended use may be permitted to continue provided

that:

The project was under construction prior to the date of adoption of this Ordinance. For the purposes of this

Section, under construction shall mean that a legal building or construction permit has been issued and that

actual construction has been or will be started within the initial period of validity of the permit, exclusive of

any time extensions, or that a permit application has been submitted to the Alabama Department of

Environmental Management.

The project complies in other aspects with the requirements of this Ordinance for districts in which similar

uses are permitted.

The developer complies with other conditions that may be required by the Planning Commission due to the

unique circumstances of the land.

(Ord. No. 02-2006, 4-24-2006; Ord. No. 05-2007, § 2, 10-22-2007)
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ARTICLE VI. - DISTRICT REGULATIONS

6.1. - General.

The following limitations and requirements are placed on uses in each district established under the authority of this

ordinance, in accordance with the intent of the ordinance.

Any use requiring a building permit is subject to review and permit approval by the building official.

Any special exception is subject to approval of the Board of Adjustment. Each application to the Board of

Adjustment for approval of a use permitted by special exception shall be accompanied by a site plan prepared by

the applicant or his agent.

In any case where a requested use is not specifically listed in the Table of Permitted Uses section of this

ordinance, its status shall be determined by the Board of Adjustment by reference to the most clearly analogous

use or uses that are specifically referred to in the Table of Permitted Uses. When the status of a use has been so

determined by the Board of Adjustment, such determination shall thereafter have general application to all uses

of the same type.

In general, any higher use may be permitted as a Special Exception in a lower use district, but no lower use shall

be permitted in a higher use district, except as otherwise noted in the Table of Permitted Uses or where such use

exists at the time of enactment of this ordinance, in which case it is subject to the requirements of the

Nonconformance section of this ordinance.

Every use in any district, except in the M-1 and M-2 districts, shall be conducted entirely within a completely

enclosed structure unless expressly exempted from enclosure requirements in this ordinance by Special

Exception or as may be otherwise allowed by this ordinance.

It shall be the responsibility of the owner/developer to show (prove) compliance with the requirements of this

ordinance.

(Ord. No. 02-2014, § 2, 4-21-2014)

6.2. - Permitted uses and conditions.

Permitted uses are listed in the permitted use table of this article.

Uses by right. Uses in the tables identified by (R) are permitted by right, subject to the conditions specified in

the tables or elsewhere in this ordinance.

Special exceptions—conditional uses. Uses in the tables identified by (S) require approval by the board of

adjustment pursuant to Code of Alabama § 11-52-80. These uses are generally compatible within a

designated district but because of their nature must be reviewed and approved before a building permit is

issued.

Variances. Variances from the terms of the Zoning Ordinance may be granted by the board of adjustment in

conformity with Code of Alabama § 11-52-80.

Compliance with district requirements. Except for approved variances and special exceptions, any use must
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comply with the requirements of the district in which it is located unless approved under the Planned Unit

Development (PUD) provisions of the Subdivision Ordinance.

Other provisions of this ordinance notwithstanding, any tracts of farmland under cultivation or

pastureland and timberland presently being used for such purposes may continue to be used for such

purposes regardless of the zoning district in which they may be located.

Undeveloped land or land used for agricultural purposes or timber growing shall automatically be

rezoned for single-family use.

Uses prohibited. Where any use or analogous use has blank spaces under any zones listed in the headings of

the tables of permitted uses, such use is specifically prohibited in such zones.

Group homes. Any provision of this ordinance notwithstanding, the provisions of Code of Alabama § 11-52-

75.1 shall apply to any application for a group home. Any provision of this ordinance notwithstanding, any

federal law or regulation regulating or permitting a group home shall apply to any application for a group

home.

6.2 Table of Permitted Uses and Conditions

Use Districts

R-1 R-2 R-3 B-1 B-2 M-

1

M-

2

DBD

Air conditioning sales and service. R R R R R

Airport and/or crop dusting-spraying service; need not be

enclosed within a structure.

S S S S

Ambulance/EMS service. R R R R S

Amusement and recreation services: Must be so arranged

that noise, vibration, lights, and all other possible

disturbing aspects are enclosed, screened or otherwise

controlled so that operation of the establishment will not

unduly interfere with the use and enjoyment of properties

in the surrounding area:

  Amusement park R R R R

  Amusement arcade, kiddie land R R S S R

  Archery range S S S S S
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  Baseball batting cage S R S S S

  Billiard or pool hall S S S

  Bowling alley S R S S S

  Fairgrounds, circus or carnival R R R R

  Golf course S R R R R

  Golf course, miniature R R R R

  Golf driving range R R R R

  Pistol or ri�e range

  Racquetball or tennis courts, indoor R R R R

  Skating rink, indoor R R R R

  Tennis courts, outdoor: need not be enclosed within a

structure.

R R R R

  Animal clinic/kennels for small animals when used as an

accessory use to an approved principal use.

R R R R

  Animal raising, small animal breeding; need not be

enclosed within a structure.

S S S S

Antique store, not including repairing and re�nishing. R R R R R

Apparel and accessory store. R R R R R

Appliance store. R R R R

Apothecary, limited to the sale of pharmaceuticals and

medical supplies.

R R R R R

Art gallery or museum. S S S R R R R R

Art supplies. R R R R
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Asphalt products manufacture. R R

Auditoriums (large), stadiums, coliseums, and other such

places of public assembly with occupancy load of 50 or

more persons.

S R S S R

Auditoriums (small), for public assembly with occupancy

load of less than 50 persons.

R R S S R

Automobile laundry, where the primary function is

washing automobiles, but not including trucks or trailers;

operations shall be conducted only within a completely

enclosed structure, and all wastes shall be discharged

directly into the sewer.

R R R R

Automobile manufacture. S R R

Automobile parts sales, except used parts. R R R R R

Automobile storage, including parking lots; need not be

enclosed within a structure.

S S S S S

Automobile, travel trailer, camper, farm equipment and

implements and mobile home sales (new and used); need

not be enclosed within a structure, but any mechanical or

body repair must be done entirely within a structure

which shall not have any opening facing the residential

district other than a stationary window within 100 feet of

residential district.

R R R

Automobile and truck laundry, including steam laundry. R R R R

Automobile and truck repair garage, mechanical and

body; must be conducted in a structure which shall not

have any opening facing the residential district other than

a stationary window within 100 feet of residential district,

and which shall not store or otherwise maintain any parts

or waste materials outside such structures.

R R R R S
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Automobile and truck sales and service; but not including

commercial wrecking, dismantling, or auto salvage yard;

need not be enclosed within a structure provided the

unenclosed part shall comply with the requirements for

maintenance of o�-street parking facilities.

R R R R R

Automobile and truck service station including minor

repair, subject to the requirements listed under special

provisions, where the primary function is retail sale of

gasoline, oil, grease, tires, batteries and accessories and

where services are limited to installation of the items sold,

washing, polishing, tire changing, greasing and minor

repairs, but not including commercial wrecking,

dismantling or auto salvage yard, major mechanical

overhauling or body work; fuel pumps need not be

enclosed within a structure.

R R R R R

Bait store or sales (live bait); need not be enclosed within

a structure.

R R

Bakery, retail. R R R R R

Bakery, wholesale. R R R R

Bank, including drive up window. R R R R R

Barber shop or beauty parlor. R R R R R

Barber and beauty supplies and equipment sales. R R R R R

Bed and breakfast. Owners must reside in dwelling.

Dwelling may not have more than six guest bedrooms.

S S S

Bicycle, lawnmower sales, service and repair. R R R

Bird and wildlife sanctuary. S S S S S S S

Blueprinting and photostatting shop. R R R R R
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Boat construction and storage, major; need not be

enclosed within a structure but adequately screened from

view.

R R R

Boat sales, service and repair including accessories. S R R R R

Boat storage, service and repair, minor. May include dry

storage in an enclosed structure.

R R R

Book store. R R R R R

Bottling works. R R

Building materials supply, provided that major storage

areas are screened from view and that any machine

operations are conducted entirely within an enclosed

structure with no opening other than a stationary window

within 100 feet of a residential district.

R R R R

Bus and railroad terminal facilities. R R S S S

Business machines sales and service. R R R R R

Business school or college. R R R R

Butane and other lique�ed petroleum gas products sales;

need not be enclosed within a structure.

R R R R

Cabinet or carpenter shop. R R R R

Cafe, grill, lunch counter and restaurant but not including

night club, bar, tavern and drive in restaurant.

R R R R R

Camera and photographic supply store. R R R R R

Candy, nut and confectionery store. R R R R

Canvas products manufacture. R R R R

Carting, express, crating, hauling, storage. R R

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight



Catering shop or service. R R R R

Cemetery, subject to requirements of the special

provisions.

S S S S S S S

Chemical manufacture or processing (heavy, industrial). S S

Churches and related accessory buildings. S S S R R R R R

City hall, police station, �re stations, courthouse, federal

o�ce building and similar public building.

S S S S S S S S

Clay and clay products manufacture; need not be

enclosed within a structure.

S R R

Clinic, dental, medical or psychiatric for humans. R R R R R

Clothing manufacture. R R

Club or lodge, fraternal, civic, charitable or similar

organization, public or private, but not including any such

club, lodge or organization, the chief activity of which is a

service or product customarily carried on as a business

but not including an organization which sells alcoholic

beverages for o�-premises consumption or which allows

alcohol to be brought in for on-premises consumption

and charges individual admission fees for events held on

the premises.

S S S R R R R S

Club, county club, golf, swimming or tennis club or the

like, privately owned and operated community club or

association, athletic �eld, park. Recreation area, and

similar uses of a recreational nature, provided that no

building for such purposes is located within 100 feet of

any property line.

S S S R R

Cold storage plant. R R
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College or university provided that they are located on a

lot fronting on an arterial street or road and that no

building is located within 100 feet of any property line.

S S S S S S S

College sorority or fraternity house. S S S S

Commercial agriculture and farming operations, including

horticulture, plant nurseries, and orchards.

S S S R R R R

Concrete and concrete products manufacture; need not

be enclosed within a structure.

S R R

Contractor's storage yard for vehicles, equipment,

materials and supplies, need not be enclosed within a

structure, but must be enclosed within a solid fence to

screen view; chain link or similar open fence may be

permitted if a screen planting adequate to obstruct the

view is provided.

R R R R

Convenience store (neighborhood). R R R R

Dairy equipment sales. R R R R

Dairy product sales. R R R R

Delicatessen. R R R R R

Department store. R R R R R

Drive in restaurant. R R R R R

Drug store. R R R R R

Dry cleaning shop, including self service. R R R R R

Dry goods or fabric store. R R R R R

Dwelling, single family. R R R R R R R R

Dwelling, two family. R R R S S
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Dwelling, multi family. R R R R

Electric power generating plant. S S S

Electric power substation; need not be enclosed within a

structure, but must be secured by a chain link or similar

fence, or raised above ground so as to be inaccessible to

unauthorized persons; requires visual screen.

S S S

Electric repair shop. R R R R R

Electric supply store. R R R R R

Elevator maintenance o�ce. R R R

Employee credit union o�ce. R R R R R

Exterminator service o�ce. R R R R R

Farm and garden equipment and supply store. R R R R R

Farmer's market. R R R R S

Fix it shop, including small appliance repair. R R R R R

Fixture sales. R R R R R

Floor covering sales and service. R R R R R

Floral shop. R R R R R

Food locker plant including rental of lockers for the

storage of food; cutting and packaging of meats and

game, but not the slaughtering of animals or fowl.

R R R

Food products processing plant. S R R

Food products, wholesale storage and sales. R R

Freight depot, railway or truck. R R

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight

SOM
Highlight



Frozen food manufacture and packaging. R R

Fruit and produce, retail. R R R R R

Funeral home, mortuary or undertaking establishment. R R

Furniture and home furnishing store, including o�ce

furniture and equipment.

R R R R R

Furniture repair, including upholstering and re�nishing. R R R R R

Gas regulator stations. S S S S S S S S

Gift shop. R R R R R

Glass products manufacture. S R R

Grocery store, retail. R R R R R

Gymnasium, commercial. R R R R

Hardware store, retail. R R R R R

Hardware store, wholesale, storage and sales. R R R R R

Hatchery, poultry or �sh. S S S S

Heating and plumbing equipment supplies and service. R R R R R

Hiking and nature trail. R R R R R R R

Hobby shop and supply store. S R R R R R

Home occupation. S S S S S S S S

Hospital, clinic, convalescent or nursing home, extended

care facility or sanitarium for humans.

S S S S S S S S

Hotel, motel or tourist home. R R R R

Ice plant. R R R R
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Industrial park. S R R

Institution for children or the aged, day care. R R R

Interior decorating shop. R R R R R

Kindergarten, play school or day care center, public or

private, provided that all activities are carried on in an

enclosed building or fenced yard and that all applicable

federal, state, and local requirements are met.

S S S R R R R

Laboratory, scienti�c. R R R R R

Laboratory, medical or dental. R R R R R

Landscape garden sales; need not be enclosed within a

structure.

R R R R R

Laundry, self service. R R R R R

Laundry and dry cleaning pick up station. R R R R R

Laundry and dry cleaning plant. R R R

Laundry, linen supply or diaper service. R R

Leather goods or luggage. R R R R R

Library. S S S R R R R S

Liquor, wine or beer sales not to be consumed on

premises and meeting local and state requirements.

R R R R

Livestock (cattle, horses, sheep and goats).

Livestock (swine).

Loan o�ce. R R R R R

Locksmith. R R R R R

Lodging, boarding or rooming houses. S S S
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Lumber yard and building materials; need not be enclosed

within a structure.

R R R R

Machine shop. R R R R R

Machinery, tools, and construction equipment, sales and

service.

R R R

Mail order house. R R R R R

Manufactured home. R

Manufactured home park. S

Manufacturing, repair assembly or processing

establishments of a light industrial nature, including but

not limited to, the following:

  Confectionary, food, frozen desert and milk products

processing and manufacturing.

R R

  Clothing and garment manufacturing. R R

  Laboratories for testing materials, chemical analysis,

photographic processing.

R R

  Musical instruments and parts manufacturing. R R

  Scienti�c, optical and electronic equipment assembly

and manufacturing.

R R

  Souvenirs and novelties manufacturing. R R

  Toy, sporting goods and athletic goods manufacturing. R R

Manufacturing, extractive, including all natural mineral

deposits except oil and gas.

Manufacturing, general; the processing, fabrication, repair

and servicing of any commodity or product.

S R R
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Marine stores and supplies. R S S R

Metal products fabrication. R R R

Millwork and similar wood products manufacture. R R

Mobile home.

Mobile home subdivision.

Modular home. R

Modular structure. S S S S

Motorcycle sales, service and repair. R R R R R

Music store. R R R

Natural preservation areas including bird and wildlife

sanctuaries, nature and hiking trails, outdoor camping site

and similar uses.

S S S S S S S

News stand. R R R R R

Nightclub. (Special Note: In considering a special

exception-conditional use approval, the board of

adjustment shall consider the nature of the proposed

establishment, its proximity to other establishments with

a similar use, the existing density of such use within the

district, and the demonstrated ability of the applicant to

operate such establishment in a manner consistent with

public safety and the overall public good.)

S S S S

Novelty and souvenir manufacture. R R

O�ce. R R R R R

O�ce equipment and supplies, retail. R R R R R

O�ce equipment and supplies, manufacture. R R R
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Oil and gas exploration and production activities. S

Oil well equipment, supplies and machinery; need not be

enclosed within a structure.

R R

Optician. R R R R R

Paint and wallpaper store. R R R R R

Painting and decorating contractor. R R R R R

Paper supplies, wholesale. R R R R

Park or playground including recreation centers; need not

be enclosed within a structure.

S S S S S S S S

Passenger depot, railway or bus. R R R R

Pawn shop. R R R R R

Pet shop. R R R R

Petroleum and petroleum products, manufacture,

processing or storage.

S S

Photography studio and/or processing. R R R R R

Picture framing and/or mirror silvering. R R R R R

Pipe storage; need not be enclosed within a structure. R R

Planned unit development, �xed dwelling. S S S

Planned unit development, mobile home. S S S

Plastic fabrication. R R

Plastic manufacture. S R R

Plumbing shop. R R R R

Police substation, including highway patrol. S S S S S S S S
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Post o�ce. S S S S S S S R

Poultry live raising.

Printing, blueprinting, bookbinding, photostatting,

lithographing and publishing establishment.

R R R R R

Public utility production and maintenance building with

proper screening.

S S S

Public utility substation with proper screening. S S S S S S S S

Radio and television station transmitting tower. S S R R

Radio and television sales, service and repair store. R R R R R

Reducing exercise, karate, gymnastic or other body �tness

type salon.

R R R R R

Restaurant de�ned as an establishment which does not

primarily serve or sell alcoholic beverages and which has a

full-service food menu and kitchen as well as seated food

service.

R R R R R

Restaurant supplies and sales. R R R R R

Riding academy; need not be enclosed within a structure.

Roo�ng and sheet metal shop. R R R R

Rooming house and boarding house. S S R R R R

Rug and/or drapery cleaning service. R R R R R

Sand and gravel storage yard; need not be enclosed

within a structure but must be screened.

S S

Sawmill, planning, or timber storage. S S S
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Schools public and/or private, elementary and/or

secondary meeting the requirements of the education

laws of the state.

S S S S S S S

Seafood store, retail. R R R R R

Sewage disposal plant; need not be enclosed within a

structure.

S S S S S S

Shoe repair shop. R R R R R

Shoe store, retail. R R R R R

Sign shop. R R R R

Silviculture and related forestry operations; need not be

enclosed within a structure.

R R

Small engine repair shop. R R R R R

Sporting goods store. R R R R R

Stockyard; need not be enclosed within a structure.

Stone monument sales, retail. R R R S

Stone cutting and processing merchandise sold at retail. R R

Studio for professional work or teaching of �ne arts, such

as photography, drama, speech, painting.

R R R R R

Studio for dance or music. R R R R R

Surgical or dental supplies manufacture. R R

Surgical or dental supplies retail. R R R R R

Tailor shop. R R R R R

Tattoo and body piercing establishment. R R

Taxi terminal/storage and repair of vehicles. R R
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Taxidermy shop. R R R R R

Teen club or youth center. S S S S

Telephone exchange. S S S S S S

Telephone equipment storage including shops and

garage; need not be enclosed within a structure but must

provide adequate screening.

R R

Temporary uses, including the sale of Christmas trees,

seasonal fruit and vegetables from roadside stands, and

similar uses. Farmers market only.

R R R S

Theater, indoor. S R S S R

Theater, outdoor/drive-in; need not be enclosed within a

structure.

R S S

Tobacco store. R R R R R

Tower telecommunication facilities, requires approval

from city council and planning commission in accordance

with article XII of this chapter.

S S S S S S S S

Toy store. R R R R R

Trade school or college. S S S S S

Transit vehicle storage and servicing; need not be

enclosed within a structure.

R R

Utility company storage facility; need not be enclosed

within a structure but must provide adequate screening.

S R R

Variety store. R R R R R

Veterinary service. R R R R

Warehouse and storage facilities, major. R R
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6.31

6.32

6.33

a.

b.

Warehouse and storage facilities, minor; mini type (400

square feet per unit or less) do it yourself storage

facilities; facilities must not open to the street; screening

and landscaping is required.

R S S

Water storage; need not be enclosed within a structure. S S S S S S S

Water or sewer pumping station. S S S S S S S S

Welding shop. R R R R

Well drilling company. R R R

Wine Bar S S

YMCA, YWCA, and similar institutions. S S S S S S S S

(Ord. No. 06-2008, § 1, 7-28-2008; Ord. No. 12-2009, § 2, 12-14-2009; Ord. No. 09-2011, § 6.2, 7-11-2011; Ord. No. 04-2013, §

1, 5-13-2013; Ord. No. 14-2013, § 1, 12-23-2013; Ord. No. 02-2014, § 2, 4-21-2014; Ord. No. 05-2015, § 1,9-14-2015; Ord. No.

03-2016, § 1, 6-27-2016; Ord. No. 2018-04, §§ 4—6, 10-22-2018; Ord. No. 01-2020 , §§ 1, 2, 2-10-2020; Ord. No. 02-2020 , §§

1, 2, 2-10-2020)

6.3. - [Site plan approval requirements.]

A site plan shall be required for all projects except single-family structures. Site plan reviews shall be accomplished by

the Planning Commission to ensure compliance with the provisions of the Zoning Ordinance and Subdivision Regulations in

conformity with its purpose as stated in Article I.

Upon approval of the site plan, either as submitted or with changes and/or special conditions required by the

Planning Commission, the Building Inspector may issue a building permit for a portion or all of the proposed

development; provided that the application is in compliance with all applicable City, County, State and

Federal requirements.

The City Engineer may recommend waiving certain requirements contained in Section 6.33 of this Ordinance

if, in his opinion, the requirements are not essential to a proper decision on the project; or he may

supplement the list with other requirements deemed necessary to clarify the nature of the proposed

development.

An application for site plan approval shall include the following information unless some or all of these

requirements are waived by the Planning Commission.

The location and size of the site including its legal description and a current certified survey.

A vicinity map showing the site relation to surrounding property.

https://library.municode.com/
https://library.municode.com/
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c.

d.

e.

f.

g.

h.

i.

j.

k.

l.

m.

n.

o.

The recorded ownership interests, including liens, encumbrances, title certification in the form of a current t

opinion or title report and the nature of the developer's interest, if the developer is not the owner.

The relationship of the site to existing development in the area including streets, utilities, residential and

commercial development, and physical features of the land including significant ecological features. This

information may be combined with requirements for the vicinity map specified in Section 6.33b above.

The density or intensity of land use to be allocated to all parts of the site together with tabulations by

acreage and percentages thereof itemized by use and density.

The location, size and character of any common open space, commonly owned facilities and form of

organization which will own and maintain any common open space and such facilities.

The use and maximum height, bulk and location of all buildings and other structures to be located on the

site.

The substance of covenants, grants of easements or other restrictions which will be imposed upon the

use of the land, buildings and structures, including proposed easements or grants for public utilities or

other purposes.

The provisions for disposition of open space, including tree protection, landscaping provisions and

buffering requirements.

In the case of plans which call for development over a period of years, a schedule showing the proposed

times within which applications for building permits are intended to be filed.

Any additional data, plans or specifications which the applicant or the City believes is pertinent and which

will assist in clarifying the application including, but not limited to plans for: screening, lighting and space,

surface drainage, erosion and sediment control, water and sewer connections., landscaping, signs, and

coastal protection.

A traffic impact analysis and corrective measures to address detrimental conditions brought about by the

development.

Architectural renderings, elevations and representative floor plans in preliminary form.

The location and size of all signs to be located on the site. In the event that a sign is preexisting and fails

to conform to the requirements as set forth in this ordinance, site plan approval will be granted only

under the condition that all signs will comply with the regulations as set forth in the sign ordinance.

Landscape plans which include the location of any trees in a tree protection zone.

6.3.1. - Regulations and standards—Permitted uses.

Permitted Uses

R-1 R-2 R-3 B-1 B-2 M-1 M-2

Minimum lot area 12,000

sf

10,500

sf

7,500*

sf

10,000

sf

10,000

sf

1 acre 1 acre

Minimum lot width at building line 100' 75' 50' 0 0 150' 150'



Maximum lot coverage 25% 30% 35% 35% 50% 75% 75%

Maximum building height 35' 35' 35' 45' 0 50' 50'

Front yard (see note A) 35' 35' 25' 20' 20' 25' 50'

Side yard (see notes A and B) 10' 10' 10' 0 0 0 30'

Rear yard (see note A) 30' 30' 30' 20' 20' 20' 35'

Maximum density (DU/acre) 1' 2' 6' N/A N/A N/A N/A

Bu�er zone N/A N/A N/A N/A

Signs See

sign

section

O�-street parking 2' 2' 2' See

parking

section

*Plus 2,000 sq. ft. per additional unit

Note A: Except along County, State and Federal Highways, the setback shall be 50 — parking to side or rear —

move building to front property line — require sidewalks (ensure tree protection).

Note B: Side yards on corner lots shall not be less than 30 feet on any side adjacent to street R.O.W. (As required in

Section 7.05 of the City's Subdivision Regulations).

(Ord. No. 01-2009, § 1, 5-26-2009)

6.4. - Conditional uses.

The nature of these uses is such that when properly regulated, they are appropriate in several zones. In order to bring

about the proper integration of these uses into the community's land use pattern, a special set of standards is provided for

each use. Conditional uses, as stipulated within the zone district regulations, are permitted only after review and

recommendation by the planning commission, and approval of the city council.

(Ord. No. 04-2013, § 2, 5-13-2013)




