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1.1 Introduction & Methodology 

Introduction

Rose & Associates Southeast, Inc. was retained 

by the City of Germantown, TN, to complete a  

an economic analysis resulting in the creation 

of an Economic Development Strategic Plan  

for the City of Germantown, TN (“Study Area”). 

The Germantown Economic Development 

Commission and key stakeholders acted as the 

community’s advisory committee in this effort, 

together with the Mayor and Board of Aldermen 

and City staff. We would like to thank them,  

as well as the citizens and business leaders  

who provided input in crafting this plan. Ger-

mantown is located in eastern Shelby County, 

TN, approximately 15 miles east of downtown 

Memphis, in the state’s second largest metro-

politan area (MSA). The purpose of this study is 

to identify the dynamics of the local economy 

and real estate markets in framing an economic 

development strategic plan to ensure economic 

sustainability for the community.

The foundation of the Economic Develop-

ment Strategic Plan is based on the Germantown 

Vision 2020 Plan, which provides an important 

connection between the summary of the work of 

hundreds of citizens and the economic strategies 

related to market conditions, transportation 

networks and land development opportunities.

Phase I — 
Interviews & Data Review
Section I of this report includes findings based 

upon a tour of the community, an assessment of 

existing conditions, which include demographic 

and economic data collection, and interviews 

conducted with staff, civic and community 

leaders and stakeholders, individually or in 

group meetings. Further to provide informational 

background, we also reviewed recently completed 

plans, reports and studies made available  

including: the Vision 2020 Plan, Fiscal Year 

Strategic Plan Quarterly Update 2012, Focus  

Area Cabinet reports, Memphis Fast Forward  

and the Greater Memphis Regional Economic 

Development Strategic Plan.

Phase II —
Summary Market & Economic Assessment
Sections I and II of this report provide an  

initial qualitative market assessment to assist in 

framing an outline plan that is market driven 

and subject to industry best practices and 

community input. Every community has a 

culture defined by socioeconomic and political 

dynamics which are often identified during 

stakeholder interviews. In addition to utilizing 

baseline demographic data, projections and 

conventional market demand analysis, the 

report also incorporates local lifestyle patterns 

and economic drivers such as employment and 

household characteristics to determine market 

potential, economic opportunities and factors 

which may impact success. This phase provides 

an understanding of the intersection between 

economic development and land use, particu-

larly in the existing commercial areas, such  

as the central business district (aka heart of 

Germantown), Winchester/Forest Hills, Poplar 

Avenue and Wolf River Blvd areas. The outcome 

of this phase provides the guiding principles  

for the community as it relates to economic 

development and understanding as to its  

economic assets (Section III).

Phase III —
Strategic Plan
This is a prescriptive work plan (Section IV)  

with tools and resources found in best practices 

from other communities and organizations 

(Section V - Appendix). The plan incorporates 

tasks which support the guiding principles and 

are integrated into the economic sustainability 

model. It also provides operational and perfor-

mance measures which allow the community  

to benchmark its progress.
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1.1 Introduction & Methodology — Introduction 

A Case for Sustainability
We believe that sustainability applies to  

more than just the environment. It pertains  

to the ways we live as a society, our economy, 

the ways we develop the land, as well as deter-

mine its highest and best use. Each community 

should consider not only economic develop-

ment, but long term economic sustainability 

which include environmental and social  

components integrated into an overall plan. 

Such collaboration provides a holistic approach 

to reliable prosperity that can eliminate the silo 

Reliable Prosperity Model

thinking common in real estate development, 

transportation and land use planning.

The model below provides an overall  

integrated approach which includes the  

three common elements of sustainability: the 

environment, society and the economy. The  

economy is driven by capital, which contributes 

to community wealth. The four areas below 

contributing to the economy focus on biore-

gional economies, local economies, progressive 

business and household economies.

This model below is from http://www.reliableprosperity.net/; 
however variations by EcoTrust have been created and are 
believed to be adapted from a European model of sustainability.
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Methodologies

A combination of methodologies was utilized  

in developing this report. The analysis and 

forecasting of market data, which includes 

demographic and population estimates, together 

with economic and employment estimates, are 

both art and science. All market research analysis 

begins with US Census Bureau data – which has 

limitations as to both accuracy and timeliness. 

Nonetheless, the data provide a benchmark as 

much for a retrospective look as a prospective 

one. Three factors must be considered when 

looking exclusively at demographic data: the 

role of economic drivers that are a departure 

from past trends; growth from primary centers 

spilling over into outlying areas (i.e., “sprawl”); 

and constraints due to availability of land physi-

cally and legally suited for such development. 

Therefore, a number of methodologies are 

utilized in our work, including but not limited to, 

Economic Base Analysis, Gap Analysis, Central 

Place Theory and Highest & Best Use Analysis. 

They are described as follows:

Economic Base Analysis 

Economic Base Analysis is used to understand 

what drives a regional or local economy and 

determines real estate demand. The underlying 

theme suggests that jobs drive demand for real 

estate: in other words, for every job that is cre-

ated, a multiplier effect increases overall employ-

ment, thus increasing both population and 

income within an area benefiting from such job 

growth. The corresponding growth (or decline) 

in jobs, population and income correspond to 

demand for various commercial and residential 

uses of real estate. There are two types of jobs: 

those which export their goods and services 

outside the community (basic employment), and 

those which service the local community (service 

or non-basic employment). Therefore, companies 

seeking to locate in the area with basic jobs are the 

goal of most economic development officials. 

These companies occupy both office and indus-

trial space and are the catalysts for subsequent 

growth in housing and retail. Demographic 

elements such as education and income also 

influence workforce development, housing and 

consumer expenditures.

Gap Analysis 

Gap Analysis is used to incorporate the existing 

and planned supply to the demand model, thus 

determining any gaps (under-supply or over- 

supply) in the market. From this gap, estimates 

regarding capture and absorption can be deter-

mined to understand the depth of the market.

Highest & Best Use 

Highest & Best Use is used to determine the most 

appropriate use of land, given the underlying 

economic base. Highest & Best Use, as defined  

in The Dictionary of Real Estate Appraisal, is:

The reasonably probable and legal use of 

vacant land or an improved property, which 

is physically possible, appropriately support-

ed, financially feasible, and that results in the 

highest value. The four criteria the Highest & 

Best Use must meet are legal permissibility, 

physical possibility, financial feasibility and 

maximum profitability.

Using the Highest & Best Use concept a site 

is analyzed “As if Vacant.” The premise of the 

concept is that an analysis of all reasonable 

alternative uses will identify the use that yields 

the highest present land value, after payments 

are made for labor, capital, and coordination, 

and, therefore, is the Highest & Best Use. The use 

of a property is based on the assumption that the 

parcel of land is vacant or can be made vacant 

by demolishing any improvements.

Note: Highest & Best Use Analysis is site-

specific and is limited in our scope with targeted 

and/or catalyst site analysis.

1.1 Introduction & Methodology — Methodology 
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Central Place Theory 
Central Place Theory (CPT) is utilized to evaluate 

commercial feasibility and trade areas. The 

underlying theme of CPT is that the location 

decisions of retail and business establishments 

are driven by rent maximizing forces. That is, 

providers of goods and services will locate 

where they believe they can maximize profits. 

CPT suggests that certain locations are more 

“desirable” than others, primarily due to the 

location of existing businesses or drivers that are 

already attracting customers. This means that 

there are “central places” with varying degrees  

of magnitude that attract such customers. The 

fundamental theme of CPT is that commercial/

retail locations are spatially interdependent, 

implying that growth is not random, but ordered 

and rational. Therefore, CPT relies on three  

basic concepts:

1. Threshold population: 
Businesses need a certain number of customers 

to break even. The threshold population refers to 

the number of persons, households or income 

of a target customer group. When the popula-

tion density is known, this can be expressed in 

terms of a trade or service area. Most retailers 

understand their thresholds, and it is common 

for them to specify minimum site requirements 

in terms of population, households, income and 

customer type (by age, occupation, etc.) within 

certain radial distances around a specific site. 

The trade area for this analysis includes typical 

benchmarks for determining threshold consumer 

or employee populations.

2. Higher vs. lower order of goods 
and services: 
Goods and services with low thresholds are 

identified as having a lower order of goods (e.g., 

gas stations, eating/drinking establishments, 

beauty salons, etc.), or also referred to as conve-

nience-oriented locations. Those with high 

thresholds are identified as having a higher 

order of goods (e.g., shopping malls, hospitals, 

office parks, etc.), also referred to as destination-

oriented locations. The location of higher order 

goods and services may influence the location 

of lower order goods and services. This is often 

seen where retail/other uses will cluster together 

around certain centers of influence or demand 

generators such as regional malls, large shop-

ping centers, hospitals, universities and business 

parks or major employment centers.

3. Trade area or “range” of goods and services: 
Demand for a good or service is constrained to a 

limit or “range” (measured in terms of distance 

or drive time) beyond which customers will not 

travel to a specific store location. Therefore, 

demand for most goods/services decreases with 

distance or travel (drive) time from a central 

place or specific location. The existence of 

competitors (supply) diminishes the range and 

more accurately determines the actual market 

area for a good or service. This concept is also 

true for major employment centers as it relates 

to employee commuting time. The market or 

trade area will also vary according to street 

patterns and population density. However, not 

all businesses seek to maximize distance from 

competitors, but rather cluster together to attract 

more customers to create a destination than if 

they were to distance themselves from each other.

Together, these concepts determine that a 

business seeking to maximize accessibility and 

profits will select one location over another and 

be willing to pay higher (or lower) rents for a 

specific location.

1.1 Introduction & Methodology — Methodology 
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The Long View
The success and sustainability of Germantown’s 

economy is tied to its position within the national 

economy. The report of State Competitiveness 

by the Harvard Business School (www.isc.hbs.

edu/econstatesregions.htm) ranks Tennessee 

36th among the states in prosperity, 40th in job 

creation and 45th in new business formation.  

As a result, the state initiated a Jobs4TN plan, a 

four-pronged strategy for job creation to nurture 

existing industry, invest in innovation, reduce 

regulation, support economic development 

strategies and strategically recruit target indus-

tries. These targeted sectors include: logistics, 

automotive, chemicals and plastics, advanced 

manufacturing, energy, and healthcare and 

biosciences.

Finally, regionalizing its approach to economic 

development, Tennessee has established “jobs 

base camps” across nine regions in the state.

BioRegional Economies — 
Regional Assets
Important to job creation is education, and  

the Memphis area includes number of higher 

education and research facilities, particularly in 

the medical sector. The region also has strong 

1.2 Current Reality

Source: HBS — States Competitiveness Report March 28, 2012

Tennessee Performance Scorecard

logistical assets including roads, rail and water. 

Memphis is home to shipping giant FedEx, 

whose cargo expansion has transformed the 

airport into a self-proclaimed Aerotropolis. The 

Port of Cates Landing is an intermodal dock 

facility offering year-round river access. 

Other regional assets include:
•  Highway Transportation Network —  

Interstates 40, 55 and 78

•  Multimodal Transportation including  

air, highway, water and rail

•  A historic and culturally rich Memphis  

as the center of the region

•  Labor Pool & Workforce — employment  

in a broad sector of industries/business

•  Higher education and research facilities —  

such as St. Jude and University of Tennessee

•  Available Land & Real Estate —  

at competitive pricing

•  Competitive operational costs,  

including utilities and tax rates

•  Quality of life in housing, education  

and recreation

•  Sports, entertainment and  

cultural venues
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Local Economies — 
Community Wealth
The City of Germantown is made up of people, 

assets and infrastructure which are reflected in 

its demographics, economy and community 

reputation (i.e., brand). The following are the  

primary elements contributing to community 

wealth, which assist in understanding the value 

of its assets:

Residential Migration
Whether driven by job growth, quality of life, or 

retirement, in-bound residential migration 

grows the population, households and capital 

flow within a community. Germantown describes 

itself as a community of neighborhoods, defining 

itself by its residential character, quality of life 

and engaged citizenry. While not immune to the 

impacts of the recent recession on housing 

values, Germantown continues to boast a high 

ownership rate (88.6% according to 2010 US 

Census) and median home values of $284,400. 

The availability and cost of land in Germantown 

will continue to drive housing prices higher, 

until older more obsolete structures are replaced 

with new product to meet changing consumer 

needs and trends.

Tourism
While the most obvious opportunities for tourism 

include attractions and recreation, a number

of cultural, historical, arts and entertainment 

venues or events may result in additional fiscal 

revenue for the community, either directly or 

indirectly. Many visitors discover areas and 

communities in which they may return to visit, 

retire or start/relocate a business.

The Memphis & Shelby County Tourism 

Impact Study (2010, updated March 2012) by  

the Memphis Convention & Visitors Bureau 

indicates that the region has over 60 tourist 

attractions bringing over 10 million visitors a 

year. According to its report this has resulted  

in $2.9 billion in visitor expenditures and  

$125 million in local and state taxes. According 

to the Lodging Industry Update Year End 2011,  

by Pinkowski & Company and Smith Travel 

Research (Feb. 10, 2012), of the seven submarkets 

tracked in the Memphis region, the Poplar/East 

submarket is the largest, growing to 1,222,677 

room nights sold in 2011. With the largest num-

ber of rooms (4,913) it boasts the second highest 

ADR (average daily rate) of $79.26 behind the 

Downtown/Midtown submarket. Germantown 

is located in the Poplar/East submarket, in which 

there are seven hotels consisting of limited stay 

and extended stay concepts by national brands 

such as Marriott, Hyatt and Hilton. There are 

currently no full-service hotel facilities with  

large meeting/convention space. Visitors to 

Germantown are primarily business/medical 

travelers as well as those enjoying the parks  

and cultural assets such as the Germantown 

Performing Arts Center (GPAC) and the Great 

Hall and Conference Center. Other tourism 

assets include the Riverwoods State Natural  

Area and the Regional History and Tennessee 

Genealogical Society Center.

Community Capital
How can discretionary income and local  

savings, both short-term savings and  

long-term savings, be tapped for local economic 

expansion? Germantown is home to 19 bank 

branches representing 15 financial institutions. 

The average household disposable income  

for Germantown is estimated at $111,068  

(see Appendix A). This income drives local 

deposits, investment and other business in the 

financial services sector. In addition it provides 

opportunities in the community for dining, 

shopping, recreation and entertainment.  

Further discussion regarding retail expenditures 

and market potential is included in Section II  

of this report.

1.2 Current Reality 
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Imports & Exports
The foundation of economic base underscores 

the difference between high-paying jobs that 

export goods and services, and local service 

jobs, both important in the local economy. 

Germantown is home to national and interna-

tional companies who contribute to the economic 

base of the community. Those that are the 

largest employers which export out of the 

region include Orgill, Inc. and ThyssenKrupp 

Elevator (Germany). This is further discussed  

in Section II.

Community Assets
Germantown’s growth positions itself uniquely 

among the Memphis region’s communities. 

Germantown, known as a small town commu-

nity and “Tree City USA,” has enjoyed exception-

al prosperity in the form of rising home values,

household income and net worth, compared  

to its neighbors. 

Assets that are most closely related to its 
quality of life include:
•  Accessibility and proximity to all of the  

regional assets;
•  Healthcare Facilities — Methodist Le Bonheur, 

Baptist Rehabilitation and Campbell Clinic;
•  Housing — Mix of sizes and price ranges;
•  Historic Central Business District — A most 

beloved asset providing “small town character” 
with shops, restaurants, popular events and 
public art;

•  Infrastructure — Investments in roads, bike 
lanes, water, sewer, cable and greenways;

•  Private investment — Development and 
employment in key areas: Central business 
district, Poplar Ave., Forest Hills, I-385/ 
Winchester Rd and Wolf River Blvd.;

•  Recreation opportunities along the riverfront, 
parks, ball fields and greenways;

•  Strong cultural arts facilities and organiza-
tions, including GPAC, the Great Hall;

•  A highly engaged citizenry that is intellectually, 

socially and economically diverse.

1.2 Current Reality 
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Demographic Comparisons

To assist in gaining perspective of the relation-

ship of Germantown to its environs, the market 

is evaluated from a macro to micro view. This is 

utilized to determine market factors for estimated 

demand for commercial and other land uses. 

There are three levels at which data are collected 

to achieve this perspective:

1) Metro & Micro Areas
Tennessee has 38 counties that form 10 Metro-

politan Statistical Areas (MSA). The Memphis, 

TN-MS-AR region includes eight counties 

surrounding the center city of Memphis: Fayette, 

Shelby, Tipton; Crittenden, AR; Desoto, MS; 

Marshall, MS; Tate, MS; and Tunica, MS. It is the 

second largest MSA in the state.

2) County & Municipality
The Study Area is the City of Germantown, 

which is in the south central section of Shelby 

County, east of Memphis.

3) Trade Areas
The Trade Areas for Germantown vary according 

to location and land uses. The primary market 

includes the areas immediately surrounding a 

specific area or intersection which is portrayed in 

various distances around it. While appropriate for 

retail analysis, this report expands the trade areas 

from an economic development perspective to 

include central places and commuting distances 

for employment and other factors. Therefore a 

comparison view of areas within a radius of or 

drive times around a primary intersection, 

estimated as typical/reasonable commuting 

distances to/from employment and shopping 

based upon regional data for suburban commu-

nities, is also included.

Statistical Areas
The maps below provide a visual depiction of the 
various statistical areas throughout the region. The 
Core Based Statistical Area (CBSA) represents both 
revised Metropolitan Statistical Areas (MSA) and the 
new Micropolitan Statistical Areas. New metropolitan 
and Micropolitan statistical area definitions were 
announced by the United States Office of Manage-
ment and Budget based on application of the 2000 
standards with Census 2010 data. Metropolitan 
statistical areas have at least one urbanized area of 
50,000 or more population, plus adjacent territory that 
has a high degree of social and economic integration 
with the core as measured by commuting ties. 
Micropolitan statistical areas are a new set of statisti-
cal areas that have at least one urban cluster of at least 
10,000 but less than 50,000 population, plus adjacent 
territory that has a high degree of social and econom-
ic integration with the core as measured by commut-
ing ties. For the purposes of this study, statistical areas 
including County, Municipality, MSA and Trade Areas 
were utilized.

Tennessee Metropolitan Statistical Areas 

1.2 Current Reality — Demographic Comparisons 

Memphis Metropolitan Statistical Area
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Demographic Analysis

The basic element of any market-driven plan is 

the demographic makeup of the community, 

past trends and future potential growth or 

contraction. The Memphis region, where the 

City of Germantown is located, is compared to 

the state and the nation. The data in this analysis 

include 2010 US Census data and/or 2010 ESRI 

estimates (see Methodology), which utilize 

national census data with local updates, Tennes-

see state data and other regional/local resources. 

Data are also compiled from other state and 

federal sources. The details of these reports can 

be found in Appendix A.

1.2 Current Reality — Demographic Analysis

Population Growth
US Census figures estimate that Fayette was the 

fastest growing Tennessee County in the Memphis 

region, followed by Tipton from 2000 to 2010. 

The US population grew 9.7% overall, while 

Tennessee grew 11.5%, with Shelby County 

growing 3.5% and the City of Germantown by  

4% to a total population of 40,123 residents 

according to new certified 2010 Census esti-

mates. Germantown was the slowest growing 

compared to its neighbors in Collierville and 

Bartlett per the table below.

US Census Population Growth 2000 - 2010

Area 2010 Population Growth Rate 
USA 308,745,538 9.7%
Tennessee 6,346,105 11.5%
Shelby County 927,644 3.4%
Germantown 40,123 (2010 certified) 4.0%
Collierville 43,965 37.9%
Bartlett 54,613 34.7%

US Census Educational Attainment Age 25 or above  2006-2010
Area High School graduates Bachelor's degree or higher
USA 85.0% 27.9%
Tennessee 82.5% 22.7%
Shelby County 84.9% 27.8%
Germantown 98.4% 63.2%

Median Household Income 20006-2010 2010 Census
Area Median HH Income
Tennessee 43,314$               
Memphis MSA 51,618$               
Shelby County 44,705$               
Germantown 113,535$            

Germantown Top 5 Employers
Employer # of Employees Industry Sector Size (Stage 1-4)
Methodist LeBonheur Hospital Germantown 1,299 Health Care 4
Shelby County School Systems Germantown 759 Education 4
City of Germantown 368 Government 3
Campbell Clinic 350 Health Care 3
Baptist Rehabilitation Germantown 305 Health Care 4
Orgill, Inc. 303 Wholesale Distribution 3
ThyssenKrupp, Inc USA 300 Manufacturing 4

3,684

Germantown Business - Size by Employment
# of Employees # of Establishments % of Total

1-4 775 50%
5-9 347 22%
10-19 268 17%
20-49 120 8%
50-99 45 3%
100-249 22 1%
250-499 3 0.19%
500-999 0 0.00%
1,000 - 4,999 1 0.06%
unclassified 20 1.28%

BLS 2010 Employed Population Age 16+ by Occupation
Area White Collar Blue Collar Service
Memphis MSA 59.5% 23.2% 17.3%
Shelby County 62.7% 19.7% 17.6%
Germantown 82.5% 8.6% 8.9%

Germantown Tax Revenues FY2009 - 2012
Major Fund Revenues 2009 2010 2011 2012 (Budgeted)
General Fund 41,934,621        38,546,568                  38,966,837     39,411,623         

RealProperty Tax 20,360,353        20,853,830                  20,656,775     22,886,929         
PersonalPropTax 589,656              944,567                        553,287          incl. above
Local Sales Tax 5,138,221          4,934,225                     5,420,180       5,900,477           

Utility Fund 7,060,427          6,649,302                     7,834,430       7,480,000           
Athletic Club 3,003,898          3,224,043                     3,553,072       3,718,222           
Sanitation 3,815,601          3,927,386                     3,972,199       3,647,040           
Great Hall n/a 114,798                        168,734          161,700               
Stormwater n/a 200                               1,011,500       1,151,800           

US Census:  Population Growth   2000-2010
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Age Distribution
The distribution of ages continues to reflect national trends, as baby boomers age and the number  

of seniors moving to the region continues to expand. In 2000 the US median age was 35.3 and grew 

to 36.7 by 2010. By contrast, the median age in Germantown was 41.2 in 2000 and is 45.5 currently. 

This increase is likely due to the expanding populations in the 55-64 and 65-74 age categories, making 

Germantown a popular place of residence for empty nesters and retirees. Growth in the 25-34  

category continues to demonstrate Germantown’s ability to attract young families as well as baby 

boomers. Growth in the younger age categories has shrunk over the past ten years, primarily due  

to rising housing costs as well as limited job opportunities in the community, which are needed to 

attract younger age groups.

2010 Households by income

1.2 Current Reality — Demographic Analysis

Household Size
Germantown’s households continue to gradu-

ally shrink. The average household size in  

2000 was 2.82 persons, shrinking to 2.77 persons 

per household by 2010. This is fairly consistent 

with the surrounding communities and the 

Memphis MSA. 

Household Income 
The 2010 estimated average household income 

in Germantown is $139,325, among the highest 

in the Memphis MSA, compared to the overall 

MSA figure of $64,941. The disparities in income 

distribution become evident in the table below 

when comparing the 2010 Census median 

household income reported for each of the 

geographic areas. Further details can be found 

in Appendix A.

US Census Population Growth 2000 - 2010

Area 2010 Population Growth Rate 
USA 308,745,538 9.7%
Tennessee 6,346,105 11.5%
Shelby County 927,644 3.4%
Germantown 40,123 (2010 certified) 4.0%
Collierville 43,965 37.9%
Bartlett 54,613 34.7%

US Census Educational Attainment Age 25 or above  2006-2010
Area High School graduates Bachelor's degree or higher
USA 85.0% 27.9%
Tennessee 82.5% 22.7%
Shelby County 84.9% 27.8%
Germantown 98.4% 63.2%

Median Household Income 20006-2010 2010 Census
Area Median HH Income
Tennessee 43,314$               
Memphis MSA 51,618$               
Shelby County 44,705$               
Germantown 113,535$            

Germantown Top 5 Employers
Employer # of Employees Industry Sector Size (Stage 1-4)
Methodist LeBonheur Hospital Germantown 1,299 Health Care 4
Shelby County School Systems Germantown 759 Education 4
City of Germantown 368 Government 3
Campbell Clinic 350 Health Care 3
Baptist Rehabilitation Germantown 305 Health Care 4
Orgill, Inc. 303 Wholesale Distribution 3
ThyssenKrupp, Inc USA 300 Manufacturing 4

3,684

Germantown Business - Size by Employment
# of Employees # of Establishments % of Total

1-4 775 50%
5-9 347 22%
10-19 268 17%
20-49 120 8%
50-99 45 3%
100-249 22 1%
250-499 3 0.19%
500-999 0 0.00%
1,000 - 4,999 1 0.06%
unclassified 20 1.28%

BLS 2010 Employed Population Age 16+ by Occupation
Area White Collar Blue Collar Service
Memphis MSA 59.5% 23.2% 17.3%
Shelby County 62.7% 19.7% 17.6%
Germantown 82.5% 8.6% 8.9%

Germantown Tax Revenues FY2009 - 2012
Major Fund Revenues 2009 2010 2011 2012 (Budgeted)
General Fund 41,934,621        38,546,568                  38,966,837     39,411,623         

RealProperty Tax 20,360,353        20,853,830                  20,656,775     22,886,929         
PersonalPropTax 589,656              944,567                        553,287          incl. above
Local Sales Tax 5,138,221          4,934,225                     5,420,180       5,900,477           

Utility Fund 7,060,427          6,649,302                     7,834,430       7,480,000           
Athletic Club 3,003,898          3,224,043                     3,553,072       3,718,222           
Sanitation 3,815,601          3,927,386                     3,972,199       3,647,040           
Great Hall n/a 114,798                        168,734          161,700               
Stormwater n/a 200                               1,011,500       1,151,800           

Median Household Income 2006-2010

Germantown HH Income Distribution

Germantown, TN — Age Distribution, US Census. ESRI
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Commuting Patterns
The estimated mean travel time to work for 

Germantown residents (age 16+) in 2010 was 

20.7 minutes, with 88% of residents driving to 

work alone. With such a large percentage of the 

population traveling to other areas of the region 

to work, the resulting traffic and transportation 

issues become evident. However, research by 

the Germantown Planning & Community 

Development Department also found a large 

number of home-based businesses in the 

community. This raises two questions regarding 

regional transportation: Do we build more 

transportation infrastructure to handle more 

commuters leaving the area daily? Or, do we 

create more employment opportunities in the 

local community, closer to home?

Demographic Analysis Findings 

The dynamics of Germantown’s demographic 
changes suggest continued slow and steady 
population growth, aging population, shrink-
ing household size and growing incomes. The 
impacts of transportation patterns, as well as 
economic and housing fluctuations at the 
national and regional level, will continue to 
influence population shifts, employment and 
resident expectations in Germantown.

1.2 Current Reality — Demographic Analysis
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Economic Base 
The economic base of a community is reflected in its per capita and household income, educational 

attainment, labor force and employment segmentation. Germantown’s economic vitality is deter-

mined not only by rising incomes and housing values, but also by area employment segmentation 

and job growth, which creates demand for various types of real estate. This demand provides a rising 

residential and commercial tax base resulting from such growth. Details of such real estate uses will 

be further highlighted in Section II of this report.

Educational Attainment
The working population age 25+ by educational attainment provides insight into skills of the local 

labor force. According to the 2010 Census data, 63% of Germantown’s population holds a bachelor’s 

degree or higher. The intellectual capital in Germantown is one of its greatest assets and makes it 

uniquely stand out among all other geographic comparisons. This is important to not only attract 

companies to the region, but for entrepreneurship as well. There is much discussion nationally 

around the “creative class” and the economic impacts of business and activity regardless of educa-

tional attainment (e.g. Steve Jobs and Bill Gates). The discussion balances cultural and lifestyle 

amenities often described in place-making with business and entrepreneurial activities which 

create a direct economic impact. This debate often takes center stage in areas where there is 

imbalance between quality of life, occupational skills and employment opportunities.

1.3 Economic Assessment

US Census Educational Attainment
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Employment
According to data obtained from the Tennessee Department of Labor and Workforce, Tennessee 

witnessed peak a unemployment rate of 10.5% in 2009, falling to an average annual rate of 9.2% for 

2011. Steady declines have been seen in 2012, with a low of 7.6% reported in April. The Shelby County 

unemployment rate was reported at 9.6% in April of 2011 and 8.3% in April of 2012, slightly higher 

than the state average. 

Estimates for 2010 employment segmentation suggest that of the employed in Germantown, 83% 

are employed in white collar occupations and 9% in blue collar jobs, the lowest in the region. The top 

five segments of employed civilian population (16+) in Germantown include: Health Care/Social 

Assistance (13.7%), Retail Trade (10.4%), Transportation/ Warehousing (10%), Educational Services 

(9.3%) and Finance/Insurance (8.2%).

US Census Population Growth 2000 - 2010

Area 2010 Population Growth Rate 
USA 308,745,538 9.7%
Tennessee 6,346,105 11.5%
Shelby County 927,644 3.4%
Germantown 40,123 (2010 certified) 4.0%
Collierville 43,965 37.9%
Bartlett 54,613 34.7%

US Census Educational Attainment Age 25 or above  2006-2010
Area High School graduates Bachelor's degree or higher
USA 85.0% 27.9%
Tennessee 82.5% 22.7%
Shelby County 84.9% 27.8%
Germantown 98.4% 63.2%

Median Household Income 20006-2010 2010 Census
Area Median HH Income
Tennessee 43,314$               
Memphis MSA 51,618$               
Shelby County 44,705$               
Germantown 113,535$            

Germantown Top 5 Employers
Employer # of Employees Industry Sector Size (Stage 1-4)
Methodist LeBonheur Hospital Germantown 1,299 Health Care 4
Shelby County School Systems Germantown 759 Education 4
City of Germantown 368 Government 3
Campbell Clinic 350 Health Care 3
Baptist Rehabilitation Germantown 305 Health Care 4
Orgill, Inc. 303 Wholesale Distribution 3
ThyssenKrupp, Inc USA 300 Manufacturing 4

3,684

Germantown Business - Size by Employment
# of Employees # of Establishments % of Total

1-4 775 50%
5-9 347 22%
10-19 268 17%
20-49 120 8%
50-99 45 3%
100-249 22 1%
250-499 3 0.19%
500-999 0 0.00%
1,000 - 4,999 1 0.06%
unclassified 20 1.28%

BLS 2010 Employed Population Age 16+ by Occupation
Area White Collar Blue Collar Service
Memphis MSA 59.5% 23.2% 17.3%
Shelby County 62.7% 19.7% 17.6%
Germantown 82.5% 8.6% 8.9%

Germantown Tax Revenues FY2009 - 2012
Major Fund Revenues 2009 2010 2011 2012 (Budgeted)
General Fund 41,934,621        38,546,568                  38,966,837     39,411,623         

RealProperty Tax 20,360,353        20,853,830                  20,656,775     22,886,929         
PersonalPropTax 589,656              944,567                        553,287          incl. above
Local Sales Tax 5,138,221          4,934,225                     5,420,180       5,900,477           

Utility Fund 7,060,427          6,649,302                     7,834,430       7,480,000           
Athletic Club 3,003,898          3,224,043                     3,553,072       3,718,222           
Sanitation 3,815,601          3,927,386                     3,972,199       3,647,040           
Great Hall n/a 114,798                        168,734          161,700               
Stormwater n/a 200                               1,011,500       1,151,800           

Memphis MSA Unemployment Rates

BLS 2010 Employed Population

1.3 Economic Assessment

Source — Bureau of Labor Statistics

Source — Bureau of Labor Statistics
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Tax Base
The fiscal success of any community is dependent upon a sustainable balance of revenue from property taxes, sales 
tax and other operating revenues and expenditures. The City of Germantown has a reputation of being fiscally sound 
as evidenced by its continued Triple A rating by agencies such as Moody’s. Review of the data provided by the City of 
Germantown reveals six major fund revenues that contribute to its annual budget. This includes: the General Fund, 
Utility Fund, Germantown Athletic Club, Sanitation, Great Hall and Stormwater Management. The General Fund 
makes up 75% of all revenues, which includes two key areas: Property Tax (real & personal), which contributes 59%  
of the total revenue budget for the city, and Sales Tax, which contributes 18% of the revenue. The real property tax 
includes revenue from both residential and commercial property. While not tracked separately for collection  
purposes, estimates from 2011 assessments suggest that Germantown’s ratio between commercial and residential  
tax revenue is 19% and 81%, respectively. For a balanced local economy, best practices suggest that communities 
should strive for an average of 25% of property tax revenues from commercial land uses. The table below highlights 
the history of revenues for the past three fiscal years, which offers some perspective as to the local economy:

Financial Highlights
The Fiscal Year 2012 Budget for the City of Germantown provides further details and can be found on the city’s 
website: http://www.germantown-tn.gov/index.aspx?page=534 

Property Taxes
The Tennessee Division of Property Assessments is responsible for managing tax collections throughout the 
state. In addition to the County tax, there are six jurisdictions in Shelby County that collect taxes. The tax rates 
for 2011-12 are shown below. Whether communities position themselves as the low-cost alternative or charge  
a premium for doing business in their community, they must demonstrate and communicate their value 
proposition to justify these positions to attract business and investment.

1.3 Economic Assessment

Germantown Tax Revenues                                                                                                          FY2009-2012  

Source: 
TN Division of Property Assessments
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Business Profile
The evaluation of local business includes an assessment of the lifecycle, or stage, and size of the community’s 
businesses. From 2008 to 2009 in Shelby County, jobs fell by 8.2% and sales fell by 7.0%. This was largely due to 
business closures. However, the job loss may have been greater if the expansions of existing companies had not 
added 1.1% more jobs during the same period. As shown below, the dominant number of business establishments in 
Shelby County have less than 10 employees, while the employers providing jobs are establishments of all sizes/stages. 
The greatest job loss occurred at both ends of the spectrum, with the self employed and the largest stage 4 compa-
nies. This explains the recent administration attention on small business fueling job growth in the coming years.

Shelby County, TN                                                                                                                               2008-2009   

1.3 Economic Assessment

Germantown has an estimated 4,629 business establishments, according to the US Census Bureau (2007  
Business QuickFacts). Germantown’s top employers include the following stage 3 and 4 companies/ 
organizations. According to estimates by the City’s department of Community and Economic Development, 
there are approximately 750+/- home-based (self-employed/stage 1) businesses located in Germantown.  
The balance of business establishments include stage 1, 2 and 3 businesses.

Source: www.YourEconomy.org

Germantown Top Employers
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Economic Findings 

Germantown is a fiscally conservative municipality, which has been impacted by the recent reces-
sion and whose growth is limited by its geographic and physical constraints. The opportunities to 
grow revenues in sales tax, commercial property tax and other revenue are evident as demonstrated 
in educational attainment (knowledge), occupational skills, household income, assets and quality of 
life characteristics. This can be achieved through business attraction, tourism and land use strategies.

1.3 Economic Assessment



Section II
Business Attraction,

Market Analysis,
& Land Uses
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Trade Areas

Trade areas identify the market potential for 

goods and services within an area. These assist 

in determining threshold demographics such as 

population, income, workers, education and 

other factors required to support various land 

uses. The primary target market for Germantown 

is within the region, as companies seeking to 

locate here will draw from the region for employ-

ees and consumer dollars. While some will visit 

or relocate from other regions of the state or 

areas of the country, the underlying demand 

comes first from within the regional market.

The primary method for determining a 

trade area for data collection and real estate 

survey has become commonly defined as a 

prescribed distance radius around a specific 

intersection/location. This is predominately 

used to analyze threshold population and 

consumer dollars for retail uses. The secondary 

method, becoming more common with urban-

ization and growing traffic volumes, is the 

drive-time analysis. These trade areas are used 

for comparison purposes to identify thresholds 

and possible imbalances. Drive-time analysis 

evaluates the dynamics in a more urban  

environment where traffic congestion can 

impact the time versus mileage traveled to 

determine customer trade areas. In other 

words, consumers may choose locations  

based upon destination in time versus miles, 

depending on time of day and traffic status. 

Commuting patterns determine the ability for  

a company to attract employees. Convenience- 

oriented goods/services contemplate those 

goods/services that are local and convenience 

oriented for those living and/or working in the 

immediate area such as within 1-5 miles or  

5-10 minutes. Destination-oriented goods/

services contemplate a trade area that provides 

employment opportunities and goods/services 

on a more regional level. This would include 

destination-oriented goods/services such as 

specialty retail, major goods, entertainment/

recreation venues and employment centers. 

This would attract those within the local area  

as well as those from outside the area, with 

distances in excess of 5-7 miles or drive times 

in excess of 15+ minutes.

For the purposes of this study, the key 

intersection of S. Germantown Road and Poplar 

2.1 Business Attraction 

Trade Areas — Drive Time Trade Areas — Radius
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Avenue was evaluated, which is the center  

point of Germantown’s existing key commercial 

areas. This area was reviewed at 1, 3 and 5 mile 

radius as well as 5, 10 and 15 minute drive times, 

typical of a suburban area and auto-oriented 

retail. When considering its impact on central 

places, these trade areas assist to identify the 

dynamics of consumer behavior and trends to 

determine retail demand potential. Detailed 

reports regarding the characteristics of each  

of these trade areas is located in Appendix A  

of this report.

Tapestry Segments — 
Targeting buyer lifestyle characteristics
Determining the depth of the market based  

on household growth projections is limiting, 

therefore, geo-demographic segmentation, or 

lifestyle clustering, helps us understand that 

demographic variables exist not only region  

to region but by neighborhoods and in sub-

communities within each neighborhood as 

well. This type of modeling is based on the 

premise that people tend to gravitate towards 

communities/neighborhoods of relative homo-

geneity. Factors that go into clustering include 

age, income, education, ethnicity, occupation, 

housing type and family status. Tapestry Seg-

mentation™ identifies those households with a 

preference for living in either rural or suburban 

areas versus urban neighborhoods. Of 65 total 

potential segments, the top segments in Ger-

mantown shown below include affluent subur-

banites (Suburban Splendor), empty nesters 

(Exurbanites) and affluent metro/urbanites (In 

Style). Each has different buying characteristics 

and consumer behavior that create demand for 

housing choices, as well as shopping, recre-

ation and entertainment preferences. However, 

this information should not be used in a vacu-

um, as retail, housing and recreation demand 

includes other factors such as community 

culture, real estate/land use offerings, local 

assets and existing supply. Germantown’s  

top three tapestry segments include:

• Suburban Splendor (44.5%) — The epitome  

of upwardly mobile, these two-income  

couples are well educated and well employed. 

They have and enjoy the latest/best of  

most everything.

• Exurbanites (31.8%) — Open areas with  

affluence define these neighborhoods.  

Empty nesters comprise 40% of these house-

holds, while married couples with children 

comprise 32%.

• In Style (14.1%) — These residents embrace an 

urban lifestyle, therefore prefer townhomes/

condos over single family homes. They are 

savvy investors, consumers and travelers.

The Lifestyle Tapestry Report located in 

Appendix A further describes these lifestyles to 

further inform economic development strategy 

in Germantown.

Top Tapestry Segments

2.1 Economic Trade Areas & Tapestry Segments

ESRI-STDB 2010, Germantown, TN



Germantown, TN  •  Rose & Associates Southeast, Inc. 23

Office & Industrial Potential 

Economic Base and Commercial Land Use
Successful economic development strategies result in job growth. Job growth creates demand for commercial real 
estate. These are the result of business recruitment efforts and product availability attracting companies to German-
town. The region’s employment location quotient, or percentage of US employment ratios that exceed base industry 
standards, identifies which sectors contribute the greatest local job and economic growth. Those with quotients 
greater than 1.00 demonstrate ratios higher than US averages and thus contribute to the local economic base.  
Those below 1.00 are not primary drivers of the local economy. Tennessee, the Memphis MSA and Shelby County 
were reviewed and compared. The most notable finding, and not surprising, is that the top-ranked economic driver 
for each of these areas is transportation and warehousing (NAICS 48-49), specifically the subsector of couriers and 
messengers (NAICS 492), driven by the dominance of FedEx in the region. At the county level, healthcare barely 
reaches the ratio at 0.99 (NAICS 62), nor does manufacturing (NAICS 31-33). However, when reviewing the more 
detailed subsectors, transportation, manufacturing and hospitals emerge as the drivers in Shelby County’s economy. 
The table below compares the key primary industries and subsectors that drive each area’s economic base:

Demand Dynamics
The market potential for commercial real estate, including office and industrial uses, relies upon a number of factors, 
including, but not limited to, state and regional economic cycles, a business-friendly environment, workforce dynamics 
(wage, employment and job training), and central places (e.g., colleges, hospitals or large employers) that are demand 
generators for complementary uses. For office uses, demand indicators include estimated job growth in non-manu-
facturing sectors, while industrial uses rely on job growth in manufacturing sectors. The two largest and primary 
employers in Germantown are Methodist Le Bonheur Hospital (healthcare) and the Shelby County School System 
(education), followed by the City of Germantown (government) and Campbell Clinic (healthcare). Recruitment of 
businesses that support and cluster existing sectors such as healthcare, education and manufacturing is recommended. 
Providing competitive labor, capital, operating costs and qualified locations will ensure continued job growth in these 
sectors. Large employers and available land suggest a strategy that includes professional and medical office as well as 
light manufacturing/flex/research and development space. Vendors, suppliers and support services for these large 
employers could be accommodated in a business environment within the existing commercial areas of Germantown.

2.2 Commercial Land Uses

Quarterly Census — Location Quotient (source: US Bureau of Labor Statistics, Rose & Associates SE, Inc.
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Land Use Demand Potential
The successful recruitment of new business generally results in demand in the form of office, medical or 
industrial space. Given Germantown’s quality of life attracting well-educated, white-collar residents, as well as 
the size, location and current offerings for land/buildings, a capture rate of 25% of new county job growth might 
be expected based upon current absorption within this submarket. This would be most appropriate for office, 
medical, research & development (flex) land uses. Based upon annual average county job growth for 2010 and a 
capture rate estimated for Germantown, annual square footage demand estimates can be projected using the 
County’s percentage of key employment sectors that correlate with typical land uses:

2.2 Commercial Uses — Office Potential

Germantown Demand Estimates
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Largest Blocks of Available Office Space

Source: Xceligent 1Q2012 & Highwoods Properties

Existing Supply — Office
Within the Memphis MSA, Germantown is located in both the East and 385 Corridor submarkets. The East submarket 
is the largest in the region, with nearly eight million square feet of office space, according to the Market Trends 1st 
Quarter 2012 report by Xceligent, Inc. Office offerings in this submarket include approximately 1,318,690 square feet 
of vacant space with an average lease rate of $19.23 per square foot. In the adjacent 385 Corridor submarket (the third 
largest behind downtown Memphis) there is over three million square feet, including 387,560 square feet of vacant 
space with an average lease rate of $19.30 per square foot. According to CoStar, there are twenty office buildings for 
sale in Germantown totaling approximately 85,662 square feet, the majority of which are 5,000 square feet or less, 
located in the three primary commercial corridors of Poplar Avenue, Germantown Road and the Forest Hills area (see 
Appendix A). Lease rates range from $19.00 to $24.00 per square foot. The Forest Hills and Winchester Road areas are 
accessible to I-385 and include such amenities as Hyatt Place, a limited service hotel in the Forest Hill Heights, and 
Techno Park. Recent efforts by the Germantown Chamber include a strategic plan to assist with the marketing of this 
employment node where Orgill and ThyssenKrupp are located.

2.2 Commercial Uses — Office Potential
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Existing Supply — Industrial
According to the Industrial Market Trends report for the 1st quarter 2012 by Xceligent (see Appendix A), the Mem-
phis market started the year with approximately 1.7 million square feet of negative absorption. Industrial market 
data is collected for three types of usage: bulk (high bay) warehouse, flex (with a partial 20-50% office/lab finish) 
and warehouse. There are five large industrial submarkets in the Memphis region: Southeast (the largest) followed 
by Southwest, DeSoto County, Northeast and Northwest. Germantown is located in the Southeast market domi-
nated by the Winchester Road corridor. The majority of the space is bulk warehouse and warehouse, comprising 
nearly 96% of all the industrial space in this submarket. Flex space, which may include research and development 
(R & D), offers approximately one million square feet of available space and had positive absorption in the first 
quarter. The flex space inventory in the Southeast submarket totals over 3,500,000 square feet, the third largest  
of all the submarkets. Unlike the office offerings, Germantown has limited industrial space offerings, including flex 
space. The cost competitiveness of bulk warehouse and warehouse in the submarkets compared to the land costs 
in Germantown provides limited opportunity for this market segment. However, available space for industrial uses, 
such as research, development, lab and other flex uses do not appear to exist in Germantown despite these offerings  
in the Southeast submarket. Supporting uses, for small flex, lab/R & D space might be considered for suppliers  
and vendors of larger facilities or medical institutions nearby, particularly in the area adjacent to Winchester Road 
and in the Wolf River area where other medical facilities are located. Assessing future industrial uses within 
Germantown when determining maximum productivity for the highest and best use of locations is recommended.

Commercial Office & Industrial Market Findings

Bedroom communities that do not focus economic development efforts on providing diversified 
(basic) business and job opportunities are limited to providing only housing and related retail. 
The current economic cycle will continue to drive companies to the southeastern US in search of 
lower operating costs, skilled labor and the quality-of-life characteristics found in this region. 
Tennessee is currently focused on business attraction with its Jobs4TN initiative.

Germantown could benefit from offering competitive business opportunities in key areas, 
including the Poplar Avenue and Germantown Road/Wolfe River corridors and at Winchester/
Forest Hills, based upon estimated capture. There are a number of product offerings for small-
scale office space in Germantown, as well as land parcels for development and/or re-development 
which can provide large-scale office and/or small-scale flex/R & D industrial opportunities for 
future growth and development.

To grow and diversify business establishment types, stages and employment sectors,  
professional and medical uses with larger footprints (i.e.’ 10,000 –20,000 s.f.) clustered within 
primary commercial areas could be considered and located in areas with existing infrastructure. 
Development will strengthen these business districts to provide additional synergy between 
government and medical uses, restaurants and retail. This additional daytime population would 
support restaurants, retail and other service businesses in these areas. As a result, Germantown 
could emerge as a desirable and viable business location by adding new office space within a 
traditional or, where appropriate, a mixed-use development format. Additionally, incubator space, 
flex and R&D (research and development) in appropriate locations, such as the I-385/Winchester 
Road area, for new emerging biomedical clusters may be considered to complement existing larger 
medical and/or educational institutions. This is perhaps Germantown’s greatest opportunity.

2.2 Commercial Uses — Industrial Potential
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Retail Potential

Retail Supply
The Memphis region is comprised of 13 retail submarkets, including Germantown. The largest submarkets are 
the Southeast, which is adjacent to Germantown, and the Northeast, which is north of Cordova and German-
town. Combined, these two large submarkets are host to over 12.5 million square feet of retail space. According 
to the Market Trends 1st Quarter 2012 report by Xceligent, Inc., the Germantown submarket includes a total 
inventory of approximately 1,768, 000 square feet. The heart of Germantown (Poplar Avenue & Germantown 
Road) and the Forest Hills area currently serve as regional shopping destinations for Germantown and the 
surrounding area, providing goods/services in a variety of categories. Currently, there is a total of approximately 
140,000 square feet of available retail space in Germantown. The overall vacancy is 7.9%, is dominated by 
approximately 70,000 square feet of vacancy along Poplar Avenue, particularly at the Carrefour at Kirby Woods 
center, and the former Schnucks at Forest Hills. Based upon occupancy and expenditure estimates, it appears 
that the citizens of Germantown have a high utilization rate of the retail in town.
        With current quarterly net absorption of approximately 1,800 square feet, there is an estimated five year 
supply of retail space in Germantown. On a more positive note, Germantown is uniquely positioned as having 
three of only four lifestyle centers ( e.g., Saddlecreek) in the region. It also enjoys one of the lowest of all vacancy 
rates and has the highest rents of any submarket in the region. Despite its enviable position, many of the retail 
centers in Germantown include two-story structures, dated facades and obsolete spaces. This limits German-
town’s ability to attract a number of tenants who require newer space or have new criteria in this competitive 
market environment. While the Saddlecreek lifestyle center has upscale/luxury retailers, a number of the other 
retail offerings in Germantown include discount/value retailers, whose product offerings and brands are incon-
gruent with the more affluent, well-educated demographic of the trade area. In other words, much of German-
town’s retail space product does not match the market.

2.2 Commercial Uses — Retail Potential

Available Retail Space

Retail Employment
Retail Trade (NAICS 44-45) makes up nearly 13% of Shelby County’s current employment. In Germantown,  
10.4% of its employment is in Retail Trade. Job creation is derived from business start-ups, growth of existing 
businesses and attraction of business. While the primary goal for basic job creation is in other basic sectors, job 
creation also occurs with the growth of the non-basic retail sector.

Source: Xceligent 1Q2012 & Highwoods Properties
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Retail Demand Dynamics

The demand dynamics for retail differ from office/industrial uses, as demand comes not only from job growth, 
but population growth and disposable income. Within each trade area as earlier defined, there are a number of 
components that determine which retail operators might find adequate demand for their goods/services, or 
retail sales potential. The demographic benchmarks include population and households, but most importantly 
disposable income to spend on those goods/services. Consumer Expenditures outline the average dollars spent 
in any given category for those items on an annual basis within a trade area.

The trade area maps as previously shown offer a comparison view of the primary intersection of Poplar 
Avenue and Germantown Road at a 1-3-5 mile radius as typically described by retailers when defining threshold 
trade area criteria. A drive time analysis for this area at 5-10-15 minute drive-time intervals was also considered. 
These are used to assess both demand and supply factors to determine gaps in the market for the major industry 
group segments. The retail gap is defined not only by square feet, but the actual dollar expenditures within each 
category for a given trade area. This is based upon national and regional data, including sales tax, to define the 
supply. Negative values (surplus) suggest oversupply or a market where customers are drawn in from outside the 
area, while positive values (leakage) indicate areas where customers are shopping elsewhere, thus an opportu-
nity for retail sales within a given trade area for a particular category. The Retail Marketplace Forecast (see 
Appendix A) suggests that Germantown has a significant retail gap (leakage) in total retail trade and food & drink 
citywide. However, when assessing detailed industry groups within the various radii and drive-time trade areas, 
the market begins to demonstrate both surplus and leakage, largely due to the significant retail offerings in the 
neighboring Southeast and Northeast submarkets. Hence, competition outside of Germantown is creating 
limitations for retail sales and expansion within the City limits.

While there may be leakage in select categories, potential sales (gap) must meet per square foot thresholds 
established by the retail operators in each of these categories. This is reflected in the Leakage/Surplus Factor. 
With the large supply of retail space surrounding Germantown there are few “big box” retail opportunities. The 
greatest opportunities for Germantown include automobile dealers and home furnishings retailers, as well as 
non-store retailers such as electronic shopping and mail-order houses. The gap of consumer expenditures in 
specialty food services and drinking places also provides an opportunity for a cluster of locally owned, specialty 
food shops and restaurants. These types of retailers would separate and further define Germantown from the 
larger national chain operations prevalent within the community. Details of area comparisons as well as surplus 
and leakage for all categories in the trade areas can be found in Appendix A.

The current economic cycle has resulted in the retail industry exercising caution as it focuses on profitabil-
ity over new store openings and expansion. Many are retooling their store prototypes by reducing square 
footage and integrating internet marketing into their brick and mortar operations. Germantown’s neighborhood 
and specialty shopping destinations are primarily located in and around Poplar Avenue and Germantown Road, 
as well as the Forest Hills area. While the community can support some additional retail uses in a small number 
of categories, it is limited not only by population and income, but also by physical constraints, land costs and 
competition from neighboring shopping venues. In addition, the interviews with stakeholders suggested that 
some of the existing retail in Germantown is subsidized by landlords with low rent structures in older centers in 
need of renovation. The issue of signage requirements/restrictions was also raised repeatedly. The key to 
successful retail includes identifying the best locations, clustering for synergy, having a competitive environ-
ment (e.g., signage, access and parking), sales potential (threshold population), and a dynamic employment base 
(e.g., offices, hospital, etc.) to drive additional traffic.

Quality of Life, Place & Community
Similar to Quality of Life, place-making is a subjective term associated with creating a sense of place commonly 
found in downtowns, villages, arts districts, resort areas and other places where people gather to socialize, or 
honor a historical event, time or place. While definitions and terms may vary, most have similar elements which 
are key to their success or memorable stature. More often than not, these places are associated with things to 
buy and things to do, such as shops, restaurants and other entertainment venues. Physical and structural 

2.2 Commercial Uses — Retail Potential
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changes to the landscape through public improvements can only be successful with private investment to create 
a place that matches consumer spending, behavior and lifestyle patterns. With the exception of Saddlebrook’s 
lifestyle configuration, Germantown’s retail centers are typical of convenience, neighborhood and regional 
centers. These are scattered in a variety of centers and locations which are not physically connected. Some of 
these areas lack a sense of “place” — which was the focus of the Smart Growth Plan for the heart of Germantown 
(e.g., central business district). Implementation of this plan begins with a road/transportation framework to 
support future redevelopment.

Retail Market Findings

The retail that exists in Germantown is in some cases having a difficult time making ends meet. 
Some of that is simply a result of the tough economic times in which we live. But some is also 
due to the fact that the retail supply in the region surrounding Germantown is enormous. Place-
making and marketing are the key to differentiate the Germantown shopping experience. Small-
scale retail ranging from 650 to 2,500 square feet could be considered in both traditional one-story 
and mixed-use formats, including the redevelopment of existing single-story or multi-story 
(infill) sites. Many of the larger retail spaces currently available may consider subdivision into 
smaller blocks of space. Regardless of the size or format, they should be clustered near and 
interconnect with other venues in an effort to create synergy with other uses while utilizing 
existing infrastructure investment. Annual demand is dependent upon both residential housing 
and job growth within the trade area. Locating retail near other demand generators such as 
housing, recreation, educational and medical facilities will increase the potential for future retail 
expenditures. The area of greatest density in Germantown to support this is found in the center 
business district area. This is where infrastructure investment has already occurred, will provide 
the greatest return, and thus have the greatest priority. By contrast, as population and/or employ-
ment grows in the eastern area of the city, future demand would support additional retail uses in 
the Forest Hills area in the long term.

Most important for Germantown is the creation of areas that establish quality of community 
by creating an identity for historic Germantown that honors its roots while it connects with its 
new residents and workforce. Integral to the viability of retail, Germantown should also strive to:
•  Evaluate density to cluster, energize and support key commercial areas;
•  Encourage development opportunities in competitive locations at competitive pricing;
•  Evaluate transportation project implementation and support additional traffic improvements 

where needed to enhance visibility and customer volume to strengthen retail vitality;
•  Review and consider modifications to signage ordinance to strengthen way-finding;
•  Strengthen streetscape design along with building standards, to ensure quality space  

offerings, strengthen trip generation and place-making.

2.2 Commercial Uses — Retail Potential
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Hospitality, Tourism & Civic

Tourism & Hospitality
The concept of combining tourism and economic 

development is not new. The City Beautiful move-

ment, influential at the beginning of the 20th 

century, maintained that physical improvements 

to a community’s infrastructure would help 

improve social relations among its citizens – the 

root of the concept of place-making. The move-

ment’s supporters argued that visitors would then 

spend money that would increase business rev-

enue and therefore indirectly benefit all citizens 

(Cocks, 2001). One stated goal of Germantown is 

for business to have an opportunity to succeed and 

be vibrant. The demographic and lifestyle charac-

teristics of its residents, as well as cultural and 

recreation venues, provide opportunities for 

bringing visitors to Germantown who will support 

retail and restaurant uses. The substantial assets in 

the medical community also provide opportunities 

for patients and their families to visit Germantown 

for overnight stays for medical care.

The Year End 2011 Memphis Lodging Market 

report by Pinkowski and Smith Travel Research 

suggests that of the seven submarkets in the 

Memphis region, the Poplar/East enjoyed the 

highest occupancy rate (66.3%), the highest num-

ber of room nights sold (1,222,677) and second 

highest average daily rate ($79.26) in the region. 

Germantown is located in this submarket, there-

fore locations for new lodging in and around the 

Hospital, Performing Arts Center and Great  

Hall should take advantage of the existing infra-

structure where accessibility and visibility would 

drive additional development opportunities.

Civic & Public Infrastructure
The town’s infrastructure and assets include 

governmental offices as well as public parks and 

recreation facilities. Together they form the civic 

nucleus, connecting the community socially to 

create the quality of life that has become an 

integral part of Germantown. This requires leader-

ship that is both bold and innovative in finding 

ways to create a vibrant central business district 

which will anchor Germantown’s sense of place. 

One such initiative is the Smart Growth Plan, a 

small area plan which integrates transportation, 

land use and market opportunities. The first stages 

of implementation of this plan are now being seen 

in the many road infrastructure projects which will 

improve mobility and pedestrian access. Many of 

Germantown’s residents seem to have forgotten 

the purpose of these improvements, as they get 

weary of the short-term construction inconve-

niences. They should be reminded of the Vision 

the community agreed to, and the steps necessary 

to move that vision into reality.

Hospitality, Tourism & 
Civic Findings 

Data regarding utilization as well as feedback 
from the community suggests that the Great 
Hall may offer opportunities to improve 
capacity and revenue. This asset together with 
the Germantown Performing Arts Center 
(GPAC) suggest additional hospitality and 
entertainment venues should be considered, 
particularly in the center business district 
where these assets currently exist. Though 
these uses differ from retail uses, they comple-
ment one another and can create additional 
trip generation and demand for existing or 
new retail and restaurants.

The primary activities generating room  
nights, tourism activity and related retail sales  
in Germantown are attributed to business travel, 
cultural venues/events and medical care. Each  
of these should be further evaluated, expanded 
where appropriate, and vigorously marketed.

Additional information related to tourism 
can be found at www.memphistravel.com

2.2 Commercial Uses — Hospitality, Tourism & Civic
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Housing Potential

Housing Potential in Germantown
The housing stock, housing policy, and future 

housing opportunities are important factors to 

be considered in any locale’s economic develop-

ment strategy. The critical relationship of housing 

to economic development in Germantown may 

demand even more attention than it would in 

some other setting. Surveys and more anecdotal 

data suggest that most residents of Germantown 

believe that its quality of life and neighborhoods 

are the most important descriptor of the com-

munity, and an important part of the quality of 

life is the housing stock. Hence, housing, and 

more generally the physical environment, are 

important assets which are almost always 

described in glowing terms. At the same time, 

civic leaders want the strong residential assets  

to be matched by retail and other commercial 

business sectors.

The information from the 2010 Census is 

found in 1.2 and in Appendix A of this report, 

however, the following findings are instructive: 

Median household income, $122,587; Median 

home value, $284,400; as well as the age distri-

bution previously described. This data paints 

Germantown as one of the wealthiest commu-

nities, with one of the highest educational 

attainments in Tennessee and the United States. 

This is a formidably positive picture; however,  

it does not always accord with how the City  

will achieve sustainability. It is not very diverse, 

and few blue collar or service workers (17.50%  

of the working population combined) can afford 

to live in the city where they work, given the 

high income levels compared to other commu-

nities in the region. (See the Household Income 

Distribution Chart and The Employed Civilian 

Population 16+ by Industry Chart in Appendix A.)

Housing Policy
Germantown describes itself as a community of 

neighborhoods, which are largely dominated by 

single-family homes. The 2010 census portrays the 

following picture: Germantown has 15,536 housing 

units with an ownership rate of 88.6% (2006-2010). 

Nearly 14,000 units are owner occupied and only 

1,800 units are renter occupied. Also notable with 

regard to diversity of housing type is the percentage 

of housing units in multi-unit structures (condos 

and apartments) suggesting that Germantown has 

11.6% (from 2006 - 2010), compared to 27.6% found 

in Shelby County and 18.1% in Tennessee.

Can Germantown do anything else to achieve 

more diversity in the housing product? Housing 

development is driven by the market, specifically job 

growth. A backlog of housing is now being rented 

because of an inability to sell until some positive 

change in the market occurs. New housing starts 

are at a low ebb in the community and the region. 

The good news is that almost all economic indica-

tors are beginning to trend upward, particularly in 

the last three months. The bad news is that this 

recovery is fragile and can be deflated quickly by 

any economic shock nationally or internationally.

Housing Product
When the recovery has reached the point where 

the current inventory of single family homes 

that are on the market or want to be on the 

market have sold, the pattern of development 

that is likely to occur in Germantown will likely 

reflect the current built environment. The 

number of new single-family homes permitted 

over the past three years has shown slow growth 

of housing:

2.3 Residential Land Uses

Housing Growth
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The reputation Germantown has as a good 

place to live and raise a family is largely based 

on the type of housing that it now has. But some 

other housing options may be more likely to 

occur precisely because of the current economic 

situation, presenting Germantown with a choice 

of trying to diversify its housing stock or staying 

with the predominant pattern that is found today.

The table below highlights the segments  

of the 489 available new/resale single family 

homes (including 73 foreclosures) in the  

Germantown market:

houses, first floor master bedrooms, and access 

to shopping and medical care. Examples include 

the Nottoway and Rowan Oak neighborhoods 

off of Poplar Avenue. 

Two other housing types might also have 

attraction for this demographic: quality rental 

apartments and institutional care. National 

surveys have shown that there is a segment of 

the boomer/older adult demographic that no 

longer wants, nor can afford, to own a housing 

unit but is not ready to move into an assisted 

care or continuing care facility (or can’t afford 

one). High-quality apartments for this segment 

are now on the rise nationally. The second 

product is facilities that provide institutional-

ized care. This includes progressive or continu-

ing care facilities which cater to the various 

stages of later life and ability. This is already 

beginning to emerge in Germantown, with the 

Alzheimer Assisted Living, Dogwood Ridge 

Assisted Living and Solana Senior Living 

facilities which have been constructed and 

opened from 2009 - 2012.

Multifamily Housing
The housing option that appears to be gaining 

popularity is multi-family rental (e.g., an apart-

ment complex). In terms of housing options that 

are attractive to developers and investors, rental 

apartment development is currently the most 

favored property type. With more people unable 

to buy a home, tight credit requirements, and 

with a growing belief that purchasing a home 

does not make economic sense in the current 

environment, demand for rental housing is 

growing. The question, of course, is where 

should rental housing be located? The best 

places for it are where Germantown has already 

invested in infrastructure and where services are 

available, resulting in a more dense population 

that would fuel the retail areas that already exist. 

The existing rental apartment options in Ger-

mantown include outdated and, in some cases, 

2.3 Residential Uses 

New/Resale Single Family Homes

One market segment that has a lot of promise 

for Germantown is the older adult group. Survey 

after survey has shown that a place like German-

town is highly attractive to baby boomers and 

senior citizens. These groups want to be socially 

connected, to have educational and recreational 

opportunities, to live close to cultural attractions, 

medical care and restaurants, and to be close (if not 

in) a city that is safe and attractive (i.e., they want to 

live in a village, close to a big city). What could 

Germantown do to attract this market segment? 

Having more housing options attractive to this 

segment should be considered.

Alternative Housing Product
An alternative type of product already exists in 

Germantown. Housing that is not age restricted, 

but because of its quality, attractiveness and 

congruence of the design with the kinds of 

things older adults want, becomes very  

attractive to boomers and seniors. Key features

include: no yards (or a small yard that someone 

else takes care of), smaller houses, one-story 
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obsolete apartment choices. These could be 

redeveloped into newer neighborhoods that 

provide the features and amenities found in 

newer, modern apartment living.

Who would be attracted to live in an apartment 

complex? In addition to the opportunity  to attract 

the boomer/older adults, one demographic seg-

ment that seems to be shrinking in Germantown is 

young adults. The community has a sizable popu-

lation of college age students, as well as teenagers 

from families who are leaving home for college. 

Most graduates leave Germantown and don’t 

return. So how can we attract the 20 to 30 year old 

group? If Germantown could attract a colony of 

young people because they are ready to move 

from an urban setting, want to put down roots in 

an attractive place, prefer communities that aspire 

to be sustainable, and want to be more engaged in 

community life, this could form the seed for a 

developing, young “creative class” in Germantown. 

In turn, this group could help grow the cultural, 

arts and educational themes that the community 

has or aspires to. And these young people could 

become the entrepreneurs of the future that could 

help achieve the important goal of creating and 

growing new businesses that foster homegrown 

job growth. There are currently a large number of 

home-based businesses in Germantown, account-

ing for nearly 50% of the new business licenses 

according to the office of Community & Economic 

Development.

A second group of people that Germantown 

should consider serving with housing options is 

people engaged in the work force and who often 

provide very important services to the commu-

nity but are unable to find housing that they can 

afford. Work-force housing affordable for teach-

ers, police officers, other emergency services 

people, nurses, city employees, etc. should 

continue to be an attractive addition to German-

town’s housing options. Rental housing would 

be an important component to serve as a gate-

way into the more traditional housing options in 

Germantown.

Housing Findings

For economic development to be fully  
successful, Germantown should encourage  
a broader range of housing options. This 
includes multifamily product options for  
sale and for lease appropriate for single  
professionals, young families and the  
aging population, who cannot afford or  
are not yet ready for assisted living.

One result of this strategy is its contribu-
tion to the success of existing retail and the 
growth of new retail, which can only expand 
with increased resident population that occurs 
with housing. Therefore, the meshing of a 
housing approach that offers diversity of 
opportunities with an enhanced retail market 
and robust job creation will contribute to a 
Germantown’s success.

According to the National Association  
of Home Builders (NAHB), for each new  
single family home that is built, three jobs  
are created. Further, it estimates that these 
generate a total of $90,000 in government 
revenue — $67,000 in federal taxes and 
$23,000 in state and local taxes.

2.2 Residential Uses 



Section III
Guiding 

Principles



Germantown, TN  •  Rose & Associates Southeast, Inc. 35

Guiding Documents & Resources — 
A Community Perspective
The City of Germantown adopted its strategic 

plan, “Germantown Vision 2020,” in October 2005. 

The City, in the process of implementing its 

strategic plan, has developed a wide range of 

indicators that are being used quarterly to report 

progress toward achieving the goals and objec-

tives delineated in the strategic plan. The goals 

and objectives and the methodologies used to 

measure them indicate that Germantown is a 

mature, stable, safe mid-sized city within the 

Memphis and Shelby County region located on 

the Mississippi River in West Tennessee. While 

not every goal and objective has been met, many 

have and others that have not been met show 

progress toward achieving the hoped-for mea-

sure. Of course, the severe economic downturn 

that this nation suffered in 2008 has impacted in a 

negative way progress toward achieving some of 

the goals and objectives. The condition that has 

given rise to the current study regarding econom-

ic development is what might be described as a 

residential/commercial tax base that is out of 

balance; that is, too much dependence on the 

residential side and too little contribution to that 

base from the commercial side. This impacts the 

“triple bottom line” that the city is subscribing to 

in order to achieve long-term sustainability.

Other plans and studies that incorporated 

the input, commentary and opinions of residents, 

stakeholders and the business community, as it 

relates to economic prosperity, include the 

following:

•  Smart Growth Plan — 2007

•  Strategic Plan Update — 2012

•  Focus Area Cabinet Reports — 2011/2012

•  Greater Memphis Regional Strategic Plan

•  Memphis/Shelby Alliance & Fast Forward

A starting point for most economic develop-

ment plans includes the current conditions and 

the community values that are deeply embedded 

in the citizens’ and leaders’ view of their place.

The vision that serves to guide Germantown, 

which came from the Vision 2020 Plan, is the 

embodiment of what some of those values are:

Germantown is a safe family friendly city,  
which is a community of residential neigh- 
borhoods, has natural and designed beauty,  
and provides exceptional leisure, cultural and 
recreational opportunities. Our residents enjoy 
excellent schools, diverse shopping and dining 
choices, access to premier healthcare and ease  
of mobility to the Memphis region and the world. 
Businesses have opportunities to succeed.  
The community takes pride in Germantown.

Based on this vision, there were the eleven 

Guiding Principles, or community values  

embodied in the Vision Plan:

1. Public safety

2.  Family-friendly

3.  Strong neighborhoods

4.  Environment (natural and designed beauty)

5.  High amenities (leisure, cultural and  

recreational opportunities)

6.  Excellent schools

7.  Shopping and dining choices

8.  Excellent health care services

9.  Good mobility

10.  Business opportunities

11.  Pride in Germantown

Online surveys and other information  

gathered from its citizenry suggest that the  

City of Germantown is doing well on most  

of these values. The Vision Plan for the City  

of Germantown included only two guiding 

principles that have direct applicability to  

economic development:

7. (Germantown has) Diverse Shopping and 
Dining Choices

10. (In Germantown) Businesses Have 
Opportunities to Succeed

3.1 Guiding Principles
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Based on comments from the online survey, 

the first of these seems to be more aspirational 

than current reality, indicating the desire of the 

respondents to have more diverse shopping 

and “independent” dining choices. The second 

is somewhat generic; however, any successful 

economic development plan has to recognize 

the need to preserve what is important in the 

community, take advantage of past investments, 

build on current or recent past development 

momentum, stake out a stronger position in the 

regional economy, and determine how the City 

can become more business friendly.

During its annual strategic planning process 

in 2011, the Board of Mayor and Alderman began 

to revisit and clarify the vision statement, elimi-

nating “diverse shopping and dining” and 

adding “environmental responsibility” to both its 

vision statement and guiding principles. In 2012 

this was again revisited, resulting in a proposed 

revision (pending adoption) to the Germantown 

Vision 2020 Statement:

Germantown, Tennessee – a safe, family  
friendly city which is a community of residential 
neighborhoods, has natural and designed beauty 
and provides exceptional leisure, cultural and 
recreational programs and venues. The City is 
environmentally responsible and maintains a 
vibrant and robust local economy. Residents 
enjoy excellent educational opportunities and 
lifelong learning. The city is a regional medical 
center with access to premier health care and  
ease of mobility throughout the city. The  
community takes pride in Germantown.

This will replace Guiding Principles 7. and 10. 

noted previously and include the following:

• (Germantown has) Excellent Educational 
Opportunities and Lifelong Learning

• (Germantown has) A Vibrant and Robust 
Local Economy

What should provide the starting point for an 

Economic Development Plan? We like to start 

with some overarching guiding principles that 

become the common referral points as the 

conversation about economic development 

gains traction and momentum. We also like for 

the guiding principles to be firmly embedded in 

the history of the community, to represent the 

current conditions and to be oriented to the 

future that the community desires. Germantown 

has firmly established itself as a great place to 

live and has built a brand around this upwardly 

mobile quality of life.

Based upon this vision, the assets and 

opportunities that would best benefit German-

town should expand to something beyond 

quality of life and place-making to creating a 

sustainable quality community. Therefore, the 

goal for the triple bottom line is for Germantown 

to become as attractive a place to bring/start/

grow a business as it is to live here.

3.1 Guiding Principles
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Community Opinion and Intention
In keeping with Germantown’s intention to have open and transparent government, an online survey 

was posted on “Open City Hall.” In addition, a project kickoff meeting was convened consisting of a 

group of staff, elected officials, economic development committee members and other stakeholders to 

form an advisory committee. These feedback loops produced a community opinion which includes 

strengths, weaknesses, opportunities and threats (SWOT) as well as thoughts about prioritizing invest-

ments in economic development. A summary of these comments and ranking is in the table below:

3.1 Guiding Principles

Community Opinion — Prioritizing Areas for Economic Prosperity

Support Factors
Germantown is in an enviable position regarding existing conditions that are strongly supportive  

of an economic development plan. The quality of life, or more broadly the quality of the community, 

is a significant plus. Germantown has a very interesting history that is well worth preserving and 

capitalizing upon. The City prides itself on the many options that its citizens have for leisure time 

activities. Culture and arts, recreational options, pedestrian friendly, greenways, bike trails, and parks 

are all important to the high-quality community that Germantown is. In addition, the intellectual 

capital is a community asset that can be matched or bettered by very few places in the United States. 

The educational level of citizens is the basis for a very high median household income and a corollary 

high median value of homes (see Section I of report). These educational and economic indicators 

place Germantown in the top ranks for places within the United States.

The public schools located in Germantown are held in high esteem, although there is significant 

systemwide turmoil around the issue of disaggregating the schools within the Shelby County system 

into a series of municipal school districts. As long as a substantial issue like this remains unsettled, 

even the best schools are likely to be negatively impacted.

The government of Germantown has invested significant effort into forward-looking planning.  

The City has an active strategic plan and, more importantly, has an annual goal and objective-setting 

approach with quarterly measurements of progress or lack thereof toward achieving those goals and 

objectives. The City has also adopted a new code based on the idea of “smart growth” that has the potential 

of substantially updating the built environment in the center core of the City where the codes apply.
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Guiding Principle 1 
Create an enabling environment by clearly 
conveying a process by which business can 
start, locate or grow here. Germantown is  
business friendly and will improve processes  
to provide more certainty and predictability  
for business.

Guiding Principle 2 
Leverage assets to attract new investment 
where the community has already provided 
investment and infrastructure. This includes  
the central business district (Smart Growth)  
and other key commercial areas.

Guiding Principle 3  
Build value from within by supporting  
those businesses or assets who are already 
contributors to our community. Germantown 
has valuable resources in healthcare, cultural 
and recreational assets.

Guiding Principle 4 
Reposition Germantown within the  
regional economy by promoting our assets 
and leveraging our intellectual capital to allow 
expansion of medical/business interests to 
attract investment and enhance the viability 
and health of our community.

Guiding Principle 5 
Monitor success with continued and expanded 
measures of performance specifically focused 
on business and economic development, 
moving Germantown toward economic  
sustainability and continued prosperity.

Guiding Principles for 
Economic Development
Recommendations from prior efforts, such as 

the Vision 2020 and Smart Growth Plans, have 

been or are in the process of being implemented. 

These documents, together with commentary 

from interviews with key elected officials, 

business leaders and community stakeholders, 

provide the background in support of guiding 

principles specific to economic development. 

These principles form the basis for the Economic 

Development Strategic Plan, and will assist in 

defining key economic development goals and 

strategies for the City of Germantown that are 

congruent with the community’s mission, 

vision and core values (VMV).

The Guiding Principles (right) are intended 

to provide the foundation of the Economic 

Development Strategic Plan and move 

Germantown forward toward achieving 

economic sustainability.

The next section includes a summary of  

operationalizing these guiding principles  

and a plan matrix for implementation.

3.1 Guiding Principles
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Recommendations

As noted in Section I, the Germantown Vision 

2020 Plan adopted in 2005 and subsequently 

amended is the fundamental document informing 

the economic development strategy. Now that 

we have a better understanding of Germantown’s 

current reality and marketplace, the guiding 

principles set the framework for the strategy and 

goals for economic development to support its 

vision, mission and core values (VMV). This 

section is intended to assist in creating a “how 

to” guide, utilizing a combination of recommen-

dations, strategies and tasks. This section begins 

with further narrative for operationalizing the 

guiding principles, followed by a Strategic Plan 

matrix, to include policy, operating, timeframe 

and budget considerations, as well as tools and 

resources as a roadmap for implementing the 

recommendations.

Guiding Principle 1 

Create an enabling environment by clearly 
conveying a process by which business can 
start, locate or grow here. Germantown is 
business friendly and will improve processes 
to provide more certainty and predictability 
for business.

Processes and/or regulating ordinances should 

be reviewed for opportunities to provide more 

certainty and predictability for the people 

seeking to do business with the City. They 

should also enable city staff to become advocates 

for economic prosperity while honoring the 

integrity of high quality and esthetically appro-

priate development so important to Germantown. 

The discussion in this area recommends chang-

ing two things. First is changing the perception, 

and the second is about the process of develop-

ment proposals, and in some regard, perhaps  

the codes or regulating documents themselves.  

Any change that is recommended can be  

implemented while maintaining Germantown’s 

vision and values that are embodied in its Vision 

2020 plan, mission and core values (VMV)

Guiding Principle 1.1 
Changing perception — changing reality. The 

first thing to change is the narrative about how 

the city feels toward the business community in 

general and about its response to specific 

proposals for locating businesses and for im-

proving the infrastructure for business formation 

(i.e., the proposals to locate new buildings or 

redevelopment of existing buildings to house 

these businesses). Simply put, the story needs to 

be that the City welcomes new business and 

commercial enterprises, and stands ready to do 

whatever can be done to speed the process of 

approval or assist in whatever they need to be 

successful in the community. This is a public 

relations effort that has to be backed up by 

responsive actions by the local government,  

its employees and elected officials. This will not 

be difficult, as it is already a living philosophy 

practiced in Germantown with its focus on 

being customer-driven, embodied in one 

defining goal: Excellence. Every Day.

Guiding Principle 1.2 
Germantown has a reputation, deserved or not, 

of being difficult to work with on development 

proposals in general, and specifically regarding 

signage for retail business. Much of that reputa-

tion is based on what developers and property 

owners perceive is a lack of certainty or predict-

ability. As a result, Germantown is sometimes 

perceived as not a welcoming place to start or 

locate a business, or create new commercial 

development opportunities for new business. 

The International Economic Development 

Council (www.iedconline.org) provides a num-

ber of resources, white papers and articles to 

assist communities on a wide variety of topics. 

4.1 The Strategic Plan
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In its 2010 white paper Unlocking Entrepreneur-

ship, five specific actions for local government 

are highlighted that promote entrepreneurship, 

two of which directly speak to this first guiding 

principle: “Streamlined, simple permitting 

process…” and “Reasonable, transparent regula-

tions that ease general business activities…”  

(see Appendix).

The second element is to review the process 

and/or regulations of reviewing development 

and/or signage proposals. Changing the process 

is the most obvious and perhaps easiest way of 

making the review system more friendly to the 

land owner, the petitioner, the developer, or 

whoever is bringing the proposal up to change 

some aspect of the existing environment.

Guiding Principle 1.3 
To achieve this, first some structural change may 

be needed. A business development advocacy 

function should be created, with a director to 

focus solely on business advocacy and economic 

development. This can be either within the 

structure of the Economic & Community Devel-

opment Department which currently oversees 

planning, engineering and capital improvement 

programs, or by creating a separate Department. 

Either way, because economic development 

ultimately involves land use and planning, these 

should operate collaboratively. They may be 

located in the same building to share resources 

and support by planning and engineering; 

however, this director should report directly to 

administration. This structure would be the 

liaison and provide services to both the Econom-

ic Development Commission (EDC) and the 

Industrial Development Board (IDB), who act as 

advisory groups, much like the Planning  

Commission provides review and recommenda-

tions to the Germantown Board of Mayor and 

Alderman (BMA). At the Board and Commission 

level, these are the two groups that are most 

appropriate to implement this Strategic Plan.  

The EDC has focused on economic sustainability 

initiatives primarily around implementation of 

the Smart Growth plan for the central business 

district, as well as retail attraction efforts through-

out the city and some limited effort regarding its 

medical/healthcare cluster. The EDC has made 

great strides in setting the foundation for imple-

mentation of an Economic Development Strate-

gic Plan, despite its current limitations regarding 

staff time and expertise in economic development. 

The IDB through its state charter is a 501C3 

whose focus is on the review and approval of the 

PILOTS (Payment in lieu of taxes) program. The 

purpose, mission and roles of this board should 

be reviewed and coordinated with the EDC to 

ensure a collaborative effort.

We end where we started. Creating an 

enabling environment for business interests in 

Germantown requires changing the story and 

taking action, where possible, in making the 

process of reviewing proposals for new business 

and commercial land use more predictable and 

certain. And finally, it requires creating a structure 

within which business can have an advocate 

within the city to expand commercial property 

development and attract new investment.

Guiding Principle 2

Leverage assets to attract new investment 
where the community has already provided 
investment and infrastructure. This includes  
the central business district (Smart Growth)  
and other key commercial areas.

Germantown recognized the need for a center 

or place with its Smart Growth Plan in the 

central business district at Poplar Avenue and 

Germantown Road. In an IEDC Economic 

Development Journal article on the “Place-based 

Economy,” Kaizer Rangwala, AICP, CEcD, CNU-A 

writes, “The new economy will favor redevelop-

ment over development. We must plan to build 

physical and organizational environments that 
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promote economic systems to last over a period 

of time by shifting measures of prosperity from 

quantity to quality indicators.” This would 

suggest growing smarter with a restorative local 

economy to allow Germantown to retain and 

attract talent and investment.

Through its planning initiative, German-

town conducted a small area plan in the central 

business district, also referred to the “heart of 

Germantown.” This planning charrette assisted 

in prioritizing and facilitating infill development 

in this area, resulting in the Smart Growth Plan, 

which included a special regulating document 

to enable mixed-use development, as well as 

incentives through the IDB to provide additional 

infrastructure through public-private partner-

ship. Its purpose and mission should continue 

to be communicated both internally (e.g., staff 

and elected officials) and externally (e.g., citizens, 

businesses and stakeholders) as it continues 

implementation, beginning with the transporta-

tion improvements currently under way.

Guiding Principle 2.1 
The Smart Growth framework utilized in the 

central business district may also be considered 

in other select areas. In addition to the central 

business district (Smart Growth), four additional 

areas of focus or nodes for development or 

redevelopment should be considered, based 

upon existing infrastructure investment and 

other variables. Engage in creating detailed 

small area plans for each node with areas of 

focus such as retail, housing or employment 

based upon market recommendations. This 

would expand shopping, dining and housing 

choices, support the expansion of existing 

business and attract new business development.

Guiding Principle 2.2 
To assist in facilitating infill development where 

existing infrastructure investment exists, these 

nodes would create four additional areas for 

business attraction, which could be prioritized with 

incentives, similar to that created in the Smart 

Growth plan. Each node could provide an opportu-

nity for a unique regulating document, such as an 

overlay district, to encourage new development.

The map below highlights those areas identified 

during the market and economic analysis:

Wolfe River

CBD /Smart Growth

Forest Hills

385/Winchester

Poplar Ave

Guiding Principle 2.3 
The next step includes a revision of German-

town’s property offering program. The first thing 

to create would be a visual inventory (GIS map) 

of available land parcels identified for develop-

ment or redevelopment for each node, begin-

ning with the central business district (as out-

lined in the Smart Growth Plan) where 

transportation, streetscape improvements, 

utilities and other infrastructure investments 

have already taken place. After confirming that 

the parcels are for sale or proposed redevelop-

ment, the relevant information for each parcel 

could be provided on the City website and made 

available to the Germantown Chamber of 

Commerce, EDGE and other regional and state 

economic development organizations.
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Guiding Principle 3

Build value from within by supporting  
those businesses or assets who are already 
contributors to our community. Germantown 
has valuable resources in healthcare, cultural 
and recreational assets.

Germantown has the opportunity to more 

equitably grow its tax base through commercial 

development/redevelopment, the expansion of 

tourism through its cultural/recreational assets 

and attraction of visitors and new business 

ventures through its premier healthcare assets.

Guiding Principle 3.1 
First, the practice of informal visits with business 

owners should be formalized with an annual visit 

to all businesses with 20 or more employees. 

This could be coordinated with EDGE or other 

economic development organizations in the 

state/region who currently have a formal business 

retention and expansion (BRE) program. Visits 

would include a survey to determine each 

company’s intention to remain in Germantown, 

any issues or concerns, as well as any contraction 

or expansion plans.

We reviewed InfoUSA data of approximately 

1,600 companies located in Germantown based 

upon size and NAICS classifications to deter-

mine the primary sector clusters of business 

and industry already located here. Based upon 

the NAICS Sectors the largest is Health Care & 

Social Assistance (NAICS #62), including  

hospitals, nursing and health facilities. Second 

is Professional, Scientific & Technical Services 

(NAICS #54), followed by Finance & Insurance 

(NAICS #52). These are the largest employers in 

the local economy.

Guiding Principle 3.2 
The size of these establishments as shown in the 

table below suggests that 50% of Germantown’s 

business establishments are self-employed or 

1-4 employees, and 39% have fewer than 20 

employees. Germantown can tap into this 

high-value intellectual capital resource.

4.1 The Strategic Plan  — Operationalizing the Guiding Principles

Second, engage these entrepreneurs and 

Germantown’s citizens by sharing their industry 

expertise, skill sets and willingness to share their 

talents with students, start-up businesses and 

solo home-based businesses. Connect home-

based businesses through a Germantown Live-

Work initiative providing networking and busi-

ness planning services. Resources include 

SCORE, an initiative of the Small Business Ad-

ministration (www.score.org) and the Kaufman 

Foundation (www.kaufman.org). Focusing on the 

primary business clusters identified with periodic 

industry roundtables will build synergy and 

encourage small business networking in these 

sectors within the local community.

Guiding Principle 3.3 
Third, the primary area where Germantown has 

valuable assets that are underutilized includes 

promoting tourism. Many of these are associ-

ated with the quality of life that attracts resi-

dents, however, a number of these assets can 

also be promoted to attract visitors, some of 

whom later return to become residents and 

business owners. Tourism draws visitors to the 

community for short periods of time to attend 

Germantown Business — Size by Employment
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cultural, sporting and other events or to visit 

attractions such as parks, historical or cultural 

facilities, and recreational places such as bike 

trails, walking trails or waterfronts. The indirect 

impact of these visits includes shopping and 

dining, which bring sales tax revenue to the 

community, thus expanding its economic base. 

Collaboration between GPAC, The Great Hall, 

local hotels and regional tourism organizations 

could expand tourism opportunities in German-

town such as:

•  Art & History Tours — GPAC, Germantown 

Library, arts and genealogical organizations. 

(locations— Library, GPAC)

•  Biking & Bird watching — Germantown Parks 

& Recreation and local biking/bird watching 

clubs (locations— Wolfe River Greenway & 

Farm/Parks)

•  Symposiums, Forums, Think Tanks, Innova-

tion/Education meetings — GPAC, Methodist 

Le Bonheur, Campbell Clinic, educational and 

non-profit organizations (locations— GPAC, 

Hospital & Hotels)

The Great Hall is operated by the City’s Community 

Services department. Its current occupancy is 25 

-33% of total billable hours, with limited revenues 

compared to operational cost. The facility is 

largely marketed for social functions and wed-

dings, as well as business meetings and trade 

show events. The perception from interviews as 

well as performance measures suggest that this 

facility is an underutilized asset. Therefore, a 

facility feasibility study is recommended to 

provide a specific strategic plan for the long- 

term marketing and operation of this facility, 

including consideration for managed competi-

tion or out-sourcing or re-adaptive use.

Guiding Principle 3.4 
Further, an initiative to connect tourism assets 

described above with the local nonprofits to 

support valued programs and services to the 

community. This might include highlighting the 

already established practice of linking events to 

charity to strengthen community support. Fees 

or donations for tours might support those 

organizations who provide volunteers as tour 

guides, creating income opportunities for local 

teens or retired senior residents.

Guiding Principle 3.5 
Retail shopping and dining are what German-

town citizens identify with most with regard to 

business and quality of life, which has become 

its hallmark and its brand. Retail occupancy and 

sales tax revenue have demonstrated the 

strength of the market potential in Germantown. 

However, as noted in Section II, retail is strained 

by lackluster sales, a changing economy and 

rising costs. The best way to increase retail sales 

activity is to increase consumer traffic. Whether 

by foot, bike, stroller or car, bringing more 

people to the three primary retail shopping areas 

located in the central business district (CBD), 

Poplar Avenue and Forest Hills will improve 

retail sales, decrease storefront turnover, and 

stabilize retail occupancy. The vibrancy of retail 

will lead to its expansion. However, while there 

is available retail space, much of the retail 

product (space) available is obsolete in size or 

character, or is located in centers that are in 

need of renovation/revitalization. Consider a 

review of these centers for revitalization or 

redevelopment initiatives, such as façade  

improvements, outdoor seating areas or  

circulation changes. City improvement  

programs to assist in funding these could be 

considered. This could also include temporary 

programming for vacant storefronts such as art 

displays and pop-up (temporary) retail.

Guiding Principle 3.6 
Consider promoting extended evenings (to 8 

or 9 pm) such as “Alive after Five” monthly or 

on Thursday or Friday evenings for retailers 
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who generally close by 5 or 6 pm. Encourage 

expansion outdoor dining/gathering areas in 

retail centers (e.g., Carrefour) and program 

events to include art, music, food and drink (e.g. 

wine and/or craft beer tastings). Local events 

boost traffic, but, only if the stores are open 

during these events. This could include events 

for children such as arts, crafts, science, health 

and discovery. Also consider a “Buy Local” 

program to boost local sales. The key to success 

for retail in Germantown is to collaborate and 

coordinate store hours with events which bring 

traffic to the community, such as sporting and 

cultural events, the horse shows and other traffic  

generators.

Guiding Principle 4

Reposition Germantown within the regional 
economy by promoting our assets and lever-
aging our intellectual capital to allow expan-
sion of medical/business interests to attract 
investment and enhance the viability and 
health of our community.

Germantown’s greatest asset is its intellectual 

capital. Over 63% of residents age 25 and older 

have a bachelor’s degree or higher, making 

Germantown a jewel in the Memphis region. 

The link between Germantown and Memphis 

can create innovation expansion combining the 

region’s education and institutions with Ger-

mantown’s quality of life.

Guiding Principle 4.1 
In addition to the change of process and poten-

tially of the ordinance highlighted in the first 

principle, the most important change must be 

communication of attitude. The messages 

conveyed must reflect the City’s vision and 

mission that it seeks to attract, assist, build and 

support business, while still honoring its inten-

tions for a healthy and sustainable community. 

This is demonstrated in its customer service-

oriented approach to all business and develop-

ment inquiries and applications. Once the 

internal organization is clear, providing a  

consistent message to customers (which include 

citizens and business owners), then the external 

messaging can expand the Germantown brand 

identity to business prospects, developers, site 

selection and economic development profes-

sionals. A community guide, manifesto and/or 

e-brochure could highlight the vision of the 

community, its assets and the advantages of 

locating a business here. This could be distrib-

uted with a flash drive (e.g., sample provided 

from Longmont, CO).

Guiding Principle 4.2 
Another medium which is rapidly gaining 

momentum in economic development is the 

use of social media. Facebook pages, LinkedIn 

groups and Twitter will digitally expand marketing 

efforts far beyond the reach of most traditional 

advertising budgets. In a website search for 

Germantown, two websites are offered (other 

than Yahoo, City Search, Trip Advisor, etc.). One 

is hosted by the City government (www.ger-

mantown-tn.gov) and the other by the Chamber 

(www.germantownchamber.com). The City  

site has a tab for “visiting” with various links. 

Consideration may be given to make this more 

front and center when landing on the home 

page, as well as more visually appealing, showing 

local assets, events and attractions — things to 

do and things to buy.

Guiding Principle 4.3 
Many towns and cities have a tendency to focus 

on local and/or independent retail and service 

businesses. While this is a valuable small busi-

ness development strategy, Germantown is 

uniquely positioned to also attract new business 

that provides innovations, products and services 

to customers beyond the local market. This is 

due in large part to its intellectual capital, location 
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and reputation for an exceptional quality  

of life. This also provides opportunities to drive 

demand for tourism in the form of business, 

medical or conference travel. Therefore, in 

partnership with the Memphis Convention & 

Visitors Bureau (www.memphistravel.com) or 

the Tennessee Bureau (www.tnvacation.com) 

consider focusing efforts on the following areas:

1. Education — this includes the education 

business as well as business conferences,  

meetings and tours;

2. Health Care & Social Assistance — this  

includes medical clinics, skilled nursing care 

and related medical industries;

3. Finance, Insurance & Real Estate — this  

expands beyond the local market to those 

companies who are developing, improving  

or collaborating on products or services  

beyond the local market.

Guiding Principle 4.4 
A regular ongoing roundtable dialogue  

between staff, elected officials and key business 

stakeholders, such as large employers, chamber, 

tourism and economic development executives, 

will provide information sharing and collabora-

tive partnerships that one community alone 

cannot replicate.

Guiding Principle 4.5 
Lastly, the concept of lifelong learning begins 

with five stages, as outlined in the Supporting 

the Education Pipeline, a toolkit created by 

Readyby21, Corporate Voices and United Way 

(provided in Appendix B):

5 Stages of Education
Supporting the Education Pipeline
0-5  Start School Ready to Succeed

6-10  Read Proficiently by Grade 4

11-14  Middle School Success and Transitions

15-18  Graduate High School on Time

19-21  Ready for College, Work and Life 

This continues with adult learning stages through 

career life, into retirement and throughout life. 

Therefore, the community has an opportunity to 

engage citizens and business in each of these 

stages through the following initiatives:

Collaboration with schools and educational 

institutions would provide mentorship for future 

workforce development. This will assist in expand-

ing employment diversity options in German-

town, as well as support small businesses who 

may need lower-wage skilled workers. This can 

also be later integrated with job placement efforts.

In addition, existing large employers may have 

strategic goals toward community engagement, 

which in addition to supporting charity functions, 

could provide educational opportunities for our 

youth in the form of apprenticeships and intern-

ships, as well as providing intellectual stimulation 

for elderly residents. Retired or elderly residents in 

Germantown are often accomplished profession-

als, whose vast knowledge and experience are 

welcome additions to local organizations, boards 

or a citizen task force. In the book Grassroots 

Leaders for a New Economy by Douglas Henton 

and John Melville, the authors succinctly illustrate 

the four stages of building the “collaborative 

economy” : 1) Initiate; 2) Incubate; 3) Implement; 

and 4) Improve & Renew (e.g., retention). 

This is done by local civic entrepreneurs acting 

in each stage of life as motivators and networkers, 

teachers and conveners, integrators and drivers, 

and finally mentors. Germantown may consider 

initiatives for research, development and incuba-

tion. One previous initiative worth reviewing, 

restructuring and perhaps reconsidering includes 

a medical incubator in partnership with a regional 

nonprofit organization.

A new study by the Brookings Institute: Across 
the 100 largest metropolitan areas, housing  
costs an average of 2.4 times as much, or 
nearly $11,000 more per year, near a high-
scoring public school than near a low-scoring 

4.1 The Strategic Plan  — Operationalizing the Guiding Principles



Germantown, TN  •  Rose & Associates Southeast, Inc. 47

public school. This housing cost gap reflects that home values are $205,000 higher on average 
 in the neighborhoods of high-scoring versus low-scoring schools. Near high-scoring schools, 
typical homes have 1.5 additional rooms and the share of housing units that are rented is roughly 
30 percentage points lower than in neighborhoods near low-scoring schools. 

http://www.brookings.edu/research/papers/2012/04/19-school-inequality-rothwell

Guiding Principle 5

Monitor success with continued and expanded measures of performance specifically focused on 
business and economic development, moving Germantown toward economic sustainability and 
prosperity.

Before determining where you want to go, you must establish where you are.

Guiding Principle 5.1 
Therefore, an expanded baseline benchmark of local performance measures will assist in setting  

both short- and long-term targets for improvement. Metrics related to business and economic 

development include:
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Guiding Principle 5.2 
Once benchmarks and targeted short- and long-term goals are established, they can then  

be tracked. This can be done internally using spreadsheet models or by using performance  

measurement software. With performance measurement comes accountability. This is best  

done with external transparency, which is the benefit of using measurement shown as a public  

barometer for success.  

4.1 The Strategic Plan  — Operationalizing the Guiding Principles

Germantown, Tennessee – 

a safe, family friendly city which is a community of 

residential neighborhoods, has natural and designed beauty 

and provides exceptional leisure, cultural and recreational 

programs and venues. The City is environmentally responsible 

and maintains a vibrant and robust local economy. 

Residents enjoy excellent educational opportunities and 

lifelong learning. The city is a regional medical center with 

access to premier health care and ease of mobility throughout 

the city. The community takes pride in Germantown.

—Vision 2020 (as amended 2012)
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4.2 Strategic Plan Matrix

The following matrix is intended to serve as a 

strategy board for action-oriented implementation. 

It is prescriptive based upon recommendations, 

yet broad enough to provide for flexibility. This 

allows for additional tasks to be added or inte-

grated as the process of implementation un-

folds. Since the structure for implementation 

will have to be built, each guiding principle is 

divided into the following sections:

Goal/Project
These are key recommendations that align 

with each guiding principle narrative. They are 

broad areas around which current and future 

strategies/tasks can be built. (G.P. #)

Strategy/Task
This refers to strategies and tasks to achieve 

each goal/project. This allows for additional 

future tasks as principles evolve. These also 

provide areas of measurement.

Policy, Operating or Capital
This refers to the impacts of the project on City 

operations, including suggested policy changes, 

operating/staff changes, and if capital is required, 

either as single project or to include ongoing 

budgetary considerations.

City Department & P3 Partner(s)
This is the “who” of the plan. While much of the 

implementation will be managed by the City 

Manager and Department Staff, staff cannot 

effectively complete these strategies alone. The 

success of any strategic economic development 

plan requires a public-private partnership (P3) with 

related organizations, stakeholders and investors.

In addition to the public partners of the Ger-

mantown Board of Mayor and Alderman (BMA), 

Economic Development Corporation (EDC), and 

the Industrial Development Board (IDB), private 

partners include: The Germantown Chamber, 

The Memphis Visitors & Convention Bureau 

(MVCB), EDGE, the Tennessee Department of 

Economic Development, the Department of 

Travel and Tourism and other local, regional and 

state organizations. It is recommended that 

there be some clarity as to the purpose, role and 

mission of the EDC in relationship to the imple-

mentation of this plan. Once that is more firmly 

established, then the assignments may evolve.

Tools & Resources
This includes toolkits and resources in Appendix 

B to assist in accomplishing the goals, strategies 

and tasks, and may include website links and/or 

additional information provided.

Metric
This is the baseline of measurement to establish 

a benchmark and the metrics of success. These 

are noted in the matrix as well as those noted in 

the table on page 47.

Timeframe & Funding Level
This refers to Capital requirements as it relates to 

fiscal year (FY) and estimated level of funding 

shown in an order of magnitude of:

$ = $1-50,000; 

$$= $50,000 - 250,000; 

$$$= $250,000 - 1 million.
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4.1 The Strategic Plan — Matrix
G

uiding 
Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

    

Create an enabling environment 
G.P. 1.1 
Changing 
Perception  

1. Create a narrative for 
internal use regarding 
custom

er-service related to 
business. 
2. Creative PR narrative for 
external/public use regarding 
business friendly environm

ent 
tied to Vision 

Policy + 
O

perating 
City Adm

inistration + 
BM

A (M
ayor &

 
Alderm

an) 

Vision 2020 Plan – 2012 
am

endm
ents  

Custom
er Satisfaction 

Survey (CSS) for 
businesses – create 
and track experience, 
responsiveness of 
staff. 

FY 12/13 
O

ngoing 
$ (staff tim

e) 

G.P. 1.2  
Developm

ent 
Review

 Process 

3.Evaluate Developm
ent 

Review
 process for areas of 

subjectivity in Planning 
ordinance – define 
expectations (incl. DRB); 
Planning O

rdinance revisions  

Policy + 
O

perating 
City Adm

inistration + 
Econom

ic &
 Com

m
unity 

Developm
ent +  

P3 – EDC; Stakeholders 

“U
nlocking 

Entrepreneurship” – 
IEDC   

Predictability 
m

easured by 
increased # 
applications &

 
positive CSS data.  

FY 12/13 
$ (staff tim

e) 

G.P. 1.2  
Signage Process 

4. Evaluate Signage O
rdinance 

and process for areas of 
subjectivity – define  
expectations; Signage 
O

rdinance revisions 

Policy + 
O

perating 
City Adm

inistration + 
Econom

ic &
 Com

m
unity 

Developm
ent +  

P3 – EDC 
P3 - Stakeholders 

“U
nlocking 

Entrepreneurship” – 
IEDC   

Predictability 
m

easured by 
shortened tim

etable 
for applications &

 
positive CSS data. 

FY 12/13 
$ (staff tim

e) 

G.P. 1.3 
Structural 
Change 
Econom

ic &
 

Com
m

unity 
Developm

ent 

5. Review
 staff roles and add 

function for Business 
Advocacy/Econom

ic 
Developm

ent 

Policy + 
O

perating + 
Capital 

BM
A +  

City Adm
inistration + 

Econom
ic &

 Com
m

unity 
Developm

ent +  
P3 – EDC 
P3 - IDB 

Vision 2020 Plan – 2012 
am

endm
ents 

Predictability 
m

easured by 
increased # 
applications, 
shortened tim

etable 
&

 positive CSS data. 

FY 13/14 
$$ 

G.P. 1.4 - 
EDC/IDB 
discussion 

6. Review
 &

 coordinate 
purpose, m

ission and roles of 
respective Boards for 
collaboration 

Policy + 
O

perating 
BM

A +  
City Adm

inistration + 
Econom

ic &
 Com

m
unity 

Developm
ent +  

P3 – EDC 
P3 - IDB 

Vision 2020 Plan – 2012 
am

endm
ents 

Increased # qualified 
applications,  

Included 
above.  



Germantown, TN  •  Rose & Associates Southeast, Inc. 51

4.1 The Strategic Plan — Matrix
G

uiding 
Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

 

Leverage assets in areas of 
investment 

 G.P. 2.1 Establish 
Econom

ic 
Developm

ent 
N

odes/Districts 

7. Identify com
m

ercial parcels 
w

ithin 5 recom
m

ended 
nodes;  
8. Inventory for potential infill 
developm

ent and/or 
redevelopm

ent;  
9. Create sm

all area plans 
(SAP) for each.  
 

Policy +  
O

perating +  
Capital 

BM
A +  

City Adm
inistration + 

Econom
ic &

 Com
m

unity 
Developm

ent +  
P3- Land Planning Firm

 
(partially funded by 
stakeholders) 

City GIS 
Sm

art Grow
th Plan 

Increased # qualified 
developm

ent 
proposals, parcel 
sales, building 
occupancy in each 
node.  

FY 12/13 
$$ 

G.P. 2.2 Create a 
zoning district 
for each N

ode 

10. Review
 SAP for each node 

and create regulating 
docum

ent appropriate for 
land uses.  

Policy +  
O

perating +  
Capital 

BM
A +  

City Adm
inistration + 

Econom
ic &

 Com
m

unity 
Developm

ent  
 

City GIS 
Sm

art Grow
th Plan  

Increased # qualified 
developm

ent 
proposals, parcel 
sales, building 
occupancy in each 
node. 

FY 13/14 
$$ 

G.P. 2.3 Create 
E.D. Property 
O

ffering 
Program

 

11. Assem
ble list of 

land/building offerings in each 
node and provide m

aps – 
using sm

all area plans to 
illustrate. 
  

O
perating  

Econom
ic &

 Com
m

unity 
Developm

ent 
City GIS 
Sm

all Area Plans 
Increased 
developm

ent; tax 
revenue grow

th 

FY 13/14 
O

ngoing 
$ (staff tim

e) 
 

G.P. 2.3 Prom
ote 

N
odes &

 
Property 
offerings 

12. Prom
ote w

ith listing and 
m

aps on the City w
ebsite;  

13. Create offering package 
for EDC and other 
organizations 

O
perating +  

Capital 
 

City Adm
inistration +  

Econom
ic &

 Com
m

unity 
Developm

ent +  
P3 – Stakeholders 
P3 – EDC/EDGE 
P3 - Cham

ber 
  

City GIS 
Sm

all Area Plans 
Increased 
developm

ent; tax 
revenue grow

th 

FY 13/14 
O

ngoing 
$  
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4.1 The Strategic Plan — Matrix
G

uiding 
Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

  

Build Value from within 

G.P. 3.1 Business 
Retention/ 
Expansion (BRE) 
visits 

14. Form
alize visits/surveys 

w
ith businesses of 20 or 

m
ore em

ployees; coordinate 
w

ith EDO
’s (EDGE)  

 

O
perating 

Econom
ic &

 
Com

m
unity 

Developm
ent+  

P3- EDC/EDGE 

TN
 Departm

ent of 
Com

m
erce; Sam

ple 
Surveys  

Business 
retention/expansions 

FY 13/14 
O

ngoing 
$ (staff tim

e) 

G.P. 3.2 Live-
W

ork Initiative 
15. Create industry 
roundtables (e.g. m

edical) 
and special focus groups (e.g. 
hom

e-based) for netw
orking 

&
 education; 

16. Connect citizens w
ith 

students and start-ups for 
m

entoring.  

O
perating +  

Capital 
Econom

ic &
 

Com
m

unity 
Developm

ent +  
P3- Cham

ber 
P3 - EDC 

SCO
RE (w

w
w

.score.org)  
Kaufm

an Foundation  
(w

w
w

.kaufm
an.org ) 

Business 
retention/expansions 

FY12/13 
O

ngoing 
$  

G. P. 3.3 Tourism
 

Expansion 
16. Inventory assets and 
create special tour packages 
(e.g. Art &

 History; Biking &
 

Birdw
atching; Health 

Sym
posium

s/Forum
s) ; 

17. Evaluate utilization &
 

operation of Great Hall;  
collaborate w

ith hotels, 
special interest groups and 
tourism

 organizations 

Policy+ 
O

perating + 
Capital 

BM
A+  

City Adm
inistration+  

Com
m

unity Services+ 
GPAC 
P3 – M

em
phis CVB  

P3 – G
erm

antow
n 

Hotels 
P3 – Consultant – 
Feasibility Study 
(partially funded by 
hotels/stakeholders) 

Sm
ith Travel Research 

(w
w

w
.str.com

 ) 
M

em
phis Travel – 

Destination &
 Sports 

Planning Guide:  
w

w
w

.m
em

phistravel.com
 

 State of Tennessee 
w

w
w

.tnvacation.com
  

Germ
antow

n Hotel 
O

ccupancy Rates; 
Great Hall 
O

ccupancy/Hours %
;  

Hotel Sales Tax Rev. 
Retail Sales Tax Rev. 

FY 13/14 
$$ 

G. P. 3.4 Connect 
Tourism

 &
 

Charity Events 

18. Program
 &

 coordinate 
events w

ith non-profits &
 

charity organizations 
 

O
perating 

Com
m

unity Services+ 
GPAC 
P3- Cham

ber 
P3 – N

onprofit/Charity 

Germ
antow

n Library 
Genealogical Society 

Germ
antow

n Hotel 
O

ccupancy Rates; 
Great Hall 
O

ccupancy/Hours %
;  

Hotel Sales Tax Rev. 
Retail Sales Tax Rev. 

FY 14/15 
O

ngoing 
$ (staff tim

e) 
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4.1 The Strategic Plan — Matrix
G

uiding 
Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

 
G. P. 3.5 Retail 
Revitalization 

19. Evaluate centers for 
revitalization including 
façade im

provem
ents; 

outdoor seating; circulation – 
consider grants/funding;  
20. Vacant Storefront 
Program

 – Displays &
 PopU

p 
Retail 

Policy+ 
O

perating+ 
Capital 

BM
A+ 

City Adm
inistration+ 

Econom
ic &

 
Com

m
unity 

Developm
ent 

P3 – Cham
ber 

P3 – Arts O
rganizations 

M
ain Street Program

 
w

w
w

.preservationnation.
org/m

ain-street 
International Council of 
Shopping Centers 
w

w
w

.icsc.org 
 

Retail Sales Tax Rev. 
Retail O

ccupancy 
Rates 

FY 13/14 
$$ 

G. P. 3.6 
Program

 Events 
in Retail/Civic 
Areas 

21. Coordinate m
erchants for 

extended evenings w
eekly or 

m
onthly and include events 

22. Coordinate “Buy Local” 
program

 w
ith local 

m
erchants 

O
perating 

Com
m

unity Services +  
GPAC +  
P3 – Cham

ber 
P3 – Local 
O

rganizations 

BALLE  - “Think Local First 
How

 To Kit”  
Retail Sales Tax Rev. 
Retail O

ccupancy 
Rates 

FY 14/15 
$ 
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G

uiding 
Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

  

Reposition within the regional economy 
 

G.P. 4.1 
Com

m
unication 

&
 M

arketing 
Cam

paign 

23. Internally discuss Plan 
goals w

ith departm
ents and 

staff;  
24. External digital &

 print 
m

arketing to citizenry, real 
estate and econom

ic 
developm

ent  organizations 

O
perating + 

Capital 
City Adm

inistration+ 
Econom

ic &
 

Com
m

unity 
Developm

ent+ 
P3 – EDC 
P3 – Cham

ber 
P3 - EDGE 

Longm
ont, CO

 letter &
 

jum
p drive presentation 

(sam
ple);  IEDC;  

M
anifesto ~ sam

ple:  
w

w
w

.strongtow
ns.org 

 

# of Developm
ent 

Proposals;  
# of N

ew
 

Businesses; 
%

 O
ccupancy 

Com
m

ercial space 

FY12/13 
O

ngoing 
$ 

G.P. 4.2 Public 
Relations &

 
Social M

edia 
Cam

paign 

25. Review
 and expand w

eb 
and social m

edia m
arketing 

for business and tourism
 

O
perating+ 

Capital 
City Adm

inistration 
P3 – M

em
phis CVB 

w
w

w
.facebook.com

 
w

w
w

.linkedin.com
 

w
w

w
.pinterest.com

 
Yahoo, City Search, Trip 
Advisor 

# of “Friends”  
%

 Hotel O
ccupancy 

%
 Great Hall 

O
ccupancy 

FY13/14 
O

ngoing 
$ 

G.P. 4.3 Create 
Plan for 
Conventions &

 
M

eetings 

26. Identify focus areas for 
m

eetings/conferences;  
27. Collaborate w

ith regional 
and state CVB;  
28. Feasibility Study and 
M

arketing Plan for Great Hall 

O
perating + 

Capital 
City Adm

inistration+ 
Com

m
unity Services+  

P3- M
em

phis CVB 
P3 - Cham

ber 

Sm
ith Travel Research 

w
w

w
.str.com

  
%

 Hotel O
ccupancy 

%
 Great Hall 

O
ccupancy 

FY 13/14 
$$ 

G.P. 4.4 Create 
Roundtable 
Forum

 for 
continued 
dialogue 

29. Create &
 Facilitate 

periodic Roundtable w
ith 

elected officials, large 
em

ployers, business leaders, 
econom

ic developm
ent 

&
 cham

ber organizations 

O
perating 

City Adm
inistration 

Continuation/expansion 
of current Strategic Plan 
Advisory/Stakeholder 
Group.  

Positive CSS data. 
FY 12/13 
O

ngoing 
$ (staff 
tim

e)  

G.P. 4.5 LifeLong 
Learning 
Initiative; 
Incubation 
Program

 

30. Form
 Taskforce/w

ork 
group to address issues, 
using the toolkit provided;  
31. Support 
internship/apprenticeship 
program

s betw
een large 

em
ployers &

 schools; 
32. Re-evaluate and 
restructure M

edical 
Incubation program

 
 

Policy+ 
O

perating+ 
Capital 

BM
A+ 

City Adm
inistration+ 

P3- Large Em
ployers 

P3- Education 
Institutions 
P3 – W

IB (W
orkforce 

Boards) 

Readyby21 ~Supporting 
the Education Pipeline” 
toolkit;  
N

BIA (w
w

w
.nbia.org ) 

Em
ploym

ent rates 
Graduation/Higher 
Education rates 
N

ew
 Business 

Form
ation 

FY 14/15 
$  
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G
uiding 

Principle 
 

 

G
oal/Project 

Strategy/Task 
Policy, 
O

perating or 
Capital 

City Departm
ent &

  
P3 Partner(s) 
 

Tools &
 Resources 

(Appendix B) 
M

etric 
  

Tim
efram

e &
 

Funding Level 
(range) 
$-$$-$$$ 

 

Measure Performance  
 

G.P. 5.1 Add 
Business  &

 
Econom

ic 
Developm

ent 
Perform

ance 
M

easures and 
establish 
baseline 

33. Add M
etrics as outlined 

in report (pg. 45); 
34. Determ

ine baseline 
m

etrics for each – from
 

dem
ographic and/or GIS data 

Policy+ 
O

perating 
BM

A+ 
City Adm

inistration+ 
Econom

ic &
 

Com
m

unity 
Developm

ent+ 
Com

m
unity Services+ 

Finance Departm
ent 

Report tables – Section IV 
  

Perform
ance based 

on agreed upon 
m

easures/m
etrics  

FY12/13 
$ (staff 
tim

e) 

G.P. 5.2 
Continue to 
track and 
m

onitor 
perform

ance 
m

easures 

35. Report m
easurem

ents as 
set by adm

inistration;  
36. Consider dashboard 
softw

are for public 
barom

eter 

Policy+ 
O

perating 
BM

A+ 
City Adm

inistration+ 
Econom

ic &
 

Com
m

unity 
Developm

ent+ 
Com

m
unity Services+ 

Finance Departm
ent 

w
w

w
.ci.rock-

hill.sc.us/dashboard.htm
l 

 IBM
Cognos/Sm

arter 
Planet – perform

ance 
softw

are;  
 w

w
w

.m
yprotrackplus.co

m
/Dem

oRequest 

Perform
ance based 

on agreed upon 
m

easures/m
etrics 

FY 14/15 
$ 

       

4.1 The Strategic Plan — Matrix




