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Every community has a heart.  
A place where its soul is derived. That heart beats in our 
Historic Downtown, where unique character abounds.

Conceptual  
Vision Plan

The City of Seaford, along with the Seaford Chamber of Commerce, 

Seaford Tomorrow. and the Delaware Economic Development Office 

came together to craft a vision for downtown Seaford. The purpose 

of this vision was to harness the potential of downtown Seaford, 

and the unique character it provides, to push the momentum of the 

community forward and convert harness the power of current private 

sector investments to leverage longstanding public sector investment 

downtown to transform Seaford, Delaware into a destination.

In March of 2016, led by Community Design Solutions of Columbia, South 

Carolina, over 150 citizens gathered together in focus groups and public 

meetings to craft this vision for the people of Seaford. This is truly a 

shared vision. A plan of the people, and a plan that is for the people. We 

place the utmost focus on quality of life and project that help to create 

the sensation that Seaford is the place to be. 

With a combination of market data, physical design, and branding and 

marketing, this plan not only covers the pretty pictures, but delves into 

the true market potential as well as how to invite new investors and new 

customers as we proceed.

With a vision set and a plan in place, we will prove that Seaford is the 

Perfect Place to start!
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Enhancing the Old 

ASSESSMENT

Downtown Seaford enjoys a striking riverfront setting along the Nanticoke River and 
the City has made a significant investment in its public realm. Together, these invest-
ments and the waterfront setting contribute to a strong character and well-defined 
downtown district. Specifically, this character is defined by High Street, Gateway Park, 
the riverfront and the gateway approach along Middelford Road.

High Street
The High Street streetscape design utilizes special paving, bulb-outs at intersections 
and well-marked crosswalks located frequently along the street. Street trees utilize a 
variety of small ornamental trees, including Crepe Myrtles, which provide seasonal 
color; however, there is evidence that some of these trees are in decline and several 
have already been removed. The Crepe Myrtles also appear to be top-pruned which 
prevents them from achieving their attractive natural branching habit. The bulb-outs 
are planted with spring bulbs and a variety of low shrubs, however, maintenance of 
these planted areas can be challenging for the community. Additionally, there is a 
desire to introduce more color throughout the streetscape.

The City of Seaford implemented an outstanding streetscape that successfully highlights 
High Street and Downtown. Well-marked crosswalks clearly announce that this is a 
pedestrian-friendly and walkable district.
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Enhancing the Old 

ASSESSMENT

Gateway Park
Gateway Park is well-positioned at the eastern and southern gateways into downtown 
and is highly visible. The City has invested in attractive brick paved gathering areas 
and a water feature and the park is well utilized for downtown events. The space, 
however, is somewhat cut off from adjacent areas by Front, Market and High Streets. 
These streets are wider than necessary and characterized by high vehicular speeds 
and the intersections leading into the park lack crosswalks which make pedestrian 
access difficult. Additionally, the surrounding uses around the park also do little to 
activate the space on a daily basis.   

Riverfront
The Seaford Riverwalk is an outstanding amenity that provides public access to the 
water. While the Riverwalk is comprised of a relatively short segment, it is well used 
by residents for fishing and relaxation and serves as a good foundation for potential 
extension in the future. While the actual Riverwalk is limited, views to the river and/

or riverfront activity occur throughout the downtown, particularly as one looks down 
the north/south streets that end at the river. These street corridor views are important 
to preserve as development continues to occur along the riverfront. The streets also 
provide opportunities for future public access points to an extended Riverwalk. 

The City made significant investment in 
Gateway Park. With both short and long-term 
enhancements, the park has the potential to func-
tion as a true “town square”.

Existing views to the Nanticoke River and the 
associated riverfront activity, such as this along 
Pine Street, should be preserved and enhanced.

The above physical assessment is not intended 
to be overly critical; rather, it serves to identify 
important elements of downtown that should be 
preserved as well as minor interventions for con-
sideration to enhance and already attractive down-
town. Specific recommendations are outlined in the 
following section of this report.
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Enhancing the Old 

Recommendations

The following planning and design recommendations include recommendations that 
can be implemented over the short, mid or long-terms. Most of these are identified in 
Exhibits A and B: Downtown Illustrative Master Plans. The difference between the two 
exhibits is that Exhibit A illustrates the current plans for Phase IV of the River Place 
Development and Exhibit B illustrates a modified approach to for Phase IV. The design 
and planning team recommends this modified approach as it could leverage more 
positive impacts for the downtown district as a whole. The specific recommendations 
are described later in this report under Strategy 3: Enhancing the New.
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200’ Scale
0 100 200 400

LEGEND

Development Opportunities
1 The Residences at River Place – Phase I 
2 The Residences at River Place – Phase II
3 The Residences at River Place – Phase III 
4 Water Street District Mixed Use – Current Plan
5 Water Street District Mixed Use – Alternate Plan (not 

pictured; see Exhibit B)
6 North Front Street Development Opportunity
7 North Market Street Development Opportunity
8 Potential Future Infill Development

Public Realm Enhancement Opportunities
A Seaford River Walk
B Seaford River Walk Potential Extension
C Water Street Pier
D S. Conwell Street Overlook and Future Riverwalk Access
E Gateway Park 
F North Market Street Streetscape
G North Front Street Streetscape
H High Street Enhancements
I Pine Street Streetscape
J Water Street Streetscape
K Middleford Road Streetscape 
L Outdoor Dining Opportunity

Exhibit A | Downtown Illustrative Master Plan — Current Plan for Water Street District
Seaford, DE The City of Seaford | Arnett Muldrow Associates | Mahan Rykiel Associates | Community Design Solutions
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Enhancing the Old 

SHORT TERM RECOMMENDATIONS

As described above, Seaford has already made significant positive investment in 
their streetscape improvements and has transformed the character of High Street. 
Therefore, the following are minor recommendations for consideration to elevate the 
streetscape to the next level. These would apply to the section of High Street between 
North Market Street and Cedar Avenue and are highlighted on Exhibit C: High Street 
Enhancements Detail Plan.

Exhibit C | High Street 
Enhancements Detail Plan
Seaford, DE

LEGEND
A High Canopy Trees at  Primary Intersections (as needed 

to replace dead/dying existing trees)
B Ornamental Trees (Typ.)
C Accent Planting Beds/Perennials (Typ.)
D Low Hedge or Wall to Define Edges of Parking Lots
E Potential Café Seating Opportunity
F Potential “Parklet”/”Pop-Up Café” Opportunity (Can 

Occur Anywhere Along High Street)

The City of Seaford | Arnett Muldrow Associates | Mahan Rykiel Associates | Community Design Solutions
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Enhancing the Old 

SHORT TERM RECOMMENDATIONS

1. Street Tree Care and Replacement Strategy: 
Some of the existing street trees have died or are in decline.  As these are replaced, 
consider introducing some taller canopy species at primary intersections. This will 
add more variety along High Street but, more importantly, will provide beneficial 
shade for pedestrians and help to visually reduce the scale of the street.  This should 
be considered at the intersections of Cedar Avenue, Conwell Street, Cannon Street, 
Pine Street and North Market Street.  

Additionally, the City should consider re-thinking how the Crepe Myrtles are pruned. 
Completely pruning back the tops of the trees reduces the overall impact the trees 
can make if their strong natural form is not allowed to be highlighted. This practice is 
fairly wide spread and has come to be known in horticultural and gardening circles as 
“Crepe Murder”. Contrary to common belief, the pruning of the tops does not produce 
more flowers; rather it only brings the flowers closer to eye level. Allowing the trees to 
get taller will enhance the streetscape.

An example of how Mount Holly, NC accented 
key intersections with the use of taller canopy 
trees (Red Maples in this instance). While the 
trees pictured are still young, they will ultimately 
grow taller and broader than the ornamental 
trees used elsewhere along the streetscape, thus 
providing more shade and variety. 

Many of the Crepe Myrtles have been pruned by “lopping off ” the top of the tree. 
Crepe Myrtles have an attractive natural branching structure and should be en-
couraged to grow into their natural habit.

Some of the existing trees along High Street have 
died or are in decline.
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Occasional tall canopy trees along High Street 
demonstrate how taller trees can add more 
interest to the streetscape. Because these trees are 
on the south side of the street, they will provide 
valuable shade on the street and sidewalk during 
warmer months. 



Seaford, Delaware |  A R C H I T E C T U R A L  R E P O R T 11

Enhancing the Old 

SHORT TERM RECOMMENDATIONS

2. Adding Color: 
There is the opportunity to provide more color in the streetscape throughout the year; 
however, because of the number of planting beds along the streetscape, this does not 
need to be accomplished with plant material in every bed.  

• Shrub Planting: Plant more of the “bulbout” planting bed area with low shrubs to 
reduce the area needed for seasonal planting. Additionally, avoid a wide variety of 
individual shrubs within a single bed; rather, focus on achieving a shrub mass and 
allow the shrubs to grow together. Achieve variety by utilizing different shrub types 
from bed to bed, rather than in a single bed. 

• Mulch: High quality hardwood mulch or mulch chips could also be used to keep 
unplanted sections of the planting bed looking good. As resources become available, 
the mulched areas could then be replaced with plant material.

• Seasonal Planting: Identify the bulbouts where seasonal planting would make the 
most impact. These could the ones located at the street intersections, in front of busi-
nesses where property owners or business owners would be willing to help maintain 
the beds, or within one key block of High Street such as between Pine and Cannon 
Streets. The program can then expand to include more of High Street when resources 
become available.

• Flower Baskets and Pots: Consider utilizing flower baskets and flower pots along 
the street to provide additional color. The City or other entity might consider providing 
a planted basket or pot in front of a particular business, if the business or property 
owner agrees to maintain them throughout the season.

An example from Mount Holly, NC showing 
how masses of a single shrub type can make more 
of an impact than a planting consisting of a few 
each of many species.

An example from Mount Holly, NC showing 
how high quality mulch chips can be used to 
minimize the area of bulb outs and planter beds 
that need to be planted.

Flower baskets are used throughout downtown 
Carlisle, PA to add color to the streetscape.
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Enhancing the Old 

SHORT TERM RECOMMENDATIONS

2. Adding Color: 
• Beyond Plants:  Consider how color can be achieved beyond that achieved with plant 
material. Outdoor tables with colorful umbrellas are one of the most effective ways 
to add vibrancy to the streetscape as with colorful banners, public art and outdoor 
displays.  

Examples of how umbrella tables, outdoor 
furniture, sidewalk displays and public art can, 
in addition to plant material, add color to a 
streetscape. 
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Enhancing the Old 

SHORT TERM RECOMMENDATIONS

3. Activating the Public Realm: 
Attractive plantings, streetscape elements and building facades are important, but 
the most effective streetscape and public space element is activity. Simply put, people 
like to be where other people are. Therefore, consideration should be given to activat-
ing the outdoor public spaces on a daily basis, not just during events. 

• Outdoor Dining: The grassy lot adjacent to Bon Appetite presents a tremendous op-
portunity to provide outdoor dining for this restaurant, should the property owner be 
willing to allow for this on a temporary basis. 

• “Pop Up” Parks/Parklets: Temporary “parklets” are gaining popularity throughout 
the country as ways to create expanded gathering space along narrow sidewalks.  
Essentially, one to two parking spaces are utilized for outdoor dining. While there are 
many ways to design these spaces, the fundamental elements include a raised plat-
form to bring the space to sidewalk level, flush with the curb. The second element 
includes some type of edge definition between the street edge and the parklet. This 
could be comprised of planters, a decorative fence or bollards and chains. None of the 
elements are permanently fixed and can, therefore, be moved to different locations 
and the space can revert back to parking in the off-season. 

• Public Art: Streets and parks are great venues for public art and music. Consider 
working with local arts and music organizations to incorporate public art and allow for 
“buskers” at visible locations along High Street and within Gateway Park.

Example of an outdoor garden terrace that 
could be considered adjacent to Bon Appetite if 
adjacent property owner is willing to provide an 
easement.

Example of a “parklet” or “pop up café” showing 
how two on-street parking spaces can be con-
verted into outdoor dining and amenity space.

Examples of how street “buskers” and public art enliven the streetscape of downtown Shelby, NC.
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Enhancing the Old 

SHORT TERM RECOMMENDATIONS

3. Activating the Public Realm: 
• River Overlooks: Explore potential to create “overlooks” to the river at the ends of 
north/south streets such as Conwell Street. This can be done with the addition of seat-
ing such as Adirondack Chairs, ornamental planting and use of a decorative railing. 
At a minimum, traffic/regulatory signage that is currently centered on the view should 
be moved to either side.

• Programming Gateway Park: Gateway Park is a tremendous asset for Seaford and 
there are some long-term enhancements to consider, as described later in this section 
of the report, to elevate the park so that it can function as a true “town square”. In 
the short-term, however, consideration should be given to programming the space 
on a regular basis so that it becomes an integral part of downtown activity. The park 
should be considered as a venue for music events and other activities such as yoga 
classes.

Additionally, the section of Market Street that fronts on to Gateway Park can be closed 
more regularly for scheduled events to better connect the park to downtown and to 
provide safer pedestrian access. While the concept of treating this section of street 
differently with special paving is described for the long-term, these capital improve-
ments are not required to start closing this section of street off and using it for park 
programming.

Example of how dead end streets can be utilized 
as overlooks to the river with the addition of 
colorful chairs. At a minimum, existing regula-
tory signage should be moved to the right or left 
of the center so that views to the river can be 
maximized. 

Example of how programming, such as a yoga 
class, can activate a park space. More program-
ming is something that could occur in the short-
term prior to significant capital investment as 
described under long-term recommendations. 
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Enhancing the Old 

LONG TERM RECOMMENDATIONS

1. Gateway Park
Gateway Park has the potential to evolve as a true “town square” and become an 
integral part of Downtown Seaford. As described earlier, access to the park can be 
daunting for pedestrians because of the speeds at which vehicles travel along Market 
and Front Streets. Therefore, the following specific recommendations could be consid-
ered to improve the overall functionality, safety and aesthetics of the park. Refer to 
Exhibit D: Gateway Park.

Exhibit D | Gateway Park
Seaford, DE
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• Traffic Calming: Both Market and Front Streets are wider than they need to be to 
accommodate one lane of travel in each direction. These generous street widths, there-
fore, encourage motorists to drive at high speeds, as there are no constraints to cause 
them to drive slowly. A variety of “traffic calming” measures should be considered to 
narrow the lanes and encourage slower speeds.  These include:

o Provide parallel parking along both sides of Market Street and the west side of 
Front Street. The addition of parallel parking will reduce the width of travel lanes 
but, more importantly, will create a buffer between park users and the travel 
lanes. Motorists maneuvering into and out of the parking spaces will also give 
other motorists reasons to slow down and is a traffic calming benefit in and of 
itself. Lastly, the parking spaces will provide a convenience for park users and 
increase the parking resources for downtown.

o Provide bulbouts to define the on-street parking zone and provide shorter pedes-
trian crossings at intersections, similar to that done as part of the High Street 
streetscape improvements.

o Provide well-marked crosswalks at all intersections, including the High Street 
intersections with Market and Front Streets and the intersection of High, Market 
and Water Streets which is particularly daunting because of its width.

Note: Prior to making a significant investment in bulbouts and changing the curb 
configuration around Gateway Park, utilize traffic marking tape or paint to mark 
the new curb locations on the street to first “test” the traffic calming measures. 

 
• Market Street Park Extension: As described in the short-term recommendations, uti-
lize the block of Market Street adjacent to the park as a park extension during events, 
with temporary street closures. The zone between High Street and Front/Water Streets 
could be paved with special paving (or colored stamped asphalt) to distinguish it as 
an extension of the park. 

Exhibit D | Gateway Park
Seaford, DE
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 • Tree Planting: The trees that currently exist within Gateway Park are primarily 
Bradford Pear. While these are beautiful trees in the spring, they are weak wooded 
and are highly susceptible to storm damage as they age. Additionally, they have 
fairly low canopies and block views into and out of the park. Consider gradual 
replacement of these trees with taller canopied species that provide more shade 
and spatial definition while allowing for views under the canopies. Species might 
include Willow or Red Oaks, Red Maples and/or London Planetree to name a few. 
Smaller flowering trees may also be considered but care should not be taken to 
locate them in a manner that they create a “wall” or block views into the park at 
intersections.

Additionally, tall canopy trees should be utilized along the west side of Market Street 
and the east side of Front Street to strengthen the edges of the park and create 
more comfortable pedestrian environments. The narrowing of the travel lanes along 
Front Street may allow for an expanded sidewalk area on the east side near Water 
Street so that narrow upright canopy trees could be planted in front of the existing 
building on this corner. Toward the northern end of the block near Middleford Road, 
the City might coordinate with the property owner to narrow the existing parking 
lot to allow for the planting of canopy trees between the parking lot and the street. 

Examples from Abbeville, SC and Cent-
reville, MD showing how tall canopy shade 
trees help to define town squares/park spaces 
while providing valuable shade and allowing 
for views to adjacent buildings below their 
canopies. 
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Enhancing the Old 

LONG TERM RECOMMENDATIONS

• Continued Programming: Continue to work with partners in the community to keep 
the park programmed on a regular basis. 

• Leverage Adjacent Development: The most important consideration for successful 
park spaces is to have appropriate “edges”. Therefore it will be important to coordi-
nate with the development of the Water Street District (described below) so adjacent 
uses can activate the park and provide “eyes on the park”. Uses along the park edges 
should include restaurants, shops and residential. Not only do these uses help to 
activate the park, the park adds value for these uses. The least appropriate use along 
the park edge is a parking lot.

Moveable tables and chairs are a simple and 
inexpensive way to activate a park space. The 
moveable furniture allows people to adapt the 
space to their own needs. If theft is a concern, 
long locking cables can be used so that the fur-
niture is still moveable but within a certain area.
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Enhancing the Old 

LONG TERM RECOMMENDATIONS

2. Riverwalk Extension 
Work with property owners to explore feasibility of extending the Seaford Riverwalk 
further to the west to provide additional public access to the Nanticoke River. This 
could be done through property acquisition or through access easements and will 
need to be determined on a case-by-case basis. 

The Seaford Riverwalk provides important 
access to the waterfront for citizens. The 
long-term continuation of this amenity is 
something that should be continually explored 
with adjacent property owners.
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Embracing the New 

ASSESSMENT

Seaford is fortunate to see the level of private investment currently under construction 
and planned for its downtown. While most of this development activity is planned for 
the riverfront, there are also fairly large development opportunity sites along North 
Front and Market Streets, just north of High Street. The new development is already 
bringing new energy to downtown and will ultimately increase the number of down-
town residents, customers, visitors and pedestrians on the street to add to the vi-
brancy of the downtown district.  

While the initial phases of River Place are currently under construction, future phases 
are only in conceptual phases, providing opportunities to enhance the plans to maxi-
mize their potential to contribute positively to downtown. Plan elements to give con-
sideration to include:

Parking Resource:  Currently, the development concept for the future phases of riv-
erfront development (illustrated on Exhibit A as introduced below) plan for a two-
level parking resource along Market Street, adjacent to Gateway Park. This approach 
makes sense as the proposed development is being planned around an existing prop-
erty located mid-block along High Street, between Pine and Market Streets. The result, 
however, is an in inactive use (parking) located adjacent to the park and at the most 
visible corner of the property at the southern gateway into downtown.

Pine Street: The current plan respects the alignment of Pine and Water Streets which 
is important to integrate the new development with the existing downtown. The water-
front development at the terminus of Pine Street, however, is fairly pinched and may 
obscure important waterfront views from High Street along Pine Street. 

Architectural Character: The current plan also shows buildings along Pine Street an-
choring each corner at the High Street intersection. This is also an important plan 
component that further helps to integrate the new development with the existing 
downtown. The conceptual architectural character of the proposed buildings as cur-
rently illustrated, however, does not reinforce the existing character of High Street and 
may detract from a seamless transition between existing and new development. 
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Embracing the New 

ASSESSMENT

The existing plans for Seaford Towne Center show how the 
new development is integrated into downtown by preserving 
the Pine and Water Streets street network.  Parking uses located 
adjacent to Gateway Park, however, do not fully leverage the 
adjacency of the park nor the south gateway into downtown. The 
water view along Pine Street is also mostly obscured.
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Embracing the New 

RECOMMENDATIONS

The following recommendations relate to development within Downtown Seaford and 
suggest how the development might be implemented to maximize the benefits to the 
entire downtown area. Refer to the Illustrative Master Plan included earlier in this report.

SHORT TERM RECOMMENDATIONS

Plan for New Development: While some new development is currently underway with 
the development of River Place, much of the new development in Downtown Seaford 
may not occur for several years. However, it is important in the short-term to continue 
public/private partnerships to plan for this new development in a way that it can be 
implemented most effectively. The specific opportunities are outlined below:

1. Water Street District: This development is currently what is referred to as “Seaford 
Town Center”. This name, however, detracts from the fact that there already exists a 
“town center” in the form of Downtown Seaford. It also implies that it is a develop-
ment separate from the rest of downtown when, in fact, it should be integrated into 
downtown but as a unique district. 

The plan as currently proposed (as shown in Exhibit A) is generally well-conceived as 
organized around an internal road network of Pine and Water Streets. However, several 
modifications should be considered as described below and illustrated in Exhibit B 
and in more detail in Exhibit D: Detail Plan Recommendations for Water Street District.

Concept diagram showing desired 
planning concepts for the Water Street 
district. Buildings should be oriented 
along the perimeter to activate High 
Street and Gateway Park. Views to 
the river along Pine Street should be 
preserved and maintained. 
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• Central Parking Resource: Work with City and adjacent property 
owners so that a single large shared parking resource can be devel-
oped internal to the block. This will allow for a more efficient park-
ing layout and a larger parking resource that can be shared among 
multiple property owners and possibly also serve as a public park-
ing resource. Additionally, a parking resource internal to the block 
will reserve the more visible perimeter sites (facing High and Market 
Streets) for development as described below. The grade change from 
High Street to Water Street will allow for the construction of a two-
level parking resource without requiring internal ramping. Access to 
the upper level will be from High Street while access to the lower level 
will be from Water Street.

• Market Street Development: Locating the parking internal to the 
block will open up the site at the northwest corner of Water and Mar-
ket Streets for mixed-use development. This could be a multi-story 
building that faces onto and activates Gateway Park. Additionally, 
this location is highly visible as part of the south gateway into down-
town.

The southwest corner of High and Market Streets should also be re-
served for a restaurant use that would help activate Gateway Park 
and reinforce the eastern gateway to downtown. 

Any new development along this block of Market Street should have 
buildings located at the street edge to continue traditional downtown 

development patterns. Off-street parking should not be developed 
between the street and the buildings.

• High Street Infill Development: Similarly, an internal parking re-
source allows for additional infill development along High Street. As 
with new Market Street development described above, any new infill 
along High Street should be located at the street edge with no off-
street parking located between the buildings and the street.

•Riverfront Plaza and Overlook: The recommended modifications 
also illustrate preserving the views to the river along Pine Street by 
expanding the space between the two proposed riverfront buildings 
and creating a waterfront plaza or gathering space. This space could 
be activated with overhead string lights, outdoor tables and public 
art.  

Example of how overhead string lights can 
activate a new riverfront open space at the 
terminus of Pine Street.

Exhibit E — Detail | Recommended Plan for Water Street District Gateway Park
Seaford, DE
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Embracing the New 

SHORT TERM RECOMMENDATIONS

2. Front Street and Market Street Development Opportunities: The vacant parcels 
along North Front Street north of the Royal Farms and the vacant parcels along North 
Market Street north of City Hall present additional opportunities for infill development 
within downtown. While the uses for these parcels will be determined by the market, 
suburban style uses and site planning such as that utilized for the Royal Farms store 
are discouraged. Rather, the site planning should provide for buildings located at 
the street edge with parking located to the rear to respond to traditional downtown 
development patterns found in Downtown Seaford.

3. High Street infill development: There are open corners along the north side of High 
Street on both sides of Pearl Street. While these parcels currently provide off-street 
parking and green space for the adjacent uses, these sites might be considered for 
future infill buildings, should the property owners wish to develop them. As described 
for the parcels along Front and Market Streets, any new infill development should be 
oriented to the street corner to respond to traditional downtown development patterns.
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Embracing the New 

LONG TERM RECOMMENDATIONS

1. Continue to Implement Development (Described Above)

2. Middleford Road Gateway Approach: Enhance the entrance corridor into Downtown Seaford from Route 13 
with streetscape improvements. Enhancements should include: 

• Route 13 Gateway Signage: Utilize the Seaford community brand and install gateway signage at the inter-
section of Route 13 and Middleford Road. Currently there is no signage that directs motorists to downtown 
from the highway and those not familiar with Seaford are likely to drive on by unaware of the wonderful asset 
that exists in the historic downtown.

• Wayfinding Signage: Incorporate wayfinding signage along Middleford Road guiding visitors to the down-
town as well as destinations along Middleford Road such as the hospital.

• Street Trees: The addition of canopy street trees can make the most significant positive impact to the 
gateway experience. Trees add green and help to neutralize the negative visual impacts of large expanses of 
surface parking and buildings that lack strong architectural interest. Additionally, canopy shade trees help to 
reduce the scale of the street while providing valuable shade during the hot summers. In areas where there 
are overhead utilities, utilize tree species with an upright habit that can be set behind the overhead utility 
lines without interfering with the lines. While they will not hide the overhead utilities, they will help to take 
attention away from them.

Where street trees cannot be located within the public right-of-way, work with property owners to secure 
easements where trees can be located.

• Lighting and Banners: Ornamental lighting with banner arms may also be considered to bring down the 
scale of the corridor and highlight it as a gateway corridor.

• Bicycle Lanes: Bicycle lanes are currently marked along Middleford Road. Consider utilizing a colored 
surface to make the bike lanes more visible to motorists. Additionally, the more visible bike facilities will help 
promote Seaford as a community that supports biking as a viable means of transportation and recreation. 

• Crosswalks: Just as Seaford has successfully done along High Street, utilize highly visible crosswalk mark-
ings at key intersections along Middleford Road to create a safer and more visible pedestrian environment. 

3. Front Street Gateway: Consider streetscape improvements along North Front Street to distinguish this 
northern gateway into the community. The streetscape improvements should utilize the elements described 
above for Middleford Road and may also incorporate bulbouts at key intersections such as have been imple-
mented along High Street.
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Visual Treatment Strategies for Vacant Buildings
Use visual enhancement treatments as a temporary means of improving the appear-
ance of a building while it is being prepared for occupancy or sale.

The appearance of vacancies in the downtown area can send a negative message 
and create the perception of a lack of retail vibrancy. To combat those perceptions and 
“buy time” until a building becomes occupied, any of the approaches noted below and 
illustrated at right can be considered.

Place artwork in vacant display windows if the interior space appearance is satisfac-
tory. If the interior space is in detrimental condition, consider masking the windows 
from the interior with butcher paper or from the exterior with vinyl cling wraps. The 
masks can feature nostalgic photos or historic postcards of the community or im-
ages such as a map of downtown highlighting shopping and dining destinations. 
Place “community hero” posters in the windows to build community pride and draw 
attention away from the vacant building. These ideas and more are described and 
illustrated below.

Key Benefits
Inexpensive
The above-noted and below-illustrated techniques are inexpensive yet can reap sig-
nificant visual rewards and temper perception of the district while buildings are being 
rehabilitated, leased or sold.

Grandmont, MI: A variety of art forms occupy the storefront windows of these vacant 
buildings. Consider featuring work by local artists or art students. 
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Peoria, IL: By placing historic images on butcher paper affixed to the storefront 
window, the focus is drawn to nostalgic images of the downtown as opposed to 
the fact that this particular building is currently vacant.

Arkadelphia, AR: Due to the sensitive nature of the work conducted within this 
building, transparent windows were not an option. However, blank windows pro-
moted a perception of an empty building lacking retail vitality. By placing his-
toric post card imagery on vinyl clings on the windows, the building becomes a 
virtual museum featuring unique stories from the past. 
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Paragould, AR: When the Main Street director in Paragould learned that a movie scene would be shot in 
her downtown she rushed to conceal the vacant and dilapidated appearance of this building. Using a 
quart of green paint and three vinyl window clings totaling less than $100 she transformed this store-
front into a downtown directory of businesses akin to an informational kiosk traditionally found in malls. 
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Barre, VT: Barre represents one of the nation’s foremost leaders in the granite industry. 
This vacant storefront was effectively turned into a historical museum that documented 
the development of the granite industry in Barre. Additionally, one storefront display 
window featured a plethora of historic post cards and photographs that captured the 
history and memories of this industry within this Vermont community. 
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Conway, SC: The “I am Conway” campaign utilized 11x17 posters featuring state-
ments from local citizens about what makes Conway, SC special. The posters 
distract from the fact that the building itself is vacant. Moreover, the stories 
captured in each poster build community pride.
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Downtown Design Educational Initiatives
Create engaging activities that vicariously teach participants about what constitutes 
good design and what makes downtown unique. 

Oftentimes the citizens of a community fail to appreciate downtown because they 
have not been taught about what makes it unique. However, the best strategies for 
educating people are those when they don’t even realize they are learning! Therefore, 
it is imperative to package educational initiatives in such a way that they are fun, 
engaging, and indirectly teach about the design principles and historic development 
patterns that have created the unique environment that is downtown. Some exam-
ples of such strategies are noted below. 

Photo Contest & Scavenger Hunt

It is recommended that a photo contest of architectural details from the downtown 
area be conducted. The photos could then be displayed in a downtown gallery-type 
venue (ideally in a currently vacant storefront!). Afterwards, a scavenger hunt offer-
ing a prize to the person who finds the most details 
in the downtown would be conducted. The com-
bined effect of these two related activities would 
be the exposure of more and more people to the 
historic architectural character that exists in the 
downtown area. If desired, the photographs could 
be assembled as a poster that features the com-
munity’s unique architectural details.

Central Kentucky: Example of an architectural details poster done in con-
junction with a Rural Heritage Development Initiative of the National 
Trust for Historic Preservation in Central Kentucky. 
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Coloring Books

In potential conjunction with the Photo Contest noted above, it is rather 
easy to convert photographs of historic buildings into line drawings con-
ducive for a coloring book. By combining these building images along with 
nominal explanatory text, it would expose both parent and child to the sto-
ries of significant architectural assets that make downtown unique.

An excellent example of a coloring book tool was produced 
by Oklahoma Main Street and may be downloaded via the 
link noted below.

Oklahoma Main Street Coloring Book download link:
http://www.communitydesignsolutions.com/public/
Main_Street_Coloring_Book.pdf

Chicago, IL: Example of a coloring book page developed by 
Randy Wilson from the K-Town historic district of the Lawn-
dale neighborhood in Chicago.



Seaford, Delaware |  A R C H I T E C T U R A L  R E P O R T 9

Downtown Tours/Student-led Historic Walking Tours

In and effort to strengthen ties with high school students and downtown 
and/or the Main Street program, it is recommended that students from local 
schools be recruited to conduct tours in the downtown of historic sites and 
buildings. The Design Committee could formulate the scripts for the tour.  
The best result of this activity is the assurance that the next generation of 
residents will know the stories and sites that make their downtown unique.

Greensburg, KY: Example of student-led downtown walking tour from Greensburg, KY.
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Architectural Character Guide/Downtown Design Handbook 

In the mid-term when overall facade grants are offered to building own-
ers it is recommended that illustrative design guidelines be developed 
(see “Illustrative Design Guidelines” section of this report). However, in 
the meantime, a softer approach that can reap significant benefits is the 
development of what are historically referred to as either a ‘Downtown 
Design Handbook’ or an ‘Architectural Character Guide.’ They have subtle 
distinctions but the both contribute toward the reader’s understanding of 
the design and development patters that make downtown and its buildings 
unique.

The first approach, commonly referred to as an ‘Architectural Character 
Guide,’ documents the common design elements, styles, and urban devel-
opment patterns that create a distinguishable architectural and environ-

mental character downtown. A plethora of photos taken from 
the downtown area visually illustrate the various topics that 
are addressed in the Character Guide.

Download link for the complete Pinedale, WY Architectural 
Character Guide PDF:
http://www.communitydesignsolutions.com/public/Pine-
dale%20Character%20Guide.pdf

Pinedale, WY: Example of an architectural character guide 
from Pinedale, WY describing its characteristic awnings, 
overhangs and storefront treatments.

Roof Shape, Materials, & Uplift Prevention12

The shape, material, and 
proportion of the roof 

all contribute to its ability to 
prevent uplift in the event 
of high winds. Roof forms 
pitched at angles ranging 
from 350-450 are ideally 
suited to withstand the ef-
fects of high winds as they 
create a drag effect of wind 
moving along and above 
the roof line. Pitches that 
are too shallow are suscep-
tible to uplift, while pitches 
that are too high create a 
barrier to wind flow and are 
susceptible to high wind 
loads and collapse. Partial 
hip forms at the gable ends 
as well as breaking the roof 
into smaller sections also 
contribute to air flow.

Dominica: Example of an architectural character guide from the Island 
of Dominica describing how their particular roof forms played a practical 
role in uplift prevention in resistance of winds blown in from the ocean.
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The second approach, commonly referred to as a ‘Downtown Design Hand-
book,’ denotes more general design and planning issues such as building 
height, setback, wall materials, etc. and supplements each topic with il-
lustrative photos from the downtown area.

Download link for the Siloam Springs, AR Downtown Design Handbook 
PDF:
http://www.communitydesignsolutions.com/public/Siloam_Springs_De-
sign_Handbook.pdf

Either of these approaches has a more accessible name than “design 
guidelines” and do not imply regulations as much as sound design and 
planning principles. The design committee is encouraged to complete this 
document in either of the approaches described above as a valuable service 
to the City and its downtown stakeholders.

Siloam Springs, AR: Example of an Downtown De-
sign Handbook from Siloam Springs, AR.

Downtown Design Guide: Available from the Main Street Ala-
bama web site, the Downtown Design Guide is an excellent re-
source designed to give a broad overview of numerous design and 
planning topics common to all historic downtowns.
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Gateway Park

Gateway Park (Existing Conditions):
The City of Seaford rightly deduced that this intersection is of critical importance in the life of the community 
and strategically located Gateway Park here to welcome travelers into the heart and soul of downtown. How-
ever, there are a number of existing conditions that compromise the effectiveness of the gateway gesture here. 
First, the roadway is wider than it needs to be and, therefore, promotes higher-than-necessary speeds from 
motorists, especially those taking the left veer here. Additionally, lack of trees and landscaping along the left and 
right-most edges of the space (the entire roadway frontage, not just the park) force the trees within the park to 
introduce color and shade in limited ways. Finally, the street edge of buildings could be strengthened by infill 
architecture and/or enhancement treatments to the existing buildings. 

Gateway Park (Proposed Conditions):
Since the roadway is wider than it needs to be, introduce bumpouts at each intersection and at each of the three points of the triangular-shaped park 
space. Each of the bumpouts creates opportunities to introduce color via landscaping. Along the perimeter of the space use the extra width to plant 
large canopy trees. Of course, the added benefit of defining the width of the roadway is the capturing of parallel parking spaces on all but one edge of 
the space. Along the left edge, infill architecture associated with the eventual Town Center development is represented and will include mixed-use 
development in the foreground and a over-and-under parking structure beyond. Brick pavers are shown on the left roadway and it is suggested that 
an occasional festival or event could close this section of roadway and create a strong connection visually and actually between the park and new 
development. Larger shade trees on the perimeter of the space narrow the focus of the traveler. A ‘Welcome to Historic Seaford’ mural painted on the 
side of the hospital administration building serves to both enhance that facade and introduce the Seaford brand into the consciousness of the traveler. 
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Incentives: Two types of facade grants should be considered for downtown Seaford that include, but are not limited to: Component Facade 
Grants and Overall Building Facade Grants.

Component Facade Grants
Since many building owners are intimidated by overall façade renovations coupled with a grant process, the City or Main Street program might 
consider simplifying the initial phases of the façade grant program and focusing solely on individual façade elements --or components, such 
as signs, awnings, paint, etc.-- instead of expensive, overall façade improvement approaches. In other words, consider conducting a facade 
component grant program such as an awning grant program, or a paint program, or a slipcover removal program, or a signage grant program 
in the initial phases of this incentive. Once property owners become familiar with individual façade component programs and the process of 
improving one’s building is demystified, then consider moving on to entire-façade-based grant programs.

In the case of Seaford, an additional “component” grant type should be considered: color! A sentiment was expressed that downtown needs 
more color, but it is difficult to pull of solely with landscaping due to the seasonality of plant life. Therefore, it is recommended that a non-
traditional component of color be considered. Similar to a sum of matching money going towards awnings, signs, etc., in this instance a sum 
of match money would go toward the infusion of color on the building and in the downtown environment. Creative insertions of color could 
include, but would not be limited to: flower baskets, umbrellas, sculpture, sun sails (shade devices), chairs, flags and banners, etc.

FACADE GRANT APPROACHES: Component & Overall Building

Beaufort, SC:  Main Street Beaufort initiated a component grant program 
featuring awnings.

Searcy, Arkansas:  Main Street Searcy initiated a component 
facade grant program featuring building rear treatments.
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Conway, SC:  This furniture company was the first in downtown to 
remove the metal slipcover from their building to expose a beautiful 
building underneath.

Conway, SC:  The local government, in association with the 
Main Street program, realized the positive impact slipcover 
removal made to the Carolina Furniture Building (above 
right). Therefore, they enacted a component facade grant 
program for slipcover removal and five other buildings in 
downtown removed their slipcovers. See before (above) 
and after (right) photos of these five buildings along Main 
Street. The visual improvement to their main street was 
remarkable!

Seaford, DE:  Any of the elements represented here could infuse the downtown area with splashes of color.
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Seaford Component Grant Example: Paint
Cranberry Hill

Cranberry Hill (Existing Conditions):
This small building packs a ton of charm 
and features a stunning metal cornice and 
arched entryway. Regrettably, the bubble 
awnings conceal both the windows and the 
entry. Moreover, the paint has faded over 
time and causes the “cranberry” color to ap-
pear to be pink.

Cranberry (Proposed Conditions):
By removing the bubble awnings and installing a boxed awning over the storefront window and a canopy over the entry way, the architecture is 
respected. Moreover, by utilizing a component grant for paint a monochromatic green scheme (that contrasts nicely with the red brick building to 
the left) breathes new life into the building and draws out the architectural details. 
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Overall Building Facade Grants

Once the methodology for applying for component facade grants is estab-
lished and the City  or Main Street program has a proven track record for 
administering them, consider ‘graduating’ up to overall facade grants that 
address the entire face of a building. This approach would be reserved for 
more ‘troublesome’ buildings that require far more physical enhancement 
than a singular component approach could provide. However, this approach 
requires far more financial capital and administrative oversight to execute 
than a component grant approach. 

Pascagoula, MS:  The owner of this former office 
supply and paper store took advantage of an overall 
facade grant from Main Street Pascagoula to ret-
rofit the building to a restaurant and exposed it’s 
historic storefront.

Lake City, SC:  The owner of this clothing store took 
advantage of an overall facade grant from the City 
of Lake City to remove the angled wood siding slip-
cover to expose the brick underneath. The addition of 
a tasteful awning, sign and lights highlighted the at-
tractive architecture that lay hidden for many years.
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Seaford Overall Building Facade Grant Example:
High Street Facade

High Street Facade (Existing Conditions):
Over time this building has received some 
very inappropriate treatments. As shown 
in the historic photo (inset), the upper fa-
cade has been covered with stucco for many 
decades. However, the open storefront area 
from when it was a department store has 
been removed and filled in with brick and 
a faux colo-
nial door that 
is wholly in-
appropriate. 
But by far the 
worst offender 
is the shingled 
roof structure 
that covers the 
entire width 
of the facade.

High Street (Proposed Conditions):
By removing the T-111 plywood siding at the upper facade, the historic stucco substrate is revealed. The shingled roof structure is removed in favor 
of an awning that resides between the building pilasters as it would have been historically. A wood storefront system is installed that adheres to 
the traditional entry system of bulkhead, display window and transom glass. The current uses within the building can continue since the storefront 
system can allow up to two independent entries depending on internal use and space plan layout. If a retail use is located within the building, a 
panel sign illuminated by a gooseneck light fixture as shown completes the look that responds to the building’s historic roots.
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Embracing the New
Guiding new investment  

Assessment: 

Great energy with River Place development….will add pedestrians, customers, etc.

Phase IV development –opportunity to refine….make more consistent architectural 
character to town (Randy)…open up views better to river, create active space at river 
and coordinate with property owner so shared parking resource can be located in the 
center of the block and development along Market and High Streets, fronting the park 
and “main street”.

Most of the current infill development is occurring along the river front and, there-
fore, has the freedom to take on an architectural character that responds primarily to 
the water, while secondarily relating to the architecture found in downtown Seaford. 
However, in the later phases of the proposed development, new infill architecture will 
be constructed within the heart of downtown. Future phases will have new construc-
tion sitting immediately adjacent to historic architecture. When this occurs it will be 
imperative that the new construction be sympathetic to the style and characteristics 
of the historic architecture such as building height, setback, degree of detail, wall 
articulation and materials, etc. 

Whenever new infill construction occurs within a historic context there are two ac-
ceptable approaches: imitation or interpretation. Imitation implies that you build a 
new building to make it look like an old building. Interpretation implies that you build 
a new building utilizing contemporary materials and construction methodologies but 
you interpret the details and characteristics of the old within the new. This second 
approach, interpretation, seems more authentic in the context of Seaford and should 
be  emphasized. Finally, under no circumstance should new construction that bears 
no resemblance to the architectural character, scale, materials, heights, etc. of his-
toric  downtown Seaford be allowed in the downtown area...especially immediately 
adjacent to historic buildings. 
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High Street Infill

High Street Infill (Existing Conditions):
Future phases of the planned development will 
occupy two corners of this intersection at Pine 
and High Street (the principal “main street” 
in downtown Seaford). The gray building to 
the left and green building to the right will 
be demolished to make room for the new con-
struction. 

High Street Infill (Proposed Conditions):
The infill buildings illustrated above show an appropriate architectural approach for this corner site that responds to the dominant architectural 
precedent in the downtown area. The building to the left pushes the envelope slightly toward the ‘interpretive’ approach while the one on the right 
is slightly more of an ‘imitative’ approach. An architectural response between these two approaches is likely the ideal solution in downtown Seaford 
where this new architecture will reside immediately adjacent to historic buildings. Note the background that breaks the waterfront development 
buildings so that views to the river from downtown are preserved. This is a CRITICAL issue that must be addressed. Downtown’s proximity to 
the river is the single biggest identity generator for Seaford and these views must be preserved at all costs.
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Illustrative Design Guidelines
Honoring your architectural past and safeguarding current investment.  

Description: As additional development occurs in downtown Seaford and incentives such as 
overall building facade grants are offered, it will be prudent, nay imperative, to safeguard the 
investments being made by both the public and private sectors. Architectural design guide-
lines, when developed and used properly, simultaneously honor the architectural character 
of a community while safeguarding subsequent development investment. However, in many 
instances design guidelines have been written in such a way as to be difficult to understand 
and interpret and, therefore, have been viewed as an impediment to redevelopment, or worse 
still, merely a local government telling the property owner what they cannot do. 

Distinctions: Illustrative design guidelines vary from those forms of design guidelines in 
two distinct ways. The first distinction of illustrative design guidelines is how they are devel-
oped. In the traditional way, a design professional would simply write the guidelines --often 
using highbrow design and planning language that the common citizen cannot understand-- 
and they are adopted by the local government and subsequently enforced by a design review 
board. In the illustrative design guideline approach the guidelines are actually developed with 
input from the property owners that will be affected by them. The design professional shows 
participants photographs of buildings from their downtown and asks a series of questions 
that unveil an understanding of the design and planning characteristics of the community 
itself. These characteristics, such as, but not limited to, building height, dominant building 
materials, levels of detail, degree of ornament, kinds of doors and windows, etc. establish the 
baseline of architectural character for the guidelines. Said simply, the goal of the guidelines 
is to simply safeguard the architectural character that already exists within a place, NOT to 
impose and external style or standard of care beyond what is already there. 

The second distinction is that illustrative design guidelines feature copious 
photographs and minimal text. People intuitively understand photographs, 
while trying to use words to describe design criteria can lead to misun-
derstanding and multiple interpretations. Therefore, with illustrative de-
sign guidelines, the topic of windows be handled in this manner: a simple 
statement of intent would be crafted that articulates key goals pertaining 
to windows...perhaps limited to the desire to use windows that are to scale 
and in a style that is compatible with the dominant window forms in the 
downtown. Thereafter, dozens of photos of acceptable windows would be 
featured. If necessary, a few photos of inappropriate windows might also 
be featured to highlight the contrast between the two types of windows.  

Aiken, SC: (below, top) Conducting 
property owner workshop to determine 
the architectural characteristics of down-
town Aiken before drafting the guide-
lines. (below, bottom) Photo-montages 
of typical blocks in downtown Aiken that 
became the objective standard for typical 
design issues such as building height, set-
back, massing, materials, etc.
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Benefits: Illustrative design guidelines have two significant benefits. The first 
is that the resultant document features hundreds of “can do” solutions to com-
mon design issues facing a property owner. The tone of the document turns on 
its head the sentiment that design guidelines tell a property owner what they 
cannot do to their buildings to an education document that portrays hundreds, 
if not thousands, of appropriate things that can do with their building. Moreover, 
given the fact that the property owners had a voice in their formation, they do 
not feel like an external standard being imposed upon them from without, but 
rather a self-imposed standard to ensure the architectural character of their 
place has been maintained and their investment in their building is safeguard-
ed. Their investment in their building is safeguarded by the understanding that 
there is an agreed-upon standard of design care that all property owners now 
share. Said simply, an investor has no fear that his neighbor can do the wrong 
thing an adjacent property and thereby adversely affect the value of their prop-
erty.

The final benefit of illustrative design guidelines is that they are good for busi-
ness. Study after study has demonstrated that properties within areas that are 
governed by design review and objective design criteria such as illustrative 
design guidelines appreciate at a rate significantly higher than their non-regu-
lated counterparts. The study illustrated by the adjacent image was performed 
in South Carolina and revealed that neighborhoods that had design review and 
design guidelines appreciated at a rate of 16-26% higher than non-regulated 
neighborhoods.

Economic Impact: The document at right is one of many 
studies that have demonstrated the economic benefit of 
design review and design guidelines that result in higher 
appraised real estate values. A copy of the report at right 
may be found at the following URL: 
http://shpo.sc.gov/pubs/Documents/hdgoodforpocketbook.pdf
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Aiken, SC: A sample page from the Aiken design 
guidelines illustrating acceptable balcony solu-
tions for buildings in the downtown area.

Hartsville, SC: A sample page from the Hartsville 
design guidelines illustrating acceptable store-
front solutions for buildings in the downtown area. 21Hartsville Design Guidelines | EXISTING COMMERCIAL-TYPE BUILDINGS

Storefront Renovation 
and Replacement

For most traditional buildings, large panes of 
glass at the display window level with solid kick 

plates below are appropriate. Multi-pane designs 
that divide the storefront window into small com-
ponents should only be used if they restore proven 
historic elements and original openings.

Preserve the original kick plate, or bulkhead, 
whenever possible. For buildings with historic 
significance, restore the original bulkhead from 
documentary evidence. If original information is 
not available, develop a new simplified design that 
retains the original character and dimensions of the 
bulkhead that would most likely have been on the 
building. For renovations where there is no docu-
mentary evidence, appropriate bulkhead materials 
are: brick, painted wood panels, stone, and glazed 
tile or painted metal in muted tones. Align the bulk-
head with those of other traditional buildings in the 
block.

The use of a clear glass transom over doors within 
the upper part of the display window area is most 
appropriate. Retain the original materials and pro-
portions of the transom opening. If the framing that 
defines the transom has been removed, re-establish 
it in a new design. If the interior ceiling is lower than 
the transom line due to later renovation, raise the 
dropped ceiling up from the window to maintain its 
traditional dimensions. Align transom framing with 
other adjacent buildings to maintain a clear line 
along the block face. The area above the transom or 
storefront cornice has traditionally been used for a 
sign or decorative element. 

Guidelines 
Maintain traditional recessed entries where 

they exist. 
Maintain the original size, shape and propor-

tion of storefronts and openings to retain the his-
toric scale and character.

Maintain the bulkhead, or kick plate, below the 
storefront display window element.

Preserve the transom and sign board area fea-
tures.

3.1.3

X

X X X
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Side Street Merchant Signage

Natchitoches, LA:
The overall sign board was purchased and installed 
by the City on their vintage light poles. The individ-
ual businesses then purchased individual sign panels 
specific to their location and business name. 

Columbia, SC:
In a location where motorists travel at a higher rate of speed, a larger 
sign approach like this one in Columbia, SC might be warranted. 
This sign is also a collaboration between the City (who installed the 
pole and supporting structure) and the business owners (who sup-
plied their individual panels).

Description: Seaford benefits from a clearly demarcated “main street” that runs through the heart of downtown in the form of High 
Street. However, not all retail and restaurant venues are located along High Street and, therefore, need signage that will direct the shopper 
--particularly the pedestrian-- to these side street locations. Many cities have adopted a cooperative approach to this side street merchant 
signage whereby the city or town purchases and installs the pole and overall sign board, while the individual merchants purchase individual 
sign panels specific to their businesses. These approaches have the added benefit of being flexible, if a business closes and a new business 
opens, one need only to remove the old panel and install a new one. Some examples of side street merchant signage are included below.
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Middleford Road Streetscape

Middleford Road (Existing Conditions):
This thoroughfare is one of the dominant routes 
into historic downtown Seaford. However, its 
character and development pattern belies the 
beauty that awaits the traveler downtown. 
The absence of trees or landscape buffers makes 
the roadway seem barren and wider than it 
actually is. 

Middleford Road (Proposed Conditions):
Since major transmission lines occur on the right side of the street, place columnar type trees behind the transmission lines. On the left side of the 
roadway where plenty of right-of-way exists, plant larger shade trees. Include landscaped buffers at all parking lots and corners. Install a wayfind-
ing sign system and branded banners to foreshadow the downtown area. At major intersections install clearly demarcated crosswalks. Stain the 
asphalt in the bike lane with a color to distinguish this lane from the vehicular lanes of travel as well as to visually narrow the roadway width. 
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RMP Opportunity Gap - Retail Stores 

DrvTim 1: 414 HIGH ST, SEAFORD, DE 19973-3914,  5 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(195,717,352)Total Retail Sales & Eating, Drinking Places 155,798,728 351,516,080

 

(39,759,887)Motor Vehicle & Parts Dealers-441 25,888,483 65,648,370

(33,256,249)        Automotive Dealers-4411 21,009,957 54,266,206

(2,065,189)        Other Motor Vehicle Dealers-4412 2,662,837 4,728,026

(4,438,449)        Automotive Parts/Accessories, Tire Stores-4413 2,215,689 6,654,138

 

(1,687,507)Furniture & Home Furnishings Stores-442 2,966,897 4,654,404

423,553        Furniture Stores-4421 1,558,604 1,135,051

(2,111,059)        Home Furnishing Stores-4422 1,408,294 3,519,353

 

(2,923,558)Electronics & Appliances Stores-443 2,783,739 5,707,297

(2,280,141)        Appliance, TV, Electronics Stores-44311 2,178,649 4,458,790

(2,759,798)            Household Appliances Stores-443111 390,802 3,150,600

479,657            Radio, Television, Electronics Stores-443112 1,787,847 1,308,190

(707,868)        Computer & Software Stores-44312 540,640 1,248,508

64,450        Camera & Photographic Equipment Stores-44313 64,450 0

 

(4,089,249)Building Material, Garden Equipment Stores -444 16,214,227 20,303,476

(4,684,670)        Building Material & Supply Dealers-4441 13,818,914 18,503,584

634,848            Home Centers-44411 5,625,962 4,991,114

(867,949)            Paint & Wallpaper Stores-44412 227,111 1,095,060

(4,462,875)            Hardware Stores-44413 1,444,864 5,907,739

11,306            Other Building Materials Dealers-44419 6,520,976 6,509,670

(25,113)               Building Materials, Lumberyards-444191 2,409,528 2,434,641

595,420        Lawn/Garden Equipment/Supplies Stores-4442 2,395,313 1,799,893

718,407            Outdoor Power Equipment Stores-44421 718,407 0

(122,987)            Nursery & Garden Centers-44422 1,676,906 1,799,893

 

(71,329,023)Food & Beverage Stores-445 20,208,777 91,537,800

(20,106,019)        Grocery Stores-4451 13,454,878 33,560,897

(19,301,004)            Supermarkets, Grocery Stores-44511 12,556,114 31,857,118

(805,016)            Convenience Stores-44512 898,764 1,703,780

(58,086)        Specialty Food Stores-4452 1,613,462 1,671,548

(51,164,917)        Beer, Wine & Liquor Stores-4453 5,140,437 56,305,354

 

(18,598,354)Health & Personal Care Stores-446 10,278,602 28,876,956

(16,514,178)        Pharmacies & Drug Stores-44611 8,287,465 24,801,643

486,197        Cosmetics, Beauty Supplies, Perfume Stores-44612 729,890 243,693

(8,147)        Optical Goods Stores-44613 344,511 352,658

(2,562,227)        Other Health & Personal Care Stores-44619 916,736 3,478,963
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RMP Opportunity Gap - Retail Stores 

DrvTim 1: 414 HIGH ST, SEAFORD, DE 19973-3914,  5 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(29,235,124)Gasoline Stations-447 15,824,737 45,059,861

(20,083,043)        Gasoline Stations with Convenience Stores-44711 11,628,019 31,711,062

(9,152,081)        Other Gasoline Stations-44719 4,196,718 13,348,799

 

(8,659,812)Clothing & Clothing Accessories Stores-448 6,951,174 15,610,986

1,453,068        Clothing Stores-4481 3,852,470 2,399,402

175,705            Men's Clothing Stores-44811 175,705 0

(46,578)            Women's Clothing Stores-44812 834,240 880,818

268,309            Children's, Infants' Clothing Stores-44813 268,309 0

798,661            Family Clothing Stores-44814 2,083,800 1,285,139

(71,064)            Clothing Accessories Stores-44815 162,381 233,445

328,035            Other Clothing Stores-44819 328,035 0

349,032        Shoe Stores-4482 607,999 258,967

(10,461,910)        Jewelry, Luggage, Leather Goods Stores-4483 2,490,706 12,952,616

(10,746,665)            Jewelry Stores-44831 2,205,951 12,952,616

284,754            Luggage & Leather Goods Stores-44832 284,754 0

 

2,008,146Sporting Goods, Hobby, Book, Music Stores-451 2,902,999 894,853

1,700,352        Sporting Goods, Hobby, Musical Inst Stores-4511 2,576,996 876,644

567,457            Sporting Goods Stores-45111 1,343,938 776,481

660,964            Hobby, Toy & Game Stores-45112 760,481 99,517

244,426            Sewing,Needlework & Piece Goods Stores-45113 245,072 646

227,505            Musical Instrument & Supplies Stores-45114 227,505 0

307,794        Book, Periodical & Music Stores-4512 326,003 18,209

256,369            Book Stores & News Dealers-45121 274,578 18,209

218,624               Book Stores-451211 236,833 18,209

37,745               News Dealers & Newsstands-451212 37,745 0

51,425            Prerecorded Tape, CD, Record Stores-45122 51,425 0

 

(19,393,858)General Merchandise Stores-452 19,073,755 38,467,613

2,285,332        Department Stores, Excl Leased Departments-4521 8,130,044 5,844,712

(21,679,192)        Other General Merchandise Stores-4529 10,943,710 32,622,902

2,383,011Miscellaneous Store Retailers-453 4,366,964 1,983,953

51,861        Florists-4531 157,475 105,614

686,946        Office Supplies, Stationery, Gift Stores-4532 1,926,671 1,239,725

891,780            Office Supplies & Stationery Stores-45321 891,780 0

(204,834)            Gift, Novelty & Souvenir Stores-45322 1,034,891 1,239,725

263,837        Used Merchandise Stores-4533 300,889 37,052

1,380,369        Other Miscellaneous Store Retailers-4539 1,981,930 601,561

12,274,470Non-Store Retailers-454 14,039,361 1,764,891
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RMP Opportunity Gap - Retail Stores 

DrvTim 1: 414 HIGH ST, SEAFORD, DE 19973-3914,  5 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(16,706,607)Foodservice & Drinking Places-722 14,299,012 31,005,619

(12,416,102)        Full-Service Restaurants-7221 6,369,409 18,785,511

(6,175,819)        Limited-Service Eating Places-7222 5,762,756 11,938,575

1,537,308        Special Foodservices-7223 1,589,583 52,275

348,004        Drinking Places -Alcoholic Beverages-7224 577,263 229,259

 

(29,969,644)GAFO * 36,605,235 66,574,879

(19,393,858)        General Merchandise Stores-452 19,073,755 38,467,613

(8,659,812)        Clothing & Clothing Accessories Stores-448 6,951,174 15,610,986

(1,687,507)        Furniture & Home Furnishings Stores-442 2,966,897 4,654,404

(2,923,558)        Electronics & Appliances Stores-443 2,783,739 5,707,297

2,008,146        Sporting Goods, Hobby, Book, Music Stores-451 2,902,999 894,853

686,946        Office Supplies, Stationery, Gift Stores-4532 1,926,671 1,239,725
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RMP Opportunity Gap - Retail Stores 

DrvTim 2: 414 HIGH ST, SEAFORD, DE 19973-3914,  10 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(334,426,933)Total Retail Sales & Eating, Drinking Places 352,490,557 686,917,490

 

(162,455,026)Motor Vehicle & Parts Dealers-441 60,205,516 222,660,542

(147,473,131)        Automotive Dealers-4411 48,721,434 196,194,565

(9,177,506)        Other Motor Vehicle Dealers-4412 6,390,159 15,567,665

(5,804,389)        Automotive Parts/Accessories, Tire Stores-4413 5,093,923 10,898,312

 

(1,209,886)Furniture & Home Furnishings Stores-442 6,763,003 7,972,889

(539,548)        Furniture Stores-4421 3,543,045 4,082,593

(670,337)        Home Furnishing Stores-4422 3,219,959 3,890,296

 

(3,086,874)Electronics & Appliances Stores-443 6,240,893 9,327,767

(2,171,694)        Appliance, TV, Electronics Stores-44311 4,887,686 7,059,380

(2,264,174)            Household Appliances Stores-443111 886,426 3,150,600

92,480            Radio, Television, Electronics Stores-443112 4,001,260 3,908,780

(1,058,981)        Computer & Software Stores-44312 1,209,406 2,268,387

143,801        Camera & Photographic Equipment Stores-44313 143,801 0

 

(33,092,350)Building Material, Garden Equipment Stores -444 37,528,954 70,621,304

(32,953,444)        Building Material & Supply Dealers-4441 31,967,902 64,921,346

(21,966,977)            Home Centers-44411 12,928,968 34,895,945

(560,425)            Paint & Wallpaper Stores-44412 534,635 1,095,060

(8,054,148)            Hardware Stores-44413 3,280,723 11,334,871

(2,371,893)            Other Building Materials Dealers-44419 15,223,576 17,595,469

(1,016,115)               Building Materials, Lumberyards-444191 5,564,663 6,580,778

(138,905)        Lawn/Garden Equipment/Supplies Stores-4442 5,561,053 5,699,958

1,726,261            Outdoor Power Equipment Stores-44421 1,730,022 3,761

(1,865,167)            Nursery & Garden Centers-44422 3,831,030 5,696,197

 

(79,589,849)Food & Beverage Stores-445 45,186,561 124,776,410

(26,273,907)        Grocery Stores-4451 30,029,446 56,303,353

(26,253,644)            Supermarkets, Grocery Stores-44511 28,016,261 54,269,905

(20,262)            Convenience Stores-44512 2,013,186 2,033,448

1,149,638        Specialty Food Stores-4452 3,597,504 2,447,866

(54,465,580)        Beer, Wine & Liquor Stores-4453 11,559,611 66,025,191

 

(35,518,659)Health & Personal Care Stores-446 22,979,204 58,497,863

(35,371,996)        Pharmacies & Drug Stores-44611 18,508,454 53,880,450

1,170,328        Cosmetics, Beauty Supplies, Perfume Stores-44612 1,629,525 459,197

441,257        Optical Goods Stores-44613 794,725 353,468

(1,758,248)        Other Health & Personal Care Stores-44619 2,046,500 3,804,748
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RMP Opportunity Gap - Retail Stores 

DrvTim 2: 414 HIGH ST, SEAFORD, DE 19973-3914,  10 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(24,848,009)Gasoline Stations-447 35,341,162 60,189,171

(15,156,091)        Gasoline Stations with Convenience Stores-44711 25,982,951 41,139,042

(9,691,918)        Other Gasoline Stations-44719 9,358,211 19,050,129

 

(4,500,503)Clothing & Clothing Accessories Stores-448 15,696,941 20,197,444

3,906,300        Clothing Stores-4481 8,603,856 4,697,556

391,781            Men's Clothing Stores-44811 394,946 3,165

(639,816)            Women's Clothing Stores-44812 1,883,298 2,523,114

573,689            Children's, Infants' Clothing Stores-44813 577,358 3,669

2,720,117            Family Clothing Stores-44814 4,642,524 1,922,407

133,574            Clothing Accessories Stores-44815 367,019 233,445

726,957            Other Clothing Stores-44819 738,713 11,756

513,716        Shoe Stores-4482 1,340,884 827,168

(8,920,519)        Jewelry, Luggage, Leather Goods Stores-4483 5,752,201 14,672,720

(9,562,654)            Jewelry Stores-44831 5,110,066 14,672,720

642,136            Luggage & Leather Goods Stores-44832 642,136 0

 

4,499,565Sporting Goods, Hobby, Book, Music Stores-451 6,506,453 2,006,888

3,827,490        Sporting Goods, Hobby, Musical Inst Stores-4511 5,775,828 1,948,338

1,742,061            Sporting Goods Stores-45111 3,007,943 1,265,882

1,013,962            Hobby, Toy & Game Stores-45112 1,685,027 671,065

552,382            Sewing,Needlework & Piece Goods Stores-45113 563,532 11,150

519,084            Musical Instrument & Supplies Stores-45114 519,325 241

672,077        Book, Periodical & Music Stores-4512 730,626 58,549

556,116            Book Stores & News Dealers-45121 614,665 58,549

471,317               Book Stores-451211 529,866 58,549

84,799               News Dealers & Newsstands-451212 84,799 0

115,960            Prerecorded Tape, CD, Record Stores-45122 115,960 0

 

(15,784,606)General Merchandise Stores-452 42,544,500 58,329,106

4,258,669        Department Stores, Excl Leased Departments-4521 18,094,203 13,835,534

(20,043,274)        Other General Merchandise Stores-4529 24,450,297 44,493,571

7,222,063Miscellaneous Store Retailers-453 9,906,256 2,684,193

244,286        Florists-4531 363,095 118,809

2,907,501        Office Supplies, Stationery, Gift Stores-4532 4,353,782 1,446,281

2,014,367            Office Supplies & Stationery Stores-45321 2,029,766 15,399

893,134            Gift, Novelty & Souvenir Stores-45322 2,324,016 1,430,882

633,069        Used Merchandise Stores-4533 674,137 41,068

3,437,206        Other Miscellaneous Store Retailers-4539 4,515,242 1,078,036

28,681,930Non-Store Retailers-454 31,466,278 2,784,348
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RMP Opportunity Gap - Retail Stores 

DrvTim 2: 414 HIGH ST, SEAFORD, DE 19973-3914,  10 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(14,744,729)Foodservice & Drinking Places-722 32,124,835 46,869,564

(18,796,606)        Full-Service Restaurants-7221 14,312,576 33,109,182

(311,332)        Limited-Service Eating Places-7222 12,940,557 13,251,889

3,343,963        Special Foodservices-7223 3,571,829 227,866

1,019,245        Drinking Places -Alcoholic Beverages-7224 1,299,873 280,628

 

(17,174,802)GAFO * 82,105,572 99,280,374

(15,784,606)        General Merchandise Stores-452 42,544,500 58,329,106

(4,500,503)        Clothing & Clothing Accessories Stores-448 15,696,941 20,197,444

(1,209,886)        Furniture & Home Furnishings Stores-442 6,763,003 7,972,889

(3,086,874)        Electronics & Appliances Stores-443 6,240,893 9,327,767

4,499,565        Sporting Goods, Hobby, Book, Music Stores-451 6,506,453 2,006,888

2,907,501        Office Supplies, Stationery, Gift Stores-4532 4,353,782 1,446,281

 

Prepared By: 

© 2016 The Nielsen Company. All rights reserved.Prepared For: 

Project Code: 

136 OfPage

Nielsen Solution Center 1 800 866 6511

Tues Mar 08, 2016Prepared On:

www.claritas.com
www.sitereports.com


RMP Opportunity Gap - Retail Stores 

DrvTim 3: 414 HIGH ST, SEAFORD, DE 19973-3914,  20 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(398,015,286)Total Retail Sales & Eating, Drinking Places 807,536,820 1,205,552,106

 

(175,814,777)Motor Vehicle & Parts Dealers-441 142,451,094 318,265,871

(164,370,262)        Automotive Dealers-4411 115,275,079 279,645,341

(7,456,675)        Other Motor Vehicle Dealers-4412 15,525,911 22,982,586

(3,987,840)        Automotive Parts/Accessories, Tire Stores-4413 11,650,104 15,637,944

 

(10,941,734)Furniture & Home Furnishings Stores-442 15,336,737 26,278,471

(11,009,215)        Furniture Stores-4421 8,030,901 19,040,116

67,482        Home Furnishing Stores-4422 7,305,836 7,238,354

 

(2,727,421)Electronics & Appliances Stores-443 14,141,316 16,868,737

(2,838,820)        Appliance, TV, Electronics Stores-44311 11,075,250 13,914,070

(2,400,768)            Household Appliances Stores-443111 2,011,127 4,411,895

(438,053)            Radio, Television, Electronics Stores-443112 9,064,122 9,502,175

(188,883)        Computer & Software Stores-44312 2,739,793 2,928,676

300,281        Camera & Photographic Equipment Stores-44313 326,272 25,991

 

(55,450,350)Building Material, Garden Equipment Stores -444 85,690,726 141,141,076

(60,193,092)        Building Material & Supply Dealers-4441 72,799,398 132,992,490

(24,428,362)            Home Centers-44411 29,417,233 53,845,595

124,248            Paint & Wallpaper Stores-44412 1,219,308 1,095,060

(20,529,277)            Hardware Stores-44413 7,461,352 27,990,629

(15,359,701)            Other Building Materials Dealers-44419 34,701,505 50,061,206

(6,046,809)               Building Materials, Lumberyards-444191 12,676,290 18,723,099

4,742,742        Lawn/Garden Equipment/Supplies Stores-4442 12,891,328 8,148,586

3,168,074            Outdoor Power Equipment Stores-44421 4,138,304 970,230

1,574,668            Nursery & Garden Centers-44422 8,753,024 7,178,356

 

(135,915,095)Food & Beverage Stores-445 102,798,526 238,713,621

(24,688,754)        Grocery Stores-4451 68,255,034 92,943,788

(18,034,604)            Supermarkets, Grocery Stores-44511 63,666,614 81,701,218

(6,654,150)            Convenience Stores-44512 4,588,420 11,242,570

3,241,470        Specialty Food Stores-4452 8,180,091 4,938,621

(114,467,811)        Beer, Wine & Liquor Stores-4453 26,363,402 140,831,213

 

(32,843,984)Health & Personal Care Stores-446 51,897,327 84,741,311

(37,790,872)        Pharmacies & Drug Stores-44611 41,779,192 79,570,064

2,976,099        Cosmetics, Beauty Supplies, Perfume Stores-44612 3,676,172 700,073

1,292,821        Optical Goods Stores-44613 1,821,808 528,987

677,968        Other Health & Personal Care Stores-44619 4,620,155 3,942,187
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RMP Opportunity Gap - Retail Stores 

DrvTim 3: 414 HIGH ST, SEAFORD, DE 19973-3914,  20 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

(77,336,512)Gasoline Stations-447 80,971,785 158,308,297

(64,725,928)        Gasoline Stations with Convenience Stores-44711 59,504,676 124,230,604

(12,610,583)        Other Gasoline Stations-44719 21,467,110 34,077,693

 

(18,190,003)Clothing & Clothing Accessories Stores-448 35,633,018 53,823,021

10,552,392        Clothing Stores-4481 19,547,217 8,994,825

(103,090)            Men's Clothing Stores-44811 898,097 1,001,187

130,691            Women's Clothing Stores-44812 4,285,641 4,154,950

464,135            Children's, Infants' Clothing Stores-44813 1,305,181 841,046

8,287,163            Family Clothing Stores-44814 10,543,472 2,256,309

601,941            Clothing Accessories Stores-44815 835,386 233,445

1,171,551            Other Clothing Stores-44819 1,679,440 507,889

1,829,354        Shoe Stores-4482 3,038,735 1,209,381

(30,571,749)        Jewelry, Luggage, Leather Goods Stores-4483 13,047,066 43,618,815

(32,031,475)            Jewelry Stores-44831 11,587,340 43,618,815

1,459,727            Luggage & Leather Goods Stores-44832 1,459,727 0

 

11,696,548Sporting Goods, Hobby, Book, Music Stores-451 14,713,419 3,016,871

10,142,718        Sporting Goods, Hobby, Musical Inst Stores-4511 13,069,881 2,927,163

4,845,783            Sporting Goods Stores-45111 6,814,507 1,968,724

2,991,560            Hobby, Toy & Game Stores-45112 3,799,278 807,718

1,264,958            Sewing,Needlework & Piece Goods Stores-45113 1,276,108 11,150

1,040,418            Musical Instrument & Supplies Stores-45114 1,179,989 139,571

1,553,830        Book, Periodical & Music Stores-4512 1,643,538 89,708

1,291,206            Book Stores & News Dealers-45121 1,380,914 89,708

1,098,925               Book Stores-451211 1,188,633 89,708

192,281               News Dealers & Newsstands-451212 192,281 0

262,624            Prerecorded Tape, CD, Record Stores-45122 262,624 0

 

14,987,829General Merchandise Stores-452 96,527,477 81,539,648

21,456,769        Department Stores, Excl Leased Departments-4521 41,022,282 19,565,513

(6,468,941)        Other General Merchandise Stores-4529 55,505,195 61,974,136

17,746,754Miscellaneous Store Retailers-453 22,604,631 4,857,877

473,274        Florists-4531 825,182 351,908

7,218,670        Office Supplies, Stationery, Gift Stores-4532 9,883,336 2,664,666

3,944,349            Office Supplies & Stationery Stores-45321 4,613,960 669,611

3,274,321            Gift, Novelty & Souvenir Stores-45322 5,269,376 1,995,055

1,181,499        Used Merchandise Stores-4533 1,527,025 345,526

8,873,312        Other Miscellaneous Store Retailers-4539 10,369,088 1,495,776

65,932,953Non-Store Retailers-454 71,308,167 5,375,214

 

 

Prepared By: 

© 2016 The Nielsen Company. All rights reserved.Prepared For: 

Project Code: 

138 OfPage

Nielsen Solution Center 1 800 866 6511

Tues Mar 08, 2016Prepared On:

www.claritas.com
www.sitereports.com


RMP Opportunity Gap - Retail Stores 

DrvTim 3: 414 HIGH ST, SEAFORD, DE 19973-3914,  20 Minute(s) Total

2015 Supply2015 Demand

Retail Stores Gap/Surplus(Retail Sales)

Opportunity 

(Consumer Expenditures)

840,507Foodservice & Drinking Places-722 73,462,597 72,622,090

(11,732,700)        Full-Service Restaurants-7221 32,739,546 44,472,246

8,361,328        Limited-Service Eating Places-7222 29,587,305 21,225,977

1,700,895        Special Foodservices-7223 8,164,302 6,463,407

2,510,984        Drinking Places -Alcoholic Beverages-7224 2,971,444 460,460

 

2,043,887GAFO * 186,235,302 184,191,415

14,987,829        General Merchandise Stores-452 96,527,477 81,539,648

(18,190,003)        Clothing & Clothing Accessories Stores-448 35,633,018 53,823,021

(10,941,734)        Furniture & Home Furnishings Stores-442 15,336,737 26,278,471

(2,727,421)        Electronics & Appliances Stores-443 14,141,316 16,868,737

11,696,548        Sporting Goods, Hobby, Book, Music Stores-451 14,713,419 3,016,871

7,218,670        Office Supplies, Stationery, Gift Stores-4532 9,883,336 2,664,666

 

department stores. This category is not included in Total Retail Sales Including Eating and Drinking Places.

*GAFO (General Merchandise, Apparel, Furniture and Other) represents sales at stores that sell merchandise normally sold in

both supply and demand estimates. 

specified reporting geography. When this difference is positive (demand is greater than the supply), there is an opportunity gap

for that retail store type; when the difference is negative (supply is greater than demand), there is a surplus.

Survey (CE Survey , or CEX), which is fielded by the U.S. Bureau of Labor Statistics (BLS). The supply data is derived from the 

Census of Retail Trade (CRT), which is made available by the U.S. Census. Additional data sources are incorporated to create 

The difference between demand and supply represents the opportunity gap or surplus available for each retail store type in the 

Nielsen' RMP data is derived from two major sources of information. The demand data is derived from the Consumer Expenditure

Prepared By: 

© 2016 The Nielsen Company. All rights reserved.Prepared For: 

Project Code: 

139 OfPage

Nielsen Solution Center 1 800 866 6511

Tues Mar 08, 2016Prepared On:

www.claritas.com
www.sitereports.com


RMP Opportunity Gap - Retail Stores 

Appendix: Area Listing

Polygon Points:

414 HIGH ST, SEAFORD, DE  19973-3914

Block GroupType: Drive Time 1: 5 Minute(s) Reporting Detail: Aggregate Reporting Level:

Area Name:

-75.60316538.613216-75.59986938.607830-75.59568038.608128-75.59478038.606331

-75.60585838.622494-75.60435538.617107-75.61214438.611721-75.61244238.609024

-75.61423538.618603-75.61333538.622494-75.61573038.624290-75.60914638.624889

-75.62979938.614414-75.62321538.619202-75.62052238.618305-75.62052238.621597

-75.61154238.632072-75.61842338.629082-75.62351238.622196-75.62531338.622795

-75.62471038.632374-75.62081938.630280-75.61004638.639854-75.61333538.635963

-75.63578838.634171-75.62979938.635365-75.63219538.631176-75.62740338.628780

-75.63518538.636265-75.63877938.631775-75.63549038.621895-75.63309538.625488

-75.64925438.637463-75.64596638.635666-75.64327238.640755-75.63638338.638359

-75.64775838.644047-75.65554038.641354-75.64566838.640755-75.64626338.638062

-75.64296738.642849-75.64296738.646442-75.64566838.648537-75.64536338.642551

-75.63249238.649433-75.63668838.644943-75.64057938.647041-75.63967938.644344

-75.63758138.666496-75.63788638.663502-75.64117438.662304-75.63728338.661705

-75.62740338.659611-75.62860138.661705-75.63069938.660809-75.63129438.664700

-75.62231438.662304-75.62201738.658115-75.62411538.657814-75.62590838.663204

-75.62171938.670387-75.62291738.665897-75.62531338.669189-75.62710638.668591

-75.59597838.672783-75.59986938.663803-75.61603538.667992-75.62081938.664700

-75.59268238.679665-75.59507838.678467-75.59537538.674576-75.60076938.674877

-75.57831638.660809-75.58400738.657516-75.59238438.661106-75.59059138.678467

-75.57831638.650333-75.57861338.656319-75.57173238.657814-75.57143438.661106

-75.58011638.645542-75.59238438.642250-75.59268238.647938-75.58729638.651230

-75.56933638.637760-75.56784138.640453-75.57202938.643150-75.57711838.641953

-75.57801838.640156-75.58071138.637161-75.57711838.636562-75.57622538.639256

-75.58370238.631775-75.58011638.635067-75.58370238.638062-75.58220738.640453

-75.59118738.630875-75.58879138.632973-75.58520538.627583-75.57981138.627884

-75.58819638.616810-75.58819638.620399-75.58460238.621895-75.58909638.623692

-75.59358238.613815-75.59687838.612019-75.60046438.617405-75.59029438.619202

-75.59478038.606331-75.59088938.609623-75.59507838.610222
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RMP Opportunity Gap - Retail Stores 

Appendix: Area Listing

Polygon Points:

414 HIGH ST, SEAFORD, DE  19973-3914

Block GroupType: Drive Time 2: 10 Minute(s) Reporting Detail: Aggregate Reporting Level:

Area Name:

-75.60778038.577267-75.60655238.582767-75.58516738.583992-75.57538638.566265

-75.60900138.593769-75.60961238.585213-75.61878238.582767-75.61633338.576046

-75.62611438.583992-75.62794538.595604-75.61878238.604160-75.61694338.596825

-75.65300838.593769-75.65667038.587658-75.64383738.585213-75.64139638.590103

-75.67440038.618217-75.67317238.607216-75.65972938.601105-75.66339938.593159

-75.67990138.624939-75.69028538.620663-75.68845438.614552-75.66890038.624329

-75.69395438.639610-75.71167838.634720-75.69395438.635941-75.69273438.629219

-75.68478438.641441-75.69090338.654278-75.68906438.641441-75.69823538.651833

-75.68112238.666500-75.67623138.662224-75.68356338.651222-75.67745238.641441

-75.66645138.665279-75.66706138.678112-75.67134138.666500-75.67806238.674446

-75.64017538.675671-75.64994838.674446-75.65239738.667110-75.66095038.664669

-75.66339938.692169-75.65911938.684227-75.67134138.680557-75.64078538.679337

-75.64017538.687283-75.63955738.703785-75.64505838.705616-75.64444738.689728

-75.61878238.708672-75.62611438.708672-75.63650538.702560-75.63283538.698895

-75.60350038.697060-75.61205338.700729-75.61267138.706841-75.61817238.703171

-75.58699838.717842-75.57905638.719063-75.59127838.730675-75.59127838.700729

-75.58149738.701340-75.55827338.709896-75.56560538.713562-75.58332838.705006

-75.56010438.690948-75.56499538.694614-75.57293738.687893-75.58149738.693394

-75.56316438.672001-75.56927538.670170-75.56071538.679337-75.56560538.684837

-75.54421238.678112-75.54788238.685448-75.54971338.673836-75.56071538.666500

-75.52710038.665890-75.53443938.672611-75.54605138.667110-75.53749138.681782

-75.52465838.657333-75.52771038.660389-75.53871238.651222-75.54360238.655499

-75.52771038.638386-75.52220938.633495-75.51609838.637775-75.54666138.643276

-75.52893838.621883-75.51548838.623108-75.53260038.626774-75.54666138.637165

-75.54788238.614552-75.54605138.607216-75.53994038.620663-75.52771038.614552

-75.55888438.599880-75.54849238.602940-75.55827338.604771-75.55582438.616997

-75.56682638.591324-75.57293738.599270-75.56377438.600494-75.55644238.593769

-75.55949438.568100-75.56316438.577881-75.55582438.589493-75.57049638.587048

-75.57538638.566265
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RMP Opportunity Gap - Retail Stores 

Appendix: Area Listing

Polygon Points:

414 HIGH ST, SEAFORD, DE  19973-3914

Block GroupType: Drive Time 3: 20 Minute(s) Reporting Detail: Aggregate Reporting Level:

Area Name:

-75.57872038.489624-75.56134838.484993-75.56829838.478043-75.55903638.471096

-75.59956438.503521-75.59030238.532475-75.59262138.506996-75.57177038.503521

-75.62272638.519737-75.62504638.506996-75.61114538.505840-75.60999338.515102

-75.67947438.548687-75.66558138.535950-75.64009938.534790-75.64241838.513947

-75.67947438.575325-75.65863038.570690-75.68874438.555637-75.65747138.556793

-75.76517538.579956-75.72348038.560268-75.73275038.554478-75.72695938.547531

-75.80339138.617016-75.78022838.615856-75.78022838.590378-75.75012238.600803

-75.77327738.636703-75.80571038.641335-75.81960338.628597-75.77675638.629753

-75.76170338.661022-75.78949738.655231-75.76749438.655231-75.77906838.650600

-75.73622138.724716-75.72464038.706188-75.77791638.701557-75.78370738.680710

-75.69800638.730507-75.72695938.735142-75.71421838.724716-75.72000938.715454

-75.70032538.755985-75.69684638.745564-75.71074738.738613-75.69684638.738613

-75.66558138.777988-75.65747138.758301-75.67947438.760620-75.68526538.747879

-75.63199638.797676-75.62504638.784939-75.64473038.789570-75.65052038.775673

-75.55555738.799995-75.56829838.806942-75.56250838.816208-75.58567038.831261

-75.53934538.780308-75.55324638.787254-75.55787738.779148-75.56945838.794205

-75.52776338.755985-75.51850138.768726-75.54050438.753670-75.54745538.766411

-75.50808038.715454-75.47449538.737457-75.50112938.746723-75.49765838.759460

-75.47101638.689976-75.43512038.699242-75.47796638.695766-75.46291438.729351

-75.43048938.663338-75.44901338.669128-75.45249238.657547-75.46638538.657547

-75.43048938.647125-75.41890738.642494-75.41427638.663338-75.43743138.656391

-75.43280038.612385-75.44091038.606594-75.42701038.623962-75.45133238.633228

-75.46870438.591537-75.46059438.577641-75.45712338.590378-75.41311638.593853

-75.48607638.562584-75.47333538.576481-75.49649838.571850-75.48607638.592697

-75.49186738.519737-75.49996938.539425-75.46291438.540581-75.47101638.561428

-75.51850138.495415-75.53471438.506996-75.51387038.503521-75.51155138.518578

-75.55903638.471096-75.54629538.475727-75.55324638.486153
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RMP Opportunity Gap - Retail Stores 

Appendix: Area Listing
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Executive Summary 2015

DrvTim 1: 414 HIGH ST, SEAFORD, DE 19973-3914,  5 Minute(s) Total

The population in this area is estimated to change from 10,908 to 11,194, resulting in a growth of 2.6% between 

2010 and the current year. Over the next five years, the population is projected to grow by 3.2%.

The population in the United States is estimated to change from 308,745,538 to 319,459,991, resulting in a growth 

of 3.5% between 2010 and the current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 38.7, while the average age is 39.6. Five years from now, the median age 

is projected to be 38.0.

The current year median age for the United States is 37.9, while the average age is 38.7. Five years from now, the 

median age is projected to be 38.8.

Of this area's current year estimated population:

60.6% are White Alone, 28.6% are Black or African Am. Alone, 0.6% are Am. Indian and Alaska Nat. Alone, 1.9% 

are Asian Alone, 0.0% are Nat. Hawaiian and Other Pacific Isl. Alone, 5.3% are Some Other Race, and 3.0% are 

Two or More Races.

Of the United States's current year estimated population:

71.1% are White Alone, 12.7% are Black or African Am. Alone, 1.0% are Am. Indian and Alaska Nat. Alone, 5.2% 

are Asian Alone, 0.2% are Nat. Hawaiian and Other Pacific Isl. Alone, 6.6% are Some Other Race, and 3.2% are 

Two or More Races.

This area's current estimated Hispanic or Latino population is 10.5%, while the United States current estimated 

Hispanic or Latino population is 17.6%.

The number of households in this area is estimated to change from 4,134 to 4,221, resulting in an increase of 2.1% 

between 2010 and the current year. Over the next five years, the number of households is projected to increase by 

3.0%.

The number of households in the United States is estimated to change from 116,716,292 to 121,099,157, resulting in 

an increase of 3.8% between 2010 and the current year. Over the next five years, the number of households is 

projected to increase by 3.7%.

The average household income is estimated to be $54,828 for the current year, while the average household income 

for the United States is estimated to be $74,165 for the same time frame.

The average household income in this area is projected to change over the next five years, from $54,828 to $58,793.

The average household income in the United States is projected to change over the next five years, from $74,165 to 

$79,486.

© 2016 The Nielsen Company. All rights reserved.Prepared For: 

Nielsen Solution Center 1 800 866 6511

Prepared By: 13OfPage 1Tues Mar 08, 2016Prepared On:

www.sitereports.com
www.claritas.com


Executive Summary 2015

DrvTim 1: 414 HIGH ST, SEAFORD, DE 19973-3914,  5 Minute(s) Total

For this area, 89.4% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.0% are in the Armed Forces, 53.2% are employed civilians, 6.3% are unemployed civilians, and 40.4% are not in 

the labor force.

For the United States, 90.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.4% are in the Armed Forces, 57.4% are employed civilians, 6.2% are unemployed civilians, and 36.0% are not in 

the labor force.

The occupational classifications for this area are as follows:

26.8% hold blue collar occupations, 48.4% hold white collar occupations, and 24.8% are occupied as service & farm 

workers.

The occupational classifications for the United States are as follows:

20.4% hold blue collar occupations, 60.6% hold white collar occupations, and 19.0% are occupied as service & farm 

workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the 

following occupational categories:                        

0.9% are in Architecture and Engineering, 1.1% are in Arts, Entertainment and Sports, 1.4% are in Business and 

Financial Operations, 0.3% are in Computers and Mathematics, 5.0% are in Education, Training and Libraries, 5.1% 

are in Healthcare Practitioners and Technicians, 4.6% are in Healthcare Support, 1.8% are in Life, Physical and 

Social Sciences, 7.0% are in Management, 13.0% are in Office and Administrative Support.

1.5% are in Community and Social Services, 5.1% are in Food Preparation and Serving, 0.9% are in Legal Services, 

3.2% are in Protective Services, 10.5% are in Sales and Related Services, 6.2% are in Personal Care Services.

3.4% are in Building and Grounds Maintenance, 6.4% are in Construction and Extraction, 2.3% are in Farming, 

Fishing and Forestry, 4.7% are in Maintenance and Repair, 7.4% are in Production, 8.3% are in Transportation and 

Moving.

For the civilian employed population age 16 and over in the United States, it is estimated that they are employed in 

the following occupational categories:                        

1.8% are in Architecture and Engineering, 1.9% are in Arts, Entertainment and Sports, 4.7% are in Business and 

Financial Operations, 2.6% are in Computers and Mathematics, 6.1% are in Education, Training and Libraries, 5.6% 

are in Healthcare Practitioners and Technicians, 2.6% are in Healthcare Support, 0.9% are in Life, Physical and 

Social Sciences, 9.6% are in Management, 13.6% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.8% are in Food Preparation and Serving, 1.2% are in Legal Services, 

2.2% are in Protective Services, 11.0% are in Sales and Related Services, 3.7% are in Personal Care Services.

4.0% are in Building and Grounds Maintenance, 5.0% are in Construction and Extraction, 0.7% are in Farming, 

Fishing and Forestry, 3.3% are in Maintenance and Repair, 6.0% are in Production, 6.1% are in Transportation and 

Moving.
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Currently, it is estimated that 5.3% of the population age 25 and over in this area had earned a Master's Degree, 

1.5% had earned a Professional School Degree, 0.6% had earned a Doctorate Degree and 9.6% had earned a 

Bachelor's Degree.

In comparison, for the United States, it is estimated that for the population over age 25, 7.6% had earned a Master's  

Degree, 1.9% had earned a Professional School Degree, 1.2% had earned a Doctorate Degree and 18.1% had earned 

a Bachelor's Degree.

Most of the dwellings in this area (61.0%) are estimated to be Owner-Occupied for the current year. For the entire 

country the majority of the housing units are Owner-Occupied (65.0%).

The majority of dwellings in this area (65.2%) are estimated to be structures of 1 Unit Detached for the current year. 

The majority of dwellings in the United States (61.5%) are estimated to be structures of 1 Unit Detached for the 

same year.

The majority of housing units in this area (16.5%) are estimated to have been Housing Unit Built 2000 to 2009 for 

the current year.

The majority of housing units in the United States (15.3%) are estimated to have been Housing Unit Built 1970 to 

1979 for the current year.
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The population in this area is estimated to change from 23,098 to 24,098, resulting in a growth of 4.3% between 

2010 and the current year. Over the next five years, the population is projected to grow by 4.5%.

The population in the United States is estimated to change from 308,745,538 to 319,459,991, resulting in a growth 

of 3.5% between 2010 and the current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 39.6, while the average age is 39.8. Five years from now, the median age 

is projected to be 39.0.

The current year median age for the United States is 37.9, while the average age is 38.7. Five years from now, the 

median age is projected to be 38.8.

Of this area's current year estimated population:

65.8% are White Alone, 24.1% are Black or African Am. Alone, 0.7% are Am. Indian and Alaska Nat. Alone, 1.6% 

are Asian Alone, 0.1% are Nat. Hawaiian and Other Pacific Isl. Alone, 4.6% are Some Other Race, and 3.0% are 

Two or More Races.

Of the United States's current year estimated population:

71.1% are White Alone, 12.7% are Black or African Am. Alone, 1.0% are Am. Indian and Alaska Nat. Alone, 5.2% 

are Asian Alone, 0.2% are Nat. Hawaiian and Other Pacific Isl. Alone, 6.6% are Some Other Race, and 3.2% are 

Two or More Races.

This area's current estimated Hispanic or Latino population is 9.5%, while the United States current estimated 

Hispanic or Latino population is 17.6%.

The number of households in this area is estimated to change from 8,762 to 9,057, resulting in an increase of 3.4% 

between 2010 and the current year. Over the next five years, the number of households is projected to increase by 

4.1%.

The number of households in the United States is estimated to change from 116,716,292 to 121,099,157, resulting in 

an increase of 3.8% between 2010 and the current year. Over the next five years, the number of households is 

projected to increase by 3.7%.

The average household income is estimated to be $58,359 for the current year, while the average household income 

for the United States is estimated to be $74,165 for the same time frame.

The average household income in this area is projected to change over the next five years, from $58,359 to $63,275.

The average household income in the United States is projected to change over the next five years, from $74,165 to 

$79,486.
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For this area, 89.0% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.1% are in the Armed Forces, 54.5% are employed civilians, 6.8% are unemployed civilians, and 38.7% are not in 

the labor force.

For the United States, 90.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.4% are in the Armed Forces, 57.4% are employed civilians, 6.2% are unemployed civilians, and 36.0% are not in 

the labor force.

The occupational classifications for this area are as follows:

26.6% hold blue collar occupations, 48.2% hold white collar occupations, and 25.2% are occupied as service & farm 

workers.

The occupational classifications for the United States are as follows:

20.4% hold blue collar occupations, 60.6% hold white collar occupations, and 19.0% are occupied as service & farm 

workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the 

following occupational categories:                        

0.8% are in Architecture and Engineering, 0.9% are in Arts, Entertainment and Sports, 1.8% are in Business and 

Financial Operations, 0.3% are in Computers and Mathematics, 4.4% are in Education, Training and Libraries, 5.0% 

are in Healthcare Practitioners and Technicians, 4.1% are in Healthcare Support, 1.4% are in Life, Physical and 

Social Sciences, 7.0% are in Management, 12.7% are in Office and Administrative Support.

1.5% are in Community and Social Services, 5.4% are in Food Preparation and Serving, 0.9% are in Legal Services, 

3.1% are in Protective Services, 11.4% are in Sales and Related Services, 5.8% are in Personal Care Services.

4.3% are in Building and Grounds Maintenance, 6.7% are in Construction and Extraction, 2.5% are in Farming, 

Fishing and Forestry, 5.3% are in Maintenance and Repair, 6.8% are in Production, 7.8% are in Transportation and 

Moving.

For the civilian employed population age 16 and over in the United States, it is estimated that they are employed in 

the following occupational categories:                        

1.8% are in Architecture and Engineering, 1.9% are in Arts, Entertainment and Sports, 4.7% are in Business and 

Financial Operations, 2.6% are in Computers and Mathematics, 6.1% are in Education, Training and Libraries, 5.6% 

are in Healthcare Practitioners and Technicians, 2.6% are in Healthcare Support, 0.9% are in Life, Physical and 

Social Sciences, 9.6% are in Management, 13.6% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.8% are in Food Preparation and Serving, 1.2% are in Legal Services, 

2.2% are in Protective Services, 11.0% are in Sales and Related Services, 3.7% are in Personal Care Services.

4.0% are in Building and Grounds Maintenance, 5.0% are in Construction and Extraction, 0.7% are in Farming, 

Fishing and Forestry, 3.3% are in Maintenance and Repair, 6.0% are in Production, 6.1% are in Transportation and 

Moving.
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Currently, it is estimated that 5.0% of the population age 25 and over in this area had earned a Master's Degree, 

1.5% had earned a Professional School Degree, 0.5% had earned a Doctorate Degree and 8.9% had earned a 

Bachelor's Degree.

In comparison, for the United States, it is estimated that for the population over age 25, 7.6% had earned a Master's  

Degree, 1.9% had earned a Professional School Degree, 1.2% had earned a Doctorate Degree and 18.1% had earned 

a Bachelor's Degree.

Most of the dwellings in this area (70.8%) are estimated to be Owner-Occupied for the current year. For the entire 

country the majority of the housing units are Owner-Occupied (65.0%).

The majority of dwellings in this area (67.1%) are estimated to be structures of 1 Unit Detached for the current year. 

The majority of dwellings in the United States (61.5%) are estimated to be structures of 1 Unit Detached for the 

same year.

The majority of housing units in this area (18.9%) are estimated to have been Housing Unit Built 2000 to 2009 for 

the current year.

The majority of housing units in the United States (15.3%) are estimated to have been Housing Unit Built 1970 to 

1979 for the current year.
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The population in this area is estimated to change from 52,327 to 54,134, resulting in a growth of 3.4% between 

2010 and the current year. Over the next five years, the population is projected to grow by 3.9%.

The population in the United States is estimated to change from 308,745,538 to 319,459,991, resulting in a growth 

of 3.5% between 2010 and the current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 39.4, while the average age is 39.4. Five years from now, the median age 

is projected to be 38.8.

The current year median age for the United States is 37.9, while the average age is 38.7. Five years from now, the 

median age is projected to be 38.8.

Of this area's current year estimated population:

68.5% are White Alone, 22.4% are Black or African Am. Alone, 0.6% are Am. Indian and Alaska Nat. Alone, 1.1% 

are Asian Alone, 0.1% are Nat. Hawaiian and Other Pacific Isl. Alone, 4.1% are Some Other Race, and 3.1% are 

Two or More Races.

Of the United States's current year estimated population:

71.1% are White Alone, 12.7% are Black or African Am. Alone, 1.0% are Am. Indian and Alaska Nat. Alone, 5.2% 

are Asian Alone, 0.2% are Nat. Hawaiian and Other Pacific Isl. Alone, 6.6% are Some Other Race, and 3.2% are 

Two or More Races.

This area's current estimated Hispanic or Latino population is 8.9%, while the United States current estimated 

Hispanic or Latino population is 17.6%.

The number of households in this area is estimated to change from 19,638 to 20,196, resulting in an increase of 2.8% 

between 2010 and the current year. Over the next five years, the number of households is projected to increase by 

3.6%.

The number of households in the United States is estimated to change from 116,716,292 to 121,099,157, resulting in 

an increase of 3.8% between 2010 and the current year. Over the next five years, the number of households is 

projected to increase by 3.7%.

The average household income is estimated to be $59,593 for the current year, while the average household income 

for the United States is estimated to be $74,165 for the same time frame.

The average household income in this area is projected to change over the next five years, from $59,593 to $64,740.

The average household income in the United States is projected to change over the next five years, from $74,165 to 

$79,486.
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For this area, 89.3% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.1% are in the Armed Forces, 54.8% are employed civilians, 6.5% are unemployed civilians, and 38.6% are not in 

the labor force.

For the United States, 90.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:

0.4% are in the Armed Forces, 57.4% are employed civilians, 6.2% are unemployed civilians, and 36.0% are not in 

the labor force.

The occupational classifications for this area are as follows:

28.7% hold blue collar occupations, 47.9% hold white collar occupations, and 23.4% are occupied as service & farm 

workers.

The occupational classifications for the United States are as follows:

20.4% hold blue collar occupations, 60.6% hold white collar occupations, and 19.0% are occupied as service & farm 

workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the 

following occupational categories:                        

1.0% are in Architecture and Engineering, 0.8% are in Arts, Entertainment and Sports, 1.9% are in Business and 

Financial Operations, 0.4% are in Computers and Mathematics, 4.3% are in Education, Training and Libraries, 5.0% 

are in Healthcare Practitioners and Technicians, 3.9% are in Healthcare Support, 1.0% are in Life, Physical and 

Social Sciences, 7.1% are in Management, 13.2% are in Office and Administrative Support.

2.1% are in Community and Social Services, 5.1% are in Food Preparation and Serving, 0.7% are in Legal Services, 

2.6% are in Protective Services, 10.4% are in Sales and Related Services, 5.2% are in Personal Care Services.

4.5% are in Building and Grounds Maintenance, 7.0% are in Construction and Extraction, 2.2% are in Farming, 

Fishing and Forestry, 4.9% are in Maintenance and Repair, 7.9% are in Production, 8.9% are in Transportation and 

Moving.

For the civilian employed population age 16 and over in the United States, it is estimated that they are employed in 

the following occupational categories:                        

1.8% are in Architecture and Engineering, 1.9% are in Arts, Entertainment and Sports, 4.7% are in Business and 

Financial Operations, 2.6% are in Computers and Mathematics, 6.1% are in Education, Training and Libraries, 5.6% 

are in Healthcare Practitioners and Technicians, 2.6% are in Healthcare Support, 0.9% are in Life, Physical and 

Social Sciences, 9.6% are in Management, 13.6% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.8% are in Food Preparation and Serving, 1.2% are in Legal Services, 

2.2% are in Protective Services, 11.0% are in Sales and Related Services, 3.7% are in Personal Care Services.

4.0% are in Building and Grounds Maintenance, 5.0% are in Construction and Extraction, 0.7% are in Farming, 

Fishing and Forestry, 3.3% are in Maintenance and Repair, 6.0% are in Production, 6.1% are in Transportation and 

Moving.
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Currently, it is estimated that 4.5% of the population age 25 and over in this area had earned a Master's Degree, 

1.1% had earned a Professional School Degree, 0.5% had earned a Doctorate Degree and 8.7% had earned a 

Bachelor's Degree.

In comparison, for the United States, it is estimated that for the population over age 25, 7.6% had earned a Master's  

Degree, 1.9% had earned a Professional School Degree, 1.2% had earned a Doctorate Degree and 18.1% had earned 

a Bachelor's Degree.

Most of the dwellings in this area (72.4%) are estimated to be Owner-Occupied for the current year. For the entire 

country the majority of the housing units are Owner-Occupied (65.0%).

The majority of dwellings in this area (70.0%) are estimated to be structures of 1 Unit Detached for the current year. 

The majority of dwellings in the United States (61.5%) are estimated to be structures of 1 Unit Detached for the 

same year.

The majority of housing units in this area (20.1%) are estimated to have been Housing Unit Built 2000 to 2009 for 

the current year.

The majority of housing units in the United States (15.3%) are estimated to have been Housing Unit Built 1970 to 

1979 for the current year.
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Polygon Points:

414 HIGH ST, SEAFORD, DE  19973-3914

Block GroupType: Drive Time 1: 5 Minute(s) Reporting Detail: Aggregate Reporting Level:

Area Name:

-75.60316538.613216-75.59986938.607830-75.59568038.608128-75.59478038.606331

-75.60585838.622494-75.60435538.617107-75.61214438.611721-75.61244238.609024

-75.61423538.618603-75.61333538.622494-75.61573038.624290-75.60914638.624889

-75.62979938.614414-75.62321538.619202-75.62052238.618305-75.62052238.621597

-75.61154238.632072-75.61842338.629082-75.62351238.622196-75.62531338.622795

-75.62471038.632374-75.62081938.630280-75.61004638.639854-75.61333538.635963

-75.63578838.634171-75.62979938.635365-75.63219538.631176-75.62740338.628780

-75.63518538.636265-75.63877938.631775-75.63549038.621895-75.63309538.625488

-75.64925438.637463-75.64596638.635666-75.64327238.640755-75.63638338.638359

-75.64775838.644047-75.65554038.641354-75.64566838.640755-75.64626338.638062

-75.64296738.642849-75.64296738.646442-75.64566838.648537-75.64536338.642551

-75.63249238.649433-75.63668838.644943-75.64057938.647041-75.63967938.644344

-75.63758138.666496-75.63788638.663502-75.64117438.662304-75.63728338.661705

-75.62740338.659611-75.62860138.661705-75.63069938.660809-75.63129438.664700

-75.62231438.662304-75.62201738.658115-75.62411538.657814-75.62590838.663204

-75.62171938.670387-75.62291738.665897-75.62531338.669189-75.62710638.668591

-75.59597838.672783-75.59986938.663803-75.61603538.667992-75.62081938.664700

-75.59268238.679665-75.59507838.678467-75.59537538.674576-75.60076938.674877

-75.57831638.660809-75.58400738.657516-75.59238438.661106-75.59059138.678467

-75.57831638.650333-75.57861338.656319-75.57173238.657814-75.57143438.661106

-75.58011638.645542-75.59238438.642250-75.59268238.647938-75.58729638.651230

-75.56933638.637760-75.56784138.640453-75.57202938.643150-75.57711838.641953

-75.57801838.640156-75.58071138.637161-75.57711838.636562-75.57622538.639256

-75.58370238.631775-75.58011638.635067-75.58370238.638062-75.58220738.640453

-75.59118738.630875-75.58879138.632973-75.58520538.627583-75.57981138.627884

-75.58819638.616810-75.58819638.620399-75.58460238.621895-75.58909638.623692

-75.59358238.613815-75.59687838.612019-75.60046438.617405-75.59029438.619202

-75.59478038.606331-75.59088938.609623-75.59507838.610222
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Polygon Points:

414 HIGH ST, SEAFORD, DE  19973-3914

Block GroupType: Drive Time 2: 10 Minute(s) Reporting Detail: Aggregate Reporting Level:

Area Name:

-75.60778038.577267-75.60655238.582767-75.58516738.583992-75.57538638.566265

-75.60900138.593769-75.60961238.585213-75.61878238.582767-75.61633338.576046

-75.62611438.583992-75.62794538.595604-75.61878238.604160-75.61694338.596825

-75.65300838.593769-75.65667038.587658-75.64383738.585213-75.64139638.590103

-75.67440038.618217-75.67317238.607216-75.65972938.601105-75.66339938.593159

-75.67990138.624939-75.69028538.620663-75.68845438.614552-75.66890038.624329

-75.69395438.639610-75.71167838.634720-75.69395438.635941-75.69273438.629219

-75.68478438.641441-75.69090338.654278-75.68906438.641441-75.69823538.651833

-75.68112238.666500-75.67623138.662224-75.68356338.651222-75.67745238.641441

-75.66645138.665279-75.66706138.678112-75.67134138.666500-75.67806238.674446

-75.64017538.675671-75.64994838.674446-75.65239738.667110-75.66095038.664669

-75.66339938.692169-75.65911938.684227-75.67134138.680557-75.64078538.679337

-75.64017538.687283-75.63955738.703785-75.64505838.705616-75.64444738.689728

-75.61878238.708672-75.62611438.708672-75.63650538.702560-75.63283538.698895

-75.60350038.697060-75.61205338.700729-75.61267138.706841-75.61817238.703171

-75.58699838.717842-75.57905638.719063-75.59127838.730675-75.59127838.700729

-75.58149738.701340-75.55827338.709896-75.56560538.713562-75.58332838.705006

-75.56010438.690948-75.56499538.694614-75.57293738.687893-75.58149738.693394

-75.56316438.672001-75.56927538.670170-75.56071538.679337-75.56560538.684837

-75.54421238.678112-75.54788238.685448-75.54971338.673836-75.56071538.666500

-75.52710038.665890-75.53443938.672611-75.54605138.667110-75.53749138.681782

-75.52465838.657333-75.52771038.660389-75.53871238.651222-75.54360238.655499

-75.52771038.638386-75.52220938.633495-75.51609838.637775-75.54666138.643276

-75.52893838.621883-75.51548838.623108-75.53260038.626774-75.54666138.637165

-75.54788238.614552-75.54605138.607216-75.53994038.620663-75.52771038.614552

-75.55888438.599880-75.54849238.602940-75.55827338.604771-75.55582438.616997
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-75.50808038.715454-75.47449538.737457-75.50112938.746723-75.49765838.759460
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Brand Statement
For centuries, people have been drawn by the 
magnetic pull of the majestic Nanticoke River. From 
its headwaters, this most pristine of rivers meanders 
its way west into the Chesapeake Bay, and along the 
way, graces us with the serenity of its nature  and the 
power of its currents which have fueled our economy 
for generations.

Whether trading, growing, manufacturing, or creating, 
Seaford has had a long and historic connection with 
productivity. The combination of the nature of our 
workers, and their passionate connection to their 
region creates an environment focused on loyalty and 
an ethic for the power of hard work.

Seaford is a traditional community, whose historic 
downtown is nestled along the Nanticoke River, our 
thriving retail provides for shoppers throughout 

the region, our hospital cares for our own with the 
attention given when you know someone by name, 
and our inspired leaders are crafting a bright future 
for this place we call home.

We are Seaford, Delaware–a community in every 
sense of the word, the spirit of our local high school, 
the excitement along the parade route. We are the 
hardworking employee who celebrate the brave 
entrepreneur, we are friends and neighbors celebrate 
along the banks of our river. We are an opportunity 
for all to realize the dreams they create.

Whether it is a job or an education, a vacation or a 
new home, come explore our hometown located here 
in the heart of Delmarva between the beaches and the 
bay and discover what we mean when we say:  
We are Seaford, Delaware, the perfect place to start.

Icon
Inspired by the westerly flow of the 
Nantikoke river, this icon also flows 
counter-clockwise. The four sections 
represent the four major areas of pride for 
the community, its rich history, its warm 
focus on family, the connectivity between 
friends & neighbors, and finally the 
ingenuity of the business community.

ingenuity

connectivity

history

family
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Brand Summary
Our communities must be branded in such a way that the people, places, and events become dynamic and 
evoke positive feelings about the potential experiences to be had there. We must be aware of the tendency to 
reduce all potential experiences into a single identity that features only one aspect of the community. While 
there is nothing wrong with featuring a single icon, a good branding and marketing system must encompass 
multiple interpretations of the ever-expanding options for positive experiences within a community. 

Colors
Tapping into the pre-existing inherent pride derived from the school colors of Seaford High School, a four color 
palette was defined to assure a consistent connection using shades of blue. Colors can be used to help see past 
some of the issues that need to be worked on. Although typically cool and calming, this four color combination 
creates a dynamic and creative personality. 

Wordtype
Seaford needed a uniform wordtype that 
could allow for consistent adoption of 
a shared identity. A script typeface was 
selected due to the attractive & custom 
feeling capital “S” and a lowercase “f ” that 
serves as both ascender and descender. 

Tagline
This simple statement sets the tone for Seaford to tell 
its story.  It is where the river starts. It is where nylon 
began. It is where people’s vacation starts, It is where 
their lives can begin. The simplicity allows it to be 
infinitely expandable. 
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Community Image Approval
In order to ensure consistent use of the Seaford, Delaware brand, we ask that you submit a sample of each 
project for approval. Please specify your deadline requirements. We will reply promptly to your request for 
approval.

Logo Variations
Below are the logo variations for the Seaford, Delaware brand. They are presented in two color, one color, 
reversed and Black & white usages. All logos are created in vector art and are infinitely scalable and available for 

Usage Control
When to use the logo and when not to is often times a judgement call. As the official keeper of the brand, 
Seaford, Delaware has the final say in the usage of the brand. The brand should be used in signage, advertising, 
direct mail, event logos, merchandising, etc. Usage of the brand in an individual business or in an application 
that directly profits an individual business will be reviewed on a case by case basis.

Seaford, Delaware4
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Brand Extension
Brand extension is the process of incorporating the brand into events and activities going on in the community. 
By adopting the look, feel and tone of the Seaford, Delaware brand, these events begin to be connected in 
the consumers mind and begin to add strength to the primary brand and vice versa. The general approach of 
brand extension is to select at least one of the members of the color palette as the primary color of the logo, and 
expanded the color palette from there. The use of approved fonts also connects the logo to the overall brand. 
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Logo Size & Spacing
The size and spacing of the Seaford, Delaware brand is important in ensuring that the logo is displayed is a 
positive and consistent way and helps to reinforce the brand. The logo should always have enough open space 
around it to have a clear and clean impact. The height of the first letter is generally the measurement guide for 
this open space.

In order to preserve legibility, maintain a minimum of .5” height.

.5 inch
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Incorrect Usage
These are some examples of improper ways of presenting the Seaford, Delaware brand.
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Color Palette
Use the primary palette on all branded materials such as logos, corporate identity, Web site, advertising, 
collateral, and imprintables. The colors printed here are NOT guaranteed to be matches. The use of a Pantone 
Swatch book is the best way to work with your vendors and assure color correctness. Always proof anything 
before production runs begin to assure that the colors are satisfactory.

Dealing With Consistent Color Using Pantones:
The accuracy of color is critical in design. Because what you see on your monitor is never what will appear on a printed sheet, designers need a standardized color key.
It can be very frustrating to see the logo you worked hard to create look deep blue on the client’s letterhead, blue-greenish on his business card, and light blue on his very 
expensive envelopes.
A way to prevent this is by using a standardized color matching system, such as the PANTONE MATCHING SYSTEM. Though PANTONE is not the only color standardization 
system, it is the most widely used and the one that most printers understand. Aside from being able to have consistency, PANTONE Colors allow you to use colors that 
cannot be mixed in CMYK.

Seaford, Delaware8



Typography
To add consistency to the logo, The following fonts have been chosen as the approved typefaces.

Brand Pro

Super Clarendon

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789 !@#$%^&*(){}|:”<>?

a bc d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
1 23 4 5 6789  ! @ # $ % ^ & * ( ) { } | : ” < > ?

Installing Fonts:
We recommend installing only one format - OpenType, TrueType, or PostScript - of a font. Installing two or more formats of the same font may cause problems when you 
try to use. view, or print the font.
Choose Start > Settings > Control Panel. Note: In Windows XP choose Start > Control Panel Double-click the Fonts folder. Choose File > Install New Font. Locate the fonts 
you want to install. In the drivers list, select the drive and the folder containing the fonts you want to install. In the Folders list, select a folder that contains the fonts you 
want to install. (Make sure you have unzipped them first.) The fonts in the folder appear under List of Fonts.
Select the fonts to install. To select more than one font, hold down the CTRL key and click each font.
To copy the fonts to the Fonts folder, make sure the Copy fonts to the Fonts folder check box is selected.
Note: If installing fonts from a floppy disk or a CD-ROM, you should make sure this check box is selected. Otherwise, to use the fonts in your applications, you must always 
keep the disk in the disk drive.
Click OK to install the fonts.
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Advertising
Ads come in all shapes and sizes but they have a common goal -- to sell a product, a service, a brand. Text, 
visuals, or a combination of the two are the main elements of any print ad. There are several fundamental 
design strategies that will allow for connections to be made while also allowing your business to reinforce 
its own identity. The use of clean design, similar color palettes, and a consistent logo element can create an 
independently managed COMMUNITY IMAGE campaign.

Visual at the top of the page. If you are using a photo, bleed it to the edge of the page or ad space for maximum 
impact. For photos, place a descriptive caption below.

Put your headline next.

Follow with your main ad copy. Consider a drop cap as a lead-in to help draw the reader into the copy.

Place your contact information (signature) and any pertinent social media icons in the lower right corner. 
That’s generally the last place a reader’s eye gravitates to when reading an ad.

Anatomy of an Ad

Contact
The contact or signature of an ad may appear 
anywhere in the ad although it is usually near the 
bottom. It consists of one or more of:

Logo, Advertiser Name, Address, Phone Number, Map 
or Driving Directions, Web Site Address, Extras.

Some print ads may have additional special elements 
such as an attached business reply envelope, tear-out 
portion with a coupon, tip sheet, product sample.

Body
The copy is the main text of the ad. Some ads may 
take a minimalist approach, a line or two or a single 
paragraph. Other ads may be quite text-heavy with 
paragraphs of information, possibly arranged in 
columns newspaper style. While the words are the 
most important part of the copy, visual elements 
such as indentation, pull-quotes, bullet lists, and 
creative kerning and tracking can help to organize and 
emphasize the message of the body of the ad.

Headlines
The main headline may be the strongest element of the 
ad or it may be secondary to a strong visual. Some ads 
may have subheads and other title elements as well.
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File Format Guide
All of the included graphic files might not work on 
your machine, but that does not mean that the file is 
corrupted or that their is something wrong with your 
machine. These files address all of the normal uses 
that a community implemented design would require. 
Always make sure to inform vendors that you have 
these different file formats available.

File Type: Adobe Illustrator File
Category: Vector Image Files
File Description: Vector image file created by Adobe Illustrator; 
composed of paths, or lines connected by points, instead of 
bitmap data; may include objects, color, and text; often referred to 
as a Illustrator drawing. Illustrator documents can be opened with 
Photoshop, but the image will be rasterized, meaning it will be 
converted from a vector image to a bitmap.

Program(s) that open ai files:
Mac OS Adobe Illustrator, Acrobat, Reader
 Adobe Photoshop (rasterized)
 Apple Preview
Windows Adobe Illustrator, Acrobat, Reader
 Adobe Photoshop (rasterized)

File Type: JPEG Image File
Category: Raster Image Files
File Description: Compressed graphic format standardized by the 
JPEG (Joint Photographic Experts Group) group; commonly used for 
storing digital photos since the format supports up to 24-bit color; 
also a common format for publishing Web graphics; compressed 
using lossy compression, which may noticeably reduce the image 
quality if a high amount of compression is used.

File Type: Encapsulated PostScript
Category: Vector Image Files
File Description: PostScript (.PS) file that may contain vector 
graphics, bitmap images, and text; includes an embedded preview 
image in bitmap format; often used for transferring between 
different operating systems.

Program(s) that open eps files:
Mac OS Apple Preview
 Adobe Illustrator, Acrobat, or Photoshop
 QuarkXpress
Windows CorelDRAW, Adobe Illustrator, Acrobat, 
 or Photoshop, QuarkXpress 

File Type: Portable Document Format
Category: Page Layout Files
File Description: Cross-platform document created by Adobe 
Acrobat or a program with the Acrobat plug-in; commonly used for 
e-mail attachments or for saving publications in a standard 
format for viewing on mulitple computers; usually created from 
another document instead of from scratch.

Program(s) that open pdf files:
Mac OS Adobe Reader to view (free)
 Adobe Acrobat to edit (commercial)
 Apple Preview
Windows Adobe Reader to view (free)
 Adobe Acrobat to edit (commercial)
 Brava! Reader

File Type: Graphical Interchange Format
Category: Raster Image Files
File Description: Image file that may contain up to 256 indexed 
colors; color palette may be a predefined set of colors or may be 
adapted to the colors in the image; lossless format, meaning the 
clarity of the image is not compromised with GIF compression. 
GIFs are common format for Web graphics, epecially small images 
and images that contain text, such as navigation buttons; 
however, JPEG (.JPG) images are better for showing photos 
because they are not limited in the number of colors they can 
display.
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Wayfinding Signage
The wayfinding system is covered in greater detail in 
the following sections, but should be introduced as 
part of the brand because it plays such an important 
role in by perception and flow in the downtown 
district. The wayfinding system could include the 
following pieces.

Primary Gateways- These gateways are the primary 
intersection points and main entry ways to town. They 
need to be highly visible and introduce the brand.

Trailblazers- Trailblazers are the directing signs 
leading motorists to the main attractions in the area. 
These should have between three and four locations 
per sign and should carry motorists from gateway to 
parking lot. Colors can be used to distinguish between 
different districts and can become smaller as the scale 
and speed of the roadway narrows. These Trailblazers 
including cattail sculptures, thus blurring the line 
between signage and public art.

Street Banners- Banners are very popular and help 
to add color and movement to the lanes of travel, 

acting as a speed control. They too can be color coded 
by district and can promote local events as well as 
promoting the brand.

Building Markers- the markers can be either wall 
mounted or monument style and denote important 
landmarks in the downtown district.

Parking Signage- Identifying parking is important 
in creating a parking system in downtown. Visitors 
are more likely to walk a block or two to shop if the 
signage system leads them directly to a public parking 
lot and tell them how to proceed. The parking markers 
can be by themselves or as attachments to trailblazer 
signs.

Informational Kiosk- The final piece of the plan is 
the informational kiosk, which serves as the transition 
point for vehicular traffic to pedestrian traffic. These 
kiosks should be located at major public parking lots 
and should include a map and the shopping & dining 
guide, along with the walking tour brochures.

PARKING

 Historic
Downtown

City Park

Seaford
RiverWalk

 Historic
Downtown

Ross 
Mansion
Seaford

RiverWalk

Weclome to

Historic
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