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INTRODUCTION
In March 2015, the American Planning Association (APA), through its professional institute, the American In-
stitute of Certified Planners (AICP), organized a Community Planning Assistance Team (CPAT) project in Deer-
field Beach, Florida.  Deerfield Beach is the fifteenth community to participate in APA’s CPAT program since it 
was relaunched in 2010.

The project was selected from applications submitted during the CPAT program’s June 2014 community ap-
plication review cycle.  City of Deerfield Beach DIrector of Planning and Development Services Amanda Mar-
tinez served as APA’s primary community liaison throughout the effort.  City planning staff including Chief 
Planner Marcia Stevens, AICP; Senior Planner Garrett Smith; Planner Naydu Glueckert; Assistant Planner Lorrai-
nia Belle; and City Landscape Architect Harold Hoyte served as valuable resources for the team and remained 
active participants throughout the project. 

This report presents the Team’s observations, findings, and recommendations for the residents and other 
stakeholders of Deerfield Beach.

THE PURPOSE OF THE CPAT INITIATIVE
The purpose of the CPAT initiative is to serve communities facing limited resources by helping them address 
planning issues such as social equity and affordability, economic development, sustainability, consensus 
building, and urban design, among others.  By pairing expert urban planning professionals from around the 
country with residents and other stakeholders from local communities, the initiative seeks to foster educa-
tion, engagement, and empowerment.  As part of each team’s goals, a community develops a vision that 
promotes a safe, ecologically sustainable, economically vibrant, and healthy environment. 

APA staff works with the community, key stakeholders, and the host organization(s) to assemble a team of 
planners with the specific expertise needed for the project.  The team meets on-site for three to five days, 
during which time a series of site visits, focused discussions, and analysis are performed.  On the final day, the 
team reports their results back to the community.  A more detailed report is issued to the community at a later 
date.

GUIDING VALUES
APA’s professional institute, the American Institute of Certified Planners (AICP), is responsible for the CPAT ini-
tiative. It is a part of APA’s broader Community Assistance Program.  Addressing issues of social equity in plan-
ning and development is a priority of APA and AICP.  The Community Assistance Program, including the CPAT 
initiative, was created to express this value through service to communities in need across the United States.  

Community assistance is built into the professional role of a planner.  One principle of the AICP Code of Ethics 
and Professional Conduct states that certified planners shall aspire to “seek social justice by working to expand 
choice and opportunity for all persons, recognizing a special responsibility to plan for the needs of the disad-
vantaged and to promote racial and economic integration.  Another principle is that certified planners should 
aspire to “contribute time and effort to groups lacking in adequate planning resources and to voluntary pro-
fessional activities.” 

PROGRAM BACKGROUND
In recognition of the key role urban and regional planners play in shaping vibrant, sustainable, and equitable 
communities, the APA Board of Directors established the “Community Planning Team” initiative in 1995.  This 
initiative resulted in a pro bono effort to assist an economically struggling African American community in 
Greensboro, North Carolina.  APA has continued to develop a pro bono planning program that provides as-
sistance to communities in need.
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Another Community Assistance Program initiative is the Community Planning Workshop, which is held in the 
host city of APA’s National Planning Conference every year.  The workshop is a one-day event that engages 
community leaders, citizens, and guest planners from around the country (and abroad) in discussing and 
proposing specific solutions to urban planning challenges.  Workshops typically begin with an introduction of 
individuals involved and a tour of the community, neighborhood, or site.  Participants form breakout groups 
that begin by discussing existing issues, then participants brainstorm new ideas based on community needs 
and sound planning techniques.  Each breakout group “reports out” on its results to the entire group.  Facilita-
tors then lead a discussion to form consensus around future goals and ways to achieve these goals.  Upon the 
conclusion of the workshop, the local community composes a final report that incorporates workshop results 
and specific actions that local officials could take to turn the project vision into reality.

In 2005, program efforts were increased after Hurricane Katrina in the Gulf Coast region to include a number 
of initiatives and projects in the affected cities of Henderson Point, Mississippi, and Mandeville, Slidell, and 
New Orleans in Louisiana.  Another Gulf Coast recovery project included the Dutch Dialogues, which brought 
American planners together with Dutch experts to transform the way that Louisiana relates to and manages 
its water resources.

AICP broadened the scope of the CPAT program with its 2009 project in Buzzard Point, a neighborhood in 
Southwest Washington, D.C.  Over the course of the site visit, the team met with more than 40 neighborhood 
groups, government agencies, residents, and other stakeholders.  The team advised community leaders on 
long-range strategies to strengthen existing and proposed transit links and increase accessibility, improve af-
fordable housing developments, position the area as a major gateway to the city, and to deal with dominant 
industrial areas within the neighborhood.

The last several years of completed projects in Matthews, North Carolina; Story County, Iowa; Maricopa, Arizo-
na; Wakulla County, Florida; Dubuque County, Iowa; La Feria, Texas; Franklin, Tennessee; and Lyons, Colorado 
are important landmarks in the continued development of the CPAT program.  CPAT is now an integrated part 
of APA’s service, outreach, and professional development activities. 

More information about APA’s Community Assistance Program and the Community Planning Assistance Teams 
initiative, including full downloadable reports, is available at: 
www.planning.org/communityassistance/teams

The American Planning Association's 
Professional Institute 

" American Institute 
of Certified Planners 

Making Great Communities Happen 

www.planning.org/communityassistance/teams
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PROJECT OVERVIEW
The City of Deerfield Beach submitted an application to APA’s CPAT program in June 2014.  Upon selection of 
the project, APA Senior Outreach Associate Ryan Scherzinger began working with the City of Deerfield Beach’s 
Director of Planning and Development Services Amanda Martinez to coordinate the project.  APA selected N.J. 
“Pete” Pointner, FAICP to lead the CPAT.  Scherzinger and Pointner met to discuss the project and work on the 
project began thereafter.

Pointner and Scherzinger conducted a preliminary visit to Deerfield Beach on November 13, 2014.  They met 
with Martinez and her staff and the City manager, and toured the study area and surrounding neighborhoods.  
They also toured several other communities along the coast to gain a better understanding of the region.  

Following the brief preliminary visit, Pointner drafted a scope of work for the project based on the original 
CPAT application along with additional information gathered from the tour and conversations with City staff.  
Upon agreement with the City on the refined scope of work, Pointner and Scherzinger began recruiting the 
additional expertise needed for the project.  Three team members were added to serve specific roles on the 
CPAT: Robert Gibbs, AICP, ASLA (market research and urban planning); Margaret K. Rifkin, AICP, RLA (planning/
design/historical-cultural); and Adam Rosa, AICP (urban design/graphics).  More information about each CPAT 
member is in the “Meet the Team” section on page 41.  

Dates (March 16-20, 2015) for the team’s visit to Deerfield Beach were established.  Leading up to the visit, 
team members reviewed background information, exchanged thoughts and ideas via emails, and held a con-
ference call to discuss strategy and other details of the project.  City planning staff conducted outreach to 
stakeholders inviting them to participate in a visioning workshop and prepared other materials in advance of 
the visit. 

The CPAT arrived Monday afternoon on March 16 and began work the next morning.  The team met with 
City planning staff at City Hall, then toured the study area and surrounding neighborhoods.  From 2:00-4:00 
pm, the team met with community stakeholders.  Pointner facilitated the workshop.  He conducted a SWOT 
(strengths, weaknesses, opportunities, and threats) analysis, whereby each stakeholder offered their thoughts 
and ideas for the new town center.  The minutes of that workshop are contained in Appendix B.  That evening, 
Pointner made a brief presentation to the Commission explaining the primary goals and objectives of the 
CPAT project. 

Image 1: 
CPAT members and 
City of Deerfield 
Beach Planning staff  
working together at 
City Hall during the 
team’s visit.
Photo credit: “Pete” 
Pointner, FAICP 
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On Wednesday, the team met with City planning staff again at City Hall to discuss the results of the stake-
holder workshop.  Team members worked closely with City planning staff the remainder of the week to create 
a Plan for a new town center.  Work on the final report began just before the team members’ departures on Fri-
day evening.  The team’s schedule is included in Appendix D.  The team continued to coordinate their efforts 
and work remotely on the final report following their visit.  Upon a final draft review by the City, APA released 
the Deerfield Beach CPAT’s report publicly on June 17, 2015.   

BACKGROUND
The City of Deerfield Beach’s history begins around 1877 when the first non-native settlers began to move into 
the area.  In the 1890s, Henry Flagler’s Florida East Coast Railroad extended south along the coast to Miami 
(and by 1912, all the way to Key West).  By 1890, the first houses sprang up along the Hillsboro River, eventually 
dredged as a canal in 1911 connecting Lake Okeechobee to the Intracoastal Waterway and Atlantic Ocean.  
The canal now also forms the border of Palm and Broward Counties and the Cities of Boca Raton and Deerfield 
Beach.  In 1910, the area around the intersection of today’s Hillsboro Boulevard and Dixie Highway, near the 
railroad depot, was the heart of Deerfield.  Businesses emerged and commercial and civic life began to blos-
som around the rail line and canal.

Deerfield was primarily an agricultural community prior to the 1950s.  Post WWII, the South Florida coast be-
came an increasingly popular destination, including scenic Deerfield Beach.  The tourism industry increased 
oceanfront development along the Atlantic coast and shifted focus away from the original town center of 
Deerfield.  

Deerfield Beach was selected by APA’s CPAT program because of the community’s unique set of circumstanc-
es.  As stated in the application:

Deerfield Beach is essentially built out, with only 3% of its land vacant.  The current population of the City is approximately 
78,000 residents. With the population forecasted to increase, the City is looking for ways to guide that growth into redevel-
opment opportunities that encourage walkability and connectivity, and promotes the unique village character of Deerfield 
Beach.  This project will be a visioning study with the first step submitting a land use Plan amendment (LUPA) to Broward 
County that will create a mixed use land use category for the 94 acre study area.  Upon adoption of the LUPA, the City will 
create a zoning district for this area to implement the goals, objectives and policies of the adopted LUPA.

The second factor contributing to the lack of a cohesive identity was a major land annexation mandated by 
the State of Florida.  This legislative action increased the City’s population by 75 percent and its land by 60 
percent.  It now has a different demographic profile than it had before annexation.  Consequently, the City of 
Deerfield Beach lacks “a shared communitywide vision.”

There is tremendous potential for revitalization in the old “heart” of Deerfield Beach and a shared community 
vision is crucial to achieving a successful and sustainable outcome.  With limited financial and staff resources, 
the City of Deerfield Beach proposed their visioning project to the CPAT program.  APA and its professional 
institute AICP deployed a team with the specific expertise to assist the City with their planning process for a 
newly revitalized town center.     

The team’s primary objective was to prepare a land use and urban design plan for the study area which lies 
east of the Florida East Coast Railroad and Dixie Highway corridor.  It is called the Town Center Plan (the Plan) 
and it encompasses approximately 112 acres and runs from the canal on the north to one half of a block 
south of SE 5th Street on the south.  The study area was enlarged to include Pioneer Park and the study area 
increased from 94 to 112 acres.  The eastern boundary is staggered as shown on the graphic below which 
identifies the ownership pattern for the built up portion of the study area south of Pioneer Park.  The whole 
study area, which includes Pioneer Park is shown on an aerial photo on the following page (Map 1).
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Deerfield Beach Village Center
Study Area
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MAP INFORMATION

DISCLAIMER
This map and all information contained on it is used by the City of Deerfield Beach
for City planning purposes only.  The City of Deerfield Beach makes no representation
as to the accuracy of any information contained therein.  The burden for determining
the accuracy, completeness, and general reliability of the information contained herein
rests solely with the person who uses same.  The City of Deerfield Beach makes no
warranties, expressed or implied as to the accuracy of the information contained herein,
there are no implied warranties or merchantability or fitness for a particular purpose,
and any person who has a copy of this map, by virtue of their possession of same, does
hereby acknowledge and accept the limitations as set forth herein and acknowledges
the lack of any warranties, expressed or implied, as to the accuracy of the information
contained thereon.  In no event shall the City of Deerfield Beach be liable to the person
possessing or using this map or any party for damages of any type, including but not
limited to incidental, consequential or exemplary damages arising out of the use or
inability to use this map or the material information contained thereon.

The origin of this map is the City of Deerfield Beach Planning & Zoning Division. 

Date: 3/23/2015
Path: G:\Data\DeerfieldBeach\Planning\Proposed Station\Village Center_Study Area2.mxd

Goverment Center

Proposed Train Station

Study Area: 112 Acres

Map 1:  This map illustrates the boundaries of the CPAT’s study area and also shows locations for the proposed commuter rail station 
and new Deerfield Beach government center.  Source: City of Deerfield Beach Planning and Development Services
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Map 2:  This map illustrates the consolidated ownership of the parcels in the 112-acre study area.  
Source: City of Deerfield Beach Planning and Development Services
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EXECUTIVE SUMMARY
STUDY AREA AND PROPOSED USES
The study area of 112 acres is proposed to be classified as a “Local Activity Center” under Broward County ter-
minology.  The CPAT divided the area into two neighborhoods for planning purposes, northern and southern 
as shown on the Land Use and Urban Design Plan for Town Center (the Plan).  See the overall Plan (Map 6) in 
the “Planning and Design Recommendations” section (page 32). 

Town Center = Local Activity Center

Northern Neighborhood:
25 dwelling units per acre

Maximum 5 stories
60-feet height limit

Southern Neighborhood:
15 dwelling units per acre

Maximum 3 stories
45-feet height limit

The northern neighborhood is conceived as the more urban 
in character with a maximum density of 25 units per acre and 
structures not more than 5 stories and a 60-foot height limit.  The 
southern neighborhood is more locally oriented with a maxi-
mum density of 15 dwelling units per acre and 3 stories and a 
45-foot height limit.

Both neighborhoods are considered mixed use where residen-
tial units may be developed or redeveloped to achieve a diverse 
land use mix with pedestrian-oriented neighborhoods.  This 
enhances opportunities for pedestrian connections to employ-
ment, shopping, and services.  No residential units are proposed 
for Pioneer Park, but new medium density residential develop-
ment is proposed adjacent to the park and open space. “Live/
work” implies integration of dwelling units within commercial 
structures and uses, particularly in the artisan craft shop area, in 
the southern neighborhood. 

The northern neighborhood is divided into three sub-areas: (1) Pioneer Park; (2) Government Center; and (3) 
Retail Core.  The northernmost is Pioneer Park classified as “recreation and open space.”  The second is the gov-
ernment center, which is between Hillsboro Boulevard and Pioneer Park.  It also contains local and regional 
retail and service uses.  South of Hillsboro Boulevard, for two blocks along SE 2nd Avenue is the retail core of 
the Town Center.  This is one of the most critical recommendations of the Plan.  A proposed commuter station 
is located at the terminus of the view looking west down SE 2nd Street.  Retail is proposed in the vicinity of 
the train station. 

The southern neighborhood concept drawing illustrates that there are two basic land uses.  Residential is 
identified east of 1st Terrace and south of SE 2nd Street to the southern boundary of the study area but ex-
cluding a retail center along SE 4th Street.  The area between the railroad tracks on the west and SE 1st Street 
on the east, and from SE 2nd Street to the retail along SE 4th Street, is proposed as an artisan craft shop area, 
promoting a live/work environment.

Civic Spaces: The northern and southern neighborhoods will each have a central civic space to complete the 
mix of uses. Using 1200 feet to represent a 5 minute walk, the entire study area and some adjacent areas will 
be within walking distance of a civic space.  The specific location of each civic space will depend on a number 
of variables. These include site availability; cost of land; and sources of funding. The last includes both public 
to private.  For example, a private developer might be willing to create a civic space as a public amenity.  See 
Map 3 for details of the plan. 
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Map 3:  This map illustrates the north-south orientation of the study area with two separate civic spaces (the areas shaded red).  A radius 
of 1200 feet, or approximately a 5-minute walk, is shown around each civic space.  The north-south streets with sidewalks and bikeways, 
help tie the two centers together.  Residents living and working between the two centers are located within walking distance of both.  
The blue-shaded areas signify concentrated areas of retail adjacent to the civic spaces.  Created by Robert Gibbs, AICP, ASLA

WALKING DISTANCE TO CIVIC CENTERS

The civic spaces are intended for future community use not only as open space with a pavilion or lawn, but 
for a library, museum, or performing arts venue.  Each civic space will also include room for recreation. A small 
plaza or square will be  in the northern neighborhood which is envisioned as more urban.  A larger green 
square is proposed for the southern neighborhood. 

The small plaza or square for the northern neighborhood should be designed with approximately 5,000 to 
10,000 square feet (sf ) with hard surfaces, lawn, and canopy trees to promote multi-use as illustrated in Sec-
tion 1 (see Figure 1 below).  A cross section of a right-of-way is like taking a knife and slicing through a street 
and its flanking buildings which shows the height of the buildings and the width of the sidewalk, parallel 
parking (if provided), and the lanes of moving traffic.  The following page (Figure 1) illustrates all 5 cross sec-
tions.  Each section is explained further in the “Planning and Design Recommendations” section (pages 35-37).  
The legend in Figure 1 on the following page describes the function of each of the parts of the rights-of-way.

SOUTH J 
NEIGHBORHOOD 

7 

I 

5 Minute Walk 
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RIGHTS-OF-WAY: STREET CROSS SECTIONS

LEGEND
a - Building setback varies, may include landscape or seating
b - Sidewalk including landscape and lighting, width varies
c - Parallel parking
d - Travel lane
f - Perpendicular parking
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Figure 1:  The concepts for the cross sections of the streetscapes 
and building heights are shown here. The existing rights of way 
are also shown and indicate the limit between publicly owned and 
privately owned property. .  Created using Streetmix by Adam Rosa, 
AICP and Margaret K. Rifkin, AICP, RLA    
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The southern civic space should be designed as a square or park of approximately 15,000 to 25,000 sf in area 
and primarily planned with large lawn areas, playgrounds, and walks.  Both civic spaces should also include 
ample seating, public art, and appropriate lighting.  

Image 2:  The Deerfield Beach Old School House was built in 1920 and listed in the National Register of Historic Places in 1999.  
Photo by Jeff Graves

Each civic space will include one or more community buildings that should be planned in “focal point” loca-
tions such as the terminated vista of an important street.  The buildings of the two civic spaces should be 
designed as worthy public structures and constructed of quality, durable materials with oversized features, 
windows, and doorways.  The buildings should also be distinctively civic in scale and design rather than with 
a residential or commercial character.   
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THE IDEA OF THE TOWN CENTER
One description of the desired Town Center is that it is “everybody’s neighborhood.”  The idea of the Town Cen-
ter is best demonstrated by the more urban uses of the north neighborhood.  By having a diversity of public 
uses, there is a reason for people from all neighborhoods in the city to visit the area.  These would include uses 
such as municipal offices, recreational opportunities, shopping, restaurants, entertainment, events, the retail 
function of the post office, a passenger rail station, public square, a museum, and employment opportunities.  
A second concept is to have mixed uses with residential units in both neighborhoods.  The desired diversity 
and mix of uses is not possible under current zoning which, for instance, does not allow residential uses in a 
business district.  However, mixed residential and business uses would be permitted under Broward County’s 
“Local Activity Center” designation

Uninterrupted continuity of commercial uses with face-to-face exchange of goods and services on the ground 
floor should line both sides of the retail core in the north neighborhood.  The retail core of the northern neigh-
borhood should have an urban village character and be a lively inviting place.  Both sides of the street should 
be lined with activating street oriented retail shops.

The whole area should encour-
age walking by developing a 
variety of housing opportuni-
ties within walking distance of 
daily needs and, in particular, 
parks and open spaces, com-
munity centers, retail shopping 
and services, and public tran-
sit.  Public transit and bikeways 
should facilitate movement to 
the beach area and to employ-
ment centers concentrated in 
the I-95 corridor as well as with-
in the study area.

Images 3-5:  Top right is an example of a pedestrian-friendly streetscape.  Bottom left is a tourist tram in Key West, Florida.  Bottom right 
is a scene from a farmer’s market in St. Petersburg, Florida.  Photos by “Pete” Pointner, FAICP
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Someone entering the area should be aware of its unique, coordinated, and attractive design character.  It 
should impart a strong identity.  A previous study, sponsored by the Enviromental Protection Agency, iden-
tified the need for a strong unifying community identity as a way to improve the the village center.  This is 
achieved by the design of the streetscape such as textured pavers, landscaping, thematic lighting, and public 
art, as well as the height and character of the buildings, which line the street and define the public space 
within the right-of-way.  The unique character will also be achieved by the quality of development - both 
public and private.  

Within the study area, there should also be a variety of design elements to reflect the more urban character in 
the civic center and retail core in the north neighborhood.  In the south neighborhood, residential character 
should dominate the eastern and southern perimeter with workforce housing.  A craft and artisan workshop 
area along the railroad track mixed with workforce housing is proposed.  In the south neighborhood, there is 
a neighborhood retail and service center along a portion of the SE 4th Street frontage.  Pedestrian and bicycle 
linkages are also shown in the overall Plan (Map 6, page 32).

In all areas, the streets should enhance the pleasant experience of pedestrians and minimize the visual ap-
pearance of on-site parking and other utilitarian elements.  Such elements should be located behind both 
residential and commercial buildings.  These concepts are best understood by looking at the cross sections for 
key streets in the full description of the Plan’s recommendations (beginning on page 32).  Also see Appendix C 
for a a series of graphics that illustrate concepts of the Plan.
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MARKET ANALYSIS AND DEMOGRAPHICS
MARKET DEMAND
The retail market study (contained in Appendix A) found that the Deerfield Beach Town Center study area 
has a retail trade area of 65,000 persons and 31,000 households, earning an average household income of 
$55,800.  The Town Center study area has the potential to support a new large neighborhood center or small 
lifestyle center of up to approximately 215,000 total sf, including a full-sized grocery store and 60,000 sf of 
(between 18-21) restaurants.

The supportable retail is considerably larger than the 112-acre Deerfield Beach Town Center study area’s va-
cant parcels can reasonably accommodate.  This Plan recommends that the new retail and restaurant demand 
can also be absorbed by expanding the sales of existing businesses and/or the development of three com-
mercial clusters.

TABLE 1: RETAIL MARKET SUMMARY FOR DEERFIELD BEACH TOWN CENTER

RETAIL CATEGORY
2015             
Estimated 
Retail Sales

2015     
Sales / SF

2015              
Estimated 
Supportable 
SF

2020            
Estimated   
Retail Sales

2020    
Sales / SF

2020             
Estimated 
Supportable 
SF

Number 
of Stores

RETAILERS

Apparel Stores $6,529,491 $288 22,672 $6.855,965 $302 22,672 8 - 9

Book & Music Stores $1,323,529 $240 5,515 $1,389,705 $252 5,515 1 - 2

Department Store Merchandise $1,113,894 $230 4,843 $1,169,588 $242 4,843 1 - 2

Florists $639,417 $225 2,842 $671,388 $236 2,842 2 - 3

General Merchandise Stores $13,094,151 $285 45,944 $13,748,859 $299 45,944 6 - 8

Grocery Stores $16,308,044 $324 50,333 $17,123,446 $340.20 50,333 2 - 3

Jewelry Stores $1,026,948 $345 2,977 $1,078,295 $362 2,977 2 - 3

Lawn & Garden Supply Stores $888,184 $245 3,625 $932,594 $257 3,625 1 - 2

Miscellaneous Store Retailers $171,052 $265 645 $179,605 $278 645 1

Office Supplies & Gift Stores $1,520,017 $268 5,672 $1,596,018 $281 5,672 3 - 4

Shoe Stores $2,484,638 $285 8,718 $2,608,870 $299 8,718 4 - 5

Specialty Food Stores $687,873 $265 2,596 $720,267 $278 2,596 1 - 2

RETAILER TOTALS $45,787,237 $272 156,382 $48,076,599 $286 156,382 32 - 44

RESTAURANTS

Bars, Breweries, & Pubs $5,253,902 $330 15,921 $5,516,597 $347 15,921 4 - 5

Limited-Service Eating Places $8,838,058 $260 33,993 $9,279,961 $273 33,933 10 - 11

Special Food Services $2,881,558 $260 11,083 $3,025,636 $273 11,083 4 - 5

RESTAURANT TOTALS $16,973,517 $283 60,996 $17,822,193 $298 60,996 18 - 21

RETAIL & RESTAURANT 
TOTALS $62,760,754 $274 217,378 $65,898,792 $288 217,378 50 - 65

As indicated in Table 1 above, the retail market study for the Deerfield Beach Town Center estimates a demand 
for 156,400 sf of new retail and 61,000 sf feet of restaurants, totaling up to 217,400 sf.  This amount of retail, if 
constructed in one development, would require 25 acres of land, and it is acknowledged that the study area 
does not have that amount of vacant property presently available.  It is anticipated that a significantly smaller 
amount of retail will eventually be developed in the study area. 
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Government Center Retail
The government center retail cluster is located near City Hall, north of Hillsboro Boulevard.  This area presently 
includes approximately 45,000 sf of retail: restaurants and service businesses, including the popular Pickle 
Barrel Deli.  It is anticipated that additional shops and restaurants will infill around existing retailers, with new 
mixed-use development grouped around a landscaped square located on existing commercial parking lots 
(see illustrative sketch Plan in Figure 2 below).  The parking would be replaced with on-street and decked 
parking.  At full build-out, the government center’s retail may range from 60,000 to 80,000 total sf and be ori-
ented towards the greater Deerfield Beach population and visitors.  

Figure 2:  This conceptual sketch visualizes a long-range plan for the northern neighborhood, including a new government center, 
mixed-use buildings, a new town square, and parking primarily in the rear of buildings.  Created by Robert Gibbs, AICP, ASLA

North Neighborhood Retail Commercial
The north neighborhood residents, as well as the government center’s workers and visitors, will be served by 
the retail core proposed along SE 2nd Avenue and the local retail commercial along SE 2nd Street.  These retail-
ers and restaurants will be primarily small to medium-sized local and regional businesses such as boutiques, 
cafés, coffee houses, gourmet food markets, frame shops, gift stores, and specialty restaurants.  The retail uses 
should be located along both sides of each street to promote walkability, including the existing U.S. Post Of-
fice site and the mini-storage development proposed at the time of this Planning effort.  Presently, the area 
includes approximately 11,000 sf of existing retail space.  It is estimated that at completion, the north neigh-
borhood commercial will be developed in four to five-story mixed-use buildings, totaling 70,000 to 90,000 sf 
in gross first floor area.  The commercial uses can be anchored with the proposed commuter train platform 
and the U.S. Postal Service center.  The existing U.S. Post Office site would make an ideal redevelopment site if 
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its trucking and mail-sorting uses could be relocated and replaced with a smaller storefront retail post office.  
This study also recommends the proposed mini-storage facility be set back 100 feet from the west side of SE 
2nd Avenue to allow for retail and restaurants to line the street.  Both of the north neighborhood retail areas 
should include on-street and off-street parking (see Figure 3 below for another conceptual design of the area). 

Figure 3:  This conceptual sketch shows the new town center north of Hillsboro Blvd., demonstrating how a civic space is incorporated 
with retail and the new government center, and a new crosswalk and traffic calming features along Hilsboro to connect the 
neighborhoods to the south and the west.  Sketch from earlier plan by Gallo Architects & Development Consultants

South Neighborhood Retail Commercial
Located along SE 4th Street between Dixie Highway and SE 2nd Avenue, this local retail will provide conve-
nience goods and services for the south neighborhood and the live/work residents and workers.  Businesses 
could include a bakery, carryout foods, a coffee house, deli, dry-cleaning/laundry, florists, financial services, a 
food market, hair salons/barbers, professional services, and small cafés.  These commercial uses will be located 
in two to three-story mixed-use buildings fronting SE 4th Street with on-street and off-street parking.   

The south neighborhood retail center will benefit from the signalized intersection with Dixie Highway and be 
anchored with the live-work district and the civic center proposed at its east edge.  Presently, the SE 4th Street 
area includes approximately 5,000 sf of retail space.  It is anticipated that the south neighborhood commercial 
will total 20,000 to 30,000 sf of additional first floor commercial space. 

Retail Design Guidelines
It is essential that the new retail commercial buildings be designed and constructed per industry standards to 
promote walkability and a competitive shopping environment.  This Plan does not recommend that all com-
mercial areas require retail or restaurant businesses along their entire street frontages, but all buildings should 
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be designed to accommodate retail stores.  All first level retail buildings located in each retail area should in-
clude at least 70 percent minimum clear glass on the first level, 15 feet minimum height first floor to ceilings, 
on-street parking, awnings, and quality signage.  Each business should have their primary storefront and its 
main customer entrance facing its adjacent public street.  

Demographics
There is a diverse collection of consumers with a variety of purchasing habits within the primary trade area 
of the Deerfield Beach Town Center.  The trade area’s highest market share belongs to two older population 
segments: Retirement Communities represents 15.9 percent of the households within the area, with The Elders 
close behind, representing 15.3 percent.  Home Improvement represents 9.6 percent, and Bright Young Profes-
sionals represent 7.0 percent of households within the area (see Appendix A for a full description of the ESRI 
Tapestry Lifestyle segments discussed in this report). 

The Retirement Communities segment has an average household size of 1.86 and the median age is 52.  This 
category combines single-family homes and independent living with apartments, assisted living, and con-
tinuous care nursing facilities.  The small household size reflects that many residents have outlived their part-
ners and live alone.  One in five households has no vehicle.  Over half of their homes are renter occupied.  The 
Elders households are the oldest market of the Tapestry segments, reflected in the median age of 71.8 and in 
an average household size of 1.67.  They are found on the suburban periphery of metropolitan areas, living in 
owner-occupied units with a median home value of $153,000.  Predominately retirees, The Elders have a low 
labor force participation rate of 21.3 percent.  Their median household income is lower than the U.S., but their 
net worth is much higher.

Image 6:  Large display windows and high ceilings help create a walkable area as well as a competitive retail environment.  Photo by 
Robert Gibbs, AICP, ASLA
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TABLE 2: DEMOGRAPHIC CHARACTERISTICS

Demographic Characteristic Deerfield Beach 
Primary Trade Area Broward County

Metropolitan 
Area: Miami-      

Ft. Lauderdale- 
W. Palm Beach

2014 Population 64,670 1,788,000 5,722,500
2014 Households 30,700 697,100 2,146,000
2019 Population 67,950 1,902,000 6,046,000
2014-2019 Annual Growth Rate 1.00% 1.24% 1.11%
2014 Average Household Income $55,830 $72,000 $70,000
2014 Median Household Income $38,380 $50,400 $46,500
2019 Median Household Income $47,940 $57,200 $54,300
% Households w/ incomes $75,000 or higher 23% 31.9% 29.9%
% Bachelor’s Degrees 17% 19.4% 18.6%
% Graduate or Professional Degree 8.4% 10.8% 10.8%
Average Household Size 2.10 2.54 2.63
Median Age 47.9 40.6 40.6

The Home Improvement segment is located in low-density suburban neighborhoods with eight of every ten 
homes - traditional single-family dwellings - owner-occupied.  More than half of the households consist of 
married-couple families.  The average household size is 2.86 and the median age is 37.  Most households have 
two or more workers.

The Bright Young Professionals are young, educated, working professionals, primarily located in the urban out-
skirts of large metropolitan areas.  Their labor force participation rate is 73 percent (higher than the U.S. rate) 
and unemployment is at 7.1 percent (lower than the U.S. rate).  This group’s level of education completed is as 
follows: 36 percent have had some college or an associate’s degree and 30 percent have a bachelor’s degree or 
higher.  These consumers are up on the latest technology and get most of their information from the internet. 

The In Style segment is continuing to expand throughout many metropolitan areas, including the Deerfield 
Beach Town Center trade area.  Represented by a population of 4,070 in the Town Center area, the average 
household size is 2.33.  The population is slightly older and often planning for retirement, with a median age 
of 41.1.
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CONTEXT: EXISTING CONDITIONS

Map 4:  The City of Deerfield Beach is centrally 
located in the South Florida region, approximately 
15 miles north of Fort Lauderdale, 42 miles north 
of Miami, and 30 miles south of West Palm Beach.  
Created by Adam Rosa, AICP
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The City of Deerfield Beach is a coastal city located in Southeast Florida between Palm Beach to the north and 
Miami to the south.  It sits in an urbanized region bounded on the west by the Everglades and on the east by 
the Atlantic Ocean.  The land is barely above sea level and lies flat across the width of the region.  The region is 
attractive to many for its subtropical climate and convenient access to water, boats, and sandy beaches. 

The Hillsboro River/Canal is a major waterway that runs from Lake Okeechobee in Central Florida to the Atlan-
tic Ocean.  It forms the northern edge of the City and connects to the 3,000-mile-long Intracoastal Waterway. 

Image 7:  The Hillsboro Canal, which forms the northern edge of Pioneer Park in the Deerfield Beach Town Center, begins at Lake 
Okeechobee in central Florida and flows southeast, then turns due east as it reaches more densely developed areas and forms the 
border between Broward and West Palm Counties.  Photo by “Pete” Pointner, FAICP

Highways
Deerfield Beach is well located in terms of access to major highways. These include:  

•	 The Sawgrass Expressway (State Road 869) transitions directly into 10th Street in Deerfield Beach and 
provides good access to Interstate 75 (State Road 93/Everglades Parkway/Alligator Alley) to the south;

•	 The Florida Turnpike Extension (State Road 91);
•	 Interstate 95;
•	 Federal Highway (U.S. Route 1); and,
•	 Dixie Highway (State Road 811), which can be accessed one block from the Deerfield Village Center via 

Hillsboro Boulevard.  It is a good route to the Sawgrass Expressway, the Florida Turnpike, and I-95. 

Railways
Deerfield Beach is served by two separate sets of railroad tracks.  One is used by the Tri-Rail commuter service 
and Amtrak.  It is served by a station near I-95 to the west of Dixie Highway. 

The other was originally used by the Florida East Coast Railroad and established by Henry Flagler.  It is a freight 
line which connected Key West and the entire East Coast of Florida to the rest of the United States.  The “All 
Aboard Florida” initiative is the encompassing private investor program to create high speed rail along this 
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route.  There is a proposal for a second Tri-Rail line commuter service with a station in the study area.

In 2005, the Florida Department of Transportation (FDOT) began the South Florida East Coast Corridor 
(SFECC) Study, now called the Tri-Rail Coastal Link Study.  The Study focuses on an 85-mile corridor that will 
provide passenger service to residents from Miami to West Palm Beach.  The 2005 Study identified 60 train 
stations and their station typology.  The Deerfield Beach/Hillsboro Boulevard Station was classified as a 
“Town Center Station.”

Figure 4:  The May 2014 draft of the Tri-Rail Coastal Link System Map shows Deerfield Beach as a stop for both the 
Blue and Red lines of the new passenger rail service.  Source: Tri-Rail Coastal Link website
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Architecture
Several architectural styles are found in the region.  They are described in the City of Deerfield Beach’s Zoning 
Ordinance as follows:

Old Florida coastal vernacular style: An architectural style characterized by agrarian wood features, metal roof-
ing, wood or stucco exterior, broad overhangs, recessed sash windows, shutters, awnings, porches, and colon-
nades (see Images 8 & 9 below).

Images 8 & 9:  Examples of “Old Florida coastal vernacular style” architecture.  Photos by “Pete” Pointner, FAICP

Mediterranean style: An architectural style characterized by stucco walls, barrel roof tiles, arches, corbeled brack-
ets, a predominately-hipped roof, parapet walls, and a distinguishable entrance (see Images 10 & 11 below).

Images 10 & 11:  Examples of “Mediterranean style” architecture.  Photos by “Pete” Pointner, FAICP

Bermuda/Island style: An architectural 
style characterized by white tile roofs 
with stucco facades and quoins used as 
typical details (see Image 12). 

Image 12:  Example of “Bermuda/island style” architecture.  Rendering 
by Trent Greenan
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Comparison With Other Cities
Deerfield Beach is one of many coastal cities in the southeast Florida region.  To understand its relationship to 
those other cities and help it clarify a unique unifying identity, it is important to understand how it fits.  Deer-
field Beach compared to the state of Florida average is as follows:

•	 Median house value is below state average.
•	 Black race population percentage is above state average.
•	 Foreign-born population percentage is above state average.

The City of Deerfield Beach is a more affordable place to live than nearby Del Ray Beach and Boca Raton in 
terms of the median gross rent.  In terms of the median value of a house or condo, it is also more affordable 
than Fort Lauderdale.  

THE CITY

Image 13-17:  Clockwise starting on far left: (1) the clock tower feature of City Hall; (2) the railroad crossing at Hillsboro Blvd. and Dixie 
Hwy. (looking south); (3) SE 2nd Street retail across from City Hall; (4) sign on Hillsboro Blvd. for the Butler House and Museum and the 
Pioneer House; and (5) one of a number of deer statues found throughout the city.  Photos by “Pete” Pointner, FAICP and Ryan Scherzinger

The Role of Pioneers, Deer, and the Railroad
Deerfield began as an agricultural community served by a train station.  The name came from the fact that the 
location was notable for having a field where deer were often seen.  Farmers would bring beans, tomatoes, 
and pineapples to the Depot to ship out by train.  Many workers originally came from the Bahamas only 83 
miles away.  Commercial activity focused on Dixie Highway and the railroad station.   The area around the 
Dixie Highway corridor was where the African-American community settled.  Many of the original families are 
still in this area.  Many of the white pioneers came from the South and were farmers.  This area was the center 
of town as it was near the train station and depot.  Trade also commenced along the Hillsboro River/Canal.  
Indigenous people of the region would come down the river/canal from the Everglades to conduct trade in 
Deerfield Beach.
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Market Advantages
The City of Deerfield Beach prides itself on its modern infrastructure and keeping taxes competitively low in 
an environment where property values are stable.  The price of for sale housing is generally more affordable 
than Boca Raton and Del Ray Beach.  On its website, in the message from the City manager, its strengths are 
highlighted as follows:

The City characterizes itself as a “nautical destination” for both saltwater and freshwater enthusiasts.  It is home to some 
of the best and most consistent surf in South Florida.  It hosts surfing and ocean sports competitions.  The surf industry is 
important and includes a surfboard manufacturer.”  This manufacturer is located in the study area.

Deerfield Beach is within a mile of two ocean inlets, Boca Raton and Lighthouse Point.  The offshore reefs and 
marine life are described as both “abundant and easily accessible.”  There are housing options with deepwater 
access.  Quiet Waters Park, in the western part of the city, has canoe rentals and the only local cable water ski 
attraction.  There is also a mountain bike trail.  The City’s Parks and Recreation facilities include an Aquatics 
Center just beyond the southeast perimeter of the study area which draws major university swim teams from 
all over the country for winter practice.  There are two boat launch ramps.  One is within the study area, located 
in Pioneer Park along the Hillsboro River/Canal.  Special events include Founder’s Day at the Beach, an arts fes-
tival, Martin Luther King, Jr. Day parade, Carnival and Winter Wonderland, and Fireworks at the International 
Fishing Pier.  The 960-foot Deerfield Beach International Fishing Pier is an award winning facility that is the 
model for other piers on the Atlantic Ocean in Florida.

Image18:  The Deerfield Beach International Fishing Pier is a visual highlight of the beautiful and well-maintained beach area that has a 
vibrant mix of retail and recreation.  Photo by “Pete” Pointner, FAICP

The City of Deerfield Beach is within 30 minutes of two international airports and two seaports.  The Bahamas 
are only 83 miles east of the city.  It’s home to a range of office and industrial parks.  The City has a partnership 
with the Florida Atlantic University Research and Development Agency that created a research park along 
Interstate 95.  The City promotes itself as a ‘’vibrant coastal community that features beautiful vistas, fun activi-
ties, great dining, and entertainment.” 
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Centers along Hillsboro Boulevard
There are three centers within the city along Hillsboro Boulevard.  Each has a different role:

1. The Tri-Rail Station and Courthouse Square area and the Deerfield Mall and Shopping Center are to the 
west near I-95.  The South Florida Regional Transportation Authority Study (Tri-Rail Coastal Link) identi-
fies this station’s typology as an “employment center.”

2. To the east, there is the beach center with the nearby Cove Shopping Center and Sullivan Park that is 
targeted as a “Community Revitalization Area” programmed for major improvements.  

3. The third center, near Dixie Highway, is the historic center and includes the city government complex 
(and is the focus of this study).

The Beach
The city provides good public access to the beach.  This contrasts with the limited access more typical of other 
cities in the area.  In addition, the City limits building heights to 55 feet or 5 stories.  In other jurisdictions, there 
are often much taller highrise condominiums lining the beach, affecting views, beach access, and casting long 
afternoon shadows.  In others, the ocean front is lined with private, single-family homes.

Images19 & 20:  Deerfield Beach’s ocean frontage (on left) with public access and low-scale development differs greatly from much 
of the rest of South Florida’s coast.  An example of typical high-rise development along the coast between Deerfield Beach and Fort 
Lauderdale is pictured on the right.  Photos by “Pete” Pointner, FAICP

Deerfield Beach has its own pier designed in a contemporary style that has a character that refers to tradition-
al wooden pier construction.  The City’s Community Redevelopment Area program has focused its attention 
on the eastern portion of the City related to its beach. It was established in 1999 and has been very successful.
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Opportunities: Features and Unique Identity
The City of Deerfield Beach has many features that contribute to the cultivation of a unique identity and char-
acter.  Although individual features that contribute to local character may be found in other cities throughout 
the region, it is the way numerous items of public art and urban design are connected in design details and 
location that will contribute to the city’s singular character.  Its natural features, such as the flat topography, 
subtropical plant materials, and climate, influence the image of the area.  Man-made elements and reflections 
of the city’s history and development pattern also add to its character.  

Examples include the drawbridge over the Intracoastal Waterway and the beachfront with its public access 
and distinctive pavement design.  Deerfield Beach’s International Fishing Pier serves as a landmark and is fea-
tured on the logo for the local Chamber of Commerce.  The Dixie Highway flyover is a landmark with its deep 
tropical blue paint.  The fact that most buildings are relatively low in height and that there are no towering 
walls of highrise buildings is another characteristic that sets Deerfield Beach apart from other nearby cities.  
The city is also incredibly clean, even along major highways not associated with the beachfront, such as the 
Dixie Highway.  The “nesting turtles” signs at the beach and the deer statues are other unique features.  Deer-
field Beach is a protected nesting area for sea turtles.  The designation reflects its contribution to protecting 
the ecosystem of the region.  

Identity Features Noted In Text
The branding of the Deerfield Beach area with a festive logo incorporating the symbol of the sun is already 
associated with the beach area and a wayfinding system there.  For a visitor, it reads as a symbol of the entire 
city.  Incorporating public art in the beach area also includes examples such as the sculpted beach balls and 
sea turtle, and will likely be identified with the city by visitors particularly as they take selfies and use social 
media to send them to friends and family.

Images 21-25:  Identity features from bottom left going clockwise: (1) The Deerfiled 
Beach logo with rising sun; (2) people having their picture taken with the new 
City sign at the beach; (4) the Dixie Highway flyover at Pioneer Park; (5) deer statue 
around city; and (6) signage about nesting turtles on A1A.  Photos by City Planning 
staff and “Pete” Pointner, FAICP
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Image 26:  The James D. and Alice Butler House is a Mediterranean Revival 
style building built in 1923 by the Butler couple who were revered members 
of the community.  Photo by “Pete” Pointner, FAICP

Historic Resources
The City has several historic resources in the 
vicinity of the study area.  These include the 
Old Schoolhouse Building next to City Hall 
and the Butler House where the Historical 
Society is housed.  Houses called “Kester 
Cottages” were built by the Kester family 
who were early residents of the area.  Only a 
few of these structures are left standing and 
one is in the vicinity of the north neighbor-
hood in the study area.  

Although not an official cemetery, an open 
space area in the southern neighborhood 
was once used as a burial ground.  This site 
has deep and personal memories for area 
residents and is reflective of an important 
period in the community’s history.

City and County Government: Planning and Zoning
Planning for the city involves both the City and Broward County.  Both are involved in determining the land 
use designations for the study area.  Each of the 31 municipalities in Broward County are required to have a 
future land use map that matches the County’s Future Land Use Map.  When a city wants to change a land use 
designation for a particular parcel or area, it may only choose a land use category that is listed in the County 
Plan.  The proposed land use map amendment must be approved by the City, and then the Broward County 
Commission.  The land use plan amendment process for both the City and the County requires a minimum of 
six public hearings.  There are two sets of applications: one for the City Comprehensive Plan and one for the 
County.  This entire process takes approximately two years from beginning to adoption. 

The two-year process will be necessary before the study area’s land use designations can be changed to the 
recommended mixed use “Local Activity Center” as described in this Plan.  One of the limitations of the cur-
rent zoning ordinance is the fact that there is no appropriate mixed use zone to apply to implement the Lo-
cal Activity Center land use designation.  That designation requires residential and at least two other types 
of use.  The existing business zones in place in the study area cannot be used because they also do not allow 
the desired residential uses.  The City is anticipating creating a new form-based zone for the study area.  The 
recommendations of this study are expected to inform that process. 

The City of Deerfield Beach is structured with an elected commission and mayor and a full time appointed city 
manager.  The Commission is the primary legislative body in the City.  There is a Planning and Zoning Board 
which advises the City Commission.  There is also a Community Appearance Board which has recommending 
authority over the exterior appearance or aesthetics of any multi-family, commercial, or industrial properties 
in the city.  In addition, there is a “Zoning Appeals Special Master” who makes decisions on matters such as 
appeals of administrative decisions.
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Zoning
The study area is primarily zoned for single-use business.  
There are some smaller areas zoned for community facilities 
and multi-family use.  One small area is zoned for Business-
flex.  There is also land zoned for open space.  Property bound-
ing the study area on the east is zoned for residential; both 
multi-family and single family.  There is also an area zoned for 
open space.

Existing Land Use
The current land uses are largely reflective of the current zon-
ing and are primarily business and government uses.  The 
character of the study area varies.  The northern part includes 
Pioneer Park, which provides opportunities for active recre-
ation with large ball fields and a boat ramp, the historic school 
house, and the government center.  Near the government 
complex, there is a thrift store, and other local retail and eating 
establishments.  Parts of the study area closest to the railroad 
track have an industrial character with low buildings of wood 
or metal.  There is a mixture of small residential structures with 
warehousing and outdoor storage areas.

Between the railroad tracks and Dixie Highway, there is a rib-
bon of land where a regional bikeway has been proposed by 
Broward County to run parallel to the railroad tracks.  From Di-
xie Highway, there are open sight lines to the study area and 
the collection of buildings that currently line the tracks on the 
opposite side. 

Map 5:  The study area highlighted with current 
zoning designations shown.  Source: 2014 City of 
Deerfield Zoning Map

The railroad track and Dixie Highway limit connectivity between the east and west portions of the City of 
Deerfield Beach.  There are only three vehicular rail crossings for access to the study area.  Pedestrian genera-
tors within or near the study area include a public middle school, a Lutheran grade school, and an aquatic 
center on the south east perimeter of the study area.  Other pedestrian generators are Pioneer Park and, east 
along Hillsboro Boulevard, the library and the Deerfield Beach Elementary School.  The homes bordering the 
study area to the south and east, face on cul-de-sac streets that do not connect to the streets within the study 
area. 

Hillsboro Boulevard is a major feature of the study area and provides primary access to it from both east and 
west.  It is also a transit route.  It is programmed for a retrofit that will include bike lanes to match the section 
of the boulevard already improved to the east.  This is part of a Complete Streets program by Broward County 
and the City of Deerfield Beach.  An average of 35,000 vehicles travel on Hillsboro Boulevard each day.

The biggest challenges relating to Hillsboro Boulevard concern both its character and how to make crossing 
it safe and easy for pedestrians and cyclists.  The current plans for Hillsboro Boulevard’s improvements include 
an illustrative planting scheme.  

SE 2nd Avenue is a major bike route and includes some transit.  The street provides the greatest opportunity 
to create a stronger pedestrian and bike connection between the north and south portions of the study area 
and would provide access to the proposed retail core south of Hillsboro Boulevard.
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SE 2nd Avenue

Dixie Highway

RR Tracks

Images 27 & 28:  The above image is looking north on Dixie Highway with the railroad track on the right and the study area beyond.  The 
image below is looking north on SE 2nd Avenue with the traffic signal at Hillsboro Boulevard and City Hall (clock tower) in the distance.  
Photos by “Pete” Pointner, FAICP
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PLANNING AND DESIGN RECOMMENDATIONS
The “Executive Summary” provides an overview of the primary functions and design proposals of what are 
referred to as the north and south neighborhoods.  The following is a more detailed description.  The overall 
Plan is illustrated below.

Map 6:  The CPAT’s overall 
land use and urban design 
plan for the Deerfield 
Beach Town Center.  
Created by Adam Rosa, AICP
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North Neighborhood
The north neighborhood has two distinct sub-areas.  North of Hillsboro Boulevard, the proposed uses focus 
on civic functions and the recreational potential of Pioneer Park.  There is a need to significantly upgrade the 
bus stop areas and related signage along Hillsboro Boulevard and to create a graphic program, i.e., a wayfind-
ing system, to identify and guide people to the new Town Center destinations from Hillsboro Boulevard.

Image 29:  Perspective above is looking west on Hillsboro Blvd. as it moves through the Town Center (just past NE 1st Terrace), and 
crosses the railroad tracks and Dixie Hwy.  The current bus stop (the bench) is on the right just before the railroad crossing.  Photo by 
Ryan Scherzinger

Pioneer Park should be considered a resource for many athletic and 
recreational functions and serve as a trailhead that links a proposed 
greenway system along Dixie Highway.  Numerous groups contrib-
uted to “Nautical Tourism in Deerfield Beach: A Nautical Destination 
Plan” in 2013, which was prepared by Kala Abdell.  As noted in the 
plan:

The Hillsboro River connects the Loxahatchee National Wildlife Refuge 
with the Intracoastal Waterway, Deerfield Island Park, Quiet Waters Park 
and Crystal Lake.  Deerfield Beach offers visitors oceanfront hotels and 
restaurants, a 976-foot fishing pier, and an active beachside entertain-
ment area, making it unique in northeast Broward.

The Nautical Destination Plan proposes to use the nautical tourism 
theme for multiple events and capital improvements.  The number 
one goal of the plan is to “improve public access to Deerfield Beach 
waterways.”  This Plan (by the CPAT) proposes a water feature that 
links Hillsboro Boulevard to the Hillsboro River/Canal along with an 
enhanced pedestrian way that ties it into the redevelopment south 
of Hillsboro Boulevard.  Similarly, this Plan reinforces the Nautical 
Plan’s second goal of “establishing a Nautical Public Art Program...”

Image 30:  Cover of the plan, Nautical Tourism 
in Deerfield Beach: A Nautical Destination 
Plan (2013).  Available on the Deerfield Beach 
Chamber of Commerce website

Hillsboro Boulevard

Bus StopRR Crossing
Dixie Hwy.

http://deerfieldchamber.com/nautical-full.pdf
http://deerfieldchamber.com/nautical-full.pdf
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Images 31-34:  From the top left moving clockwise: (1) A sign at one one of the main entrances to Pioneer Park; (2) existing walkway 
from civic center to park and canal; (3) existing walkway through park; and (4) Hillsboro Canal as seen from pedestrian bridge.  Photos by 
“Pete” Pointner, FAICP

A water feature and improved pedestrian pathway is proposed to functionally and visually link the north 
neighborhood to the Hillsboro River/Canal, which defines the northern boundary of this neighborhood (and 
the City).  A new medium density residential use, not to exceed five stories, is proposed adjacent to the park.  
Increased densities are appropriate in proximity to public open space and retail sales and services.  Relocation 
of the library to this area would reinforce its function as a civic center.  Improving the traffic signal timing for 
Hillsboro Boulevard, referred to as “signal optimization,” could also reduce backups at the SE 2nd Avenue and 
Dixie Highway intersection.  A neighborhood retail commercial area is proposed along NE 2nd Avenue and is 
illustrated in Cross Section 1 (Figure 5).
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Figure 5:  Street cross section for NE 2nd Avenue, the north neighborhood retail commercial 
area that links Pioneer Park and Hillsboro River/Canal.  Created using Streetmix by Margaret K. 
Rifkin, AICP, RLA and Adam Rosa, AICP

South of Hillsboro Boulevard is the heart of a new retail center, a two-block-long retail core along SE 2nd Ave-
nue whose length was determined by walking distance considerations, and whose location and cross section 
was determined by available rights-of-way and ownership patterns.  It is desirable to have a 50-foot building 
setback from the right-of-way.  Even with such considerations, implementation will require close coordination 
between the City and the developers of the adjacent properties in order to obtain enough setback from the 
street to implement the mixed use commercial and residential development proposed by the Plan as shown 
in Cross Section 3 (Figure 6).

Figure 6:  Street cross section for SE 2nd Avenue, a new 2-block retail center in the south 
neighborhood.  Created using Streetmix by Margaret K. Rifkin, AICP, RLA and Adam Rosa, AICP
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The largest block of land under single ownership includes a vacant lumber yard site west of SE 2nd Avenue 
west of the proposed retail core.  A developer of self-storage facilities has reportedly acquired the site.  This 
use is not the ideal use to attract pedestrian activity nor to support the proposed uses in the vicinity of the 
new retail core, nor the proposed commuter rail station.  However, there appears to be a partnership ar-
rangement that may result in a micro-brewery within the site.  Such a use, with a restaurant and tavern could 
contribute significantly to the energy and synergy desired for this retail core of the new Town Center.  The key 
is in how the City and the developer work together to achieve the goals of the developer and the new Town 
Center.  Parking for a future commuter station must also be considered in the development of a detailed site 
plans by the developer.  

The retail function of the post office along and south of Hillsboro Boulevard is a positive service for the Town 
Center, but relocation of the support functions would free up space for a local civic/community center adja-
cent to the Butler House historic museum and its mature Banyan tree.  Such a center would be convenient to 
the entire north neighborhood with an improved pedestrian crossing of Hillsboro Boulevard on the east side 
of the intersection with SE 2nd Avenue.  This will be implemented by a committed street improvement pro-
gram that will add bicycle lanes and streetscape design elements to the east of SE 2nd Avenue to connect with 
the already improved section of Hillsboro Boulevard that extends to the beach area.  A local retail commercial 
area is also proposed along SE 2nd Street approaching the proposed commuter train station and platform.

South Neighborhood
This neighborhood is defined by residential uses east of 1st Terrace Street and south of a new neighborhood 
retail and service center along SE 4th Street as illustrated in Cross Section 4 (Figure 7).

Figure 7:  Street cross section for SE 4th Street, a new retail and service center in the south 
neighborhood.  Created using Streetmix by Margaret K. Rifkin, AICP, RLA and Adam Rosa, AICP

A civic/community center with a playground is proposed to be located in this vicinity to serve the south 
neighborhood.  Improved pedestrian access is proposed to link to Deerfield Beach Middle School, the Aquat-
ics Center at the Deerfield Beach Middle School Athletics Complex, and the Zion Lutheran School just outside 
of the study area to the southeast.  Similarly, an improved pedestrian crossing of the railroad and Dixie High-
way at SE 3rd Street would further link the school and aquatic complex to residential neighborhoods west of 
the study area.  These improvements would also improve access to the neighborhood retail service center and 
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employment areas along the railroad.  

Linking workforce housing and employment opportunities is an important objective for the south neigh-
borhood.  From SE 4th Street north four blocks to SE 2nd Street between SE 1st Terrace and the railroad, the 
concept is to encourage adaptive reuse or redevelopment to focus on craft and artisan shops and to permit a 
range of home occupations and residential units throughout the neighborhood.  The area can be considered 
a live/work area.  See Cross Section 5 (Figure 8).  

Figure 8:  Street cross section for SE 1st Terrace, near the railroad tracks, where adaptive reuse 
of buildings and a live-work arrangement can be encouraged in the south neighborhood.  
Created using Streetmix by Margaret K. Rifkin, AICP, RLA and Adam Rosa, AICP

A wall is proposed to screen outdoor storage and utilitarian views of the outdoor storage along the railroad 
corridor from being visible from Dixie Highway and a proposed greenway along the rail corridor.  Similarly, a 
wall or fence should be placed between a new business or multi-family development and adjacent residential 
development.  Walls and fences should provide a gate for residents of the new development to access public 
services and amenities in the neighborhood.  The fence should be of a color to match or compliment the color 
of the principle structure on the site.  Auto access and garages should be in the rear of residential and business 
structures.

Images 35 & 36:  On left, an example of street-fronting condominiums; and on right, parking in the rear of the same condominiums.  
Photos by Ryan Scherzinger
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Urban Design Elements
Architectural design can impart character to the Town Center.  
Buildings in the civic centers should not be designed to look 
like big houses.  Although no specific style is recommended, 
the civic buildings should be dignified, of high quality, and 
distinctive, with oversized clear windows and some form of 
public art on site.  The height of buildings in the north neigh-
borhood should not exceed 5 stories or 60 feet as measured 
to the eve of the roof.  In this area, flat roofs are appropriate, al-
though pitched roofs may be used.  No mansard roofs should 
be allowed.  Overall density should not exceed 25 dwelling 
units per acre.  

In the retail core, the same height would apply and the sur-
face material should be smooth or textured, but not scored 
to create a pattern.  All first level retail buildings located in 
each retail area should include at least 70 percent minimum 
clear glass on the first level, 15 feet minimum height first floor 
to ceilings, on-street parking, awnings, quality signage, and 
they should be square or rectangular in shape.  All off-street 
parking should be to the rear of the buildings served, whether 
on-site or in a public lot or structure.  

The neighborhood retail and service center in the south 
neighborhood, and all new development, should have a more 
residential character than the north neighborhood.  Building 
heights would be limited to 45 feet or 3 stories, whichever is 
less.  Pitched roofs are encouraged.  If a developer wants the 
first floor to be residential, the ceiling height should still be 15 
feet, as with all commercial space, so that the space could be 
adapted to commercial use in the future. 

Approximate locations for public art are shown in the over-
all Plan (Map 6, page 32).  These could be sculpture, towers, 
murals, mosaics, fountains, play structures, or other attractive 
treatments.  Buildings themselves can be considered public 
art if they are of a distinctive quality and located at the end of 
a long view and serve as a “focal point.”

Images 37-40:  Urban design examples starting at 
top: (1) statues or artistic sculptures, such as the deer 
statues that are already found around the city; (2) 
another statue example integrating flowers; (3) highly 
visible architectural features such as the existing City 
Hall clock tower; and (4) entry monuments such as 
this example from Clearwater Beach, Florida.  Photos 
by “Pete” Pointner, FAICP
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IMPLEMENTATION
Time Frame
The planning and design recommendations can be seen as long term, i.e., changes that should occur over a 
25-year time frame.  Since the study area is an established urbanized area with a profusion of small parcels and 
existing buildings, change will come in increments.  The CPAT believes there is a strong market for new uses 
that will increase the economic base of the City, expand employment opportunities, strengthen residential 
neighborhoods, and greatly increase commercial uses that will attract people from throughout the entire city 
and beyond.  

The crucial factor in Plan implementation is adoption by the Commission and their strong support for the 
staff to negotiate during review of development proposals to shape land use and design in response to 
the Plan.

Priorities and Sequence
The most important recommendation for land use change is also the most challenging one to implement due 
to the pattern of parcelization and ownership and, therefore, should be a priority focus.  That particularly rec-
ommendation is the new retail core lining the first two blocks of SE 2nd Avenue south of Hillsboro Boulevard.  
Coordination of site planning and development within existing rights-of-way and ownership patterns will 
require strong support by the Commission of staff initiatives to shape development in accord with the Plan 
and its higher standard of design.  Zoning incentives should be offered to facilitate and encourage a positive 
response by the private market to the Plan.  A secondary priority would be to initiate similar coordination for 
properties along the SE 4th Street neighborhood retail center.  The quality of landscape and building design 
is also critical to achieving the intent of the Plan.

The activities that require initiation in the short term are as follows:

1. City adopts the Plan; 

2. Prepare and adopt a new section of the zoning ordinance to implement the Plan recommendations;

3. Continue the community engagement process and inform the stakeholders and the development com-
munity about the Plan;

4. Create a capital improvement, open space and right-of-way acquisition program, and later, initiate de-
sign of way finding and public art features coordinated with developer initiatives; 

5. Work with Florida DOT to coordinate their resurfacing plan for Hillsboro Boulevard west of SE 2nd Av-
enue to include pedestrian crossing enhancements and to relate to the recommendations for SE 2nd 
Avenue shown in Cross Section 3 (Figure 6, page 35); and, 

6. Maintain on-going coordination of the Plan with Florida East Coast Railway and related property own-
ers, County Department of Transportation, Florida Department of Transportation (FDOT), and begin 
searching out potential funding sources.

Zoning Incentives
The Plan is intended to be market responsive and attract quality developers.  Some property owners and 
developers, however, may believe that development of a parcel under the old zoning ordinance provisions 
would be preferable to development under a new ordinance reflecting the planning and design recommen-
dations of the Town Center Plan.  Therefore, the new ordinance should offer incentives for development that 
will advance the Plan such as donating open space, sponsoring a work of public art, facilitating property ac-
quisition, providing ground floor retail and upper floor residential units in the designated centers, etc.  Incen-
tives to consider may include:

•	 A reduction in on-site parking when street side parking is available;
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•	 A reduction of land/cash donation or permit fees; 

•	 Allowing additional square footage by increasing the allowed floor area ratio; and

•	 Attic use in neighborhood residential areas.
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MEET THE TEAM

N.J. “Pete” Pointner, FAICP  |  Team Leader

Pete has focused his more than 50 year career on environmentally 
based planning and context sensitive design assignments.  He 
has taught at the university level and has extensive experience 
as a consultant, municipal planner and coordinating consultant 
for major public works projects and private developments that 
have won local, regional and national awards. He has carried out 
assignments for more than 100 public sector clients and directed 
projects in 25 states and 4 foreign countries.  He published a book, 
“Planning Connections, Human, Natural and Man Made” and has 
had thousands of hits on his blog:
readingsinurbanplanninganddesign.blogspot.com/

Municipal planning experience includes Pete’s role as acting 
director of planning for five communities. He has directed and 
written dozens of comprehensive plans, zoning and subdivision 
ordinances. His downtown planning experience ranges from small 
communities to capital cities such as Providence, RI and Kuwait 
City, Kuwait. For more information see: www.petepointner.com

Robert Gibbs, AICP, ASLA  

Robert Gibbs is a leading urban planning consultant who has 
contributed to over 400 master plans across the U.S., including 
Alexandria, Birmingham, Charleston, Detroit, Disney, Houston, 
Marquette and Naples. He also planned Michigan’s first ten New 
Urban communities and Form Based Codes. He founded GPG 
in 1988, and has prior experience with JJR/Smith and Taubman 
Centers. In 2012, Gibbs was honored by the Clinton Presidential 
Library for his life’s contributions to urban planning and 
development and by the City of Auckland, New Zealand for his 
planning innovations. During the past 20 years, Gibbs has taught 
a continuing education course on urban retail planning and 
development at Harvard’s Graduate School of Design.

Gibbs is a charter member of the Congress for the New Urbanism, 
gives frequent lectures and has co-authored four books. Gibbs 
authored the Urban Retail Form Based Code Module, and in 2012 
published Principles of Urban Retail Planning and Development. 
The book has received wide acclaim and was described by APA as 
“…Not all sweetness and light, but one planners can ill afford to 
ignore.”

readingsinurbanplanninganddesign.blogspot.com/
www.petepointner.com
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Margaret K. Rifkin, AICP, RLA  

Margaret Rifkin currently works as an urban designer and planner 
for the Maryland-National Capital Park and Planning Commission 
in Montgomery County, Maryland.  She has worked on a range of 
urban design and planning issues in that County over the past 25 
years. Her work has focused on plans for transforming suburban 
areas into walkable, mixed-use centers and on urban infill 
development. She has expertise in community engagement and 
has recently lead an innovative outreach process for the Bethesda 
Downtown Plan. 

Ms. Rifkin is a member of APA’s Urban Design and Preservation 
Division Executive Committee. She spoke at APA’s 2010 and 2011 
National Planning Conferences in sessions titled “Reinvented and 
Authentic? Tomorrow’s Suburbs,” and “Open Space Systems for 
New Suburban Centers.”  Margaret is an active member of the 
Congress for the New Urbanism and its Washington DC Chapter. 
She is a member of the Urban Land Institute and has earned its Real 
Estate Development Certificate.  She is a Registered Landscape 
Architect in the State of Maryland.

Adam Rosa, AICP  

Over the past sixteen years, Adam Rosa has demonstrated the 
ability to create implementable planning and design concepts 
focused on placemaking and improving existing neighborhoods. 
He believes that successful communities must blend transportation 
infrastructure and public space with appropriate land use and 
urban form. In his work with cities from Buffalo to Honolulu (and 
everywhere in between), Adam continuously strives to generate 
creative ideas and solutions that capture the culture, spirit and 
potential of the local community. Adam is a Senior Associate 
with Camiros, Ltd. (www.camiros.com) and was honored to have 
recently been chosen as one of the Next City Vanguard 40-under-40 
“high-level, creative and ambitious people who seek to improve 
their cities.”
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Ryan Scherzinger  |  APA Staff

Ryan Scherzinger is Senior Outreach Associate for the American 
Planning Association.  He’s worked extensively on APA’s 
Community Planning Assistance Teams (CPAT) program providing 
direct technical assistance to communities around the country 
with multi-disciplinary teams of experts.  He’s managed myriad 
programs and special projects for APA for over seven years, 
including community workshops, case studies, federal grants, 
symposia and lecture series, study tours, international events, 
allied outreach and coalitions, and interactive public exhibits. 



44     AMERICAN PLANNING ASSOCIATION        www.planning.org

PICTURE GALLERY
The following are select pictures from the Deerfield Beach CPAT project.

CPAT leader “Pete” 
Pointner, FAICP conducted 
a preliminary visit in 
November 2014 ahead 
of the full team‘s visit in 
March 2015. Part of that 
visit included a tour of the 
study area and surrounding 
neighborhoods. Here, 
Pointner is with City 
Planning staff in Pioneer 
Park viewing the Hillsboro 
Canal.  Photo by Ryan Scherzinger

On the first morning 
of the CPAT’s visit, they 
met with City staff to 
discuss the project.  
Here, the team is seen 
the City and Director 
of Planning and 
Development Services 
Amanda Martinez and 
an attorney for the City.  
Photo by Ryan Scherzinger

Team members Robert 
Gibbs, AICP on left and “Pete” 
Pointner, FAICP on right as 
Amanda Martinez helps 
explain information about 
the study area.  Photo by Ryan 
Scherzinger
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CPAT leader “Pete” 
Pointner, FAICP facilitated a 
workshop with a group of 
community stakeholders 
in the afternoon of the 
team’s first day.  He 
conducted a SWOT analysis 
(strengths, weaknesses, 
opportunities, & threats) 
to gain community 
insights that helped inform 
the team’s analysis and 
recommendations.  Photo by 
Ryan Scherzinger

CPAT members are expert 
volunteers from around 
the country organized by 
the American Planning 
Association to address 
a focused community 
planning project. They 
studied background 
information, worked with 
City Planning staff, and 
amongst themselves 
to generate ideas and 
recommendations for a 
sustainable and achievable 
plan for a new Deerfield 
Beach Town Center.  Photos by 
Ryan Scherzinger

Adam Rosa, AICP

Robert 
Gibbs, AICP, ASLA

Pete Pointner, FAICP

Margaret K. 
Rifkin, 
AICP, RLA
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On the final day of the team’s visit, a photo beside one of the Deerfield Beach deer statues with City 
Planning staff who they worked closely with throughout the week.  From the left: Naydu Glueckert (City 
Planner); Margaret K. Rifkin, AICP, RLA (CPAT); “Pete” Pointner, FAICP (CPAT); Amanda Martinez (City Director 
of Planning & Development Services); Marcia Stevens, AICP (City Chief Planner); Adam Rosa, AICP (CPAT); and 
Robert Gibbs, AICP, ASLA (CPAT).  Not shown in picture, but other City staff who were instrumental during the 
project include: Lorrainia Belle (City Assistant Planner); Harold Hoyte, RLA, ASLA (City Landscape Architect); and 
Garrett Smith (City Senior Planner).  Photo by Ryan Scherzinger
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APPENDIX A:  RETAIL MARKET STUDY
A retail market study for Deerfield Beach was performed by CPAT member Robert Gibbs, AICP and his firm 
Gibbs Planning Group, Inc. (March 16, 2015).  The complete study is included here.

Figure 1: Section of the Deerfield Beach Village Center study area is shown above. The primary trade area can presently support an 
additional 217,400 sf of retail and restaurant development.

Executive Summary
This study finds that the Deerfield Beach, Florida study area has an existing demand for an additional 217,400 
square feet (sf ) of retail development producing up to $62.8 million in sales.  By 2020, due to household in-
come growth and economic development within the Deerfield Beach study area, this demand will likely gen-
erate up to $66 million in gross sales.

Please find below a summary of the 2015 supportable retail:

50,300 sf Grocery Stores

46,000 sf General Merchandise Stores

34,000 sf Limited Service Eating Places

22,700 sf Apparel Stores

15,900 sf Bares, Breweries & Pubs

11,100 sf Special Food Services

  8,700 sf Shoe Stores

  5,700 sf Office Supplies & Gift Stores

  5,500 sf Book & Music Stores

  4,800 sf Department Store Merchandise

  3,600 sf Lawn & Garden Supplies

  3,000 sf Jewelry Store

  2,800 sf Florists

  2,600 sf   Specialty Food Stores

     700 sf Miscellaneous Store Retailers
TOTAL = 217,400 sf
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This new retail could be absorbed by existing businesses and/or with the opening of approximately 50-65 
new retailers and restaurants including: 10-11 limited service restaurants, eight to nine apparel stores, six to 
eight general merchandise stores, four to five stores each of shoes, special food services and drinking estab-
lishments, three to four office supplies and gift stores, and two to three stores each for groceries, department 
and jewelry stores.  The trade area could also support up to nine other retail stores.

Figure 2: Location map of the Deerfield Beach Village Center study area.

Assumptions
The projections of this study are based on the following assumptions:

•	 No other major retail centers are planned or proposed at this time and, as such, no other retail is as-
sumed in our sales forecasts.

•	 No other major retail will be developed within the trade area of the subject site.
•	 The region’s economy will stabilize at normal or above normal ranges of employment, inflation, retail 

demand and growth.
•	 The new retail development will be planned, designed, built, leased, and managed as a walkable town 

center, to the best shopping center industry practices of the American Planning Association, Congress 
for New Urbanism, the International Council of Shopping Centers, and Urban Land Institute.

•	 Parking for the area is assumed adequate for the proposed uses, with easy access to the retailers in the 
development.

•	 Visibility of the shopping center or retail is assumed to meet industry standards, with signage as re-
quired to assure good visibility of the retailers.

LJ 
I 

.JJ 
emete ' fine e 

.w= r~ ==r 

n lnr 
e 

rl Beac B 

:l:111=~ 

. ·t=e 



50     AMERICAN PLANNING ASSOCIATION        www.planning.org

Trade Area Boundaries
Based on GPG’s evaluation, the existing retail hubs, population clusters, highway access, and the retail gravi-
tation in the market, as well as our experience defining trade areas for similar communities throughout the 
United States, GPG determined that consumers in the primary trade area generate demand to support a wide 
variety of retailers.  This potential will continue to increase over the next five years with existing trends and 
continued residential development, including an annual population growth rate of 1.00 percent and house-
hold income growth of 4.9 percent.

Figure 3: The Village Center study area located in Deerfield Beach has an approximate 15-square-mile primary trade area (shown above 
in blue).

The primary trade area is the consumer market where the study area has a significant competitive advantage 
because of access, design, lack of competition and traffic and commute patterns.  This competitive advantage 
equates to a potential domination of the capture of consumer expenditure by the retailers in the study area.

GPG defined a primary trade area by topography, vehicular access, strength of retail competition, and resi-
dential growth patterns instead of standardized “drive-times.”  Consumers inside the primary trade area will 
account for up to 60 to 70 percent of the total sales captured by retailers in the Deerfield Beach Village Center 
study area.

This study estimates that the approximately15-square-mile Deerfield Beach trade area has a northern border 
at the Broward County line, an eastern border at the shore of the Atlantic Ocean, south as far as NE 48th Street 
running west into Wiles Road, and pushing west to the Florida Turnpike/Boca Rio Road.

Trade Area Demographics
In the Deerfield Beach study site’s primary trade area, the current year population is 64,670.  In 2010, the Cen-
sus count in the area was 64,200, making the annual rate of change 0.18 percent y since 2010.  The five-year 
projection for the population in the area is 67,950, representing a change of 1.00 percent annually from 2014 
to 2019.  Currently, the population is 47.8 percent male and 52.2 percent female.
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TABLE 1: DEMOGRAPHIC CHARACTERISTICS

Demographic Characteristic Deerfield Beach 
Primary Trade Area Broward County

Metropolitan 
Area: Miami-      

Ft. Lauderdale- 
W. Palm Beach

2014 Population 64,670 1,788,000 5,722,500
2014 Households 30,700 697,100 2,146,000
2019 Population 67,950 1,902,000 6,046,000
2014-2019 Annual Growth Rate 1.00% 1.24% 1.11%
2014 Average Household Income $55,830 $72,000 $70,000
2014 Median Household Income $38,380 $50,400 $46,500
2019 Median Household Income $47,940 $57,200 $54,300
% Households w/ incomes $75,000 or higher 23% 31.9% 29.9%
% Bachelor’s Degrees 17% 19.4% 18.6%
% Graduate or Professional Degree 8.4% 10.8% 10.8%
Average Household Size 2.10 2.54 2.63
Median Age 47.9 40.6 40.6

Table 1: Key demographic characteristics of the study area’s primary trade area, compared to Broward County and the Miami-Ft. 
Lauderdale-West Palm Beach Metropolitan Statistical Area.

The household count in the primary trade area has changed from 30,600 in 2010 to 30,700 in the current year, 
a change of 0.05 percent annually.  The five-year projection of households is 32,170, a change of 0.93 percent 
annually from the current year total.  Average household size is currently 2.10, compared to 2.09 in the year 
2010.  The number of families in the current year is 15,710 in the primary trade area.

Average household income is $55,830 in the trade area, and is projected to increase to $65,000 by 2019.  Cur-
rent median household income is $38,380, and is projected to rise to $47,940 in five years, while the 2014 av-
erage household income of $55,830 is projected to increase to $64,950 in that time.  The median home value 
in the trade area of $132,900 is expected to change by 4.70 percent annually to $167,200 in five years.  Of the 
40,200 housing units in the area, 47.2 percent are owner occupied; 29.2 percent, renter occupied; and 23.6 
percent are vacant.  The annual rate of change in housing units since 2010 is 0.33 percent.

In comparison, the 2014 population in Broward County is 1,788,000, and is forecast to rise to 1,902,000 by 
2019 at a growth rate of 1.24 percent.  The 2014 number of households in the County is 697,100, with an 
average household size of 2.54, slightly higher than that of the primary trade area.  Broward County’s 2014 
median household income is $50,400, which is expected to grow to $57,200 by 2019.  The median age of 40.6 
is younger than in the primary trade area.

The even larger Miami-Ft. Lauderdale-West Palm Beach Metropolitan Statistical Area, in comparison, reports 
5,722,500 people and 2,146,000 households in 2014.  The former is projected to grow at an annual rate of 1.11 
percent, and the latter is projected to grow at an annual rate of 1.1 percent to 2019, when the MSA’s projected 
population will be 6,046,500 with 2,226,000 households.  Average household income in 2014 for this trade 
area is $70,000, estimated to grow to $80,000 by 2019; median household income in 2014 is $46,500 estimat-
ed to grow to $54,300.  More than 29.9 percent of the city’s population earned more than $75,000 annually in 
2014. Average household size is 2.63 persons, projected to hold steady through 2019; the 2014 median age is 
40.6 years old.
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Tapestry Lifestyles
Esri (Environmental Systems Research Institute) has developed Tapestry Lifestyles, which is an attempt to cre-
ate 65 classifications, or lifestyle segments, that help determine purchasing patterns.  These segments are bro-
ken down to the U.S. Census Block Group level and used by many national retailers to help determine future 
potential locations.  The following Table 2 details the top Tapestry Lifestyles found in the primary trade area.

TABLE 2: TAPESTRY LIFESTYLES

Lifestyle Trade Area Characteristics Short Description

Retirement Communities

Population
8,760

Median HH Income $35,000

15.9% Primary Trade Area 
Household Market Share

1.2% National
Market Share

Retirement Communities neighborhoods are evenly 
distributed across the country.  They combine 
single-family homes and independent living with 
apartments, assisted living, and continuous care 
nursing facilities.  Over half of the housing units are 
in multiunit structures, and the majority of residents 
have a lease.  This group enjoys watching cable TV 
and stays up-to-date with newspapers and maga-
zines.  Residents take pride in fiscal responsibility 
and keep a close eye on their finances.  Although 
income and net worth are well below national aver-
ages, residents enjoy going to the theater, golfing, 
and taking vacations.  While some residents enjoy 
cooking, many have paid their dues in the kitchen 
and would rather dine out.  The average household 
size is 1.86; the median age is 52.0.

The Elders

Population
6,640

Median HH Income $35,000

15.3% Primary Trade Area 
Household Market Share

0.7% National
Market Share

With a median age of 71.8 years, this is Tapestry
Segmentation’s oldest market.  The Elders residents
favor communities designed for senior or assisted 
living, primarily in warmer climates with seasonal 
populations.  Most of these householders are home-
owners, although their housing varies from mobile 
homes to single-family residences to high-rise apart-
ments.  These seniors are informed, independent, 
and involved.  Their average household size is 1.67; 
44 percent are married couples without children, 
and 44 percent are single households.

Home Improvement

Population
7,040

Median HH Income $67,000

9.6% Primary Trade Area 
Household Market Share

1.7% National
Market Share

Married-couple families occupy well over half of 
these suburban households.  Most Home Improve-
ment residences are single-family homes that are 
owner occupied, with only one-fifth of the house-
holds occupied by renters.  Education and diversity 
levels are similar to the U.S. as a whole.  These fami-
lies spend a lot of time on the go and therefore tend 
to eat out regularly.  When at home, weekends are 
consumed with home improvement and remodel-
ing projects.  The median age is 37.0.
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Bright Young Professionals

Population
4,950

Median HH Income $50,000

7.0% Primary Trade Area 
Household Market Share

2.2% National
Market Share

Bright Young Professionals is a large market, primar-
ily located in urban outskirts of large metropolitan 
areas.  These communities are home to young, 
educated, working professionals.  One out of three 
householders is under the age of 35.  Slightly more 
diverse couples dominate this market, with more 
renters than homeowners.  More than two-fifths of 
the households live in single-family homes; over a 
third live in 5+ unit buildings.  Labor force participa-
tion is high, generally white-collar work, with a mix 
of food service and part-time jobs (among the col-
lege students).  Median household income, median 
home value, and average rent are close to the US 
values.  Residents of this segment are physically 
active and up on the latest technology.  The median 
age is 32.2 years.

In Style

Population
4,070

Median HH Income $66,000

5.7% Primary Trade Area 
Household Market Share

2.3% National
Market Share

In Style denizens embrace an urbane lifestyle that 
includes support of the arts, travel, and extensive 
reading.  They are electronically connected and 
make full use of the advantages of mobile devices.  
Professional couples or single households without 
children, they have the time to focus on their homes 
and their interests.  The population is slightly older, 
with a median age of 41.1, and already planning for 
their retirement.

Emerald City

Population
3,600

Median HH Income $52,000

5.5% Primary Trade Area 
Household Market Share

1.4% National
Market Share

Emerald City’s denizens live in lower-density neigh-
borhoods of urban areas throughout the country.  
Young and mobile, they have a median age of 36.6, 
and are more likely to rent.  Well educated and well 
employed, half have a college degree and a profes-
sional occupation. Incomes close to the US median 
come primarily from wages and self-employment.  
This group is highly connected, using the Internet 
for entertainment and making environmentally 
friendly purchases.  Long hours on the Internet are 
balanced with time at the gym.  Many embrace the 
“foodie” culture and enjoy cooking adventurous 
meals using local and organic foods.  Music and art 
are major sources of enjoyment.  They travel fre-
quently, both personally and for business.
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Golden Years

Population
3,040

Median HH Income $61,000

5.4% Primary Trade Area 
Household Market Share

1.3% National
Market Share

Independent, active seniors nearing the end of 
their careers or already in retirement best describes 
Golden Years residents.  This market is primarily 
singles living alone or empty nesters.  Those still ac-
tive in the labor force are employed in professional 
occupations; however, these consumers are ac-
tively pursuing a variety of leisure interests—travel, 
sports, dining out, museums, and concerts.  They are 
involved, focused on physical fitness and enjoying 
their lives.  This market is smaller, but growing, and 
financially secure.  Their median age is 51.

Modest Income Homes

Population
4,000

Median HH Income $22,000

4.5% Primary Trade Area 
Household Market Share

1.4% National
Market Share

Families in the Modest Income Homes urban seg-
ment may be nontraditional; however, their religious 
faith and family values guide their modest lifestyles.  
Many residents are primary caregivers to their 
elderly family members.  Jobs are not always easy 
to come by, but wages and salary income are still 
the main sources of income for most households.  
Reliance on Social Security and public assistance 
income is necessary to support single-parent and 
multigenerational families.  High poverty rates in 
this market make it difficult to make ends meet.  
Nonetheless, rents are relatively low (Index 73), 
public transportation is available, and Medicaid can 
assist families in need.  The median age is 36.1.

Young and Restless

Population
2,900

Median HH Income $36,000

4.4% Primary Trade Area 
Household Market Share

1.7% National
Market Share

Gen Y comes of age: Well-educated young workers, 
with a median age of 29.4, some of whom are still 
completing their education, are employed in profes-
sional/technical occupations, as well as sales and 
office/administrative support roles.  These residents 
are not established yet, but striving to get ahead 
and improve themselves.  This market ranks in the 
top five for renters, movers, college enrollment, and 
labor force participation rate.  Almost one in five 
residents move each year.  Close to half of all house-
holders are under the age of 35, with a median age 
of 29.4, and the majority live alone or in shared non-
family dwellings.  Median household income is still 
below the US. Smartphones are a way of life, and 
they use the Internet extensively.  Young and Restless 
consumers are diverse, favoring densely populated 
neighborhoods in large metropolitan areas; over 50 
percent are located in the South (almost a fifth in 
Texas), with the rest chiefly in the West and Midwest.
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Family Foundations

Population
3,360

Median HH Income $40,000

3.3% Primary Trade Area 
Household Market Share

1.1% National
Market Share

Family and faith are the cornerstones of life in 
Family Foundations communities.  Older children, 
still living at home and working toward financial 
independence, are common within these house-
holds.  Neighborhoods are stable: little household 
growth has occurred for more than a decade.  Many 
residents work in the health care industry or public 
administration across all levels of government.  Style 
is important to these consumers, who spend on 
clothing for themselves and their children, as well as 
on smartphones.  The median age is 38.8.

There is a diverse collection of consumers with a variety of purchasing habits within the primary trade area of 
Deerfield Beach Village Center.  The trade area’s highest market share belongs to two older tapestry segments: 
Retirement Communities represents 15.9 percent of the households within the area, with The Elders close 
behind, representing 15.3 percent. Home Improvement represents 9.6 percent, and Bright Young Professionals 
represents 7.0 percent of households within the area.

The Retirement Communities segment has an average household size of 1.86 and the median age is 52.0.  This 
category combines single-family homes and independent living with apartments, assisted living, and con-
tinuous care nursing facilities.  The small household size reflects that many residents have outlived their part-
ners and live alone.  One in five households has no vehicle.  Over half of their homes are renter occupied.  The 
Elders households are the oldest market of the tapestry segments, reflected the median age of 71.8 and in an 
average household size of 1.67.  They are found on the suburban periphery of metropolitan areas, living in 
owner-occupied units having a median home value of $153,000.  Predominately retires, The Elders has a low 
labor force participation rate of 21.3 percent.  Their median household income is lower than the U.S., but their 
net worth is much higher.

The Home Improvement segment is located in low-density suburban neighborhoods, with eight of every ten 
homes traditional single-family dwellings, owner-occupied.  More than half of the households consist of mar-
ried-couple families.  The average household size is 2.86 and the median age is 37.0.  Most households have 
two+ workers.

The Bright Young Professionals are young, educated, working professionals, primarily located in urban out-
skirts of large metropolitan areas.  Their labor force participation rate is 73 percent, higher than the U.S. rate, 
and unemployment is lower at 7.1 percent.  This group’s education is completed: 36 percent have had some 
college or an associate’s degree and 30 percent have a bachelor’s degree or higher.  These consumers are up 
on the latest technology and get most of their information from the internet.

The In Style segment is continuing to expand throughout many metropolitan areas, including the Deerfield 
Beach Village Center trade area.  Represented by a population of 4,070 there, the average household size is 
2.33.  The population is slightly older and often planning for retirement, with a median age of 41.1.
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Other Shopping Areas
1. Deerfield Mall:  The largest concentration of retail within the primary trade area is Deerfield Mall, a 378,700 

sf power center 3.5 miles west of the study area.  Located at the southwest corner of Hillsboro Boulevard 
and Powerline Road, it has convenient access to I-95, the Florida Turnpike and Sawgrass Expressway and is 
anchored by Marshalls, Office Max, Paragon Theater, Publix, Sports Authority and TJ Maxx.

2. Hillsboro Square Shopping Center:  Less than a mile east of the study site is Hillsboro Square Shopping 
Center, a 154,130 sf community center located at S. Federal Hwy (U.S. 1) & E. Hillsboro Blvd. anchored by 
CVS, LA Fitness, Office Depot, and the largest Publix east of I-95 in Broward and Palm Beach Counties.

Figure 4: Deerfield Mall is the largest concentration of retail in the primary trade area (left), while Hillsboro Square Shopping Center 
(right) is located closer to the study site.

3. Venetian Isle Shopping Center is located at the corner of NE 36th Street/Sample Road & North Federal 
Hwy. in Lighthouse Point.  Opened in 1969, this community center with 183,867 sf of leasable space is an-
chored by Publix, Staples and TJ Maxx.

4. Shopper’s Haven Shopping Center, located at the intersection of Federal Hwy/US 1 and Sample Road in 
Pompano Beach, is a 206,800 sf community center anchored by Winn-Dixie, with a strong lineup of na-
tional retailers including A.C. Moore, Bealls Outlet, Bed Bath & Beyond, Party City, and Walgreens.  Opened 
in 1959, it was last renovated in 1998.

Figure 5: Venetian 
Isle Shopping 
Center (left) and 
Shopper Haven 
Shopping Center 
(right) are located 
outside of the 
primary trade 
area, only three 
miles south of 
the study site.
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TABLE 3: 2015 & 2020 SUPPORTABLE RETAIL TABLE

RETAIL CATEGORY
2015             
Estimated 
Retail Sales

2015     
Sales / SF

2015              
Estimated 
Supportable 
SF

2020            
Estimated   
Retail Sales

2020    
Sales / SF

2020             
Estimated 
Supportable 
SF

Number 
of Stores

RETAILERS

Apparel Stores $6,529,491 $288 22,672 $6.855,965 $302 22,672 8 - 9

Book & Music Stores $1,323,529 $240 5,515 $1,389,705 $252 5,515 1 - 2

Department Store Merchandise $1,113,894 $230 4,843 $1,169,588 $242 4,843 1 - 2

Florists $639,417 $225 2,842 $671,388 $236 2,842 2 - 3

General Merchandise Stores $13,094,151 $285 45,944 $13,748,859 $299 45,944 6 - 8

Grocery Stores $16,308,044 $324 50,333 $17,123,446 $340.20 50,333 2 - 3

Jewelry Stores $1,026,948 $345 2,977 $1,078,295 $362 2,977 2 - 3

Lawn & Garden Supply Stores $888,184 $245 3,625 $932,594 $257 3,625 1 - 2

Miscellaneous Store Retailers $171,052 $265 645 $179,605 $278 645 1

Office Supplies & Gift Stores $1,520,017 $268 5,672 $1,596,018 $281 5,672 3 - 4

Shoe Stores $2,484,638 $285 8,718 $2,608,870 $299 8,718 4 - 5

Specialty Food Stores $687,873 $265 2,596 $720,267 $278 2,596 1 - 2

RETAILER TOTALS $45,787,237 $272 156,382 $48,076,599 $286 156,382 32 - 44

RESTAURANTS

Bars, Breweries, & Pubs $5,253,902 $330 15,921 $5,516,597 $347 15,921 4 - 5

Limited-Service Eating Places $8,838,058 $260 33,993 $9,279,961 $273 33,933 10 - 11

Special Food Services $2,881,558 $260 11,083 $3,025,636 $273 11,083 4 - 5

RESTAURANT TOTALS $16,973,517 $283 60,996 $17,822,193 $298 60,996 18 - 21

RETAIL & RESTAURANT 
TOTALS $62,760,754 $274 217,378 $65,898,792 $288 217,378 50 - 65

Table 3: The Deerfield Beach study area’s primary trade area has demand for roughly 217,400 sf of new retail and restaurants.

Retail Category Definitions 
Retail categories in the Supportable Retail Table correspond to the North American Industry Classification 
System (NAICS), the standard used by Federal statistical agencies in classifying business establishments for 
the purpose of collecting, analyzing, and publishing statistical data related to the U.S. business economy.  The 
following NAICS codes and definitions are provided by the U.S. Census Bureau:

Retail 

Auto Supply Stores (4411): establishments known as automotive supply stores primarily engaged in retailing 
new, used, and/or rebuilt automotive parts and accessories, automotive supply stores that are primarily en-
gaged in both retailing automotive parts and accessories and repairing automobiles; establishments primar-
ily engaged in retailing and installing automotive accessories; and establishments primarily engaged in retail-
ing new and/or used tires and tubes or retailing new tires in combination with automotive repair services.

Furniture Stores (4421): establishments primarily engaged in retailing new furniture, such as household fur-
niture (e.g., baby furniture box springs and mattresses) and outdoor furniture; office furniture (except those 
sold in combination with office supplies and equipment); and/or furniture sold in combination with major 
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appliances, home electronics, home furnishings and/or floor coverings.

Home Furnishings Stores (4422): establishments primarily engaged in retailing new home furnishings (ex-
cept furniture). 

Electronics and Appliance Stores (4431): establishments primarily engaged in retailing the following new 
products: household-type appliances (refrigerator, dishwasher, oven), cameras, computers/software, televi-
sions and other electronic goods. 

Hardware Stores (4441): establishments primarily engaged in retailing new building materials and supplies 
(lumber, plumbing, electrical, tools, housewares, hardware, paint, and wallpaper). 

Lawn and Garden Supply Stores (4442): establishments primarily engaged in retailing new lawn and garden 
equipment and supplies. (Nursery, farm and garden products, outdoor power equipment). 

Grocery Stores (4451): establishments primarily engaged in retailing a general line of food products (canned/
frozen food, fruits and vegetables, meat, fish, poultry, milk, bread, eggs, soda). 

Specialty Food Stores (4452): establishments primarily engaged in retailing specialized lines of food (meat, 
fish/seafood, fruits/vegetables, baked goods, candy, nuts, confections, popcorn, ice cream, items not made on 
the premises). 

Beer, Wine, and Liquor Stores (4453): establishments primarily engaged in retailing packaged alcoholic bev-
erages, such as ale, beer, wine and liquor. 

Health & Personal Care Stores (4461): establishments primarily engaged in retailing health and personal care 
products (pharmacies/drug stores, first aid, beauty products, household supplies, candy, prepackaged snacks, 
optical goods, vitamins/supplements). 

Clothing stores (4481): men’s and boys’ clothing stores; women’s and girls’ clothing stores; children’s and in-
fants’ clothing stores; family clothing stores; clothing accessories. 

Shoe Stores (4482): Shoes (men’s, women’s, child/infant, athletic). 

Jewelry Stores (4483): Jewelry, luggage, and leather goods (silverware, watches, clocks, handbags, briefcases, 
belts, gloves). 

Sporting Goods Stores (4511): establishments primarily engaged in retailing new sporting goods (fitness 
equipment, bikes, camping, uniforms and footwear).

Book & Music Stores (4512): establishments primarily engaged in retailing new books, newspapers, maga-
zines, and prerecorded audio and video media. 

Department Stores (4521): establishments known as department stores primarily engaged in retailing a wide 
range of the following new products with no one merchandise line predominating: apparel; furniture; appli-
ances and home furnishings; and selected additional items, such as paint, hardware, toiletries, cosmetics, pho-
tographic equipment, jewelry, toys and sporting goods. Merchandise lines are normally arranged in separate 
departments. 
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General Merchandise Stores (4529): establishments primarily engaged in retailing new goods in general mer-
chandise stores (except department stores) (warehouse clubs, supercenters, apparel, auto parts, dry goods, 
hardware, groceries, housewares, no line predominating). 

Florists (4531): establishments known as florists primarily engaged in retailing cut flowers, floral arrange-
ments, and potted plants purchased from others.  These establishments usually prepare the arrangements 
they sell. 

Office Supplies & Gift Stores (4532): establishments primarily engaged in one or more of the following: (1) 
retailing new stationery, school supplies, and office supplies; (2) retailing a combination of new office equip-
ment, furniture, and supplies; (3) retailing new office equipment, furniture, and supplies in combination with 
retailing new computers; and (4) retailing new gifts, novelty merchandise, souvenirs, greeting cards, seasonal 
and holiday decorations and curios. 

Miscellaneous Retailers (4539): establishments primarily engaged in retailing new miscellaneous specialty 
store merchandise (except motor vehicle and parts dealers; furniture and home furnishings stores; consumer-
type electronics and appliance stores; building material and garden equipment and supplies dealers; food 
and beverage stores; health and personal care stores; gasoline stations; clothing and clothing accessories 
stores; sporting goods, hobby, book, and music stores; general merchandise stores; florists; office supplies, 
stationery, and gift stores; and used merchandise stores).  Pet supplies, art dealers, manufactured home deal-
ers, tobacco/cigar stores, 

Restaurants Full-Service Restaurants (7221): establishments primarily engaged in providing food services to 
patrons who order and are served while seated (i.e., waiter/waitress service) and pay after eating.  Establish-
ments that provide these types of food services to patrons with any combination of other services, such as 
carryout services are classified in this industry. 

Limited-Service Restaurants (7222): establishments primarily engaged in providing food services where pa-
trons generally order or select items and pay before eating.  Most establishments do not have waiter/waitress 
service, but some provide limited service, such as cooking to order (i.e., per special request), bringing food to 
seated customers, or providing off-site delivery (cafeterias, snack/ juice bar, ice cream/soft serve shops, cookie 
shops, popcorn shops, donut shops, coffee shops, bagel shops).

Special Food Services (7223): establishments primarily engaged in providing one of the following food ser-
vices (2) a location designated by the customer; or (3) from motorized vehicles or non-motorized carts. 

•	 Food Service Contractors: Establishments may be engaged in providing food services at institutional, 
governmental, commercial, or industrial locations of others based (cafeteria, restaurant, and fast food 
eating-place) on contractual arrangements with these types of organizations for a specified period of 
time.  Management staff is always provided by the food services contractor. 

•	 Caterers: providing single event-based food services.  These establishments generally have equipment 
and vehicles to transport meals and snacks to events and/or prepare food at an off-premise site.  Ban-
quet halls with catering staff are included in this industry.  Examples of events catered by establish-
ments in this industry are graduation parties, wedding receptions, business or retirement luncheons 
and trade shows. 

•	 Mobile Food Services: establishments primarily engaged in preparing and serving meals and snacks for 
immediate consumption from motorized vehicles or non-motorized carts.  The establishment is the 
central location from which the caterer route is serviced, not each vehicle, or cart.  Included in this in-
dustry are establishments primarily engaged in providing food services from vehicles, such as hot dog 
carts and ice cream trucks.
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Drinking Places (Alcoholic Beverages) (7224): establishments primarily engaged in preparing and serving 
alcoholic beverages for immediate consumption (bars, taverns, nightclubs).

Shopping Center Definitions
This study utilizes the shopping centers typologies defined by the International Council of Shopping Centers 
(ICSC) as follows:

•	 Convenience Centers: Convenience centers are 30,000 sf or less, unanchored, and generally will service 
a trade area of up to one mile.  These centers include banking, carryout foods, florists, mail centers, small 
restaurants, small food markets, and professional services such as real estate and financial consulting.  
The centers typically include six to eight businesses.

•	 Neighborhood Centers: Neighborhood centers are anchored with a full-sized supermarket and typically 
range from 60,000 to 100,000 sf.  They service a trade area of two to three miles and can include apparel, 
banks, carryout food, hardware, mail centers, restaurants, sporting goods and professional services such 
as financial consulting and real estate.

•	 Community Centers: Community centers typically range from 150,000 to 300,000 sf and are almost 
always anchored with a full-sized department store.  They also include junior anchor retailers selling 
books, crafts, shoes, and sporting goods.  Community centers often include large home improvement 
stores and medium-sized discount apparel stores.  Their service area is typically five to seven miles in 
suburban locations.

•	 Lifestyle Centers: Lifestyle centers average 150,000 to 200,000 sf and feature popular apparel, book, and 
home furnishing stores, as well as cinemas and a wide selection of themed restaurants.  The centers are 
frequently planned as walkable areas with main streets.  Recently, lifestyle centers have included large 
anchors such as department stores, public libraries, and supermarkets.  These centers typically have a 
trade area of four to six miles when developed in suburban settings.  Lifestyle centers that include civic, 
employment, and residential buildings along with the retail land use are defined as ‘town centers.’

•	 Regional Centers: Regional centers average trade areas of eight to 12 miles and are anchored with mul-
tiple department stores.  The centers can range from 800,000 to 1,500,000 sf, and often include cinemas 
along with 200,000 sf of national brand fashion.

Limits of Study
The findings of this study represent GPG’s best estimates for the amounts and types of retail tenants that 
should be supportable in the Deerfield Beach Village Center study area’s primary trade area by 2020.  Every 
reasonable effort has been made to ensure that the data contained in this study reflect the most accurate and 
timely information possible and are believed to be reliable.  It should be noted that the findings of this study 
are based upon generally accepted market research and business standards.  It is possible that the Deerfield 
Beach study area’s surrounding area could support lower or higher quantities of retailers and restaurants 
yielding lower or higher sales revenues than indicated by this study, depending on numerous factors includ-
ing respective business practices and the management and design of the study area.

This study is based on estimates, assumptions and other information developed by GPG as an independent 
third party research effort with general knowledge of the retail industry, and consultations with the client and 
its representatives.  This report is based on information that was current as of March 12, 2015, and GPG has not 
undertaken any update of its research effort since such date.

This report may contain prospective financial information, estimates, or opinions that represent GPG’s view 
of reasonable expectations at a particular time.  Such information, estimates, or opinions are not offered as 
predictions or assurances that a particular level of income or profit will be achieved, that particular events will 
occur, or that a particular price will be offered or accepted.  Actual results achieved during the period cov-
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ered by our market analysis may vary from those described in our report, and the variations may be material.  
Therefore, no warranty or representation is made by GPG that any of the projected values or results contained 
in this study will be achieved.

This study should not be the sole basis for designing, financing, planning, and programming any business, real 
estate development, or public planning policy.  This study is intended only for the use of the client and is void 
for other site locations, developers, or organizations.
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Retail Market Study
Addendum 3.1
Demographic and 
Income Profile

Gibbs Planning Group Demographic and Income Profile 
Deerfield Beach 
Area: 15,18 square miles 
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Gibbs Planning Group Demographic and Income Profile 
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APPENDIX B:  COMMUNITY STAKEHOLDER WORKSHOP NOTES:
    “SWOT” ANALYSIS
SUMMARY OF WORKSHOP:
On Tuesday afternoon March 17, 2015 at 2:00 pm, a workshop was conducted to receive input from persons 
having a stake, or an interest, in the study area for which a new Town Center Plan was being developed by 
a Community Planning Assistance Team (CPAT).  The pro bono team was working under the auspices of the 
American Planning Association (APA).  A list of the 27 participants is available from the Planning and Devel-
opment Services Department of the City.   The workshop began with Ryan Scherzinger, the APA coordinator, 
describing the program and the City’s successful application.  Team leader and workshop facilitator “Pete” 
Pointner, FAICP then began the working session by asking each participant to make one comment as he led 
them through an evaluation of the strengths, opportunities, weaknesses, and threats (SWOT) relative to the 
city and the study area.  He told the participants to forward any second thoughts or subsequent ideas to 
Amanda Martinez, director of Planning and Development Services for the City of Deerfield Beach.

STRENGTHS  
•	 Location – in the center of an urban corridor with access to major, roadways, rail and transit service; Hill-

sboro Boulevard. as an east west link between western neighborhoods and the beach attractions; and 
Route 1, Dixie Highway, and I-95, as north south connectors to other communities 

•	 Diversity of shopping opportunities 
•	 The beach, accessible and walkable 
•	 Vacant property for development in the study area
•	 Redevelopment opportunities and low overhead 
•	 Already have a concentration of municipal functions north of Hillsboro Boulevard. in the study area to 

build upon
•	 Affordable 
•	 The people 
•	 A village feel, more laid back than Boca Raton and less dense than other communities – 
•	 Less congestion and quieter than other cities 
•	 Bike friendly City 
•	 Athletic contests and community events 
•	 Sense of history 
•	 A sense of focus and collective will behind the Town Center concept 
•	 Great weather 
•	 Economic development Plan in progress 

OPPORTUNITIES  
•	 Improve Hillsboro Boulevard. beach access by expanding transit service
•	 Redevelop the study area to attract new commercial and residential development 
•	 Build a band shell in Pioneer Park 
•	 Include a craft brewery 
•	 Build more employee (workforce) housing 
•	 Create a cultural center with events and exhibits
•	 Expand entertainment options, events, parks, a pool 
•	 Encourage more places to hang out in the evenings like a restaurant with outdoor dining 
•	 Provide more open space and green areas 
•	 Expand trolley service between the study area, Sullivan Park and the beach area 
•	 Expand civic uses and the municipal complex 
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•	 Build transit oriented development in proximity to the proposed commuter station 
•	 Favor and expand bike, pedestrian and transit systems over private automobiles 
•	 Expand social services and bring people together as a community 
•	 Cultivate and encourage business start-ups and incubator businesses 
•	 Favor mixed use development 
•	 Opportunity to develop a new zoning district for the study area 
•	 Attract studio and art galleries 
•	 Add signs and way-finding graphics 
•	 Create live/work and related walk/bike opportunities 
•	 Incorporate a trail head for the sunshine trail in Pioneer Park 
•	 Increase marketing of the development potential of the area 

WEAKNESSES  
•	 Heavy freight movements on the north south railroad that interrupt other east west traffic (transit, pe-

destrian, bicycle, auto) and create noise and vibration
•	 Difficulty of assemblage for development or redevelopment due to the profusion of lots and ownership 
•	 People resist change, even if it is beneficial to them and others 
•	 People don’t take advantage of transit opportunities
•	 Uncertainty of funding for the commuter rail 
•	 Concern of residents about over-building and excessive density and,  concern of developers about a 

process that is too costly and time consuming 
•	 Communication with residents 
•	 A street pattern that is not well connected and creates a barrier between the study area and residential 

neighborhoods to the east 
•	 Communication and cooperation with the regional Planning agency 
•	 Funding for implementation 
•	 Increases in traffic congestion as a result of more development 
•	 Loss of open space with the development of a golf course (out of the study area)

THREATS  
The weaknesses, unchecked or unresolved, are the threats.

OTHER CITIES AND FEATURES TO EMULATE
In closing, participants were asked to name cities, downtowns or places with features they liked:

•	 Venice, Florida
•	 Curitiba, Brazil
•	 Washington Ave. in Minneapolis
•	 Pompano, FL - great amenities
•	 Del Ray Beach, Main Street and Pineapple Grove districts
•	 St. Augustine Old Town
•	 Scandinavia for its bicycle systems 
•	 North Beach in San Francisco, CA for its walkability 
•	 Fort Worth central business district
•	 Glasgow Scotland for its events and West Highland Way 
•	 Mizner Plaza, Boca Raton 
•	 Fort Lauderdale, FL, Fat Village off of 1st Ave., arts district 
•	 LB Island (Long Beach?) New Jersey with a 32’ height limit
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APPENDIX C:  ILLUSTRATIVE DESIGN CONCEPTS
The following are illustrative concepts based on the CPAT’s overall plan for the Deerfield Beach Town Center.  
The illustrations are meant to convey the main ideas of the elements of the plan by providing visual examples.  
The illustrated concepts are intended for discussion purposes.  The overall plan is included first for reference.  
All illustrations were created by CPAT member Adam Rosa, AICP.

LAND USE AND 
URBAN DESIGN PLAN 

FOR TOWN CENTER 

LEGEND 

- Recreation and Open Space 

- Government Center 

- Commuter Rail Station 

- Residential 

- Artisan Craft Shop 

- Local Retail Commercial 

- Retail Core 

Civic Center 

Town Center Gateway 

iJ..U)J.J.J.ll Street Connection 

Pedestrian Improvement 
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APPENDIX D:  CPAT SCHEDULE

DEERFIELD BEACH CPAT SCHEDULE
Day/Date Times Activity

Monday, March 16 Afternoon Team members arrive
Evening Team dinner meeting

Tuesday, March 17 8:00 AM Team breakfast meeting
9:00 AM Team meets with City staff at City Hall to discuss project/background 

information
10:30 AM Walking and driving tour of study area and surrounding areas
12:15 PM Team lunch meeting / workshop preparation
2:00 PM Community stakeholder workshop
4:30 PM Team debrief
6:45 PM City Commission Meeting - brief presentation on CPAT project
7:30 PM Team dinner

Wednesday, March 18 8:00 AM Team breakfast
9:00 AM - 
5:00 PM

Work with City planning staff at City Hall: discussion of stakeholder 
workshop; concepts, etc.; consensus building...

6:30 PM Team dinner

Thursday, March 19 8:00 AM Team breakfast
9:00 AM - 
5:00 PM

Team working session (City staff on hand for questions); begin outlining 
final report/team member work assignments

6:30 PM Team dinner

Friday, March 20 8:00 AM Team breakfast
9:00 AM - 
3:00 PM

Team works on final report; debrief with City planning staff

3:00 PM... Team members depart
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