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General & Limiting Conditions 

Every reasonable effort has been made to ensure that the data contained in this study reflect 
the most accurate and timely information possible.  These data are believed to be reliable.  
This study is based on estimates, assumptions and other information developed by 
Economics Research Associates from its independent research effort, general knowledge of 
the market and the industry, and consultations with the client and its representatives.  No 
responsibility is assumed for inaccuracies in reporting by the client, its agent and 
representatives or any other data source used in preparing or presenting this study. 

No warranty or representation is made by Economics Research Associates that any of the 
projected values or results contained in this study will actually be achieved. 

Possession of this study does not carry with it the right of publication thereof or to use the 
name of "Economics Research Associates" in any manner without first obtaining the prior 
written consent of Economics Research Associates.  No abstracting, excerpting or 
summarizing of this study may be made without first obtaining the prior written consent of 
Economics Research Associates.  This report is not to be used in conjunction with any 
public or private offering of securities or other similar purpose where it may be relied upon 
to any degree by any person, other than the client, without first obtaining the prior written 
consent of Economics Research Associates.  This study may not be used for purposes other 
than that for which it is prepared or for which prior written consent has first been obtained 
from Economics Research Associates. 

This study is qualified in its entirety by, and should be considered in light of, these 
limitations, conditions and considerations. 
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Project Understanding 

ERA|Downtown Works (ERA|DW) was hired by the Township of Lower Merion to 
establish a merchandise mix plan for Bryn Mawr. Bryn Mawr is one of several commercial 
districts located on Lancaster Avenue (Route 30) in the Township of Lower Merion. This 
report assesses current conditions and makes recommendations for two distinct areas in 
Bryn Mawr. The first area is the commercial core of downtown Bryn Mawr from Roberts 
Road to Town Place. The second area is the less dense area on Lancaster Avenue from 
Town Place to approximately Haverford Avenue. ERA|DW addresses these two areas 
separately because their dynamics, including the retail mix, pedestrian environment, 
density, and physical conditions, are different and therefore require different strategies. 

Market Overview 

In 2006, ERA participated, as a sub consultant, in the creation of the Bryn Mawr Master 
Plan, during which ERA conducted a market analysis, retail demand analysis, and general 
overview of retail conditions. ERA defined and assessed primary and secondary market 
areas, which are displayed below. 

Figure 1: Market Areas 
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2000 2006 2011
2000-
2006 

2006-
2011 

Primary Market 83,044 83,005 83,483 -0.01% 0.11%
Secondary Market 197,924 198,891 200,875 0.08% 0.20%
Pennsylvania 12,281,054 12,590,137 12,833,108 0.42% 0.38%
Source: ESRI Business Analyst; Economics Research Associates, 2007

ERA found strong customer bases in both these markets, which generate a significant 
demand for additional retail in Bryn Mawr. This retail will only be successful if it caters to 
the prevalent characteristics of most of the population.  

For another Township study, originally completed for 2005 and 2010, ERA is updating this 
data with more recent 2006 and 2011 data. The following tables note the population trends 
between 2000 and 2011 projections. The population will remain fairly constant, as 
evidenced by a slightly positive compounded annual growth rate between 2006 and 2011.  

Table 1: Bryn Mawr Market Population 2000 - 2011 

 

 

 

 

Currently, the median age for the primary market is 39.6 and 42.6 in the secondary market. 
Generally, the primary and secondary markets are affluent and well-educated. The median 
and average incomes in both markets are significantly higher than the Pennsylvania 
figures. This information is especially important to retailers that might be considering a 
Bryn Mawr location.  

Table 2: Bryn Mawr Median and Average Incomes, 2006-2011 

 

 

 

 

 

 

 

 

Secondary Market Primary Market Pennsylvania
2006 Median $79,382 $98,574 $50,132
2006 Average $112,893 $166,382 $67,200

2011 Median $99,753 $121,930 $60,151
2011 Average $143,158 $209,381 $82,997
Source: ESRI Business Analyst; Economics Research Associates, 2007
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Additionally, a large portion of the households earn over $50,000 annually, as displayed in 
the table below.  

Table 3: Bryn Mawr Income Distribution, 2006-2011 

Primary Market Secondary Market Pennsylvania
<$15,000 6.4% 5.6% 12.5%
$15,000-$24,999 4.4% 5.6% 11.0%
$25,000-$34,999 5.1% 6.6% 11.0%
$35,000-$49,999 8.9% 11.8% 15.3%
$50,000-$74,999 13.3% 17.1% 20.0%
$75,000-$99,999 12.5% 14.5% 12.2%
$100,000-$149,999 15.7% 18.8% 11.3%
$150,000-$199,999 9.5% 8.6% 3.3%
>$200,000 24.3% 11.2% 3.3%
Source: ESRI Business Analyst; Economics Research Associates, 2007  

 

A review of the psychographic information from the 2006 Bryn Mawr Master Plan notes 
that most of the households are affluent and well-established. They are an educated group 
and appreciate cultural activities. For the most part, they are significant consumers who 
spend money on designer apparel and accessories, travel, home accessories and 
furnishings, and dining out. 

Downtown Core 

ERA|DW evaluated the commercial core in downtown Bryn Mawr from Roberts Road to 
Town Place. ERA|DW refers to this project area as the Blue Zone. It is displayed below. 

Figure 2: Bryn Mawr Blue Zone Area 
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Existing Conditions 
ERA|DW assessed building conditions, the overall merchandise mix, as well as general 
strengths or weaknesses.  This helps the Township Retail Coordinator, and other 
stakeholders understand priority areas needing improvement. 

Qualitative Assessment 
The conditions of 102 retail or retail services were evaluated through a Qualitative 
Assessment in which every storefront is ranked (1 = lowest, 4 = highest) on five factors:  

1. Façade 

2. Signage 

3. Window Display 

4. Maintenance 

5. Interior Merchandising 

These elements are indicators of the success and/or quality of a retailer. One of Bryn 
Mawr’s strengths is, as a whole, most buildings in are in moderate to good condition.  

The rankings are relative to other storefronts in the project area, not other districts. For 
example, a score of 10 in Bryn Mawr is not the same as a score of 10 in Ardmore. The 
table below displays the distribution of scores. 

Table 4: Distribution of Qualitative Assessment Scores in Bryn Mawr 

Score % with Score # of Stores Dominant Store Type

5 6.9% 7
Service (2  nail salons, hair salon, dry 
cleaner, pubs & quick service food)

6 0.0% 0
7 2.9% 3 Hair/nail salon
8 4.9% 5 Pub & quick service food

9 4.9% 5
Various retail (uniforms, wine & spirits, 
pharmacy, etc.)

10 12.7% 13 Even mix of uses
11 9.8% 10 Even mix of uses
12 11.8% 12 Even mix of uses
13 8.8% 9 Even mix of uses
14 6.9% 7 Retail
15 4.9% 5 Even mix of uses
16 5.9% 6 Retail
17 4.9% 5 Retail and restaurant
18 2.9% 3 Retail
19 3.9% 4 Retail and restaurant

20 7.8% 8
Retail (women's apparel) and 
restaurant

Retail, restaurants, retail services, and entertainment uses were scored

Source: Economics Research Associates, 2007  
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The median score in Bryn Mawr is 10 with 13 stores comprising 12.7 percent of the total 
mix. More stores scored in the fourth (highest) quartile (20 stores) than in the first (lowest) 
quartile (15 stores). Approximately 39 percent of the stores scored between 9 -12, the 
second quartile.  

ERA|DW found that the operations with the highest scores were retailers, while the 
operations with the lowest scores mostly include hair and nail salons, quick service food 
uses, and pubs. It is common for such uses to not maintain satisfactory storefronts and 
merchandise. Negative storefront conditions include: 

 Posted paper signage in windows 

 Poorly maintained facades (paint and window sills) 

 Signage that is inappropriately scaled or repetitive 

 Outdated façade materials (i.e. pebbled siding) 

 Box lit signage 

 Trash, leaves, etc. at entryways and adjacent sidewalks 

 Cluttered windows and poor interior merchandise displays 

Existing Mix 
The composition of retailers in an area largely defines the identity of an area. A healthy 
retail mix caters accurately to the major customer markets’ lifestyles and spending patterns. 
Bryn Mawr’s primary and secondary market areas are mostly wealthy and affluent 
households. There should also be a mix of retail, retail services, and restaurants. The 
merchandise mix in Bryn Mawr is fairly balanced. The image below displays the following 
uses: 

 Blue – Retail 

 Pink – Service  

 Purple – Restaurant  

 Orange – Anchor 

 Green – Office  

 Red – Vacant  
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Figure 3: Bryn Mawr Existing Mix 

 

Overall, retail comprises 43 percent of the mix, restaurants comprise 16 percent of the mix, 
and retail services comprise 25 percent of the mix. Three different categories of retail have 
ten stores each:  

 Apparel with seven women’s and three children’s stores 

 Home accessories/interiors 

 Hair or nail salons, two of which are exclusively nail salons. The area has reached 
its capacity for salons.  

Generally, accessory stores follow fashion and there are five accessory stores. The 
restaurant selection is heavy on American and pub/bar food, which dominate, along with 
Italian and Asian restaurants, other parts of the Main Line. Additionally there are ten office 
uses and ten vacancies indicating a nine percent vacancy rate. There is one entertainment 
use, the movie theater, in the downtown core. The following tables document the specific 
distribution of uses. 
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Table 5: Bryn Mawr Retail Type Distribution, January 2007 

Category # of 
Stores

% of 
Total

% of 
Category

RETAIL 52 42.6%
Antiques 3 2.5% 5.8%

 Apparel - Women's 7 5.7% 13.5%
Arts/Crafts  (Needle point, fine art, 

galleries, framing) 5 4.1% 9.6%
Bookstore 1 0.8% 1.9%

Children's Apparel/Acc. 3 2.5% 5.8%
Children's Toys/Comics 2 1.6% 3.8%

Consignment/Thrift 1 0.8% 1.9%
Fitness 2 1.6% 3.8%

Flower Shop 2 1.6% 3.8%
Gifts 1 0.8% 1.9%

Grocery (specialty) 1 0.8% 1.9%
Hardware/Garden 1 0.8% 1.9%

Home Accessories/Interiors 10 8.2% 19.2%
(Furniture, imports, flooring, mattress, fine 

dishes and ceramics, linens)
Jewelry - Artisan 3 2.5% 5.8%

Music-related (recordings, instruments, 
& accessories) 2 1.6% 3.8%

Office 1 0.8% 1.9%
Pharmacy/Beauty 2 1.6% 3.8%

Shoes 2 1.6% 3.8%
Stationary 1 0.8% 1.9%
Uniforms 1 0.8% 1.9%

Wine & Spirits 1 0.8% 1.9%  

Table 6: Bryn Mawr Restaurant Type Distribution, January 2007 

Category
# of 

Stores
% of 
Total

% of 
Category

RESTAURANT 19 15.6%
American 4 3.3% 21.1%

Asian 3 2.5% 15.8%
Café/Coffee 2 1.6% 10.5%

Mediterranean 2 1.6% 10.5%
Italian 1 0.8% 5.3%

Pub/Bar 4 3.3% 21.1%
Quick Service 3 2.5% 15.8%
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Table 7: Bryn Mawr Retail Services Type Distribution, January 2007 

Category # of 
Stores

% of 
Total

% of 
Category

SERVICE 30 24.6%
Auto tires 1 0.8% 3.3%

Dry cleaning/Laundry 1 0.8% 3.3%
Financial 5 4.1% 16.7%

(Western Union, banks, consulting)
Hair Salon (may include nail) 10 8.2% 33.3%

Nail Salon 2 1.6% 6.7%
Pet Groomer 1 0.8% 3.3%

Health (Imaging, dental, opticians) 2 1.6% 6.7%
Mail/Printing (UPS, US Post, copying) 3 2.5% 10.0%

Photography 1 0.8% 3.3%
Shoe Repair 1 0.8% 3.3%

Tanning 1 0.8% 3.3%
Video 1 0.8% 3.3%

Window Treatment 1 0.8% 3.3%

 

Strengths 
Bryn Mawr’s other strengths include proximity to the train station and the presence of 
anchors. Bryn Mawr is very accessible to much of the region by car or train. In addition, 
many commuters into Philadelphia utilize the Bryn Mawr train station. These are 
customers that Bryn Mawr retailers, most likely food uses, could attract.  

Anchors for an area are uses or a collection of uses that draw people (potential customers) 
to a given area. It is a common misperception that anchors can only be large stores or 
entertainment attractions. While these are types of anchors, others exist too and are 
described below.  

Retail Anchors: Retail anchors can be a single operation or a collection of uses. Often a 
cluster of restaurants in a downtown will function as an anchor. Retail uses can become an 
anchor if they: 

 Offer differentiated and unique merchandise (i.e. Agostino, a women’s couture 
store, in Bryn Mawr) 

 Function as a destination and attract customers beyond walking distance or the 
primary market (i.e. Bryn Mawr Running Company) 

 Exist in a cluster of like stores for comparison shopping (i.e. a collection of art 
galleries) 

 Are a larger store with a broad range of merchandise (i.e. Wal-Mart) 
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 Provide the community with a gathering place (i.e. Starbucks and Cosi in Bryn 
Mawr) 

Cultural Anchors: Cultural attractions are often affiliated with an arts, cultural, or 
religious group. One example is the Bryn Mawr Film Institute in the downtown core. 
These anchors often draw people for specific events, but may also function as a casual 
gathering place.  

Civic Anchors: Civic anchors are part of or sponsored by a government institution. These 
anchors, often centers of employment and business activities, may also be community-
gathering places. For example, the Post Office attracts a steady stream of potential 
customers while the Ludington Library functions much better as a community gathering 
place.  

The map below highlights some of Bryn Mawr’s anchors.  

Figure 4: Bryn Mawr Anchors, January 2007 

Note: Barnes and Noble did function as an anchor, but recently closed its operation. 
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Merchandise Mix Plan and Recommendations 
A Merchandise Mix Plan outlines retail uses that will appropriately cater to the 
surrounding markets. Retail in the Bryn Mawr core can definitely be expanded with 
fashion and accessories, as well as more home accessories. It is important that these uses 
are clustered and contiguous. This builds a synergy of uses and is a more appealing 
experience for the customer. Additionally, the larger market could support more full 
service restaurants that are novel and more diversified. The diagram below highlights the 
two primary merchandise mix clusters that build upon the existing mix and strengths. 

Figure 5: Bryn Mawr Merchandising Strategy 

 

The retail categories of fashion and related accessories offer a multitude of merchandise 
opportunities including, but not limited to: 

 Jewelry, both guild and fashion 

 Shoes 

 Handbags  

 Hats 

 Sweaters (i.e. cashmere) 
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 Sports, resort, and beach wear 

 Bridal and formal wear 

 Women’s, men’s, and children’s apparel 

If this retail sector grows, Bryn Mawr can function as a more accessible and comfortable 
alternative to the malls or Center City.  Artisan and home accessories could also expand in 
Bryn Mawr by building upon the growing arts community trend (A Main Line Artitude). 
Some such uses already exist, such as the photography studio. Other uses may include, but 
are not limited to: 

 Art galleries 

 Artisan jewelry 

 Home accessories (not furniture) made by professional craftsmen 

Infill Merchandising 
Infill development within the commercial core of Bryn Mawr should adhere to these 
merchandising guidelines as well. There are several opportunities for infill development. 
The figure below identifies these locations and also highlights vacancies. Vacancies are a 
priority target for retail recruitment.  

Figure 6: Bryn Mawr Opportunities Infill and Vacancies 
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Lot 7 is the surface parking lot adjacent to the Bryn Mawr train station and bounded by 
Lancaster Avenue, North Bryn Mawr Avenue, and Morris Avenue. This site has been 
identified as a primary site for infill development and was a special focus of the Bryn 
Mawr Master Plan (2006). This master plan recommended that the site include 45,000 to 
60,000 square feet of retail on the ground level. The site will be a mixture of uses and may 
include residential, hotel, and parking. ERA|DW recommends, in this report, that 25 – 30 
percent of the retail mix be restaurant or food uses, which results in the following 
breakdown. 

 If 45,000 square feet of retail, then 11,250 – 13,500 square feet of restaurant  

 If 60,000 square feet of retail, then 15,000 – 18,000 square feet of restaurant 

These food uses may include full service uses and other food uses, such as prepared foods, 
quick service foods, and cafes. Retail for this site should also include apparel, accessories, 
and home furnishings, as well as some retail services in secondary locations for residents 
and commuters.   

ERA|DW recommends that the library undergo renovations. Its current state does not 
capitalize on its full potential as a civic anchor in an excellent location. It is set back with 
very little of the interior visible from the street. There is limited fenestration on the 
building, which is outdated and in need of renovation. The library has potential to be much 
more of a community gathering place and also interact with the rest of the commercial 
core. Furthermore, it does function as a gateway into downtown Bryn Mawr and is a 
transition between the commercial retail core and other commercial uses along Lancaster 
Avenue.  

Surrounding Downtown 

ERA|DW refers to the area outside of the commercial core as the Green Zone; it includes 
the area along Lancaster Avenue between Town Place and approximately Haverford 
Station Road. The figure below displays the area. 
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Figure 7: Bryn Mawr Green Zone 

 

Existing Conditions 
The Green Zone consists of commercial uses ranging from gas stations, supermarkets, 
restaurants, to apparel. Retail is thinly distributed along the corridor; the density is lower 
than in the core.  The buildings are mostly single story and the character varies from big-
box format to strips of small contiguous stores with differentiated storefronts. Some 
buildings are built flush to the street. Most buildings are set back with parking in front 
adjacent to sidewalks. There are large passive spaces, with little to no activity or interest. 
These areas include large, relative to the core, surface parking lots and blank facades.  

Merchandising Recommendations 
ERA|DW recommends that the merchandise mix 
continue to develop along its current trend. This 
means an expansion of retail services, such as dry 
cleaners or tailors, and other common daily retail 
uses, such as food markets or hardware shops. 
Currently this area of Bryn Mawr is not conducive to 
a strolling retail environment. Customers are 
required, and often choose, to drive from location to 
location. The distances between retail and clusters of 
retail are too far to be pedestrian friendly. 
Furthermore, the streetscape conditions are boring 
with limited crosswalks and sidewalks in disrepair. 
For these reasons, the day-to-day uses, retail 
services, and large-format stores (grocery stores) are 
the most appropriate retail uses. 
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 Honor the pedestrian not the car: This can be done by maintaining and repairing 
existing sidewalks and buildings, but also by correctly designing infill 
development and renovating existing buildings.  

 Address key corners: Intersections and corners are key nodes of activity; they are 
very visible and therefore, influence and sometimes define the identity of an area. 
Buildings on corners should be built flush to the street and house active not passive 
uses. For example, a restaurant is an active use and an office is a passive use. 
Restaurants have a constant flow of people in and out throughout the day. 
Restaurants can and should be open during the day and evening hours. Office uses 
generally have limited activity on the street for most of the day and not in the 
evenings.  

 Build upon existing strengths: There are some destination uses in the Bryn Mawr 
Green Zone, such as FoodSource, and some examples of appropriate building 
configuration, such as the strip of contiguous retail storefronts across from the 
Acme parking lot. These two examples are in close proximity and a synergy could 
be developed between them with appropriate retail recruitment and infill 
development. Retail development efforts should strive to capitalize on the 
successful operations, such as FoodSource, and emulate good examples of building 
configuration. 

Infill Recommendations 
Infill development can be a driving force that enhances or hinders retail growth. It will 
influence the future identity and character of the street. Recommendations that are outlined 
below apply to new construction and also redevelopment of existing or dilapidated 
property. The ultimate goal is to create a pedestrian friendly environment that fosters retail 
activity and economic growth. The following recommendations are important aspects of 
making retail thrive along Lancaster Avenue. 

 Storefronts should be distinct and well-designed, as well as differentiated from 
floors above and neighboring stores. This is one of the most important elements for 
infill development and building renovation; it should be applied regardless of the 
size and scale of the building. For example, storefronts on the ground level of a 
five story residential building should be designed as retail storefronts independent 
of the residential building above. Developers can hire retail designers to work with 
the base building architects.  
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Good 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Bad 
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 Business entrances must be on Lancaster Avenue (not side streets). 

 Businesses must be flush to the street.  

 

Good 

 

 

 

 

 

 

 

Bad 
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 Buildings must be open and visible to the street. This can be achieved with 
significant fenestration and relevant displays. 

 Good                   

 

 

 

 

 

 

 

 

 

 

 

        Bad 
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 Parking lots should not be visible from the street and should be located to the rear 
of uses, but have excellent way-finding. Parallel street parking (not angled) is 
acceptable. 

               

 Good                 

 

 

 

 

 

 

   

 

 

 

Bad 

 

 

 

 

 

 

 

 

 

 

 Minimize curb cuts (entrances/driveways) because this disrupts the pedestrian path 

 Maintain sidewalks 

 Maintain the buildings (landlord and tenant responsibilities)  
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 Create design guidelines and ensure that developers, property owners, and retailers 
follow them. A precedent has been set in Ardmore with the publishing of the 
Ardmore Storefront and Signage Design Guidelines. This document can be viewed 
on the Lower Merion Township website (www.lowermerion.org). We recommend 
that an addendum to this document for infill development and adaptive re-use be 
developed to address the need for guidelines in the Bryn Mawr Green Zone. 

Implementation and Next Steps 

Bryn Mawr is well-positioned and ready for improvement in its retail mix, building 
conditions, and the streetscape outside of the core. The property values, rents, and sales of 
desirable retailers are high enough to support reinvestment and improvements. Three 
primary groups of stakeholders are responsible for success in both Bryn Mawr’s Blue and 
Green Zones. These stakeholders are the Township (including the Retail Recruitment 
Program), the landlords and their representatives, and the retailers themselves. Next steps 
are outlined below: 

Township 

 Expand Storefront and Signage Design Guidelines to include 

o Bryn Mawr’s Blue Zone 

o Infill development (geared towards property owners and business owners) 

o Storefront and signage design criteria for the Green Zone 

 Incorporate appropriate curb cuts and set back code regulation as part of the 
proposed zoning changes throughout Bryn Mawr. Curb cuts and set backs should 
be avoided in the Green Zone 

 Simplify the permitting process 

 Design, print, and distribute Township marketing piece 

Retail Recruitment Program 

Implementation, as in the other Retail Strategies for Ardmore, Merion-Cynwyd, and Bala 
Avenue, is centered on a well-established retail recruitment program. Maintaining a viable 
commercial core with thriving retail requires constant recruitment and also management of 
other assets. Heidi Tirjan is the Township Retail Coordinator; she can be reached at 610-
645-6295. The Retail Coordinator generates prospects that fulfill the Merchandise Mix 
Plan. Already, Knit Wit, a boutique apparel store will open in the former hardware store; 
Skirt, a boutique apparel store, has relocated to a much larger store in the former 
Buckman’s ski shop building; and Stiletto, a new shoe store from Center City Philadelphia, 
will open. All of this progress supports the Merchandise Mix Plan. Below are critical roles 
of the Retail Coordinator. 

 Help landlords recapture poorly performing/merchandised stores by generating 
viable alternatives (prospects). 
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 Build upon already strong prospect base. 

 Expand the reaches of the recruitment trips. 

 Establish trusting and working relationships with landlords to discuss potential for 
properties. 

Landlords and/or Their Representatives 

 Think proactively about reinvesting in and re-tenanting property. 

 Recapture poorly performing/merchandised stores. 

 Consider market-rate residential units above storefronts. 

 Qualify tenants regarding use and operation – the Retail Coordinator can provide 
assistance.  

 Require that tenants report their sales and adhere to basic maintenance and 
operating standards.  

 Provide the Retail Coordinator with necessary tools to effectively recruit and sell 
Bryn Mawr to prospective retailers. These tools include lease terms and sales 
information. 

Retailers and Business Owners 

 Budget 4-6 percent of annual expenditures for advertising. Sophisticated direct 
mail is often effective in affluent markets. 

 Inventory the store at price points appropriate for the market. 

 Merchandise window displays towards the street 

o Change displays every two weeks at a minimum 

o Incorporate color coordination, horizontal/vertical integration, and height 
and depth variation. 
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Conclusion 

Bryn Mawr has a densely populated, affluent, and well educated residential 
population.  Its commercial district, while providing services and goods for daily 
use, currently lacks the critical mass of stores necessary to make it a prominent and 
vital retail destination.  Serious shopping occurs close by in the King of Prussia 
area and at Suburban Square in Ardmore.  In Bryn Mawr, however, two very 
distinct shopping areas have emerged along Lancaster Avenue, the Blue Zone and 
Green Zone as discussed in the findings. In summary, the Green Zone is a 
sprawling, suburban-like concentration of free standing and clustered stores that 
depend primarily on automobile accessibility.  The Blue Zone is the traditional 
downtown area that pays more attention to the pedestrian than the automobile.   
 
ERA|DW created a Merchandise Mix Plan for both of these areas. It is for use by 
the downtown Retail Coordinator, building owners, and prospective tenants.  The 
plan builds on the expansion of uses that are appropriate for the market; these 
include, but are not limited to fashion, fashion accessories, home furnishings, and 
home accessories.  The demand for retail services will continue, but only certain 
categories should be pursued and their locations should be on secondary streets and 
upper levels of buildings.  Bryn Mawr would also benefit from additional 
restaurants, but the food themes need more diversity and individual uses should 
stand out among the existing selection along the Main Line. 
 
In order for the implementation of this plan to be successful, the Township, 
landlords, and business owners should comply, to the fullest extent possible, with 
the recommendations and next steps outlined in this report.  Bryn Mawr has 
significant unrealized potential. The existing mix of uses does not fully capitalize 
on the retail demands generated by both the residents of Bryn Mawr and those of 
Lower Merion Township. Bryn Mawr will only realize its full retail potential if 
stakeholders adhere to the Merchandise Mix Plan and progress is made on the 
outlined next steps.  
 


