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Locally-based planners & designers 
with history of community planning success

PLANNING TEAM

Jeff Speck, planner and 
national walkability expert

Revel, creative real estate services 
group focused on retail 
environments and strategies

Bleakly Advisory Group, Atlanta-
based real estate market analysts
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PROJECT GOALS

ASSESS PREVIOUS PLAN SUCCESSES AND OBSTACLES

UPDATE AND CLARIFY THE COMMUNITY’S VISION FOR THE DISTRICT

IDENTIFY AND PRIORITIZE PUBLIC INVESTMENTS—PARTICULARLY RELATED TO 
WALKABILITY, PLACEMAKING, AND GREENSPACE

DEVELOP STRATEGY AND POLICY ENHANCEMENTS TO REALIZE THE 
COMMUNITY’S VISION

ASSIST PROPERTY OWNERS IN UNDERSTANDING THE SCALE, DESIGN, AND 
LOCATION OF DESIRED FUTURE DEVELOPMENT
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PROJECT SCHEDULE

JULY - AUGUST AUGUST - SEPTEMBER OCTOBER - NOVEMBER NOVEMBER - FEBRUARY
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NORTH POINT ACTIVITY CENTER LCI 2008

IDENTIFIES CHARACTER AREAS: 
Mixed-Use Village Center, Mixed-Use Commercial Centers, and Transitional Areas

RECOMMENDATIONS IN TWO AREAS: 
Transportation, access + connectivity |  High-quality development + sense of place

RECOMMENDED CITY ACTIONS INCLUDE:
• Update to Land Use Plan
• Alternative zoning / incentives for vertical mixed-use + desired character
• Clarification of multi-family housing policy
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NORTH POINT 
ACTIVITY CENTER 
LCI 2008

CONCEPTUAL LAND USE
FRAMEWORK PLAN
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STUDY AREA ACTIVITY –
PAST DECADE

GENERALLY, NORTH OF GA 400 EXPERIENCED 
THE MOST SIGNIFICANT DEVELOPMENT, 
WHILE NORTH POINT PARKWAY REMAINED 
LARGELY THE SAME.

OTHER STUDY AREA CHANGES, INCLUDE:

• New Encore Parkway Bridge and corridor 
enhancements

• Enhanced traffic operations along Mansell 
and Haynes Bridge Roads 

• Adopted North Point Design Guidelines
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STUDY FOCUS: WALKABILITY 

TRENDS SHOW A GROWING PREFERENCE FOR 
WALKABLE PLACES. FOSTERING WALKABILITY 
REQUIRES A WIDE-RANGE OF INTERVENTIONS:

• Complete streets that balance vehicular 
lanes and sidewalk widths

• Pathways that connect key destinations

• Shade and pedestrian amenities

• Use mix and visually interesting buildings

• Mobility options/circulators that extend the walk
(park once & walk everywhere)

AVALON
Alpharetta, GA

SANTANA ROW
Santa Clara, CA
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MOSAIC DISTRICT
Fairfax, VA

KROG STREET MARKET
Atlanta, GA

STUDY FOCUS: QUALITY RETAIL 

IN RESPONSE TO SHIFTING CONSUMER 
PREFERENCES THE MOST SUCCESSFUL RETAIL 
MARKETS ARE REMAINING COMPETITIVE BY:

• Responding to the growing demand for 
memorable and authentic places

• Fostering a true sense of design 
and a sense of place

• Attracting a balanced mix of national brands 
and local boutiques
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PRELIMINARY MARKET FINDINGS

DEMOGRAPHIC ASSESSMENT

• 2017 Median Household Income

• LCI Study Area: $103,510 

• North Point Trade Area: $137,833 

• City of Alpharetta: $129,796 

• Metro Atlanta: $65,630 
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Based on data from Spotlight

Population
LCI

Study Area
North Point
Trade Area

City of 
Alpharetta

Atlanta 
MSA

2000 Census 794 234,406 47,245 4,263,447

2010 Census 988 302,540 57,551 5,286,728

2017 Estimate 1,172 345,698 63,484 5,843,277



PRELIMINARY MARKET FINDINGS

RETAIL MARKET
There is over 3.5 million square feet of retail 
space in the study area, making up 37% of all 
City of Alpharetta retail space.
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Total Retail Space

Study Area Share of Alpharetta Retail Space

North Point 
Study Area

City of 
Alpharetta

Metro Atlanta

Existing SF 3,518,604 9,417,791 350,390,126

Occupancy 97.4% 96.3% 94.1%

Avg. $/SF $24.67 $18.44 $13.05
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PRELIMINARY MARKET FINDINGS

OFFICE MARKET
There is over 1.1 million square feet of office 
space in the study area, making up 6% of all 
City of Alpharetta office space.
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Based on data from CoStar Inc.

Total Office Space

Study Area Share of Alpharetta Office Space
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Metro Atlanta

Existing SF 1,151,022 19,001,153 302,688,350

Occupancy 87.1% 88.7% 87.9%

Avg. $/SF $25.48 $22.84 $20.91



PRELIMINARY MARKET FINDINGS

OFFICE MARKET
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Office Occupancy Rate, 2008-2017Office Rent, 2001-2017

Based on data from CoStar Inc.
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Theory of Walkability

IDENTIFIES CHARACTER AREAS: 
Mixed-Use Village Center, Mixed-Use Commercial Centers, and Transitional Areas

RECOMMENDATIONS IN TWO AREAS: 
Transportation, access + connectivity |  High-quality development + sense of place

RECOMMENDED CITY ACTIONS INCLUDE:
• Update to Land Use Plan
• Alternative zoning / incentives for vertical mixed-use + desired character
• Clarification of multi-family housing policy
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TOWARDS 

A MORE 

WALKABLE

ALPHARETTA

SEPTEMBER 14, 2017

JEFF SPECK  AICP  CNU-A  LEED-ND  Hon. ASLA  
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For every additional 

5 minutes Atlanta-

area residents drive 

each day, they are 

3% more likely to be 

obese. 





Car Deaths per year 

per 100,000:

New York: 3.1

San Francisco 2.5

Portland 3.2

Atlanta 12.7
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THE GENERAL 

THEORY OF 

WALKABILITY
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Conventional Suburban Development
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“Metro areas that invested heavily in road 

capacity expansion fared no better in easing 

congestion than metro areas that did not. 

Trends in congestion show that areas that 

exhibited greater growth in lane capacity spent 

roughly $22 billion more on road construction 

than those that didn’t, yet ended up with 

slightly higher congestion costs per person, 

wasted fuel, and travel delay.”

-- Surface Transportation Policy Project, 

Washington, DC













“Increased lane widths are 

responsible for approximately 900 

additional traffic fatalities per 

year.”

-- Robert Noland, “Traffic Fatalities and Injuries: The 

Effect of Changing Infrastructure and Other trends,” 

Center for Transport Studies, 2002.
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“Broad is the road that 

leads to destruction... 

narrow is the road that 

leads to life”                    
(Matthew 7:13-14)



















STEVEN VANCE





# OR CYCLISTS: TRIPLED

SPEEDING: 75%  17%

INJURY CRASHES DOWN 63%

CAR VOLUME, TRIP TIMES: UNCHANGED
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PLANNING STATIONS

1. “FIXERS AND KEEPERS” 
• What works and what doesn’t in the North Point area today?

2. DEFINE RETAIL AND WALKABILITY
• Use your card to define what “quality retail” and “walkability” mean to you.

Add your card to the thought wall.

3. RETAIL AND WALKABILITY PREFERENCES
• Use stickers to indicate which images you feel best represent the 

North Point area in the future?
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