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5.  Restaurant and Live Entertainment Analysis 

5.1 Introduction 

This memorandum evaluates the current inventory of full-service restaurants in the greater 
Niagara Falls market and provides strategic recommendations for future development priorities. 
This memorandum is the fifth in a series that focuses on various economic and statistical 
characteristics pertaining to the Niagara Falls, New York market area.  

Overview of the Greater Niagara Falls Restaurant Market 

The Greater Niagara Falls restaurant market is comprised of six submarkets: 

� Downtown Niagara Falls, New York 
� "Little Italy", Niagara Falls, New York 
� Outlet Mall, Niagara Falls, New York 
� Seneca Casino, Niagara falls, New York 
� Clifton Hill, Niagara Falls, Ontario, Canada 
� Fallsview, Niagara Falls, Ontario, Canada 

Each submarket has its own characteristics, revenue profiles and market dynamics, as detailed 
below.  In collecting data, most restaurants were cooperative in sharing information.  Some 
restaurants may have been omitted due to non-cooperation or being unavailable due to seasonal 
closure.  Data for the Seneca Casino was obtained by observation only; Casino personnel 
declined to participate in this study. 

5.2 National Restaurant Association Metrics 

National revenue statistics from the 2010 Restaurant Operations Report, published by the 
National Restaurant Association, were utilized to provide national revenue benchmarks.  Full-
service restaurants are categorized in three categories by check average per person:  under $15, 
from $15.00 to $24.99, and $25.00 and over.  Revenues are expressed as dollars per seat, and 
presented as lower quartile, median, and upper quartile.  Medians are considered "Industry 
Averages".  Table 1 below presents the revenue dollars per seat for the three categories: 

Table 1 
Total Revenues Per Seat, Averages 

Average Check Lower Quartile Median Upper Quartile 
Under $15 $6,034 $ 8,827 $12,718 
$15.00 to $24.99 $5,771  $10,866 $16,098 
$25.00 and over $7,120  $12,007 $18,777 
 
Source:  2010 Restaurant Operations Report , National Restaurant Association 
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5.3 Downtown Niagara Falls, New York 

 The Downtown market ("Downtown") is generally comprised of independent restaurants, 
with the most notable exception being the Hard Rock Cafe.  Downtown restaurants are highly 
seasonal, primarily tourist driven, and generally not highly regarded.  Restaurant revenues in this 
submarket are, on average, considerably less than the two Canadian submarkets studied.  Even 
more discouraging, restaurant owners typically are not optimistic about the future of this 
submarket. 

 Exhibit 23 presents the competitive restaurant supply for Downtown Niagara Falls, New 
York.  Based on the reported revenues, the resulting restaurant revenues per seat are presented in 
Table 2 below: 

 

Table 2 
Downtown Niagara Falls, New York 

Restaurant Revenues Per Seat 
Low $  1,636 
High $17,857 
Mean $10,360 
Median $  7,857 

Source: RAS 

Average revenues are lower than Industry Averages, and, according to restaurant owners 
in the market, trending downward. 

5.4 "Little Italy", Niagara Falls, New York 

"Little Italy" is a small collection of independent restaurants located along Pine Avenue 
in Niagara Falls, New York.  This submarket is primarily driven by local residents, although they 
do get tourists in the summer.  In addition, Canadians comprise from 10 to 25 percent of the 
patrons in most of the restaurants in this submarket.  Generally, most of the restaurants in this 
market are perceived as relatively inexpensive. 

 Exhibit 24 presents the competitive restaurant supply for "Little Italy", Niagara Falls, 
New York.  Based on the reported revenues, the resulting restaurant revenues per seat are 
presented in Table 3 below: 
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Table 3 
"Little Italy", New York 

Restaurant Revenues Per Seat 
Low $ 2,005 
High $8,696 
Mean $4,803 
Median $5,284 
 
Source: RAS 

 

 This submarket average revenues are well below Industry Averages, which is not 
surprising given the price points of these restaurants.
 

5.5 Outlet Mall, Niagara Falls, New York 

The Outlet Mall of Niagara Falls features over 150 designer outlets.  The market is 
frequented by a broad market, comprised of Canadian shoppers, tourists and local residents.  
This restaurant submarket currently features three full-service restaurants, although at least two 
more chain restaurants are planned for the area.  Restaurants in this submarket are high volume 
operations, and are busy throughout the year. 

 Exhibit 25 presents the competitive restaurant supply for the Outlet Mall Market , 
Niagara Falls, New York.  Based on the reported revenues, the resulting restaurant revenues per 
seat are presented in Table 4 below: 

Table 4 
Outlet Mall Market, New York 
Restaurant Revenues Per Seat 

Low $14,054 
High $21,759 
Mean $18,202 
Median $20,552 
 
Source: RAS 

5.6 Seneca Casino, Niagara Falls, New York 

The Seneca Casino features a number of full-service restaurants, offering a variety of fare 
ranging from burgers to steak.  Although the Casino is in Niagara Falls, the restaurants within the 
casino are not truly part of the competitive landscape due to the destination nature of a gaming 
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resort.  Exhibit 26 presents a description of the full-service restaurants within the Casino.  
Revenue information is not available for these restaurants. 

5.7 Clifton Hill, Niagara Falls, Ontario, Canada 

 The Clifton Hill submarket is characterized by large national chain restaurants, most of 
which are mid-scale and family friendly.  Many major chains are represented in this market, and 
revenues are generally strong.  The business is nearly all tourist-driven, and is therefore quite 
seasonal. 

 Exhibit 27 presents the competitive restaurant supply for Clifton Hill, Niagara Falls, 
Ontario, Canada.  Based on the reported revenues, the resulting restaurant revenues per seat are 
presented in Table 5 below: 
 

Table 5 
Clifton Hill, Niagara Falls, Ontario, Canada 

Restaurant Revenues Per Seat (1)
 

Low $  3,844 
High $24,750 
Mean $13,049 
Median $12,867 
 
(1) US dollar equivalents 
Source: RAS 

 

5.8 Fallsview, Niagara Falls, Ontario, Canada 

The Fallsview submarket is characterized by a mix of mid-scale and upscale high volume 
restaurants. Revenues are strong, and like Clifton Hill, the business is nearly all tourist driven, 
and therefore quite seasonal. 

 Exhibit 28 presents the competitive restaurant supply for Fallsview, Niagara Falls, 
Ontario, Canada.  Based on the reported revenues, the resulting restaurant revenues per seat are 
presented in Table 6 below: 
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Table 6 
Fallsview, Niagara Falls, Ontario, Canada

Restaurant Revenues Per Seat (1)
 

Low $  9,783 
High $29,048 
Mean $18,666 
Median $20,265 
 
(1) US dollar equivalents 
Source: RAS 

 

5.9 Live Entertainment Market 

Niagara Falls features one live entertainment facility plus the offerings in the Seneca 
Casino.  This is in addition to the live entertainment programs promoted by Hard Rock Cafe.  
Since the Seneca Casino programming is oriented to the casino guest, local benefit from the 
Casino venues is limited. Seneca entertainment venues include the Seneca Niagara Events Center 
(seating up to 2,200), Bear’s Den Showroom (seating up to 440) and Club 101. 

 Hard Rock Café sponsors a summer concert series on Old Falls Street adjacent to the 
restaurant.  These events are free and are typically attended by thousands. 

 The Rapids Theatre recently opened in an old movie theatre on Main Street.  The Rapids 
offers live entertainment and a maximum capacity of 1,700, plus offers the facility for catered 
events.  Since there is no kitchen, all events are catered by outside vendors.  The live 
entertainment calendar is relatively light, and the theatre owners are hoping for more local 
support of their entertainment offerings. 

 Exhibit 29 presents the live entertainment venue supply for Niagara Falls, New York. 

5.10 Inter-Market Dynamics and Key Observations 

A study of the numbers illustrates the obvious: Niagara Falls Canada has a much more 
robust restaurant business than Niagara Falls New York.  However, there are additional key 
observations from the numbers: 

� Despite the limitation of seasonal, tourist based business, the business opportunity for 
vast improvement in the restaurant business on the New York side is evident. 
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� Large format mid- and upscale restaurants are likely to be most successful when 
developed on the New York side. 

� The Outlet Mall Market is vibrant and non-seasonal, and has room for additional 
restaurant growth. 

� "Little Italy" restaurants are fueled by local business, and the market is likely to see 
growth only as a result of Downtown growth, as more locals move to the area to be close 
to jobs. 

5.11 Local Market Demand for Restaurants 

 Retail markets can be measured in terms of "leakage" and "surplus".  For a specific retail 
segment, "leakage" represents demand emanating from households within a market but supplied 
outside of the market.  "Surplus" represents demand from outside the market drawn in to the 
market.  The following table illustrates the leakage of restaurant demand for the City of Niagara 
Falls, New York. 
 

 

Summary Demographics
2010 Population 50,795
2010 Households 22,440
2010 Median Disposable Income $28,960
2010 Per Capita Income $20,929

Industry Summary Demand Supply Retail Gap Number of
(Retail Potential) (Retail Sales) (Demand - Supply) Factor Businesses

Total Retail Trade and Food & Drink (NAICS 44-45, 722) $398,209,989 $636,553,898 -$238,343,909 -23.0 360
Total Retail Trade (NAICS 44-45) $337,724,428 $597,616,571 -$259,892,143 -27.8 207
Total Food & Drink (NAICS 722) $60,485,561 $38,937,327 $21,548,234 21.7 153

Demand Supply Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses

Food Services & Drinking Places (NAICS 722) $60,485,561 $38,937,327 $21,548,234 21.7 153
Full-Service Restaurants (NAICS 7221) $40,420,134 $14,700,769 $25,719,365 46.7 88
Limited-Service Eating Places (NAICS 7222) $16,056,410 $18,258,724 -$2,202,314 -6.4 33
Special Food Services (NAICS 7223) $794,660 $4,351,221 -$3,556,561 -69.1 7
Drinking Places - Alcoholic Beverages (NAICS 7224) $3,214,357 $1,626,613 $1,587,744 32.8 25

Sources: Esri and Infogroup.

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates 
the expected amount spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor 
presents a snapshot of retail opportunity.  This is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 
(total surplus). A positive value represents ‘leakage’ of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a 
market where customers are drawn in from outside the trade area. The Retail Gap represents the difference between Retail Potential and Retail Sales. 
ESRI uses the North American Industry Classification System (NAICS) to classify businesses by their primary type of economic activity. Retail 
establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food Services & Drinking 

Table 7
Retail Marketplace Profile, Food Services and Drinking Places Only

Niagara Falls, New York

Surplus / 
Leakage

Surplus / 
Leakage



Section 5  7 
___________________________________________________________________________                 ___________ 
 

 
 

 

 The full-service restaurants segment shows leakage of over $25 million dollars, 
indicating a substantial opportunity for new restaurant development.  In addition, drinking places 
show a leakage of over $1.5 million dollars. 

 This is another positive indicator for full-service restaurant development in Niagara Falls, 
New York. 

5.12 Restaurant Company Types 

Future restaurant development will be a mix of restaurant company types: 

� Independent 
� Local multi-unit 
� Regional chain 
� National chain 

 Each restaurant company type is described below, and a brief list of advantages and 
disadvantages for each type is listed: 

 5.12.1 Independent 

  Independent restaurants are typically operated by the business owner.  These restaurants 
businesses tend to be most volatile, and subject to the changing taste of the public and most 
likely to react negatively to an economic downturn. 

 Major advantages: 
� Typically owner operated, giving customers direct contact with owners  
� Very flexible in changing menus and pricing 
� Able to react to market changes quickly 
� Strong neighborhood connections 
� Provides local restaurant "feel" and uniqueness 

 Major disadvantages: 
� Relatively weak credit, especially for landlords 
� Less able to tolerate negative business cycles 
� Limited access to many resources (e.g. bulk purchasing, marketing clout, etc.) 

5.12.2 Local Multi-Unit  

  Local multi-unit operations have between two and ten units, all operating within a limited 
geographic area, and may include more than one concept.  These restaurants tend to have robust 
management, and many are owned by one individual or family. 
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 Major advantages: 
� Able to react to market changes quickly 
� Significant owner involvement 
� Generally strong revenues 
� Access to group purchasing and bundled marketing 

 Major disadvantages: 
� Not typically a credit tenant for landlords 
� Often very cash leveraged 

5.12.3 Regional Chain 

Regional chain restaurants typically have more than ten units and operate in one part of 
the country.  Many regional restaurants are franchisees of national chains, although some are 
growing restaurants concepts striving to become national. 

 Major advantages: 
� Attractive to landlords; not national credit but generally considered solid credit risk 
� Able to attract strong managerial talent 
� Generally strong revenues 
� Access to group purchasing and bundled marketing 

 Major disadvantages: 
� Typically slow to react with menu or pricing changes 
� Somewhat disconnected from neighborhoods 
� Not perceived as unique or special 

5.12.4 National Chain 

   National chain restaurants are often public companies and many have a vibrant franchise 
group.  

 Major advantages: 
� Typically most attractive to landlords 
� Strong banking relationships 
� Able to attract strong managerial talent 
� Generally strong revenues 
� Access to group purchasing and bundled marketing 
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Major disadvantages: 
� Slow to react with menu or pricing changes 
� Disconnected from neighborhoods 
� Not perceived as unique or special 

5.13 Development Opportunity 

Developing new restaurant opportunities in Downtown Niagara will require an aggressive 
development plan and most likely a mixed-use development, including a hotel, restaurants, retail 
and residential.  In addition, a mid-scale live entertainment venue could be developed, and be an 
attraction for the Downtown area.  A live entertainment venue would bring tourists and locals to 
the development, and be an anchor for restaurant and retail growth.  

Live entertainment venues are attractions and actually create demand for other services 
while satisfying demand for entertainment.  While data from ESRI indicates that over 31 percent 
of the population within a 30 minute drive of Niagara Falls has attended live music events or 
theatre in the past year, the real opportunity for live entertainment is as an additional attraction 
for tourists.  A successful live entertainment program could be helpful by extending the length of 
stay and by encouraging tourism in non-peak periods. 

 An example of a mid-scale live entertainment venue is World Cafe Live, which currently 
has two locations; one in Philadelphia and one recently opened in April 2011 in Wilmington, 
Delaware.  World Cafe Live is a very active venue, averaging over 550 ticketed shows per year.  
This concept features a small venue (100-150 seats) in combination with a restaurant plus a 
larger venue (capacity of 300-500). World Cafe Live also has an active private events business. 

 At least two restaurants in a new mixed-use development should be Regional or National 
chains.  The presence of these anchor restaurants, especially in combination with a new hotel and 
possibly a live entertainment venue, would provide a catalyst to attract additional restaurants, 
including independent and local multi-unit operators.  Such a development, when tied to the Park 
and combined with other compatible uses, would most likely bring Niagara New York revenues 
up to Niagara, Canada levels. 

 However, attracting the anchors in this development would require substantial investment 
from the developer and most likely public sources.  Development incentives such as generous 
tenant improvement allowances, free and discounted rents, below market financing and 
marketing dollars would likely be required to convince these anchors to commit to Niagara Falls. 
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5.14 Strategic Conclusions 

 The market study indicates that there is an opportunity for vast improvement in the 
Niagara Falls, New York restaurant market.  The relative performance of Niagara Falls Canada 
and the market demand leakage are strong indicators for restaurant growth.  Live entertainment, 
when combined with restaurant, retail and hotel use in close proximity to the Park, is a catalyst 
for additional synergistic development and revenue growth. 














