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Introduction:  A Community Committed to Quality Development 
 

Simsbury’s history is typical of a rural community that has become increasingly suburbanized in the 

post-War era.  Much of the agriculture and many of the mills that were the community’s economic 

mainstays gradually gave way to waves of residential development as highways improved the 

connections to Hartford and the cities beyond, and people sought the unmatched rural quality of life 

Simsbury had to offer. 

Businesses also made their way to Simsbury, as the Hartford and Chubb moved into the community to 

join “native grown” enterprises such as Ensign-Bickford.  In the early years of the 21st Century, Simsbury 

is an affluent, attractive community with historic community centers in Tarrifville, Weatlogue and West 

Simsbury.   

Despite the community’s success and prosperity, places like Simsbury are put at risk by the very things 

that make them so attractive.  Steady residential development and low-density highway-oriented 

commercial growth combine to gradually transform these beautiful once-rural communities into 

faceless suburbs.  Their original charms lost, such communities face a future of gradually declining 

population, with a limited tax base and constrained prospects for local employment. 

That is not the fate that awaits Simsbury.  Almost 20 years ago, the Town completed an Economic 

Development Strategic plan setting a course for a sustainable, prosperous future.  By 2007, its Plan of 

Conservation and Development was adopted, setting a course for the future development of Simsbury.  

At such a point most towns consider the work done.  And therein lies the danger.  But for Simsbury it 

was just the beginning.   

By 2012 the Town had held a community-wide dialogue about the future of the Town Center, adopted 

an award-winning form-based code for that area, and completed major design work on the Route 

10/Hopmeadow Street corridor and updated the community’s design guidelines (including revisiting 

portions of the Town Center code).  Clearly this is a community committed to preserving its rural, small-

town character while also seeking new opportunities to strengthen its tax base and provide jobs for the 

future. 

The Economic Implementation and Marketing Study is the next step in the process.  With a strong land-

use and design framework in place, Simsbury is seeking catalytic effort that will bring new economic 

activity into town in ways that will support existing businesses and further strengthen the exceptional 

character of the town.  The Study is intended to engage the business community and others in a process 

aimed at strengthening the Town Center with an action agenda and marketing tools that will attract new 

businesses in to the community while assisting existing enterprises. 
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This analysis provides an overview of the economic conditions facing Simsbury.  The information 

contained herein is presented in a series of figures and tables, each of which is accompanied by an 

analysis that draws out trends and data points of potential significance. These tables and figures, along 

with their analyses, are organized in three groups: “The New England Economy,” “Simsbury in the 

Context of Connecticut’s Economy,” and “Key Sectors.”  

“The New England Economy” examines the economic activity index for each state in the New England 

region as well as that of the United States as a whole. “Simsbury in the Context of Connecticut’s 

Economy” examines how Simsbury and Hartford County measure against counties throughout the State 

as well as Connecticut as a whole. “Key Sectors” reveals a breadth of information about the key 

economic sectors in Simsbury compared to the United States, Connecticut and Hartford County.  

The Planning Process 
The process to create this report involved a variety of different methods of information gathering and 

analysis.  It began with an analysis of the economic and demographic trends for Simsbury, Hartford 

County, the other counties in Connecticut, as well as the State, New England and the United States.  

Following the analysis a series of interviews were conducted with various individuals involved in 

development and economic activity in the Simsbury area.  A list of those interviewed is included in the 

appendix.  In addition to the interviews, on May 9, 2013, a public meeting was held to gather input and 

insight for the Marketing Action plan.  For those unable to attend the meeting the exercises from the 

meeting were made available through an online survey.  In general, when asked about Simsbury’s 

weaknesses and threats, the respondents listed disadvantages associated with Connecticut’s overall 

business climate (high costs, taxes, regulations) as well as a concern that the Town may be focused too 

much on Simsbury Center at the expense of other hamlets in Town.  When asked to identify strengths or 

opportunities, respondents focused on the proximity to Hartford’s Bradley Airport, high quality of life, 

the affluent residential base in town, and Simsbury’s strong reputation as a place to live. .  A full 

summary of the meeting is found in the appendices to this report.   

The material gleaned from data analysis, stakeholder information and perceptions, and community 

comments has been synthesized in to the finding and recommendations compiled at the end of this 

report. 

Economic & Demographic Analysis 

The New England Economy 
 

New England has experienced a great deal of economic change since the 1970s, largely in response to 

trends away from the sectors that have been the backbone of its economy for centuries. New England’s 

famed competitiveness has traditionally been centered on its manufacturing industries, which stood out 

against the background of farm-based work that fueled other regions in the US. Beginning in the 1970s, 
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manufacturing jobs have been moving out of New England and into the nation’s southern and western 

regions. Global manufacturers have also been providing aggressive and innovative competition at 

accelerating rates.  The number of manufacturing jobs in New England has fallen by roughly half since 

the mid-1980s; manufacturing employment nationally has also been decreasing rapidly1.  Manufacturing 

jobs provided high wages for workers without a higher education; employment that pays comparably 

typically requires a post-high school education2 .  

With manufacturing on the decline, New England has shifted its focus to knowledge-intensive labor such 

as that found in the computing and technology industries. Its many prominent universities have 

provided the basis for new firms to spring up, although retention rates for non-native college graduates 

is relatively low. A major concern in New England is its aging population. The median age for each New 

England state is above the national average, and attracting young people is a top priority; New England 

as a whole has a small fraction of residents under the age of eighteen3 . A large population of the elderly 

is seen as a drawback on the basis of both potential labor shortages and increased demand of state 

services. With that in mind, the total “dependency ratio” of people too old and too young to work to 

people of working age is lower in New England than in most of the US 4.  

New England contains a number of cities with poverty levels over twenty-five percent: Providence, 

Lawrence, Springfield and Hartford. However, for the last twenty-five years up until now, New England 

has had the highest income of any region in the country and lower rates of unemployment: it is not on a 

decline. Its economic success has hinged largely on its ability to adapt to change. 

Figure 1 looks at the economic activity index for the US and all six New England states from 1992 to 

2013. It shows a general upward trend for US and all state,s with all currently on the rise after 

experiencing a significant decrease in 2008 – the beginning of the current recession. Connecticut is 

doing slightly better than the US average, although the two shows strikingly similar patterns: of all the 

New England states, Connecticut’s economic activity most resembles that of the US. The increasing 

importance of finance, a major sector in Connecticut, contributed to similarities. Among all the New 

England states, New Hampshire has had the most successful economy, followed by Massachusetts. 

Maine, Rhode Island, Vermont and Connecticut are more closely clustered around the US average. Until 

2008, all states were above or equal to the US; in that year, Vermont and Maine fell below, and the 

numbers from 2013, show Vermont, Maine and Rhode Island as below the US average.  

                                                           
1
 Lynn E. Browne, “New England Transformed,” Federal Reserve Bank of Boston, p. 17 

2
 “New England Transformed, “ p 18. 

3
 “New England Transformed,” p 14. 

4
 “New England Transformed,” p 19. 
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Simsbury in the Context of Connecticut’s Economy 
 

Commuting Patterns 

Figure 2 summarizes commuting patterns of Simsbury residents, commuting patterns of those employed 

in Simsbury, and top ten work destinations for Simsbury residents. The data show that a relatively low 

percent of employed Simsbury residents (16.8%) work in Simsbury; the remaining 83.2% work 

elsewhere. Of these other work destinations, Hartford has the single largest share (18 %) of Simsbury 

residents.  56.6% of Simsbury workers are employed outside of the top ten work destinations, which 

include Simsbury itself. 

  

  

Simsbury Workers’ Commuting Patterns 

 

In-Area Employment Efficiency (All Private Jobs)

Count Share

Employed in Simsbury 9,271 100.0%

Employed and Living in Simsbury 1,551 16.7%

Employed in Simsbury but Living Outside 7,720 83.3%

2010
Simsbury Residents’ Commuting 

Patterns 

 

In-Area Labor Force Efficiency (All Private Jobs)

Count Share

Living in Simsbury 9,242 100.0%

Living and Employed in Simsbury 1,551 16.8%

Living in Smsbury but Employed Outside 7,691 83.2%

2010

Figure 1. 

 

Figure 2: Commuting Patterns for Simsbury Residents and Workers 
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Income Levels 

Table 1 ranks the top fifty Connecticut cities with highest median income (from highest – Darien – to 

fiftieth, Bethany). Includes median income by household, its place in the national ranking for median 

income, and population of each city. Simsbury is 28th highest in the state and 462nd in the country, with a 

median income of $82,943. Its population is 14,346. West Simsbury is ninth in the state and 118th in the 

country, with a median income of $107,326. Its population is 4,187.  

Count Share

Hartford city 1,664 18.0%

Simsbury Center CDP 918 9.9%

West Hartford CDP 465 5.0%

East Hartford CDP 265 2.9%

Bristol city 163 1.8%

Weatogue CDP 140 1.5%

New Britain city 130 1.4%

West Simsbury CDP 96 1.0%

Newington CDP 90 1.0%

Stamford city 78 0.8%

All Other Locations 5,233 56.6%

Top Ten Work Destinations for Simsbury Residents (All Private Jobs) 

Source: U.S. Census Bureau, Center for Economic Studies 

   

Source:  ZIPatlas.com 

Table 1: Top Fifty CT Cities by Median Income 
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Employment Trends and Location Quotient Analysis 

 

Table 2 looks at annual average employment by various sectors for all counties in Connecticut. Hartford, 

along with all other counties listed, experienced a decrease in overall employment between 2007 and 

2011. In Hartford, sectors that underwent an employment increase despite this trend are as follows: 

management of companies and enterprises (9.28%), healthcare and social assistance (10.06%), arts, 

entertainment and recreation (1.17%), accommodation and food services (1.81%), and educational 

services, which experienced the biggest increase in employment (11.90%). This is generally concurrent 

with trends displayed in other counties – especially with regards to education, which only experienced a 

loss in Windham County and had gains over 10% in Litchfield, New Haven and Middlesex. 

Manufacturing, a key sector for Simsbury, was down by 10.74%. Fairfield County, on the other hand, 

saw a modest 0.9% increase in manufacturing employment.  All counties experienced a decrease in 

manufacturing, Hartford’s second largest sector (with a total of 53,577 workers). Only New London, 

down by 9.17%, sustained a smaller loss than Hartford. Hartford’s largest sector (and the other key 

sector for Simsbury), finance and insurance (totaling 54,949 workers), was down by 4.48%. Only Tolland 

and New London bore smaller losses in the financial and insurance sector. It is notable that a relatively 

small percent of Tolland and New London counties’ employed residents were in finance to begin with.  

Table 3 displays location quotients for the data on Table 2. Location quotients are calculated to compare 

employment in a certain industries between each county in Connecticut, and the state as a whole. A 

“location quotient” is calculated as the percent of employment in a specific industry in an individual 

county divided by the percent of employment in that industry statewide. A location quotient above 1.0 

implies that an industry’s employment or output exceeds local demand and thus has net exports and 

brings wealth into the region. A location quotient below 1.0 suggests that an industry in not meeting 

local demand and the region thus depends on goods and services imported into the area.  
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Table 2: Change in Annual Average Employment by County, 2007-2011 

 

Source:  US Department of Labor, Quarterly Census of Employment and Wages.  
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Generally, a location quotient above 1.0 indicates that the industry occupies a strong position in the 

region and may have the potential to grow there. An industry with a location quotient below 1.0 has less 

potential for growth. Of note is that finance and insurance has a 1.57 location quotient, meaning that it 

employs 57% more of its workers in finance than the state average. Manufacturing displays a 1.07 

location quotient: not nearly as significant as finance, but an indication of its relative importance to the 

Hartford area. Note also that, while Hartford County’s manufacturing location quotient substantially 

trails Fairfield, Litchfield Middlesex and Windham counties, the size of Hartford County’s manufacturing 

sector is many times the size of that sector in each of those counties.  After manufacturing, the next 

highest location quotient belongs to Transportation & Warehousing. Note also that Professional & 

Technical Services are concentrated in Hartford County as the same density as Connecticut as a whole 

(i.e., a location quotient of 1.0), the sector accounts for 25,000 jobs in the County, a much higher level 

than any other in the State. 
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Table 3: Location Quotients by Sector for Connecticut Counties 

 Source:  US Department of Labor, Quarterly Census of Employment and Wages. 
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Overview of Key Sectors 

Assessing Simsbury’s Competitiveness 

 

Figure 3 provides an overview of the structure of Simsbury’s economy.  Major sectors in the economy 

are indicated by circles, with each circle sized according to the size of employment in that sector.  In turn 

each sector is arrayed along two axes.  The vertical axis shows the average annual wages for each sector 

in 2011.  The horizontal axis shows the percentage change in employment for each sector from 2007 to 

2011.  In addition, the green line on the horizontal axis shows the average Connecticut wage rate for 

2011.  The black horizontal line delineates the overall Statewide employment growth.  The figure can be 

viewed in terms of four quadrants providing an overview of the potential for sectors in each of those 

quadrants.  This graph is intended to provide a very preliminary indication of the relative strengths of 

each of the industries in Simsbury.  The quadrants are categorized as follows: 

Innovators:  the upper left-hand quadrant identifies sectors with relatively high wages and shrinking 

Figure 3: Summary Overview of Simsbury’s Economy 

 
           Source: Compiled by Fairweather Consulting from US Department of Labor Quarterly   
           Census of Employment and Wages data. 
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employment.  These are sectors that could be using technology to improve productivity to boost wages 

while eliminating jobs. 

Potential Problems:  the lower left-hand quadrant identifies sectors with relatively low wages and 

shrinking employment.  These are sectors that could be suffering from a lack of competitiveness and are 

thereby losing employment and they lose business to competitors. 

Cost Minimizers:  the lower right-hand quadrant shows sectors with relatively low wages and above-

average employment growth.  These are sectors that could be competing for new business by 

controlling costs (including wages) to sustain a competitive advantage. 

Growth Engines:  the upper right-hand quadrant shows sectors with both relatively high wages and 

above-average employment growth.  Sectors in this quadrant could be important sources of high-wage 

job growth in the future. 

As expected, Finance & Insurance is a large, high-wage sector in Simsbury.  But it is also worth noting 

that both Manufacturing and Professional & Technical Services are also high wage sectors.  While the 

employment declines in these latter two sectors are never welcome, those declines may indicate that 

firms in those sectors are experiencing innovative increases in productivity which may make them more 

competitive in the long term.  

Shift-Share Analysis 

Figure 4 presents an illustration of shift-share analysis. A “shift-share analysis” compares changes in job 

growth in a local 

area with changes 

in a larger 

economy in which 

the area is located 

to isolate the 

factors driving the 

local changes.  

Shift-share 

analysis isolates 

the share of 

overall growth in 

the County that 

can be attributed 

to the overall 

growth in the 

United States 

economy (the 

“Regional Share”/ blue wedge).  Next, the analysis isolates the share of overall growth in the County due 

Figure 4: Conceptual Illustration of a Shift-Share Analysis 
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to growth in that particular industry cluster in the US economy (“Industry Mix”/ red wedge).  Finally, the 

analysis identifies the share of overall growth due to a particular strength in the County economy itself 

(“Local Shift”/green wedge).  First, the shift/share analysis was used to compare growth in Hartford 

County to growth in the United States.   

Table 4 presents a shift-share analysis for the US vs. Hartford County from 2001-2011.  During that time 

period, industries in Hartford County which were relatively strong nationally included Leisure & 

Hospitality (a positive “Industry Mix” factor of 12.3 percent), Education & Health Services (19.5%), 

Professional and Technical Services (6.0%) and Other Services (also a positive 6.0 percent).  With the 

exception of Natural Resources & Mining (which has a small presence in Hartford County, all other 

industries had a negative industry mix (i.e., nationally, job growth in that sector lagged behind the 

overall economy).  Note that in Table 4, Manufacturing, Information, and Leisure & Hospitality all had 

positive “Competitive Shares” (meaning the industry in Hartford County grew faster than that industry 

did nationally).         

Table 4: Shift-Share Analysis by Sector, U.S. vs. Harford County, 2001-2011 

 

          Source:  Compiled via the website http://www.georgiastats.uga.edu/sshare1.html 
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Table 5 displays a shift-share analysis for 2001-2011 for using Hartford County as the regional economy 

and the Town of Simsbury as the local focus of the analysis. Note that manufacturing and various 

services are local strengths (i.e., job growth in those sectors in Simsbury were greater than in Hartford 

County.  Not surprisingly, given the weakness in the regional financial services sector, Finance & 

Table 5: Shift-Share Analysis by sector, Simsbury vs. Hartford County 2001-2011 

 

 
Source:  compiled by Fairweather Consulting from US Department of Labor, Quarterly Census of Employment and Wages data. 

Sector

County Growth 

Component, 

Percent

County Growth 

Component, 

Jobs

Industrial Mix 

Component, 

Percent

Industrial Mix 

Component, 

Jobs

Competitive Share 

Component, 

Percent 

Competitive 

Share 

Component, Jobs

Construction -0.03 -8.69 -0.20 -65.44 -0.20 -64.37

Manufacturing -0.03 -17.53 -0.18 -117.60 0.01 9.13

Wholesale Trade -0.03 -6.07 -0.06 -14.53 -0.12 -27.65

Retail Trade -0.03 -36.67 -0.03 -42.81 -0.13 -184.19

Information -0.03 -1.29 -0.04 -1.75 -0.07 -3.54

Finance and Insurance -0.03 -102.89 -0.06 -223.48 -0.20 -768.22

Real Estate and Rental and Leasing -0.03 -3.93 0.05 7.74 -0.22 -31.98

Professional, Scientific, and Technical Services -0.03 -18.50 0.02 14.87 -0.39 -269.29

Administrative and Support and Waste Management 

and Remediation Services -0.03 -5.44 -0.03 -5.47 0.14 27.67

Educational Services -0.03 -11.11 0.37 154.99 -0.27 -112.71

Health Care and Social Assistance -0.03 -28.27 0.24 258.62 -0.38 -400.77

Arts, Entertainment, and Recreation -0.03 -7.29 0.07 18.76 -0.05 -13.64

Accommodation and Food Services -0.03 -20.55 0.23 175.42 -0.04 -29.04

Other Services (except Public Administration) -0.03 -4.78 -0.04 -7.68 1.26 224.63

-273.02 151.63 -1643.95

Figure 5: Summary Results of Shift-Share Analysis 

Negative Local Share
Positive Industry Mix

Negative Local Share
Negative Industry Mix

Positive Local Share
Negative Industry Mix

Positive Local Share
Positive Industry Mix
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IMPLICATION:  WE NEED TO REBUILD OUR 
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IMPLICATION:  WILL THEY BOUNCE BACK IN 
THE RECOVERY?
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insurance in Simsbury trailed growth in that sector for Hartford County.  The same was true for  Health 

Care & social assistance.  But note that for almost every sector, each of the three factors was below 1 

percent in either a positive or negative direction.  This suggests that employment trends in Simsbury 

closely follow the trends for Hartford County.  

Figure 5 provides the summary results of a shift-share analysis broken into quadrants that identify 

sectors by four grouped descriptors.  Local shares are on the horizontal axis and industry mixes are on 

the vertical; they are then split into “negative” and “positive” categories. Sectors fall into either the 

positive local share and industry mix (in green); negative local share and industry mix (in red);  negative 

local share/positive industry mix , or positive local share/negative industry mix, the latter two of which 

are represented in gray.  The analysis suggests that potential opportunities can be found in the “green” 

quadrant (which features Arts, Entertainment & Recreation)highlighting industries that are relatively 

strong nationally and for which Simsbury has a strong competitive component.  The other opportunities 

are found in the gray quadrants, particularly in the upper left of the diagram.  These are sectors with a 

positive industry mix, but negative local (or competitive)s hare.  It may be possible to improve 

Simsbury’s competitiveness for these industries and thereby move them into the “green” quadrant. 

 

Leakage/Surplus Analysis 
A “leakage/surplus analysis” compares the amount of spending in a designated area with the amount of 

selling that also takes place in that area. Where (A) represents the estimated spending by area residents 

(how much are local residents spending for each type of good or service in a specified drive time?) and 

(B) represents the estimated sales by area retailers (what portion of sales of each good or service do 

local establishments make within a specified drive time?), if (A) is less than (B), there is surplus, meaning 

money is coming into the area; if (A) is greater than (B), there is leakage, and money is leaving the area. 

This data is from within three geographical areas: the circumference of a five-minute drive from 

Simsbury Center, that of a ten-minute drive from Simsbury Center, and that of a thirty-minute drive. This 

is presented on a map and offers a sense of the geographic scope. The five-minute drive is illustrated in 

red, the ten-minute drive in green, and the thirty-minute drive in blue.  
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Figure 6 depicts the areas encompassed in three “drive times” from Simsbury Center: five minutes (in 

red), ten minutes (in green), and thirty minutes (in dark blue).  The five-minute drive time may be 

thought of as the very local/pedestrian market for Simsbury Center.  The ten-minute drive time 

represents the “convenience market” of consumers living nearby the Center.  The thirty-minute drive 

time is the overall regional retail market including the larger, big box centers adjacent to Hartford. 

Table 6 breaks down leakage/surplus information by drive time into categories for thirty-one retail 

sectors and provides data for each about surplus and leakage by drive time. It also offers the number of 

potential new retail stores for each sector.  The dollar amount of leakage for each sector/drive time is 

given;  surpluses are represented simply as “surplus.” 

Figure 6:  Drive Times from Simsbury Center. 

 

The red zone represents a five-minute drive from Simsbury Center; the green within a ten minute drive, and the blue within a 

thirty-minute drive. 

Source: ESRI Business Analyst Online. 
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The fact that Simsbury has many instances of “surplus” at the 5- and 10-minute drive times speaks to 

the Town’s importance as a regional retail center, attracting customers from out of town for such 

businesses as restaurants, groceries and specialty food stores.  This no doubt reflects the success of 

Simsbury’s Main Street Partnership.  It also suggests that this is strength that the Town can build upon 

to enhance its economy. 

The retail sectors that display surpluses in all three drive times are: automobile dealers, grocery stores, 

specialty food stores, alcoholic beverage retailers, jewelry, luggage, and leather goods stores, florists, 

and full-service restaurants. The greatest number of surpluses is in the thirty-minute drive time, where 

only ten of the thirty-one retail sectors display leakages. These are as follows: other motor vehicle 

dealers (e.g., not automobile), building material and supplies dealers, lawn and garden equipment and 

supply stores, gasoline stations, other general merchandise stores, used merchandise stores, electronic 

shopping and mail-order houses, vending machine operators, special food services, and drinking places 

that serve alcoholic beverages.  

Certain leakages that appear to be local business opportunities for Simsbury may not turn out to be 

such. This is due in part to the fact the thirty-minute drive time extends to the Hartford Metro area, 

which includes many other shopping areas. Since consumers tend to travel greater distances to 

purchase high-price, durable items (such as appliances, electronics, furniture and automobiles), only 

stores of this type would be competing in that thirty-minute drive time market. Thus what appears to be 

a substantial opportunity at the five- or ten-minute drive time may never materialize given that the 

actual market extends over thirty minutes away, where there is already substantial competition from 

existing stores. In such businesses as clothing, online competition also diminishes the apparent 

opportunity associated with leakages at the five, ten, and even thirty-minute drive time. Increasingly, 

shoppers for clothing and other items are meeting their needs online, so the leakage may be diverted to 

an online merchandiser and not reflect any real opportunities for local business. This may dramatically 

reduce the opportunities associated with for some of the leakages at the five and ten minute drive 

times.  
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Consequently, the Town’s business opportunities might instead be found in enterprises that offer niche 

products and shopping experiences. Boutique stores and one-of-a-kind dining establishments offer 

consumers something that can’t be replicated online or in large business centers. This could be a major 

attraction for both Simsbury residents and those who live outside the town.   

 

  

Table 6: Leakage/Surplus for Drive Times by Retail Sector. 

 

Source: ESRI Business Analyst Online. 
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Preliminary Conclusions from the Analysis 
 

Simsbury is a high-value and a high-amenity locality, with an affluent, well educated population. As the 

analysis has indicated, the Town and region have some modest but real strength in such sectors and 

manufacturing and services.  These opportunities are consistent with Statewide economic development 

policies.  Table 7 summarizes the major target industries as identified for Connecticut by the 

Department of Economic & Community Development.  Simsbury has the potential to take advantage of 

activity targeted for advanced manufacturing (and possibly bioscience and green technologies) to build 

its local economic base.  In addition, the analysis shows that hospitality & tourism enterprises (which in 

Simsbury include performing arts, dining, outdoor recreation and sports, and weddings) are all possible 

opportunities for the Town.  

Table 7:  Industries Targeted by the State of Connecticut. 

Insurance and Financial Services Bioscience 
With some of the top insurance and financial service 
companies here, Connecticut’s financial service industry 
is well positioned to rebound from the economic 
downturn. For example, CIGNA, the first company to 
take part in Governor Malloy’s First Five program, 
announced last year that Bloomsfield would be its new 
corporate home. Greater Hartford, still the insurance 
capital, is already home to Aetna’s headquarters and is 
a center of operations for Amsterdam-based ING 
Group. RBS and UBS are based in Fairfield County, 
which also happens to be the epicenter of the hedge 
fund industry. 

Bioscience presents a tremendous opportunity for 
expansion. Alexion Pharmaceuticals, another First Five 
participant, sees the potential. That’s why it announced 
New Haven will be the site of its new global 
headquarters in 2015. Other international companies, 
like Boehringer Ingelhein continue to grow, while Pfizer, 
U.S. Surgical and Bristol-Meyers Squibb all maintain a 
significant presence in the state. This sector ties into 
some of the world’s finest universities that call our state 
home, such as Yale and the University of Connecticut. 
 

Aerospace and Advanced Manufacturing Green Technologies 
Aerospace and advanced manufacturing are both well-
established growing sectors in Connecticut. Industry, 
government and academia are working together to 
promote the more than 1,000 companies in the supply 
chain that support the industry leaders here in the 
state, such as United Technologies, Sikorsky, Pratt & 
Whitney and Kaman. This high-tech manufacturing 
requires a highly-skilled and educated workforce that 
only Connecticut can provide. 

Connecticut’s continued leadership in clean and 
renewable energy sources places it in the enviable 
position of being at the center of job growth in the new 
energy economy. Development of a robust, clean, 
advanced energy sector presents tremendous economic 
growth opportunities. 

 

Source: Department of Economic and Community Development Annual Report, 2011-2012 
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Assessment & Recommendations 
This section provides an overall assessment of Simsbury’s strategic position, based upon the economic 

analysis, community outreach and site visitations conducted by the project team.  The assessment is 

followed by a recommended action plan to realize the opportunities associated with the Town’s 

strategic economic position. 

Key Sectors 
There are three key sectors that present the primary opportunities for economic growth in Simsbury.  

While the targets here are not meant to be pursued to the exclusion of any other opportunities, they are 

intended to serve as the central foci for Simsbury’s economic development and marketing efforts.  

These targets are: 

 Niche Manufacturing and Sophisticated Support Services have growth potential throughout the 

city.  Phonon Corporation is a good example of the type of niche manufacturing that is well suited to 

the area. Phonon creates a unique and highly technical product that relies on a skilled workforce 

and high quality infrastructure.  As there are fewer and fewer major manufacturing relocations and 

expansions every year, it is important to focus on these niche manufacturers most likely to flourish 

in Simsbury. Companies like this also require specialized support services nearby, such as 

engineering firms or industry-specific repair/ supply shops.  With entities like Jackson Labs coming to 

the area, the demand for these support services will grow. 

 Specialty Retail:  Simsbury also has potential to grow its specialty retail industry in the coming years. 

Specialty retail creates a richer experience for the shopper, whether in added services, higher 

quality items, and/or an informed staff. For example, a pet store may offer grooming services, 

organic products, or in-store training classes. 

 Tourism/Hospitality/Recreation:   There are a wide variety of outdoor activities available in 

Simsbury – four state parks, several bike trails, local farms, and hiking areas for all levels.  Simsbury 

could also expand tourism activities related to the Hartford Symphony’s summer residence and 

making the town’s numerous community events known to a larger public audience. 

The Role of Mixed Use Development:  In addition to these industry targets, Simsbury should pursue a 

mixed use development approach in the locations to host the target industries.  Clearly, specialty retail 

and tourism/hospitality/recreation lend themselves to collocation in a single development combined 

with ancillary residential uses.  But there may also be opportunities to incorporate technology-based 

manufacturing and support services into mixed use settings, providing the manufacturers in question 

are compatible in terms of noise, traffic generation and related factors.   
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Site Analysis 
 There are three main areas in Simsbury that are ideal for “bigger footprint” industrial and office uses. As 

The lands adjacent to Dorset 

Crossing and North Village, noted 

in Figure 7 in red, are well suited 

for Advanced Manufacturing and 

Research and Development. The 

green area includes the Powder 

Forest holdings, which could be a 

great area for start-ups to 

graduate to as they grow and 

develop. Finally, The Hartford’s 

Campus and Gateway, outlined in 

blue, can be used as “spillover” 

space for Jackson Labs. 

The key sites for Retail/Mixed 

Use/ Hospitality/Recreation 

identified in Figure 8 include the 

Downtown (green) which will 

remain the town’s main activity 

center. Dorset Crossing and 

“North Village”(red) and The 

Hartford’s Campus and Gateway 

(Blue) would be good mixed-use 

areas that could act as a 

complement to Downtown.  

Tariffville, noted here in purple, 

has growth potential as a 

recreation/arts area.  The unique 

built environment in the hamlet 

coupled with the opportunities 

for outdoor water sports (e.g., 

kayaking and fishing) present a 

distinct opportunity to create an 

arts/recreation enclave that may 

prove attractive to (and more 

affordable for) younger people. 

Figure 7: 
Key Sites for bigger-footprint industrial/office uses.

 

Figure 8: 
Key Sites for retail/mixed use/hospitality/recreation. 
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Economic Development Assets 
Simsbury has several assets that will help bolster economic development. Simsbury has a strong 

economic base; the median household income ranges from $90,000- $200,000 throughout the area. 

Simsbury is home to a highly educated workforce - 66% of all Simsbury residents hold a Bachelor’s 

Degree or higher. There are also many innovative companies already located in Simsbury, which can 

help attract more innovation to the area.    

Simsbury does have limited access to the highway, which could prevent some national firms from 

relocating to the area. However, Simsbury is only 14 miles from Bradley International Airport. 

Additionally, Simsbury enjoys good broadband connectivity and fiber wire line availability in its main 

development areas. Although the cost of labor, taxes, and energy in Simsbury are comparable with 

those in the rest of the northeast, the cost of doing business in Simsbury is higher than in other areas of 

the country. However, Simsbury is benefitting from and/or stands to benefit from an active regional 

branding effort known as New England’s Knowledge Corridor.  There are also opportunities for 

businesses to take advantage of expedited approvals within the Town center. Such a regulatory system 

could be extended to other areas of Town as well.  Lastly, Simsbury is consistently ranked as one of the 

best places to live in the country. With a wide variety of recreational and cultural activities, combined 

with excellent public schools, Simsbury has much to offer new residents and their families. 

Strategic Assessment 
This section provides an overall assessment of Simsbury as an economic development location.  It 

outlines the strategic approach the Town should use in its efforts to compete for new jobs and 

investment.   It begins by describing Simsbury’s position in the economic development market and, 

based upon that, defines the “core idea” that should inform Simsbury’s economic development 

marketing efforts. 

Market Polarization 
One way to understand the nature of competition for economic development by location is to view it 

through the lens of the market polarization model.  This model was developed by A.H. Pete Mathieu as a 

means for helping clients understand what they need to do to compete in any market.  The essential 

tenet of the model, as captured in Figure 9, is that, as markets mature, they polarize among competitors 

offering either superior quality or lower price. Those competitors in middle of the market have difficulty 

offering either, and consequently end up losing substantial market share. 
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Retail Polarization 

Retail has undergone market polarization over the last 30 years. For example, approximately 100 years 

ago, Sears, JC Penney and Montgomery Ward were major national competitors in the general 

merchandise market.  They remained industry leaders throughout the 20th Century.  However, during 

the 1970s, the retail market began to polarize.  Premium firms like Talbots and L.L. Bean entered the 

national market (followed shortly thereafter by Nordstrom’s and others).  At the same time, K-mart and 

Wal-Mart began serious expansion as “big box” operations offering low-cost products and discounted 

merchandise.  In short, as Mathieu’s model predicts, the market polarized between superior quality and 

lower price.  The industry leaders found themselves “stuck in the middle” and lost to the extremes.  

The Move Toward “Experience-Based” Retail 

The “low cost” end of the pyramid features the big box discounters like K-mart, Wal-mart and various 

dollar/discount stores.  The superior quality offerings are changing the shape and size of retail location.   

For example, research conducted by the International Council of Shopping Centers found that baby 

boomers (i.e., those born between 1945 and 1965) are the least likely to visit a generic mall and that, 

Figure 9: 

 

 

 

1.  INVENTOR FILLS A NEED

2.  PARITY COMPETITION ENTERS/EXPANDS THE MARKET

3.  EXTREMES  ENTER AND ARE DISREGARDED
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As markets mature, they polarize between superior quality and lower price.  The middle offers neither and loses.

The Market Polarization Model
©Pete Mathieu & Associates

Walmart, 

K-Mart, 

etc.

Talbots,  

LL Bean, 

Nordstroms, 

etc.



Town of Simsbury Economic Implementation and Marketing Action Study 
 

 
 

OCTOBER 2013                                                                                                                                                     PAGE 23    

 

when they do, they spend less time there during each visit than teens or the elderly5. This suggests that 

retailing and retail development opportunities in the future will be based upon niches and the 

replacement of obsolete formats and concepts6.  

Table 8 provides an overview of the trend toward “experience-based retail” as the model for premium 

retail locations. These trends don’t simply apply to the baby boomers either.  New generations of Gen Xs 

and Ys are shifting their views of shopping centers as well. As a result, retail locations will have to adapt 

and change to meet the needs of younger shoppers who, “…aren’t interested in just shopping, they 

want to be entertained.”7.  

Thus, the United States approaches a momentous demographic event as the two biggest consumer 

cohorts, the Baby Boom generation and their children are both moving into a new life phase: Boomers 

into retirement, Gen Ys into full adulthood.  The affect on the retail experience has been and will be 

profound.  As summarized by Anita Kramer in Retail Development, the 2008 publication by the Urban 

Land Institute:  “Centers will become the ‘third place’ in people’s lives, and customers will shop when 

they go out rather than go out to shop.”8   

Polarization in Industrial Development 

Market polarization also occurs among economic development locations.  In the same way, a 

community can seek to position itself as a premium location for business, offering high value in terms of 
                                                           
5 Field, Katherine, “Beckoning Boomers,” Chain Store Age, November 2005, pp. 39-40. 

6 Gruen, Aaron N, “Demographics and Retail,” Urban Land, January, 2008, pp. 116-118. 

7 Johnson, Ben, “Baby Boom Nation,” National Real Estate Investor, May 2008, p. 53. 

8 Kramer, Anita et al., Retail Development, Urban Land Institute, 2009, p. 427. 

Table 8:  The Transition to “Experience-based” Retail 
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access to markets, workforce, infrastructure and/or quality of life.  On the other side of the spectrum, a 

community can seek to be a low-cost location, offering low-cost real estate and labor to entice business. 

For example, Kingston, New York was once a major site for the computer industry.  As the market for 

computer production matured, places like the Research Triangle and Silicon Valley became premium 

locations in terms of the available R&D support, workforce and quality of life they offered.  Taiwan and 

other locations in the Far East became low-cost locations.  In the end, Kingston was unable to offer 

either high-end amenities or low costs in the marketplace for computer manufacturers, and lost.  In the 

mid-1980s, IBM employed over 7,500 workers at its Kingston facility.  By 1993, the entire facility was 

closed. 

Communities often cannot control the costs associated with their location.  Any community in the 

Northeast is likely to be a high-cost location compared to the Southern states.  On the other hand, a 

community in the Northeast that is located adjacent to a major metropolitan area will still be a high-cost 

location nationally, but can serve as a low-cost location vis-à-vis the inner core of the metropolitan area. 

Simsbury’s Strategic Position 

Simsbury is a high value, high amenity community that is currently utilized primarily as a bedroom 

community. It has enough amenities and talent to compete for high-value-added enterprise such as 

aerospace/advanced manufacturing, insurance/financial services, dining, outdoor recreation and sports, 

and weddings.   

Real Potential for High-End, Innovation –driven Development 

Simsbury is home to a true advanced manufacturing cluster in the Herman Drive Area, which has local 

buyer-supplier linkages and which already has secured connections with the University of Connecticut’s 

Engineering School.  Jackson Lab’s Genomic Medicine facility is slated to open in Farmington in 2014 and 

could help drive demand for sophisticated support services. While highway access is limited, Simsbury 

has ready access to Bradley Airport (only twenty minutes from Herman Drive).  Simsbury offers a high 

quality of life to its residents, particularly in the areas of culture, outdoor entertainment, and top-notch 

public schools.   Consequently, the Town is well positioned to serve as premium location for high-value-

added economic development. 

The Core Idea 
The primary function of the strategic plan is to develop a theme or core idea that completely and 

persuasively captures the competitive advantages Simsbury enjoys or can enjoy to create jobs and 

wealth in the community.   As illustrated in Figure 10, the core idea of a strategy must integrate the 

nature of market opportunities, the extent and nature of competition for business and define the key 

initiatives that Simsbury must take to attract and hold its customers in spite of the actions and efforts of 

competing locations.  The core idea contains the unique and inherent truth about Simsbury that needs 

to be effectively communicated to the intended audiences of this strategic plan. 
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The core idea defines the basis by which Simsbury will compete for economic activity.  It brings together 

disparate considerations into a single approach for developing and managing the Town’s economic 

development assets.  The core idea answers the following questions: 

What are we selling? Is Simsbury selling a simple combination of amenities and sites?  What are they?  

Or is it selling an all-encompassing experience to its intended customers, and what is that experience?  

This is Simsbury’s persuasive theme, and it is described in the Core Idea section of this report. 

To whom are we selling? Who are the target market segments that we expect to patronize the 

Simsbury’s cultural heritage tourism offerings?  The answer to this question was developed based on the 

Market Analysis conducted as part of this report.  

Why are we selling? What about Simsbury will benefit our intended customers?  If it is separate sites 

and amenities Simsbury is selling, why would our intended customers think this mix is better than those 

offered by our competitors?  If it is an experience or experiences Simsbury is selling, why would our 

intended customers find that experience compelling?  This question was considered in light of target 

market research and is discussed in the Core Idea section. 

Where are we selling?  How are we getting the word out to our intended customers?  How do we 

position our offerings so that our intended customers are exposed to these offerings on a regular basis?   

Figure 10: 
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How are we selling?  How do Simsbury’s economic development assets deliver the benefits its intended 

customers want?  This question involves determining how Simsbury’s assets will be appropriately 

“packaged” to best appeal to their target audience. 

Against whom are we selling?  Who are the primary regional competitors from whom our intended 

customers can get the goods, services and/or experiences similar to those offered by Simsbury?  What 

can Simsbury offer that its competitors cannot offer?   

The Elements of Simsbury’s Core Idea 
Based upon our analysis of economic trends, Simsbury’s assets and the economic development 

opportunities before the Town, we believe Simsbury should position itself as a premium location for 

high-value-added activities in manufacturing and related services, specialty retail and tourism/cultural 

activities.  Our analysis has shown that: 

Simsbury is ideally suited to excel in the Digital/Innovation economy where: 

 The future depends on digital growth and innovation 

 Education (STEM) is the key to that success and growth 

 Entrepreneurial “start-ups “ and small innovative companies will be the source of ideas and growth 

 Capital & Digital Industry will follow locating near “incubation centers” 

 “Working from home” (or out of your garage) may become the norm 

 Quality of Life becomes a competitive advantage for recruiting and training the high skill workers 

that will drive economic growth 

Simsbury is ideally suited to excel in the Digital/Innovation economy because Simsbury: 

 Is in the geographic center of the KNOWLEDGE CORRIDOR.   The Knowledge Corridor is a section of 

Southern New England, including Hartford and Springfield. With 1.6 million residents, 80 

communities, and a rich variety of businesses and universities, Massachusetts and Connecticut as 

well as several regional economic development organizations have invested substantial resources in 

developing the Knowledge Corridor brand for the Springfield/Hartford corridor.  Simsbury’s central 

location in this corridor positions the Town to leverage this branding effort for its own benefit.  

 Has a government and community committed to smart growth 

o Simsbury has been proactive in creating a business-friendly regulatory environment to 

support sustainable economic development. 

 Has Broadband and ready airport access.  

o Connectivity by air and fiber is key for innovation-based economies.  Simsbury is within 14 

miles of Bradley International  Airport and the Town’s major development sites are served 

by fiber capable of download speeds of 100mbps or more.   

 Has a core group of advanced manufacturing firms. 

o In addition to Dyno Nobel, Simsbury hosts a number of innovative manufacturing firms, 

many with ties to the defense and aerospace sector.  Phonon manufactures custom Surface 
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Acoustic Wave (SAW) components and modules for defense and space.   Specialty Saw Inc. 

is a full service destination for saw blades with services ranging from sharpening to design 

and sales.  There are several other firms with this type of scope in the Simsbury area, leaving 

it well poised to foster further innovation. 

 Has appropriately attractive upscale, active quality of life.  

o Simsbury is widely recognized for its high quality of life.  It was recently named by Money 

Magazine as the 50th best place to live in the United States.  Its combination of outdoor 

recreation opportunities, cultural attractions with its agricultural, small town charm 

contribute to its strength in this regard.   

 Has a highly educated & talented workforce. 

o 66% of Simsbury’s adult residents hold a Bachelor’s Degree. 87% of Simsbury residents have 

some college experience or more. 

 Has  excellent schools including advanced STEM HS classes. 

o In addition to their excellent academic reputation, Simsbury schools participate in Project 

Lead the Way, which uses student directed, activities based curriculum, developed by 

industry experts to ensure that students have both the knowledge and real-life skills to 

compete in a changing economy. Approximately 4700 schools nationwide participate in the 

program. 

Simsbury’s core idea is founded on the unique and inherent truth that distinguishes it from Connecticut 

and the rest of New England. 

Simsbury’s Core Idea: 

Intersection of Innovation and Nature 

Simsbury has a unique combination of an innovative local economy and a small town/rural quality of 

life.  This is the essential message to be transmitted to businesses, but it can be varied to appeal to 

different audiences.  For example:  “innovation & creativity” or “innovation & culture” for arts and 

culture–related enterprises;  “innovation & recreation” for outdoor recreation/tourism-related 

enterprises. 

Another way to state the “core idea” more specifically: 

Historic Simsbury 

-it’s citizens, businesses, and government are inherently located and equipped in resources, attitudes, 

and quality of life to become the Model Community for the Knowledge Corridor in the Age of Digital 

Innovation. 
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This core idea provides the following answers to the key questions in the model: 

Question Response 

WHAT are we selling? Simsbury as a location for technology-based businesses; specialty 
retail and tourism that also offers exceptional recreational and 
cultural amenities 

WHO are we selling? Businesses interested in locating/expanding in the Hartford Metro 
area and employees looking for a high-quality of life. 

WHY are we selling Simsbury can support technology-based businesses.  It is a center 
for experience-based, specialty retail.  It provides a variety of 
tourism and outdoor recreation-related opportunities. 

WHERE are we selling? In and around the Hartford Metro area. 

HOW are we selling? Outreach to businesses, residents and tourists.  Social media 
campaign to target businesses. 

AGAINST WHOM are we selling? Other communities in the Hartford Metro area. 

Action Plan 
This report is intended to foster consistent and focused activity that will promote economic 

development in the Town of Simsbury.  This section details the actions required to mobilize the Town’s 

resources in support of the core idea defined herein.  The actions are organized for each of the target 

industries identified for Simsbury.  The section will conclude with a description of the overall marketing 

approach recommended to support this strategy. 

Target Industry:  Advanced Manufacturing/Technology 
Simsbury should focus its efforts on optimizing growth in advanced manufacturing and technology. First, 

the focus should be on its existing companies, ensuring that they are well-served to continue to grow.  

Second, the Town should market itself to smaller tech companies seeking to locate or expand in the 

Hartford area.  Simsbury can present distinct advantages to firms seeking a superior for technology-led 

development who can afford to do business in the Northeast. 

Recommended Actions: 

 A Business Retention and Expansion Program should be created in the Town which 

would involve regular visits by a Town representative (e.g., members of the Economic 

Development Commission) to businesses in the manufacturing and technology related 

sectors.   

 Simsbury should develop a marketing/public relations campaign focused on the Greater 

Hartford area that clearly outlines the advantages of Simsbury as a location for small 

and start-up technology-based manufacturers and services. 

 The Town ‘s Economic Development Commission should seek to build relationships with 

regional entities that are already defining and developing the area – i.e., the Metro-

Hartford Alliance, the Knowledge Corridor, the Department of Economic and 

Community Development, the University of Connecticut (including their engineering 
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school and the medical school’s new Jackson Labs facility and the Connecticut Center for 

Advanced Technology to keep these entities informed about opportunities in Simsbury 

and to better understand the resources and assistance they may be able to provide to 

Simsbury’s businesses, particularly the manufacturing sector. 

 The Town Planning and Zoning Commission should create an expedited approval 

process for targeted growth areas, such as North Village and Powder Forest in the same 

way such a process was created for Simsbury Center. 

 

Target Industry:  Tourism/Recreation/Culture 
Simsbury has many of the “raw materials” needed to grow and expand tourism, recreation, and culture 

– especially in the areas of active recreation, weddings and events, and cultural activities.  

Recommended Actions: 

 The Simsbury Main Street program should continue to create and develop “event 

packages” for niche interests including, skating/hockey, weddings, water based 

recreation (kayaking/fishing), biking/hiking, and concert/cultural events. 

 Simsbury should explore the potential of the Tariffville area as a hub for outdoor 

recreation and related activities.  This could involve the following activities: 

o Continue to promote outdoor recreation activities such as kayaking and fishing 

in the Tariffville area. 

o Consider the possibility of creating an artist relocation program focused on the 

Tariffville hamlet.  Such programs provide incentives for artists to create 

“live/work” spaces with studios to foster arts-related venues in the area. 

 The Town may wish to leverage the growing market for elite and “travel” sports by 

encouraging the creation of facilities like ice sheets, fieldhouses, etc. that can serve the 

needs of elite athletes similar to the role the Skating Center plays for elite skaters.  The 

“North Village” area may be the best-suited location for these initiatives. 

 

Target Industry:  Specialty Retail/Services 
The Simsbury Main Street Partnership has already done some great work creating the “Simsbury Brand”.  

Continue to build this brand and incorporate the North Village and Southern Gateway areas into the 

branding initiative. 

Recommended Actions: 

 Retail and tourism-related businesses are currently served well by the Main Street 

Partnership.    Those activities should be encouraged and expanded if possible. 

 The Town should convene a Charette for “North Village” similar to the one it held for 

Simsbury Center.  The process should culminate with appropriate zoning/preapprovals 
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put in place by the Town to foster development in that area that is high quality in 

design, while complementing the activity in Simsbury Center. 

 The Planning and Zoning Commission should continue to promote mixed use 

development with apartments and other residences collocated with commercial activity 

in centers/hamlets, including Simsbury Center, Weatogue, “North Village”, etc. 

 

Recommended Marketing Approach 
Simsbury should develop both an internal and an external Marketing Program with a focus on Simsbury 

and the Greater Hartford area.   

The marketing program should be geared towards small to mid-size innovation based manufacturers 

and service, in addition to developers, tourists/visitors, and residents. 

The media used should be of varied formats – social media /video and word of mouth with collateral 

material. Word of mouth efforts should focus on contact with the regional economic development 

community and realtors, as well as BR & E visits with current employers 

Both the internal and external marketing programs should focus on the same core message:  

 The Simsbury community inherently seeks to continually improve in all of its aspects 

 It is home to innovative enterprises 

 It's setting allows people to exercise their innovative instincts in a natural setting 

o Outdoor recreation 

o Culture 

 It has superior Schools & Workforce 

 It has created a business-friendly & effective regulatory environment 
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Implementation Schedule 
The following is a suggested schedule for implementing the study recommendations.  The schedule identifies the action to be taken by industry 

target, the organization to take lead responsibility and suggests a schedule for implementation. 
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Stakeholders’ Session 
May 9, 2013  

6:00PM to 8:00PM 

Attendees (24): 

Tony Drapelick, DRB Debra Bernard, Bernard Partnership 

Rich Correia, Commercial Realty Betty Fiora, Property owner 

Pam Lacko, Smart Clicks Bob Kevorkian, Simsbury Pharmacy 

Christophe Traficante, The Dancers Studio Marlene Jung, Weatogue Property 

Lisa Heavner, Board of Selectmen Bill D, RJ’s Wine and Spirits 

Ed Pabich, Zone Comm Rick Wagner, Simsbury North 

Derek Peterson, EDC/Zoning Kevin Crimmins, Simsbury EDC 

Gus Jasminski, Ensign-Bickford Nancy Haase, Board of Selectmen 

Louis George, EDC Ben C. 

Liz Banco, Tourism Committee Steve Mitchell, Mitchell Auto Group 

Mary Glassman, Board of Selectman Tom Evans 

Steven Antonio,  Antonio’s Andy Andreo, Andy’s Center Shops 

Agenda: 

 

 

 

 

 

 

 

The meeting started with a brief introduction by Mary Glassman explaining that the purpose of the 

meeting was to get public input on what the community wants Simsbury to be in the next 5 to 10 years 

and to try to assess ways in which Simsbury can attract the best businesses. Hiram Peck, Simsbury’s 

Director of Planning & Development, added that this Marketing Action Study was the next step in a 

series of studies initiated for the purposes of planning the best development strategy for Simsbury. This 

was the first stakeholder outreach meeting for this study. 

Peter Fairweather started the presentation by going through the agenda. He noted that the data 

presented at this meeting was not necessarily being presented as concrete fact, as data alone does not 

Introductions 

Goals of the Market Study 

An Overview of Key Sectors 

Exercises:   

Development Opportunities 

Business-Specific SWOT Analysis 

Wrap Up & Next Steps 
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always show the whole picture, but was preliminarily being used to gage a reaction from the people in 

attendance. “What else do we need to know about Simsbury?” he asked. 

Before presenting the data analysis he explained Pete Mathieu’s Core Idea Model which would be used 

in the later stages of the Marketing Action Study. The idea behind the model is that a product, service, 

experience, or place must be marketing using the truth about that certain product, service, etc. Many 

try to market based on what they wish they could be, but the goal here will be to ensure that Simsbury 

will market itself competitively based upon its existing assets and unique qualities. 

Peter then presented the project schedule and the study’s website which will be a key component of the 

study and will be used to engage the Simsbury community (www.simsburystrategy.com).  

The first analysis presented was an overview of Simsbury’s key sectors in a diagram which compared on 

job growth in Simsbury between 2007 and 2011 and wage levels in 2011 in Simsbury to the same data 

for Connecticut as a whole. Manufacturing; Professional, Scientific and Technical Services; Wholesale 

Trade; and Management of Companies and Enterprises were categorized as possible “innovators.” 

Average salaries in these sectors are higher than average wages in Connecticut as a whole but 

employment growth is either the same or lower, potentially suggesting that these industries have higher 

productivity rates. Sectors that were highlighted as potentially problematic included Real Estate, Rental, 

and Leasing; and Information, for having both low average salaries and employment growth lower than 

that of the average overall growth in Connecticut. 

Next was an overview of the results of a shift-share analysis. The results suggested that Simsbury has 

done poorly in supporting the following industries between 2001 and 2011 relative to the Hartford MSA: 

Real Estate, Rental and Leasing; Professional, Scientific, and Technical Services; Educational Services; 

Health Care and Social Assistance; and Accommodation and Food Services. Simsbury was successful in 

supporting growth in the Arts, Entertainment, and Recreation Industry between 2007 and 2011, as 

suggested by its positive “local share.”  

Attendees suggested that the analysis be revisited to include a comparison of Simsbury to Connecticut 

as a whole because, in choosing what types of industries would do well in Simsbury, it would be valuable 

first to see which industries are doing well or poorly in the State of Connecticut. It was also suggested 

that Fairfield County be used as a potential benchmark in the study. Looking at both regional 

opportunities for growth as well as statewide opportunities were both agreed would both be beneficial. 

In discussing the industries that seem to do well in Simsbury as well as the industries that perform 

poorly, it was noted that one huge constraint to business retention and attraction in Simsbury is limited 

transportation access. With no highway close by it has been difficult to attract larger retailers.  

Next was an overview of a leakage/surplus analysis which roughly estimated the extent to which certain 

sectors bring outside money into Simsbury (called a surplus) and which sectors leak dollars outside of 

Simsbury (people driving outside of the area to shop for those goods or services). It was found that full-

service restaurants have a surplus at the 5, 10, and 15 minute drive times, indicating that people come 

http://www.simsburystrategy.com/


Town of Simsbury Economic Implementation and Marketing Action Study 
 

 
 

OCTOBER 2013                                                                                                                                                     PAGE 37    

 

from outside the region to eat in Simsbury. The attendees remarked that Simsbury is somewhat of a 

“culinary destination” with a few high end restaurants that seem to bring a lot of visitors in. This 

presents an opportunity for Simsbury to capture the market of people coming in to eat by introducing 

them to other local businesses and services. It was suggested that it would be worth talking to local 

restaurateurs about their clients.  

As mentioned above in the shift-share analysis, the results indicated that the Arts, Entertainment, and 

Recreation sector was doing well in Simsbury since 2007. Soccer and other sporting events are another 

big draw for people to come into Simsbury, thus there is an opportunity to capture this market as well. 

Another opportunity that was discussed involved improving promotion and marketing for the Simsbury 

Symphony which currently only draws local residents.  

The discussion then turned back to Simsbury’s retail opportunities and the current constraints Simsbury 

faces in trying to attract new retailers. First, it was noted by one attendee that generally it is held that at 

least 13% of a town’s population needs to be in the downtown in order to sustain downtown 

businesses. Simsbury only has 1% of its population in the Center (or downtown). It was suggested that 

zoning regulations be amended to allow for more condo-like residences downtown which would build 

up the critical mass needed to sustain and attract new downtown businesses. Another suggestion was to 

introduce public transportation which could easily bring more people into the downtown area to shop. 

The East Coast Greenway rail trail passing through Simsbury as well as the 500 parking spots near the 

trail were noted as great assets to the community. With further development and integration of the rail 

trail with the downtown, this recreational asset could spur a greater flow of people in and out of the 

downtown. 

“Big box” retail was discussed at length, specifically with respect to the type of large footprint retailers 

that Simsbury would like to attract, if any. To many, smaller boutique shops were considered more along 

the lines of what Simsbury would like to promote, as the idea of having a big box retailer was met with a 

bit of hesitation. There are, however, some bigger retailers that would be considered if they fit in with 

Simsbury’s existing assets and needs. A Cabela’s, for example, was suggested might fit in Simsbury 

because fishing is a huge recreational activity in the town. Possible problems with attracting larger 

footprint stores, which were mentioned throughout the meeting, included limited access to highways 

and a small “rooftop” count.  

Next, Peter instructed the group to do the first exercise of the meeting which asked each attendees to 

describe what the best opportunities for development/redevelopment are and where they are in 

Simsbury. The following table summarizes the results of this exercise. 

What are the best opportunities for 

development/redevelopment? 
Where are they? 

The wedding business- ancillary businesses  
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What are the best opportunities for 

development/redevelopment? 
Where are they? 

Unique boutiques, high quality niche retail Village Center, Weatogue 

Downtown residences- Heads in Beds, Feet on the 

Street 

Downtown 

Universities, Colleges The Hartford 

Multifamily apartments, Residential Condos Back of Eno Hall, Iron Horse, downtown, back 

end of Andy’s, along the Rail Trail 

Mixed Use Southern Gateway, Wagner properties 

Small industrial facility Herman Drive Industrial Park 

Allow for additional residences and retail stores Downtown 

Specialty shops West Street 

Senior center, Teen center, sports complex  

Allow film industry into the Valley  

Executives starting business from house and 

expanding business to town 

Residential 

Wolcott Airport development Wolcott Airport 

Development of a recreational lifestyle  

Additional arts facilities  

Health Care Research (i.e. Jackson Labs), University 

Labs 

North End of Rt. 10, Herman Drive, The 

Hartford- Community College 

Retail around Outdoor Activities: Simsbury Farms, 

Hiking, Biking, Fishing, Canoeing, White Water Tours 

Center of Town 

Boating: boat house, rentals Town Center 

Retail sports complex (bikes, tackle, hiking 

gear/clothing) 

Near existing boat house and hike trail 

Hotel Next to Old Mill 
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What are the best opportunities for 

development/redevelopment? 
Where are they? 

Tourism attracting NY visitors for weekend visits  

A “medium box” retail store to create traffic flow 

into Simsbury 

Rt. 10 

An alternative to traffic through the Center of Town  

Create a “go to” destination such as Cabela’s, a 

movie theater, or an indoor concert hall 

 

Retail Stores focused on Wellness and Exercise (i.e. 

Lu Lu Lemon) 

 

Need to take advantage of Performing Arts Center Iron Horse 

 

Of the development opportunities listed above a few were brought up for discussion. Several attendees 

suggested establishing a community college, university, or research facility in Simsbury. The Hartford 

Insurance Company site was agreed might be an appropriate site for a such a facility.  

Other opportunities centered upon capitalizing on Simsbury’s recreational assets (the rail trail and 

Farmington River) to create a sports complex, and/or retail stores that catered to fishing, hiking, and 

biking.  

Next, Peter asked participants to describe Simsbury’s biggest constraints to development and/or 

redevelopment. The results are summarized in the following table. 

 

What are the biggest constraints to development/redevelopment? 

Public sentiment The lack of access (via roadways 

and highways) 

Zoning regulations Traffic on Rt 10 and Rt 85 

Reputation of being a difficult town to 

develop in 

High taxes 
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High energy costs High labor costs 

Lack of residents living downtown Uncertainty 

Time it takes to develop/redevelop Size of parcels 

Downtown owners have to be open to 

work with each other for the greater 

good 

Lack of affordable lodging options 

 

Among the top constraints mentioned was the lack of access to and from Simsbury via highways. With 

only one main roadway, the infrastructure capacity to support more downtown retail is somewhat 

limited. Traffic was foreseen would be a problematic consequence of further development downtown. 

Another constraint to development that was discussed is Simsbury’s reputation for not being easily 

developable. One attendee remarked that Simsbury has a unique culture and as a community it is 

important for them to synch the type of consumer in Simsbury with the type of retail.  

Lack of affordable housing was also noted was a constraint in terms of Simsbury developing its tourism. 

Peter suggested that there might be an opportunity for such lodging in Tariffville, which has a slightly 

different culture than that of the Center of Simsbury and is closer to highways. Each of Simsbury’s 

villages have a distinct characteristic, which presents an opportunity for Simsbury to optimize the 

diversity of development opportunities in each.  

The final exercise asked participants to complete a SWOT analysis for Simsbury by detailing the specific 

strengths and weaknesses that enable or prevent the success of businesses in Simsbury and the 

opportunities and threats facing businesses in Simsbury. 

 

 

 

 

 

 

  

STRENGTHS: 

 Proximity to airport 

 Professional education close to Simsbury 

 High income levels 

 Reputation of community 

 High quality of life (safe, secure, good schools, great recreational opportunities) 

 New zoning and PAD allow mixed use and residential development 

 Close-knit, locally-minded community (customer loyalty) 

 East Coast Greenway Trail 
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Note: At the end of this report a SWOT analysis is presented by type of industry of the respondents. 

WEAKNESSES: 

 Inability to capture target market to the South 

 Town letting the Northern Village Area (North Simsbury) to fall into disrepair and neglect 

 Town’s infatuation with, and only with the Center of town when most residents don’t live as near to 

the center of town as they do to one of the other “village” centers 

 The Franchise Laws for Connecticut 

 Need to grow more in the North  

 Distance from highway (lack of transportation access) 

 High taxes 

 Lots of landowners have owned property for years without any real incentive to sell (causes “long jam” 

resales) 

 High labor costs 

 Restrictive zoning 

 Bad reputation of resistance to development 

 Retail rates 

 Lack of access to young pool of educated employees. (Young people want to go to cities) 

 
OPPORTUNITIES: 

 High net worth investment in commercial real estate 

 Live/work complexes 

 Capitalize on success of local restaurants (establish more restaurants, live music or the like) 

 More diversity on North End 

 Creating a sports complex 

 

 

THREATS: 

 The overabundance of restaurants creates the image that one is always going out of business 

to reflect demand. As soon as that happens a new one opens. 

 Most of the auto manufacturers want to be on Rt 44 

 Governor changing laws to hurt our businesses 

 High taxes and energy costs (high costs of doing business) 

 Commercial corridors like Rt 44 that allow strip development that is easy and relatively cheap 

to build 

 Lack of residences downtown 

 Low car count 

 An outside ownership group acquires large real estate and they don’t know or care about 

Simsbury 

  
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Before the meeting ended, Peter asked whether the group had any other thoughts or comments to 

contribute. One attendee asked whether attracting a small manufacturing firm would be desirable for 

Simsbury. An aerospace manufacturing firm has been successful in Simsbury, for example. What usually 

draws manufacturers such as that to an area is proximity to other such manufacturers (UTC Aerospace 

Systems in Windsor Locks, CT) and a high quality of life and high quality talent in the area, so it was 

suggested it could be a possibility. A potential site for such a facility could be the Herman Drive site, as 

suggested by one attendee. It would however improvements infrastructure and transportation access.  

Peter concluded the meeting by thanking those who had attended and participating in the discussion. 

On the following pages contains the responses to the SWOT analysis for each of the types of businesses 

that responded.  NOTE:  These tables contain the 10 responses from the on-line version of the SWOT 

analysis that was made available to residents and businesses.  There were a total of 21 responses both 

at the meeting and on-line. 

 

 

 

 

 

 

 

Professional/Technical Services (2 respondents) 

 

STRENGTHS: 

 Good population of costumers who do my 
advertising for me. Close knit- People tend 
to buy locally. 

 Nice community  Availability of space  
Professional community 

 

WEAKNESSES: 

 High taxes 

 Development/residential 

 Location-proximity to highways  Taxes  
Slow economic development  Weak 
infrastructure 

 

OPPORTUNITIES: 

 New businesses would provide me new 
clients 

 Better planning & strategic development 

 None unless we bring bigger corporate 
business here 

THREATS: 

 Other towns have lower taxes, cost base and 
barriers to entry  Corporations moving to 
business parks in other towns 
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Real Estate (7 respondents) 

 

 

Restaurant/Food Service (1 respondent) 

STRENGTHS: 

 Reputation of community 

 Simsbury's schools 

 Barrier of entry 

 Proximity to airport 

 Lifestyle choice: safe, secure, good 
schools, great recreation 

 Income level 

 High community profile and economic 
wellness 

WEAKNESSES: 

 Distance from highway 

 Access to young pool of educated 
employees (potential workforce). Young 
people want to go to cities. 

 High taxes, labor, zoning 

 Bad reputation of resistance to 
development 

 an uncohesive look to the businesses 
along Hopmeadow/Route 10/202 

OPPORTUNITIES: 

 New development opportunities 

 Opportunities are what I hear in this 
room/ what works, and fits 

 High net worth investment in commercial 
real estate 

 Live-work complexes 

 More people 

THREATS: 

 Need always to be competing regionally 

 High taxes, cost of electricity 

 An outside ownership group acquires large 
real estate and they don't know or care 
about Simsbury 

 Cost to do business (taxes) 

 The South/Overseas 

 Need car count, Need more residences in 
downtown 

 Increasing taxes and fees for utility 
connections 

STRENGTHS: 

 Family and strong ties to the community.   
Disposable income ability so residents 
become "regulars" visiting weekly 

WEAKNESSES: 

 Inability to capture target market to the 
South.  Town letting the Norther Village 
Area (North Simsbury) to fall into disrepair 
and neglect.  Town's infatuation with, and 
only with, the Center of town when most 
residents don't live as near to the Center 
of Town as they do to one of the other 
"village" centers 

OPPORTUNITIES: 

 Expanding on our existing product line.  I don't 
think there is any opportunity to the bike route 
being capitalized upon. We see a very small 
amount of traffic but the majority just travel by 
or stop to picnic. This is always what happens 
with visitors to our sports fields. They come, 

THREATS: 

 The overabundance of restaurants creates 
the image (and fact) that one is always 
going out of business to reflect demand. 
As soon as that happens a new one opens. 
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Retail (4 respondents) 

Arts, Entertainment, and Recreation (1 respondent) 

they play, they leave... without spending a 

nickel in our town. 

STRENGTHS: 

 Urban Science has defined the FV 
(Farmington Valley) as the largest growth 
opportunity for Jeep. 

 Residents have money & like to shop 
locally. Town keeps roads clear in winter. 
Rt 10 is a major corridor. 

 the customer base - very diverse 

WEAKNESSES: 

 The Franchise laws for Connecticut- we 
have a mountain, and the Connecticut 
River and 30 mins away. 

 North of town center is rather ignored, but 
boy do we have to follow the rules & ask 
Mommy for permission. Of course, 
Mommy knows best, so maybe (often) 
Mommy says, I'm sorry, 

 confusing development, traffic 

 strict zoning rules, from signage to 
parking.  Need a lot more free downtown 
parking to make Simsbury more attractive 
for more customers and businesses.  
Remove one way streets.   

OPPORTUNITIES: 

 If we were to acquire the Jeep Franchise 
we would likely employ 10-15 more 
people, and retail 150-200 Jeeps/year. 

 education, commercial office park, tourists 
special events 

 Nothing really.  It seems that small 
businesses are or are not successful due to 
their own marketing and business plan - 
the town doesn't help small businesses 
improve - if anything its the B2B 
community directly that does that. 

THREATS: 

 Most of the auto manufactures want to be 
on Rt 44. Rt 44 is the King of Retail in the 
Farmington Valley 

 Everyone chases the money. Over 
development & loss of green space will 
change people's attitude towards the area, 
& they will start treating the area like a 
mall to shop at as a target, 

 empty Hartford Life campus 

 Many other business owners we talk to have 
an issue that many in town government don't 
really know about our businesses: our trials, 
our struggles, our dreams for our businesses, 
etc.  I don't think it wise to pay consultants to 
find this out.  Make it MANDATORY to have 
members of the BOS, BOF and EDC visit every 
business every 1-2 years, just to check in, hear 
their voice, etc.  Chamber doesn't represent all 

businesses, even landlords don't know what 
their tenants really want/need. 
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Financial Services (1 respondent) 

Personal Services (1 respondent) 

STRENGTHS: 

 80% of grants come from existing 
businesses 

WEAKNESSES: 

 Rental rates 

OPPORTUNITIES: 
 

THREATS: 

 "Common" goals of community 

 Rental rates 

STRENGTHS: 

 Great schools for employees children 

  Highly educated workforce  

 Proximity to necessary support services 
(e.g. Staples, shipping, legal)  

 Proximity to "lifestyle" services for 
employees (e.g. places to go for 
lunch/coffee) 

  Location clients enjoy visiting   

 Proximity to an airport 

WEAKNESSES: 

 Primary weakness is lack of a "business 
community" in town. Simsbury is home to 
many successful business leaders, some 
running their own companies, others 
executives at large firms, 

OPPORTUNITIES: 
I think the biggest opportunity lies with 
addressing the weakness I cited; fostering a 
dialogue and sense of community among 
business leaders.   There are 2 significant 
potential benefits here;  1) more brainpower 
and resources around economic development; 
2) by bringing together business leaders in 
town for the broader purpose of improving 
Simsbury's competitive position vis-a-vis 
economic development/attracting new 
businesses to town, existing businesses will 
"discover" each other and generate new 
business opportunities among themselves. 

THREATS: 

 My business is in the start-up phase. Given the 
nature of the business I am building, it would 
certainly make more sense to do it in/near a 
major start-up city (e.g. SF, NY, Boston, Austin, 
Boulder).  I haven't made that move yet 
because I'd prefer not move my family and I 
think I can make it work here.  That said, living 
in Simsbury is a bit like living in a bubble.  
There are positives to that to be sure, but we 
really need to extend beyond our backyards in 
terms of influences and ideas.  If we do not get 
creative about our future, businesses will leave 
for 1 of 2 destinations; 1) havens of innovation 
and creativity, or 2) cheaper locales. 

STRENGTHS: 

 proximity to clientele 

WEAKNESSES: 

 the tax burden placed on business  
expensive to live/work 
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Education (1 respondent) 

 

 

 

Nonprofit (1 respondent) 

 

OPPORTUNITIES: 
 

THREATS: 

 difficult to get labor - no good public trans. 

STRENGTHS: 

 central downtown area, good range of 
services/products, attractive and well 
maintained facilities, supportive market 
base - affluent educated consumers, semi-
business friendly government and policies, 
many high quality hospitality related 
businesses; active vibrant volunteer base; 
proximity to Hartford, Boston and New 
York, and airport 

WEAKNESSES: 

 distance from major highways, taxes, 
diversity of population, aging population, 

OPPORTUNITIES: 
Great public schools!  Economic 
environment in broad sense. 

THREATS: 

 general weakness/issue: Bd of Selectmen 
form of government - lack of town 
manager, professional staff to run town.  
Despite good intentions and experience of 
elected officials, this form of government 
is outdated and backwards, detrimental.. 

STRENGTHS: 

 Active business community, Town 
amenities, resident volunteerism and 
resident feedback 

WEAKNESSES: 

 Weak economy, over regulations, taxes = 
less money for non-profit business, 

OPPORTUNITIES: 
Less taxes, regulations, more robust 
economy 

THREATS: 

 None apparent 
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Other (not specified) (2 respondents) 

STAKEHOLDERS THOUGHTS ON BUSINESS OPPORTUNITIES RECEIVED VIA EMAIL: 

 
 
  *   Best opportunities for development are Downtown and on IronHorse, the whole northend-it's a 

challenge up there but has potential, the entire southern gateway (probably the most potential)-but big 

challenges with neighbors and slow-go development folks, and the Hartford property (very difficult to 

judge) 

  *   I have said where the location is 

  *   constraints are: the folks who don't want to see the area grow, government regs, and $. 

  *   I would have loved to be in Simsbury with our Asset Management, insurance and Benefits business.  

But I couldn't find A space and  bought the building we are in. 

  *   Simsbury is just a bit to far out of the way, further for workers to drive, not on a main thoroughfare 

and could create a traffic issue if it were any larger 

  *   Not sure about this one (new sources of income). 

  *   Again, it's just a bit to far and harder to explain to clients as to how to get there.  Avon is kind of 

perfect for us in that regard.  Straight shot to Hartford, major street (44) and closer to 84 for trips to the 

east or west. 

 

 

I am sorry that I missed the workshops earlier this month, but I have been thinking lots for a long time 

about businesses for Simsbury.   

STRENGTHS: 

 Tight community. Customer loyalty. 

 New zoning in town Center and Planned 
Area Development (PAD) allow and 
encourage mixed use and especially 
residential development of various 
parcels. More residents will, I believe, 
create new retail opportunities. 

WEAKNESSES: 

 Dead on North. Need more Northern 
growth. Town stops here at Simsbury 
Bank. 

 Lots of landowners own property for many 
years and have no real incentive to sell. 
Causes a "long jam" re sales. 

OPPORTUNITIES: 

 More diversity on North End. Sports 
complex. 

 Great town; lots of good schools (public 
and private $$$). That's where all the 
weekend diners come from. Even more 
restaurants choices would also do very 
well if they were excellent and had some 
neat "hook" (scenery or music or the like). 
We need to do a solid analysis of how 
certain development would eventually 
increase property values. 

THREATS: 

 Governor changing laws to hurt our 
businesses. 

 Commercial corridors like Rt 44 that allow 
strip development that is easy and 
relatively cheap to build. 
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Just this week, I compiled a list of the top ten things in Simsbury to send to the state tourism people  to 

try and encourage Governor Malloy to make Simsbury a stop on his summer Tourism Tour.   

 

And it got me thinking about what Simsbury lacks.  As you will see from the attached list, we have 

amazing things but we don’t advertise them, we don’t help people find things in town and we DON’T 

have enough things like little unique stores to poke around in that would encourage outsiders to stick 

around once they have come for a concert, the quilt shop or dinner or music downtown. 

 

Now I know that clothing stores, art galleries, antique stores and tea shops have already failed here.  

BUT I think because it was because  they weren’t unique enough and people could not find them.   

 

But I think we should play off a store that  is  a HUGE  success like Sew Inspired in Fiddler’s Green.  And 

the successful music scene at  Maple Tree and Iron Frog’s music scene. 

 

Those are the areas I think we need  to develop more:  Music and Art/antiques/creative areas.   

 

Music downtown –both Maple Tree and Iron Frog constantly have music.  How about encouraging a 

music/old book store to open in Fiddler’s Green.  I just heard John Dankosky broadcast LIVE from such a 

store in New London.  And I thought we could poach the old books store from Canton  and find someone 

who is interested in selling vinyl records – Vinyl I am told is the latest thing.  

 

I also met a developer in New London at the state Tourism Conference who has an upscale art gallery.  

Check it out at  www. Firehousesquare.com. 

 

So how about an art gallery  at Fiddler’s Green.  ART would be an enormous draw – witness Art Walk last 

year. We actually have an amazing group of artists in town like Vincente Garcia who did the amazing 

bike sculpture.  His studio in town is amazing.  Or Susan Prentice who was commissioned by the 

Hillstead Museum to create a touchable painting. 

 

You will say that Art’s Exclusive failed.  It was a wonderful gallery but it wasn’t centrally located.  If  it, or 

another consignment art gallery were in one of our other downtown spaces, I think it would work. 

 

And the other issue is SIGNAGE.  People can’t find anything here. 

Even the Bridge of Flowers.  It has a lovely little sign, but it is written in script and is not legible by drivers 

or even bikers. 

 

A couple of  addiutional things. The things I am talking about  are seed business that will not make 

money initially and probably cannot afford the reents at Fiddler’s.   I think to encourage these 
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businesses, we would have to give Fiddler’s Green a tax break to  allow them to discount rent for artists, 

antiques, old books and record store type businesses. 

 

Also, people complain that there is not enough parking at Fiddler’s Green.  Why can’t people be 

encouraged to park at the bank lot across the street. Who  owns that?  Can’t we put a sign there.  Or 

another sign  that shows people they can park a bit farther down in Iron Horse Boulevard Parking.  

Simsburytown Shops has a similar problem at lunch with pizza, Metro Bis and pizza pickups. 

 

Of course, I haven’t mentioned the river or the biking which are also great draws to town, but I know 

others have had that covered. 

 

And finally,  one small request.  Do you have a relationship with Peaberry’s and Fitzgerald’s. C n you do 

something about encouraging Peaberry’s to work with Fitzgerald’s bakery.  Peaberry’s is in a great 

location and does great things, but their bakery stuff is sub  par and that shouldn’t be because they have 

a wonderful bakery right next door.   

 

 

Dominique Avery 

Member- Simsbury Tourism Committees 

SIMSBURY TOP  TEN  HIGHLIGHTS 

Settled in 1670, long before the revolution! 

Still revolutionary! 

 

 

1. The Old Drake Hill Flower Bridge  our #1 town jewel! 

 

After the town saved a 19th century one-way metal truss bridge when it built a modern bridge over 

the Farmington River, volunteers had the idea of decorating it with gardens, flower boxes and 

hanging baskets. Since its founding in 1996 it has become the go-to place for  picnickers, bikers, 

walkers, a yoga class,  and even weddings & formal dinners  

 

2. Cell Phone Tour  and Simsbury Historical Society  

 

Like many Connecticut towns we have a Historical Society  

but ours is a special collection of 16 antique buildings  and gardens on a two-acre site right in the 

center of town. The cell phone walking tour is of 11 historic buildings on Hopmeadow Street, our 

main street . 

 

The tour includes the recently restored Eno Memorial Hall which is on the National Register of 

Historic Places - a stunning classical revival building with a beautiful cupola clock tower which has 
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been used as a courthouse, city hall, an auditorium, and as government offices and is still in active 

use today. 

 

3. Bike Friendly Community and Free Bike Program  

Simsbury is the only town in Connecticut that has received the Bike Friendly designation and we 

are one of very few towns to offer town residents and visitors free bikes for two-day rentals 

 

 

4. Whitewater Kayaking -Tariffville Gorge in Simsbury  

Again this year the Gorge was the site of the Whitewater Triple Crown New England 

Championships in April. And in July the Gorge will host the North American Junior Olympics 

Festival East and the Whitewater Triple Crown 

 

5. Simsbury Performing Arts Complex  

The location of the Talcott Mountain Festival with the Hartford Symphony AND  a this year, the 

Summer  Concerts at Simsbury Meadows with Harry Connick, Emmylou Harris and Peter 

Frampton 

 

6. Simsbury Free Library – the Simsbury Genealogical and Research Library   

A quiet place in the center of town for research in a historic building where you can visit the 

office of the Simsbury native who “invented”  the first traffic light -  the “Father of Traffic 

Regulation and  Trans-portation Engineering.”  

 

7. The Pinchot Sycamore, the largest tree in Connecticut  

 

8. Talcott Mountain and The Heublein Tower   

 

9. Simsbury was where Dr. Martin Luther King first learned    about racial integration when he 

worked here for two summers picking tobacco.  Simsbury students have produced a 

documentary on his time here and have begun fundraising to create a permanent memorial. 

 

10.  Acres of Open Space and miles of Hiking Trails, the best  Fall Foliage in the state without the 

crowds, Historic Farms featuring Eggs & Petting Zoo (Flamig) Organic Vegetables, (Hall Farm),  

famous Homemade Ice Cream and Grass Fed Beef (Tulmeadow) and a farm and winery (Rosedale). 

In addition Simsbury is a great place to dine with Top-rated Restaurants like The Mill at 2 T, Metro 

Bis, Abigail’s, Red Stone Pub and Millwright’s. 
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Some Random Thoughts: 

Wealthy parents splurge on their kids in at least two areas~ Sports and Music.  Both categories can be 

served by specialty shops rather than large chains. 

SPORTS 

Equipment and clothing or uniforms.  Private year round lessons and vacation camps Biking MUSIC 

All music instruments including piano. Lessons and vacation camps linked to Regional music schools 

 

RIVER RELATED 

Fishing and boating equipment and lessons 

 

ANNUAL FLY IN continues to grow 

Does promoting village retail detract from a more central center of gravity? 

 

Big negative is taxes.  How about an incentive program for new businesses? 

Need to overcome reputation among developers that Simsbury is a tough Town. Some recent actions 

suggest we still don't get it. 

 

 

 

Call received from a person who was a professional fly tying person for many years. Now retired. He was 

concerned that some people thought the Farmington River in Simsbury would be recommended as a fly 

fishing paradise. He said this was simply not the case and did not want folks to think it was. Instead he 

suggested we focus more on providing inns and hotel rooms for vacationers who could go fly fish in 

other areas that were “much better”.  

 

 

 

  


