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The Unique Demographic Characteristics of the Gwinnett Place Area
Who are the people that make up the Gwinnett Place area? The area is unique in that it has both a
substantial residential population who live in or near Gwinnett Place, and a very large daytime
population of people who work in and around Gwinnett Place. Collectively, these two groups represent
a major marketing opportunity: a large group of current and potential customers for your business or
services who already who have a daily relationship with the Gwinnett Place area. These groups are
already the primary consumers, customers, renters and owners of housing, products and services
offered in the Gwinnett Place area—the central business district (CBD) of Gwinnett.
In addition to this current base of consumers, it is also helpful to consider the demographics of people
living in a larger trade area, near to the Gwinnett Place area. These consumers, if offered the right mix
of lifestyle, services and environment, could represent a key source of future demand for products at
Gwinnett Place. These people have already demonstrated that Gwinnett County works for their
lifestyles, but may be looking for offerings that currently can’t be found or are not effectively marketed
in the area.
In both cases, it is useful to collect data to characterize these two major markets— the current
residents/workers in area and the residents of the broader trade area– to understand who they are,
how they live and what they like. This data allows a clearer understanding of the people who live here,
work here, shop here and play here.

Tapping into the 160,000+ Residents and Workers of the Gwinnett Place Market
•

The Residents– are 97,900 people who live within three miles of Gwinnett Place. They tend to
be young, mobile, and living in small households. While Gwinnett County as a whole is known
as the quintessential suburban landscape--characterized as a great place for families and singlefamily homes--the area around Gwinnett Place attracts a population that is more mobile, and
more likely to live in smaller households or apartments. While household incomes tend to be
somewhat lower than county averages, these households are more likely to be smaller, younger
and without children— leaving them with more disposable income—making them a prime
audience for restaurants, shopping, and entertainment.

•

The Workers– In the Gwinnett Place area, more than 4,700 companies employ 64,000 people,
generating an annual payroll of over $3 billion annually. The people who work in the Gwinnett
Place area work in a wide range of jobs with retail workers accounting for just 17% of jobs. In
fact, far more people work in the high skill areas of professional, scientific, technical, finance and
insurance--25%--than in retail. Many of the workers make good wages, with more than 40%
earning over $40,000 annually.

•

Commuters: An Untapped Market– Every morning 60,000 workers migrate from elsewhere
in Gwinnett County and the region to jobs at Gwinnett Place.
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•

•

•

o 22,000 commute from elsewhere in Gwinnett
o 13,500 commute from adjacent counties
o 24,500 commute from further out
That is 60,000 commuters who drive into the Gwinnett Place every day. This is a massive
potential market for new residents to the area— if just 10% could find attractive, exciting places
to live in the Gwinnett Place area, thereby ending their commutes, it would result in demand
for 6,000 new residences.
Equally important, if existing workers in the area increased their spending at lunch and after
work at new restaurants, shops and services by an average of $10 per day it would generate
$166 million in additional spending in the area,
Gwinnett Place-Area Map
enough to support a half million square feet of
commercial space.
Thus, the Gwinnett Place area offers a dual
opportunity to tap into the existing workers as a
key source of residential demand and as a built-in
market for the retail, food and lifestyle offerings in
the area.

2015 Residential Characteristics
The Gwinnett Place area sits in the center of one of the
most populous and diverse counties in the United States.
The population in the Gwinnet Place area is large, rapidly
growing, highly diverse, and skews towards younger,
smaller households with relatively few children, compared
to Gwinnett County as a whole. Households are young
and in the early years of their earning potential, with
modest but growing incomes. There is also a significant
presence of more affluent households.
•

•

Rapid Population Growth— Within three miles of
the Gwinnett Place Mall, there are 97,900
residents living in over 35,000 households. Since
2000, the area has added almost 28,000 new
residents, with nearly 8,000 additional residents
projected to be added by 2020.
Diversity— Like the County, Gwinnett Place is an
ethnically and racially diverse area, with 40%
White, 24% African-American, and 17% Asian
residents.
Hispanics represent 33% of the
population.

Source: BAG

Summary of Gwinnett Place-Area Demographics

Source: BAG, BLS, Nielsen, Inc.
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•

Rising Educational Levels— The residents are well-educated with 30% having a Bachelor’s
Degree or higher, another 10% have an Associate’s degree and many are active students in
higher education.

•

Small Households/Few Children— More than half of households, 53%, consist of only one or

•

two people—singles account for 27% of households. Only 41% of households have children
present.
Modest but Diverse Incomes— The median income is $42,744 but given the young age of
many of the households and that 30%+ are single-earner households, this is a lifecycle
phenomenon. More affluent households earning $50,000+ represent 27% of all households,
those earning over $100,000, 10% of households.

Generational Profile

Age & Generational Cohort, Gwinnett Place Area, 2014

The Gwinnett Place area captures
more Millennials (age 13-33) and
Generation Xers (age 34-47), and a
lower proportion of Baby Boomers
(age 48-71) and Seniors (age 72+)
than Gwinnett County.
The
Millennials and Gen Xers will
dominate the consumer market for
the coming decade. The Gwinnett
Place area is already appealing to
these key demographic groups and
has great potential to increase its
attractiveness by creating exciting
new environments that appeal to
these groups.
Where else in
Gwinnett County will it be as easy to
create the walkable, urban lifestyle
environment that a substantial
segment of the Millennials and Gen
Xers are seeking?
Source: BAG, Nielsen, Inc.
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Household Income Distribution
Within three miles of the Gwinnett Place area, the median income is $42,749. As the immediate
Gwinnett Place area is largely commercial, it has a relatively narrow range of housing options,
predominantly apartments which tend to attract younger and lower-income residents. A broader
market-area of five miles captures a much broader range of housing options and households, which is
more typical of what could be expected in the Gwinnett Place area given a greater mix of housing
choices. From three to five miles out from Gwinnett Place area, the median income is $51,148, and
there are nearly 23,000 households with annual household incomes over $50,000. The next ring out
from the Gwinnett Place commercial area, from five to ten miles, is dominated by significantly higherincome single-family neighborhoods, including 64,000 households with incomes well above $100,000.
This outer ring of household represents an important market for retailers, restaurants to tap into by
providing a range of offerings not currently available in the area. Making the Gwinnett Place area a new
destination for occasional visits by a portion of these outer ring households should be a key objective in
the redevelopment of the area.

Household Income, Gwinnett Place Area, 2014

Source: BAG, Nielsen, Inc.
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Median Household Income by Census Tract, Gwinnett Place Area, 2012

Source: US Census ACS, 2013-5-Year BAG
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Tapping into the Second and Third Market Ring
In addition to the residents and workers in the Gwinnett Place area today, the opportunity for
the future is capturing some of the demand for a vibrant mixed use commercial district that
exists in the broader market area. These consumers don’t have a reason to come to Gwinnett
Place area today but could be an important part of future demand. There are an additional
45,100 households located three to five miles out from the Gwinnett Place area, and the ring
five to ten miles from Gwinnett Place area has another 199,200 households. While the
households in these two outer rings have lots of other housing and retailing options, they
provide potential demand for the Gwinnett Place area if a unique urban environment can be
created. Woodstock, Avalon, Atlantic Station, Town Brookhaven, Camp Creek Marketplace all
draw their demand from a 10 to 15 mile trade area, so these estimates of the potential trade
area are conservative.
Millennials in these two outer rings are particularly of interest in the future of Gwinnett Place
area. There are 294,000 Millennials already living in the two rings from three to ten miles from
Gwinnett Place, with few current options in the market area for a walkable urban lifestyle
anywhere else in the trade area.
Increasingly, competition will come
from the town centers being created in
Lawrenceville, Norcross, Duluth and
Suwanee, but they will not be able to
satisfy all of the demand of suburban
Millennials for this lifestyle— this is the
ultimate potential for Gwinnett Place
area.
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Worker Characteristics (Daytime Population)
Collectively, the 4,700 employers in the Gwinnett Place area employ over 64,000 workers and generate
an estimated $3.2 billion in annual payroll. As noted earlier, the workers in the Gwinnett Place area are
employed in a wide range of businesses, with just 17% in retail, another 25% in professional, scientific,
technical, finance and insurance. A significant number work in manufacturing (14%) and another 18% in
accommodations, healthcare, food services and social services. Thus, the Gwinnett Place area has a very
substantial base of employment which creates both demand for goods and services in the area and
whose workers create additional demand in the area.
Capturing just 5% of the area’s payroll in the Gwinnett Place area would represent $161 million in
annual spending, enough to support over a half-million SF of retail space (at $300/SF) or to cover the
rent on 6,586 rental apartments for a year (at $1,200/month).
Top 10 Gwinnett Place-Area Employment Sectors (3-mile radius)

Source: BAG, Nielsen,Inc., US Bureau of Labor Statistics

What are the characteristics of the 64,500 people who work in the area? Some of their key metrics are:
•

Millennials and Gen Xers dominate: 21% are younger than 29 years old and another 62% are
between the ages 30 and 54. Combined, 83% are either Millennials or Gen Xers.

•

They Are Well Educated—Given the high technical and skill level of the workforce not
surprisingly 47% have a four year college degree or higher.

•

They Are Diverse—those who work in the area are drawn from the increasingly diverse
workforce of the region—63% are White, 27% are African American, 8% are Asian/Pacific
Islander and 8% are Hispanic.

•

Earnings Range Broadly—the earnings of the workers reflect the wide range of occupations
and skill levels found in the area’s companies—41% earn more than $40,000 annually, another
38% earn between $15,000 and $40,000 with many of those workers in the retail, service and
accommodations sectors of employment. Also, many of the workers live in two-earner
households which significantly increases their household’s buying power.
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Workers’ Commuting Patterns
The Gwinnett Place area is one of the largest employment centers in Gwinnett County, with diversified
employment across multiple sectors, as well as a strong, well-educated local labor pool.
•

•

There are 64,500 employees working within the three mile radius of the Gwinnett Place area.
o 60,400 workers commute to jobs in the area from outside the area (94%).
o Just 4,100 people both live and work in the area (6%).
There are 40,000 working residents who live within the three mile radius of the Gwinnett Place
area.
o 35,900 or 90% commute to jobs outside of the area (90%).

Thus, every morning over 60,000 people come to the Gwinnett Place area from outside for work. The
commuting workforce offers strong potential as a key target audience for new housing, office, and retail
and lifestyle opportunities in the Gwinnett Place area.

Gwinnett-Place Commuter Dynamics

Source: BAG, BLS, Nielsen, US Census LEHD Origin‐Destination Employment Statistics (LODES)

A closer look at the employees in the study area indicates that most Gwinnett Place-area workers
commute relatively long distances to come to work in the area. Of 64,500 employees who work in the
area:
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•
•
•

•

4,100 live in the area
22,000 commute from elsewhere in Gwinnett
County
13,500 commute adjacent counties
o 6,700 commute from DeKalb County
o 2,500 commute from Forsyth County
o 1,900 commute from Hall County
o +/- 1,200 commute from Barrow and
Walton and Counties (each).
24,500 commute from two or more counties out:
o 6,600 commute from Fulton County
o 3,300 commute from Cobb County
o +/- 1,200 commute from Cherokee, Walton
and Counties (each).
o 12,200 commute from outlying areas
beyond the Atlanta Metro area.

Where Gwinnett Place Workers Live

Source:
US Census LEHD Origin‐Destination
Employment Statistics (LODES)

Thus, over 39,700 workers commute to work in the Gwinnett Place area from elsewhere in Gwinnett,
Fulton, DeKalb, Hall and Forsyth Counties. Many of the commuters in this group, particularly the
younger Millennial workers, who have more flexibility in their choice of residence and are more
interested in a more urban/walkable lifestyle, should be a key demand source for new housing options
in the area.
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Tapestry Segmentation and Urban Housing preference in the Gwinnett Place Area
Over the past twenty years a great deal of research has been done on classifying households across a
number of characteristics that go beyond typical demographic analysis to uncover consumer
preferences as they relate to key lifestyle characteristics. For example, all households headed by seniors
are not all alike. Depending on their income, education level, background and interests they can be
characterized into distinct subgroups with different behaviors and consumer preferences. By
understanding these traits and linking them to consumer behaviors, it is possible to gain a more
complete insight into the residents of an area from this geodemographic analysis.
Tapestry Segmentation is a geodemographic analysis methodology developed by ESRI, a national data
and research firm. It provides a qualitative and quantitative Census block-level detailed description of
the types of households that live in America's neighborhoods. Populations are divided into 67
distinctive segments based on their socioeconomic and demographic composition then further classified
into LifeMode segments and Urbanization Groups.
The Gwinnett Place area is dominated by three urbanization groups: Enterprising Professionals of the
Upscale Avenues LifeMode category, and the Metro Fusion and Young & Restless groups of the
Midtown Singles category. The map below shows the dominant Urbanization Group segment in each
Census Block Group in the Gwinnett Place area.
Top Tapestry Segmentation Urbanization Group by Census Block Group (2014)

Source: ESRI, BAG

Generally, the Urbanization Groups in the Gwinnett Place area tend to be young, dynamic, and in the
earlier phases of forming households and consumer preferences, compared to the most Gwinnett
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County households. They have a stronger propensity to favor densely populated neighborhoods with
urban and metropolitan characteristics, as well as more inclination to occupy townhomes, apartments
and condominiums. They tend to be mobile and flexible, both with their housing choices and jobs.
The tapestry segmentation groups that already are living in or near the Gwinnett Place area, are likely to
be among the most receptive audiences to the type of walkable, urban-style mixed-use redevelopment
being envisioned for the Gwinnett Place area

Tapestry Segmentation in the Larger Market Area
Redevelopment plans for the Gwinnett Place area envision a higher-density urban activity center styled
as a mixed-use, “live-work-play” entertainment and business district, drawing interest and customers
from a relatively large market area, beyond the immediate market area. Tapestry Segmentation data
can be used to answer some key questions about who might be responsive to such a environment:
•
•

•

How many households are currently live close enough to Gwinnett Place that they might live,
work, or shop there?
How many of those people are comfortable or likely to seek out the urban-style living and
higher-density multi-family housing that is likely to be a major residential offering of the
redeveloped Gwinnett Place Area?
How many of those households could be induced to come to a redeveloped Gwinnett Place area
if offered a competitive mix of housing, products and services?
Top Tapestry Segmentation Categories by Household for Gwinnett-Place Area, 2014

Source: ESRI, BAG

The Tapestry Segmentation analysis of just the top ten Urbanization groups found in a 3,5 and 10 mile
distance of the Gwinnett Place Mall reveals that a significant number of existing households would likely
be amenible to urban, higher-density housing, most typically apartments and condominiums. Of the
31,605 households already living within three miles of Gwinnett Place, more than 18,000 households
represent the key Tapestry Segments such as Metro Fusion, Young & Restless and Enterpristing
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Professionals, all of whom would be likely to consider urban-style high-density housing. Within five
miles, there are more than 26,000 households in these categories.
Gwinnett County has few of the busy, dynamic urban-style pedestrian-oriented activity centers that
appeal to these younger consumers. Many nearby communities such as Woodstock, Suwanee,
Chamblee, and Norcross area have recently revitalized existing Town Centers or else established new
town centers. Some retail districts, such as Avalon in Alpharetta, TOWN Brookhavn and the Westside
Provisions District in Atlanta have demonstrated very srong regional demand for major urban-scale
mixed-use districts.
The Gwinnett Place Tapestry Segmentation analysis suggests that there is a significant, and unmet,
demand base of potential households already in or near the area who might be interested in living,
working, shopping, or finding entertainment in such an area, if offered. A well-designed Gwinnett Place
activity center with attractive and competitive products and options should easily capture some of this
demand, both by capturing a percentage of housing turnover within the larger 5-to-10 mile market area,
or by catpturing new household formations.
Top Tapestry Segmentation Urbanization Group by Census Block Group (2014)

Source: ESRI, BAG
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Summary of Tapestry Segmentation Groups Common in the Gwinnett Place Area
The following descriptions provide generalized characterizations of LifeMode Urbanization Groups found
in the Gwinnett Place area. (All text and graphics provided by ESRI. Inc.)
LifeMode 2–Upscale Avenues: Enterprising Professionals
•
•
•
•
•
•
•
•

Prosperous married couples living in older suburban enclaves
Ambitious and hard-working
Homeowners (70%) prefer denser, more urban settings with older homes and a large share of townhomes
A more diverse population, primarily married couples, many with older children
Financially responsible, but still indulge in casino gambling and lotto tickets
Serious shoppers, from Nordstrom's to Marshalls or DSW, that appreciate quality, and bargains
Active in fitness pursuits like bicycling, jogging and aerobics
Also the top market for premium movie channels like HBO and Starz.

•

A sub-set of the Upscale Avenues Group found in the Gwinnett Place
area is the Enterprising Professionals. These are residents are well
educated and climbing the ladder in STEM (science, technology,
engineering, and mathematics) occupations. They change jobs often
and therefore choose to live in condos, town homes, or apartments;
many still rent their homes. The market is fast-growing, located in
lower density neighborhoods of large metro areas. Enterprising
Professionals residents are diverse, with Asians making up over onefifth of the population. This young market makes over one and a half
times more income than the US median, supplementing their income
with high-risk investments. At home, they enjoy the Internet and TV
on high-speed connections with premier channels and services.
o Average Household Size: 2.46
o Median Age: 34.8
o Median Household Income: $77,000

LifeMode 11– Midtown Singles: Metro Fusion & Young and Restless
•
•
•
•
•
•
•

Millennials on the move—single, diverse, urban
Millennials seeking affordable rents in apartment buildings
Work in service and unskilled positions, usually close to home or public transportation
Single parents depend on their paycheck to buy supplies for their very young children
Midtown Singles embrace the Internet, for social networking and downloading content
From music and movies to soaps and sports, radio and television fill their lives
Brand savvy shoppers select budget friendly stores
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•

A sub-set of the Midtown Singles group found in the Gwinnett Place area
is the Metro Fusion urbanization group. This is a young, diverse market.
Many residents do not speak English fluently and have moved into their
homes recently. They are highly mobile and over three quarters of
households are occupied by renters. Many households have young
children; a quarter are single-parent families. The majority of residents live
in midsize apartment buildings. Metro Fusion is a hard-working market
with residents that are dedicated to climbing the ladders of their
professional and social lives. This is particularly difficult for the single
parents due to median incomes that are 35% lower than the US level.
o Average Household Size: 2.63
o Median Age: 28.8
o Median Household Income: $33,000

•

Another sub-set of the Midtown Singles group found in the Gwinnett
Place area is the Young and Restless urbanization group. These are welleducated young workers, some of whom are still completing their
education, are employed in professional/technical occupations, as well as
sales and office/administrative support roles. These residents are not
established yet, but striving to get ahead and improve themselves. This
market ranks in the top 5 for renters, movers, college enrollment, and
labor force participation rate. Almost 1 in 5 residents move each year.
Close to half of all householders are under the age of 35, the majority
living alone or in shared nonfamily dwellings. Median household income
is still below the US. Smartphones are a way of life, and they use the
Internet extensively. Young and Restless consumers are diverse, favoring
densely populated neighborhoods in large metropolitan areas; over 50%
are located in the South (almost a fifth in Texas), with the rest chiefly in
the West and Midwest.
o Average Household Size: 2.02
o Median Age: 29.4
o Median Household Income: $36,000

Three additional segmentation groups are found in significant numbers just outside or adjacent to the Gwinnett
Place TAD area:
LifeMode 13– Next Wave: NeWest Residents
•
•
•
•
•
•
•

Urban denizens, young, diverse, hard-working families
Extremely diverse with a Hispanic majority, the highest among LifeMode groups
A large share are foreign born and speak only their native language
Young, or multigenerational, families with children are typical
Most are renters in older multi-unit structures, built in the 1960s or earlier
Hard-working with long commutes to jobs, often utilizing public transit to commute to work
Spending reflects the youth of these consumers, focus on children (top market for children's apparel) and
personal appearance
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•
•

Also a top market for movie goers (second only to college students) and fast food
Partial to soccer and basketball

•

The sub-set of the Next Wave group found near the Gwinnett Place
area is the NeWest Residents. For this young Hispanic market, life
has taken many turns recently. They are new to America and new to
their careers, with new, young families. Many are new to the English
language; more than one-third of households are linguistically
isolated. NeWest Residents are ambitious and dream of a better life.
They aren’t ready to fully adopt the American way of life but are
willing to take risks for the benefit of their families. As the
breadwinners, the men of the house work long hours in blue collar
jobs, primarily in the service industry. Skilled workers steer toward
construction and manufacturing sectors.
o Average Household Size: 3.32
o Median Age: 27.0
o Median Household Income: $28,000

LifeMode 8– Middle Ground: Bright Young Professionals
•
•
•
•
•
•
•
•

Lifestyles of thirtysomethings
Millennials in the middle: single/married, renters/homeowners, middle class/working class
Urban market mix of single-family, townhome, and multi-unit dwellings
Majority of residents attended college or attained a college degree
Householders have ditched their landlines for cell phones, which they use to listen to music (generally
contemporary hits), read the news, and get the latest sports updates of their favorite teams
Online all the time: use the Internet for entertainment (downloading music, watching YouTube, finding
dates), social media (Facebook, Twitter, LinkedIn), shopping and news
Leisure includes night life (clubbing, movies), beach, travel and hiking
The sub-set of the Middle Ground group found near the Gwinnett
Place area is the Bright Young Professionals. This is a large market,
primarily located in urban outskirts of large metropolitan areas. These
communities are home to young, educated, working professionals.
One out of three householders is under the age of 35. Slightly more
diverse couples dominate this market, with more renters than
homeowners. More than two-fifths of the households live in singlefamily homes; over a third live in 5+ unit buildings. Labor force
participation is high, generally white-collar work, with a mix of food
service and part-time jobs (among the college students). Median
household income, median home value, and average rent are close to
the US values. Residents of this segment are physically active and up
on the latest technology.
o Average Household Size: 2.40
o Median Age: 32.2
o Median Household Income: $50,000
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LifeMode 7– Ethnic Enclaves: American Dreamers
•
•
•
•
•
•
•
•

Established diversity—young, Hispanic homeowners with families
Multilingual and multigenerational households feature children that represent second-, third- or fourthgeneration Hispanic families
Neighborhoods feature single-family, owner-occupied homes built at city's edge, primarily built after 1980
Hard-working and optimistic, most residents aged 25 years or older have a high school diploma or some
college education
Shopping and leisure also focus on their children—baby and children's products from shoes to toys and
games and trips to theme parks, water parks or the zoo
Residents favor Hispanic programs on radio or television; children enjoy playing video games on personal
computers, handheld or console devices
Many households have dogs for domestic pets
The sub-set of the Ethnic Enclaves group found near the Gwinnett Place
area is the American Dreamers. Located throughout the South and
West, most American Dreamers residents own their own homes,
primarily single-family housing—farther out of the city, where housing is
more affordable. Median household income is slightly below average
(Index 94). The majority of households include younger married-couple
families with children and, frequently, grandparents. Diversity is high;
many residents are foreign born, of Hispanic origin. Hard work and
sacrifice have improved their economic circumstance as they pursue a
better life for themselves and their family. Spending is focused more on
the members of the household than the home. Entertainment includes
multiple televisions, movie rentals, and video games at home or visits to
theme parks and zoos. This market is connected and adept at accessing
what they want from the Internet.
o Households: 1,747,000
o Average Household Size: 3.16
o Median Age: 31.8
o Median Household Income: $48,000
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