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GWINNETT PLACE OPPORTUNITY REPORT

Key take-aways

96,000 people live in 34,000 households within
3 miles of Gwinnett Place.

Gwinnett County added 16,900 new residents
over the past year, the most of all Atlanta
Metro counties except Fulton. It is expected to
add 74,000 new residents over the next five
years.

The 3-mile Gwinnett Place market area has
added 26,000 residents since 2000, and it is
expected to add 7,000 new residents over the
next five years.

28,300 residents of the market area (30%) are
“Millennials” (13-32 vyears old) and another
200,000+ millennials live within 3 to 10 miles.

The median household income in the market
area is $44,475, however, households in the 3-
5 mile ring around the market area tend to have
significantly higher incomes.

Within 5-miles of the Gwinnett Place CID, there
are over 27,000 households earning over
$75,000.

Over 57,000 people work within 3-miles of
Gwinnett Place, of whom 48% earn more than
S40K.

@ BleaklyAdvisoryGroup

96% of area workers commute into the area to
work; a potential market of 50,000 commuters
who might consider living a little closer to
work.

The Gwinnett Place Market area is the most
diverse area of one of the Nation’s most diverse
Counties. 34% of residents are white, 28 % are
Black or African American, and 16% are Asian.
36% of area residents have Latino or Hispanic
Heritage. More than half of area residents
speak a language other than English at home.

GP market area already has demographic groups
which favor walkable, mixed use activity areas,
built in consumer base.

Gwinnett Place’s strong international character

is a magnet drawing visitors to unique
concentration of restaurants, shops and
retailing catering to the needs of these

consumers.

Gwinnett Place is a unique market area with a
large daytime and resident population base, a
segment of which has attractive incomes, strong
millennial and Gen X presence, very attractive
broader market area with lots of disposable
income, very limited competition for younger,
affluent households, looking for a more urban
lifestyle with few competitive outlets in the
marketplace.



GWINNETT PLACE OPPORTUNITY REPORT

This report looks at the people of the Gwinnett Place area.

This includes the people who are here right now:

= The people who live here;

= The people who work here;

= The people who shop and eat here;

= The people who come here for entertainment and other purposes.
We also look at the people who aren’t here now, but who might be here one, three,
five, or ten years into the future:

= As the current population ages;

= As people and households move in and out of the area;

= As consumer demands and tastes change;

= As the area evolves, presenting different options and opportunities that appeal to different people
who currently do not come to the Gwinnett Place Area.

These people represent the Gwinnett Place Area’s opportunity.

These are the people who will be tomorrow’s community members, residents,
customers, visitors, restaurant patrons, and voters.

These are the people who will live in the area’s homes, shop in the area’s stores, play at
the area’s parks, eat at the area’s restaurants, see movies and concerts in the area’s
theaters, and who will be the heart of the Gwinnett Place Area’s community for years to
come.

@ BleaklyAdvisoryGroup



GEOGRAPHY & MARKET AREA

What are we talking about when we talk
about the Gwinnett Place Area?

B Generally, we are referring to the area
around the Gwinnett Place Mall,
perhaps the area with a five to ten
minute drive of the intersection of
Pleasant Hill Road and Interstate 85.

B The boundaries of the Gwinnett Place
Community Improvement District
(GPCID) encompass many of the
commercial properties within the core
of this area.

B |n some cases, we look at the market
area encompassing all the households
who live within 3 miles from the area,
households who live close enough to
regularly use the Gwinnett Place as a
place to do their shopping, buy food,
find entertainment, or visit service
providers.

B |n some cases we look at people living
with a 10-mile radius from Gwinnett
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WORKERS: OVERVIEW

®m Who are the people who work in the
Gwinnett Place area? These are the
people who come into the area almost
everyday.
= They represent the “daytime population” of

people who are regularly here and who are
familiar with the area.

= The worker population presents a prime target
market, both as people who dine and shop
and patronize local businesses, and also as
people who might consider renting or buying
a new home in the area, or who could easily
be exposed to new opportunities.

® QOver 57,000 people work within 3-miles
of Gwinnett Place

m Area workers tend to be young
= 21% of area workers are younger than 29
= 60% are between ages 30 and 54
= 19% are older than 55

® Area workers are well-educated

= 49% of area workers have a four-year college
degree or higher

@ BleaklyAdvisoryGroup

The area’s workers are racially and e
diverse:

" 63% of area workers are white

= 27% are African American

= 9% are Asian/Pacific Islander
Income

" 52% earn less than$40K/year

= 48% earn more than S40K

The market area’s employment base is
broad and diversified well beyond retail:

= 12% in administration and support
= 10% in finance and insurance, and
= 10% wholesale trade

= 19% work in retail



WORKERS: GWINNETT PLACE AS A REGIONAL
EMPLOYMENT CENTER

The Atlanta Metro Areas Largest Regional Employment Centers
® The Gwinnett Place/Sugarloaf area

is the Atlanta metro area’s fourth

largest regional employment Rank Regional Center Jobs 2017 Acres Density
centers. 1 Atlanta City Center 121,939 1,456 83.7
B Gwinnet Place’s employment 2 Perimeter 63,380 2,320 27.3
density is low- just over 6 jobs per 3 Buckhead 60,411 1,114 54.2
acre, compared to over 20 jobs per 4 Gwinnett Place/Sugarloaf 52,845 8,410 6.3
acre at Cumberland and 27 at the 5 Midtown 50,226 354 53.8
Perimeter Center area. 6 Cumberland 45,388 2,199 206
" Both areas have seen strong 7 Peachtree Corners 25,170 2,873 8.8
employment recovery since 2011. 3 Town Center 18,014 3364 54
9 Fulton Industrial 17,574 5,163 3.4
10 Windward 16,282 1,647 9.9

Source: ESRI Business Analyst Online; ARC R & A Group

@ BleaklyAdvisoryGroup 7



WORKERS: CHANGE IN EMPLOYMENT OVER TIME

B The Gwinnett Place CID is Estimated Employment June 2017:

home to an estimated GPCID 18,560
18,560 jobs as of June, 3-mile Market Area 57,413
2017.

m The larger 3-mile area is Estimated Jobs in Gwinnett Place CID and 3-Mile Market Area (June 2017)
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WORKERS: AGE AND WAGE

m Workers in the broader 3-
mile market area tend to be
somewhat older and better-
compensated than workers
in the Gwinnett Place CID,
likely due to the prevalence

in the core

of retail jobs

area of the CID.

= 27% of workers
Gwinnett Place CID are age 29
or younger, compared to 21%
for the market area.

= 48% of market area workers

earn more

annually, compared to 43% in

the CID.

@ BleaklyAdvisoryGroup

Estimated Jobs in Gwinnett Place CID and 3-Mile Market Area (June 2017)

GPCID GPCID 3-Mile
GPCID Workers by Age Number Percentage Number Percentage
Age 29 or younger 5,067 27% 12,118 21%
Age 30 to 54 10,656 57% 34 563 60%
Age 55 or older 2,837 15% 10,733 19%

GPCID Workers by Earnings

Number Percentage

Number Percentage

Less than $15,000/Yr 4,803 28% 12,010 23%

$15,000 - $40,000 6,435 38% 20,331 39%

More than $40,000 7,322 43% 25,074 48%
9

Source: US Census longitudinal employer-household dynamics, Claritas, Inc.



WORKERS: EMPLOYMENT DIVERSITY

B The Gwinnett Place market area’s employees m
work in a wide variety of employment sectors.

B Top market area employment sectors:
= Retail (19%)
= Administration and Support (12%)
= Finance and Insurance (10%)

= Wholesale Trade (10%)

The Gwinnett Place CID is also well
diversified, although workers tend to be
more concentrated in retail trade (33%) than
in the larger market area.

= Finance and insurance (14%) and food and lodging
(13%) are also significant sectors in the CID.

Gwinnett Place Market Area (3-Mile) Employment by Sector, 2017
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Source: US Census longitudinal employer-household dynamics, Claritas, Inc.



WORKERS: DISTRIBUTION OF JOBS

Estimated Jobs by Building, in and around the Gwmnett Place CID and 3-Mile Market Area (June 2017)
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WORKERS: COMMUTING PATTERNS

® Nearly 93% of the market area’s

employees commute in to work from

elsewhere.

40% come from Gwinnett County outside

the market area;

27% come from core Atlanta Metro
counties (Cobb, Fulton, & DeKalb);

11% from other nearby counties
(Forsyth, Hall, Barrow, Cherokee);

22% are from farther away;

Over 12,000 area workers, or 22%, have
an average commute time of more than
45 minutes;

7% of area workers already live in the
market area.

® Nearly 90% of working market area
residents commute to jobs outside
the market area

10% of working residents both live and
work in the market area;

96% of working market area residents
(who work outside of home) drive to
work;

Only 1% use transit to get to work.

93 % commute in to Gwinnett
Place market area jobs.

Gwinnett Place

3-Mile market area

7% of workers
and 10% of
working
residents
live & work
Here.

Source: US Census longitudinal employer-household dynamics, Claritas, Inc.

90% of Gwinnett Place
market area working
residents commute out
to work every day.

12






RESIDENTS: OVERVIEW

The Gwinnett Place area sits in the center of
one of the most populous and diverse counties
in the United States.

B 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.

B Rapid Population Growth— Within three
miles of the Gwinnett Place Mall, there are
96,000 people living in 34,000 households.
Since 2000, the area has added almost
34,000 new residents, with nearly 7,000
additional residents projected to be added
by 2022.

B Gwinnett County added 16,900 residents in
the last year alone, 22% of all new residents
in the Atlanta metro region.

B Diversity— The Gwinnett Place CID and
market area are among the most racially and
ethnically diverse areas within one of the
nation’s most racially diverse Counties, in

@ BleaklyAdvisoryGroup

terms of race, language and cultural
diversity, and national origin.

Small Households & Few Children— People
living in or near the Gwinnett Place area
tend to be younger, live in smaller
households, and are less likely to have
children present.

= 58% of market area households have no children
present and 52% of households have just one or
two people.

Modest but Diverse Incomes— The median
income is $44,4754 but given the young age
of many of the households and that 30%+
are single-earner households early in their
careers.

= While the median household income of
households within the 3-mile market area is
S44,475, households in the 3-5 mile ring
around the CID tend to have significantly higher
incomes.

= Within 5-miles of the Gwinnett Place CID, there
are over 27,000 households earning over
$75,000.

Source: Claritas, Inc

14



RESIDENTS: MARKET AREA POPULATION & HOUSEHOLDS

Households and Population

B 96,000 people live in 34,000
households within 3 miles of
Gwinnett Place.
= The market area has added

26,000 residents since 2000,
and it is expected to add 7,000
new residents over the next
five years. Since 2000 the 3-
mile market area has been

growing at approximately 2%
per year, similar to the Atlanta

Region.
B The 3-mile market area «can
expect 2,250 new households

over the next five years.

B The CID boundary is designed to
capture commercial buildings
rather than housing units, which
is the reason for the small
number of households. If the
area adds housing units in the
future, the population of the

CID will increase dramatically.

@ BleaklyAdvisoryGroup

Gwinnett Place Area Population and Household Trends, 2000-2022

Gwinnett Gwinnett Metro
Population [ ET CID 3-Mile Area County Atlanta

2000 Census 68,985 588,456 4,263,447
2010 Census 265 85,043 805,321 5,286,728
2017 Estimate 267 95,597 923,142 5,843,277
2022 Projection 270 102,562 997,990 6,234,160
CAGR Growth 2000-2017 -2.4% 1.9% 2.7% 1.9%
CAGR (Fest) 2017-2022 0.2% 1.4% 1.6% 1.3%

Gwinnett Gwinnett Metro
Households Place CID | 3-Mile Area County Atlanta

2000 Census 26,242 202,319 1,559,711
2010 Census 11? 30,263 268,519 1,943,885
2017 Estimate 119 33,586 303,641 2,158,578
2022 Projection 121 35,834 326,638 2,307,874
CAGR Growth 2000-2017 -2.1% 1.5% 2.4% 1.9%
CAGR (Fest) 2017-2022 0.4% 1.3% 1.5% 1.3%
New Households 2017-2022 2 2,248 22,997 149,296
2017 Est. Average Household Size 2.24 2.84 3.02 2.67
Source: Claritas, Inc
15



RESIDENTS: COUNTY-WIDE GROWTH

= Gwinnett County has added an Atlanta Region Counties, Ranked by Population Growth 2010-2017

average of 12,668 new Avg.

. . Annual
residents EVery year since Population Population Change Change
2010, the most of any Atlanta 2010 2016 2017 2016-2017 2010-2016
Metro County. Atlanta Region 4,107,750 4,401,800 4,480,100 78,300 53,193

" Gwinnett County added Gwinnett 805,321 877,100 894,000 16,900 12 668

16 900 dent h Fulton 920,581 985,700 1,002,800 17,100 11,746

) new residents over the Cobb 688,078 737 500 750300 12,800 8 889

past year (2016-2017), the DeKalb 691,893 725,000 733,900 8,900 6,001

most of all Atlanta Metro Cherokee 214,346 240,100 247 400 7,300 4722

counties except Fu lton. Henry 203,922 223600 229,000 5,400 3,583

Clayton 259,424 270,600 275,300 4,700 2,268

® This means that 22% of the Douglas 132,403 139,000 140,900 1,900 1,214

- Fayette 106,567 112,300 114,000 1,700 1,062

nearly 80,000 new residents Rockdale 85,215 90,900 92,500 1,600 1,041
to the Atlanta region chose to

reside in Gwinnett County.
@ BleaklyAdvisoryGroup 16
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RESIDENTS: AGE & GENERATION

m 28,300 residents of the 3-mile area Age & Generation: Gwinnett Place CID & Market Area, 2017
(30%) are “Millennials” (13-32 years

| d ) Age B Generational Cohort Gwinnett Place CID GPCID 3-Mile GPCID 10-Mile
o ) Total Population 267 95,597 837,649
®m Another 200,000+ millennials live Dilﬂta's (IO‘(H) : 56 21%| 19,754 21% 155,779 18%
L . . Millennials (13-32 86 32% 28,288  30% 231,609 28%
within 3 to 10 miles from the Gwinnett Generation X (33-52) 87 33% 29,243 31% 240,928 29%
Place Area. Boomers (53-71) 31 12% 14,693  15% 165,642 20%
" The Gwinnett Place 3-Mile market Silent (72-84) 6 2% 3,084 3% 38,418 2%
, di , | Greatest (85+) 1 05% 536  0.6% 7,274 0.9%
area’s Median Age is 32.9, nearly 3 Children (0-17) 73 27% 26,779  28% 217,626 25%
years younger than the county average. Seniors (65+) 14 5% 6,827 7% 84,592 12%
2017 Est. Median Age 31.7 32.9 36.6

B |long-term future real estate demand
from younger generations will continue

to grow as millennials grow into a Current Population by Age: USA vs; Atlanta Metro Region

larger share of the population and
workforce, become more affluent, and u
enter new lifestyle phases. Kids - Late Millennials

B The Atlanta Metro Region tends to
have higher proportions of younger
people than the nation as a whole, due
to its role as one the southeast’s
primary business and cultural hubs.

Age 0-29

First Millennials - Gen X

Age 30-59

= The vyoungest generation (Age 0-25)
comprises 1/3 of the population, as national
birth rates continue to exceed those for
Generation X.

m Atlanta USA

= Atlanta is unique in that Gen X has an Boomers

outsized influence here due to 1990s and
2000s in-migration.

Age 60+

0% 10% 20% 30% 40% 50%
@ BleakiyAdvisoryGroup 17



RESIDENTS: GENERATIONAL HOUSING PREFERENCE

B Millennials lead demand
for compact, walkable
communities. 40%

Preference for Compact Community attributes by Generation

B Compact community
attributes: 35%

34%
= Shorter commute/smaller ’

home 30% ——

= Close to mix of shops

25% +—

= Mix of incomes

* Public transportation options 20% |—

= Mix of homes

15% +—

10% +—

5% +—

Millennials

0%

Source: Urban Land Institute, 2014

.O;;BleaklvAdvisoryGroup 18



RESIDENTS: HOUSING & HOUSEHOLDS

1 Unit Detatched (SF) 1 Unit Attached (TH)

26% 1-person HH R6% 2-person HH

@ BleakiyAdvisoryGroup

4%

In the 3-Mile market area,
there are 96,000 residents
living in 33,600 housing
units.
= Most (69%) households in
the market area live in

large multi-family rental
housing complexes.

43% of residents are
owners and 57% renters

46% of the market area’s
housing units were built
between 1980 and 2000.

46% of market area
residents live in single
family homes.

52% of households consist
of just one or two people.

Source: Claritas, Inc
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RESIDENTS: HOUSING & HOUSEHOLDS

Age and Household Characteristics

®m People living in or near the Gwinnett Place area tend to be younger, live in smaller
households, and are less likely to have children present.

Gwinnett Place CID 3-Mile Area Gwinnett County

Median Age 31.9 329 35.4

® O ® © o

Average Household Size: w w w w m
22 2.8

% of Households /

without Children

e

@-Blea.klyAdvisoryGroup Source: Claritas, Inc. 20



RESIDENTS: INCOME

B While the Gwinnett
Place area
households tend to
have modest incomes,
itis surrounded by
some of the Atlanta
Metro Area’s highest-
income households.

S166 K

$109 K

i
ﬁ.ri
)
¥
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= The median household
income of households
within the 3-mile
market area is
S44,475.

= Within 5-miles of the
Gwinnett Place CID,
there are over 27,000
households earning
over $75,000.

$109 K

S102 K

Source: US Census American Community Survey 2015

@ BleakiyAdvisoryGroup 21



RESIDENTS: AGE & INCOME

Millennial Spending power
® The Gwinnett Place area is the epicenter of a large population of millennials with
significant household incomes and consumer spending potential.

= Within 5 miles of Gwinnett Place, there are an estimated 74,000 residents aged 25-44 with
households income above $S50,000.

= Within 10 miles of Gwinnett Place, there are an estimated 140,000 residents aged 25-44 with
households income above S50,000.

m Currently, the 10-mile market area, which includes most of Gwinnett County,
contains relatively few housing, work, dining, or entertainment options tailored to
appeal to the millennial generation.

Households earning more than $50,000, by distance from Gwinnett Place CID

Age Range 3-Mile 5-Mile 10-Mile
Under 25 8,781 22,919 75,421
25-44 19,277 47,082 140,077
45-64 15,630 43,824 168,357
65+ 3,339 10,240 42,356

Source: Claritas Inc., US Census

@ BleaklyAdvisoryGroup 22



RESIDENTS: RACE, ORIGIN AND LANGUAGE

Race

B The Gwinnett Place CID and market areas are among the most racially and
ethnically diverse areas within one of the nation’s most racially diverse Counties.

2017 Estimated Population by Race

Gwinnett Gwinnett
2017 Est. Pop. By Single Race Class Place CID 3-Mile Area County Metro Atlanta
White Alone 23% 34% A8% 53%
Black or African American Alone A48 28% 27% 34%
Amer. Indian and Alaska Native Alone 0% 1% 0% 0%
Asian Alone 16% 16% 12% 6%
Native Hawaiian and Other Pac. Isl. Alone 0% 0% 0% 0%
Some Other Race Alone 14% 16% 9% 5%
Two or More Races 3% 4% A% 3%
Hispanic or Latino: 25% 36% 21% 11%
Metro Atlanta 53% 34% 6%
Gwinnett County 48% 27% 12%
White Black or African American Asian
3-Mile Area 34% 28% 16%
Gwinnett Place CID 23% 44% 16%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Claritas Inc

@ BleaklyAdvisoryGroup



RESIDENTS: RACE, ORIGIN AND LANGUAGE

® More than half of Gwinnett Place 3-mile area
households speak a language other than English at
home, compared to just 33% county-wide

Language Spoken at Home. Market Area and Gwinnett County

Gwinnett Place 3-Mile Gwinnett County

English,

49%

Source: Claritas, Inc

_QiBIeakWAdvisoryGroup 24



RESIDENTS: RACE, ORIGIN AND LANGUAGE

Gwinnett County and the Gwinnett Place Area’s Foreign-
born Population, by Region of Origin.

Gwinnett County Gwinnett Place Area (Tracts)
Share of Share of
Foreign-  Share of Foreign  Foreign-  Share of
Foreign Born Born Total Born Born Total
. Region of Origin Population Population Population Population Population Population
] k
In the GWInnett Place aread Europe: 17,002 8% 1.9% 280 6% 2%
37% of residents are foreign- Northern Europe: 2,931 1% 03% 50 1% 0%
. - o, o, o, 0,
born’ far more than GWII’mett Western Europe: 1,799 1% 02% 29 1% 0%
Southern Europe: 1,077 1% 0.1% - 0% 0%
’ (0]
County S 246 or the Atlanta Eastern Europe: 11,174 5% 1.2% 201 4% 1%
H 7
region’s 13%. Asia: 69,898 3% 7.8% 2,470 50%  18%
. L Eastern Asia: 27,991 13% 3 1% 1,679 34% 13%
|
Top regions of origin for the South Central Asia: 19726 9%  2.2% 367 7% 3%
Gwinnett Place area include: South Eastern Asia- 19,846 9%  22% 386 8% 3%
. o Western Asia: 2,265 1% 0.3% 36 1% 0%
|
Eastern Asia (346) Africa: 18,013 9% 20% 243 0 2%
™ Central America & Mexico (25%) Eastern Africa: 5,668 3% 0.7% 63 1% 0%
Middle Africa: 1,343 1% 0.1% - 0% 0%
i 0

= Southeast Asia (8%), and Northern Africa: 903 0%  0.1% 14 0% 0%
. Southern Africa: 428 0% 0.0% - 0% 0%
= South Central Asia (7%) ’ ’ ’ ’
Western Africa: 8,312 4% 0.9% 166 3% 1%
Americas: 106,329 50% 11.9% 1,992 40% 15%
Caribbean: 20,946 10% 23% 398 8% 3%
Source: US Census American Community Survey 2015, Central America: 67,635 32% T.6% 1,250 25% 9%
*Foreign-born population analysis is based on Cen_sus tracts, based South America: 15675 7% 17% 209 £% D0,

on the three tracts that most closely reflect the Gwinnett Place CID
boundary: 502.11,502.15, and 505.42 MNorthern America: 2,073 1% 02% 45 1% 0%
Oceania: 319 0% 0.0% ] - 0% 0%
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® The top countries of
origin for Gwinnett Place
Area’s foreign born
population include:

Mexico
Korea
China
India

Venezuela

Source: US Census American Community Survey 2015.
*Foreign-born population analysis is based on Census tracts, based
on the three tracts that most closely reflect the Gwinnett Place CID
boundary: 502.11,502.15, and 505.42

@ BleaklyAdvisoryGroup

Top Countries of Origin for the

Gwinnett Place Area’s Foreign-Born Residents

By Country of Origin

Share of Share of

Foreign-Born Total

Rank |Region Population  Population
1 Mexico 21% 8%
2 Korea 20% 7%
3 |China: 14% 5%
4 |India 5% 2%
5 |Venezuela 4% 1%
6 |Vietham 3% 1%
7 |Bulgaria 3% 1.1%
8 |Nigeria 3% 1.1%
9 |Jamaica 25% 0.9%
10 |Colombia 2.0% 0.8%
11 |Philippines 2.0% 0.7%
12 |Pakistan 1.7% 0.6%
13 |Bahamas 1.4% 0.5%
14 |Guatemala 1.4% 0.5%
15 |Dominican Rep 1.3% 0.5%
16 |Somalia 1.3% 0.5%
17 |Cuba 1.1% 0.4%
18 |Burma 1.1% 0.4%
19 |United Kingdom 1.0% 0.4%
20 |Other Caribbeai 1.0% 0.4%
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B Esri, Inc. A national innovator in

geographic mapping and data,
provides a data product called
Tapestry Segmentation, which
details the diversity of the
American households based on
their socioeconomic and
demographic composition.

= Tapestry segmentation is most often
used in marketing, however it can be a
useful way to understand an area’s
population, particularly in terms of
what they are looking for in terms of
housing, entertainment, retail options,
workplaces, and how they spend leisure
time.

To simplify the differences between
these market segments, Esri groups
these market segments in two
different ways:

@ BleaklyAdvisoryGroup

ESRI TAPESTRY SEGMENTATION

= Urbanization Groups, in which markets
share similar land use and housing
preferences, and share similar ideas in
how they relate to and use their
physical surroundings. The 67 tapestry
Segments are classified into 6
Urbanization groups.

= LifeMode Groups represent markets
that share a common experience—born
in the same generation or immigration
from another country—or a significant
demographic trait, like affluence.
Tapestry Segments are classified into
14 LifeMode groups.
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ESRI TAPESTRY SEGMENTATION

Urbanization Groups: The Gwinnett Place Area’s (3-mile) households are distinctly more focused
on “urban” lifestyles than Gwinnett County as a whole.

B 75% of the market area’s households are in the three most urban categories, compared to just

32% of Gwinnett County households.

B This indicates that the households in the Gwinnett Place area are much more likely to lead
urban lifestyles and prefer urban-style amenities than Gwinnett County as a whole, which has a

more suburban character.

6. Rural 1. Principal Urban
3% Center
4%

5. Semirural 0%

3. Metro Citie§
16%

arket Area
75% Urban

@ BleaktyAdvisoryGroup

Gwinnet

5. Semirural, 4% 6. Rural, 1% 1. Principal Urban

\ Center, 5%

3. Metro
Cities, 6%

ounty
32% Urban

For more information see: 28
www.esri.com/library/fliers/pdfs/
tapestry_segmentation.pdf



ESRI TAPESTRY SEGMENTATION

Lifemode

Groups: The
Gwinnett Place
Area’s (3-mile)
households are
dominated by four
“Lifemode
Groups”:

B Upscale
Avenues

® Midtown
Singles

® Next Wave
B Ethnic Enclaves

The next page
provides key
characteristics
about these
populations.

For more information see:
www.esri.com/library/fliers/pdfs/
tapestry_segmentation.pdf

@ Bleakly:dvisoryGroup
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ESRI TAPESTRY SEGMENTATION

The market area is dominated by four
“LifeMode Groups”:

m [ifeMode 2 Upscale Avenues

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

Serious shoppers.

m |ifeMode 7 Ethnic Enclaves

Established diversity—young, Hispanic homeowners
with families

Multilingual and multigenerational households
feature children that represent second-, third- or
fourth-generation 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

@ Bleakly/AdvisoryGroup

m [ifeMode 11 Midtown Singles

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

m [ifeMode 13 Next Wave

Urban denizens young, diverse, hard-working families
Extremely diverse with a Hispanic majority

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

30
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ESRI TAPESTRY SEGMENTATION

Other

11%
International
Marketplace (1
4%

American

NeW ents Dreamers (7C)
25%
4 -
Home Gwinnett Place
Improvement (4B) .
7% 3-mile
Tapestry
Enterprising Seg ments
Professionals (2D)
12% Metro Fusion
(11C)
21%
Young and
Restless (11B)
16%

Tapestry Market Segments

m 75% of the Gwinnett Place 3-mile
area’s households fall into just four
of the 67 Tapestry Segment groups:

= American Dreamers (7C)
= Metro Fusion (11C)
"= Young and Restless (11B)

* Enterprising Professionals (2D)

® The next page provides key
characteristics about these
populations.

For more information see: www.esri.com/library/fliers/pdfs/tapestry_segmentation.pdf

@ BleakiyAdvisoryGroup
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ESRI TAPESTRY ,
"‘_’_' ﬂk A

SEGMENTATION & 2 + Fami-centricand diverse

N 7,

" < “ @r’/ \ e Most are married couples with children of all ages or single parents;
- B/ multigenerational homes are common

% ’ e Residents tend to live further out from urban centers—more affordable single-

/ & ‘3 » family homes and more elbow room
= e Median Age: 31.8 Median Household Income: $48,000

Other
11%

International
Marketplace (1
4%

- Midtown Singles: Metro Fusion (21%)

American \

NeW ents Dreamers (7C)
25%

Gwinnett Place

3-mile
Tapestry - Midtown Singles : Young and Restless (16%)
Enterprising Segments W=, .. P in e Primarily single-person households
Professionals (2D) W i ' e Highly mobile market, beginning careers and changing addresses
12% Metro Fusion - e frequently
(11C) 7 e Labor force participation rate is exceptionally high
21% & e Median Age: 29.4 Median Household Income: $36,000
Young and
Restless (11B)

T / Upscale Avenues: Enterprising Professionals (12%)

Well educated and climbing the ladder in STEM occupations.
They change jobs often ,live in condos, town homes, or apartments; many rent..

Diverse, with Asians making up over one-fifth of the population.

Make over one and a half times more income than the US median, supplementing
their income with high-risk investments.

Median Age: 34.8, Median Household Income: $77,000

For more information see:
www.esri.com/library/fliers/pdfs/
tapestry_segmentation.pdf

@ BleakiyAdvisoryGroup



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 50,000 households
located three to five miles out from the
Gwinnett Place area, and the ring five to
ten miles from the Gwinnett Place area has
another 206,000+ 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
unigue urban environment can be created.

Mixed-use activity centers like Woodstock,
Avalon, Atlantic Station, Town Brookhaven,
Camp Creek Marketplace all draw their

@ BleaklyAdvisoryGroup

TAPPING INTO THE BROADER GWINNETT MARKET

demand from a 10+ mile trade area, so
these estimates of the potential trade area
are conservative.

Millennials in these outer rings are
particularly of interest in the future of
Gwinnett Place area. Along with the 28,000
millennials living inside the market area,
there are an additional 200,000 Millennials
already living from three to ten miles from
Gwinnett Place

These millennials have few local 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, as well as the new mixed-use
activity center proposed in the Gwinnett
Center/Sugarloaf area. While these areas
are likely to satisfy some of the demand of
suburban Millennials for this lifestyle—
increased awareness of and demand for
mixed-use experience-based activity
centers will ultimately create opportunities
for the Gwinnett Place area.
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