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Key take‐aways
 96 , 000 peop l e l i v e i n 34 , 000 househo ld s w i t h i n

3 m i l e s o f Gw inne t t P l a ce .

 Gw inne t t Coun t y added 16 ,900 new re s i den t s
ove r the pas t yea r , t he mos t o f a l l A t l a n t a
Me t ro coun t i e s e x cep t Fu l t on . I t i s e xpec t ed t o
add 74 , 000 new re s i den t s ove r the nex t f i v e
yea r s .

 The 3 ‐m i l e Gw inne t t P l a ce ma r ke t a r ea ha s
added 26 , 0 00 re s i den t s s i n c e 2000 , a nd i t i s
e xpec t ed to add 7 , 000 new res i den t s ove r the
nex t f i v e yea r s .

 28 , 300 re s i den t s o f the ma rke t a rea (30%) a re
“Mi l l enn i a l s ” ( 13 ‐ 3 2 yea r s o l d ) a nd ano the r
200 , 000+ mi l l enn i a l s l i v e w i t h i n 3 to 10 mi l e s .

 The med i an househo ld i n come in the ma r ke t
a r ea i s $44 , 475 , howeve r , hou seho l d s i n t he 3 ‐
5 m i l e r i n g a round t he ma r ke t a r ea t end t o have
s i gn i f i c an t l y h i ghe r i n comes .

 Wi th i n 5 ‐m i l e s o f t he Gw inne t t P l a c e C ID , t he r e
a r e ove r 27 , 000 househo l d s ea rn ing ove r
$75 , 000 .

 Ove r 57 , 000 peop l e wo r k w i t h i n 3 ‐m i l e s o f
Gw inne t t P l a ce , o f whom 48% ea rn more than
$40K .

 96% of a rea worke r s commute i n t o t he a r ea to
wo r k ; a po t en t i a l ma r ke t o f 50 , 000 commute r s
who m igh t con s i de r l i v i n g a l i t t l e c l o s e r t o
wo r k .

 The Gw inne t t P l a ce Ma r ke t a r ea i s t he mos t
d i ve r se a rea o f one o f the Na t i on ’ s mos t d i ve r se
Coun t i e s . 3 4% o f r e s i den t s a r e wh i t e , 2 8 % a re
B l a c k o r A f r i c an Amer i c an , and 16% a re A s i an .
3 6% o f a r ea r e s i den t s ha ve La t i no o r H i s pan i c
He r i t a ge . More than ha l f o f a r ea re s i den t s
speak a l anguage o the r t han Eng l i s h a t home .

 GP mar ke t a r ea a l r eady ha s demog r aph i c g roup s
wh i ch f a vo r wa l kab l e , m i xed use ac t i v i t y a reas ,
bu i l t i n con sumer ba se .

 Gw inne t t P l a ce ’ s s t r ong i n te rna t i ona l cha ra c te r
i s a magne t d r aw ing v i s i t o r s t o un i que
concen t r a t i on o f r e s t au r an t s , s hop s and
re t a i l i n g c a t e r i n g t o t he need s o f t he se
con sume r s .

 Gwinne t t P l a ce i s a un ique ma rke t a r ea w i th a
l a r ge day t ime and re s i den t popu l a t i on ba se , a
segment o f wh i ch ha s a t t r a c t i ve i n comes , s t rong
mi l l enn i a l and Gen X p resence , ve r y a t t r a c t i v e
b roade r ma rke t a rea w i th l o t s o f d i sposab l e
i n come , ve r y l im i t ed compet i t i on fo r younge r ,
a f f l uen t househo l d s , l ook i ng fo r a more u rban
l i f e s t y l e w i th f ew compet i t i v e ou t l e t s i n the
ma r ke tp l a c e .



GWINNETT PLACE OPPORTUNITY REPORT

3

This  report   looks  at   the people of   the Gwinnett  P lace area.    

Th is   inc ludes   the  people  who are  here   r ight  now:
 The people who l ive here;

 The people who work here;

 The people who shop and eat here;

 The people who come here for entertainment and other purposes.

We a l so   look  at   the  people  who aren’ t  here  now,  but  who might  be  here  one,   three ,  
f i ve ,  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 opportunit ies that appeal to different people 
who currently do not come to the Gwinnett Place Area.

These  people  represent   the  Gwinnett  P lace  Area ’s  opportunity.    

These  are   the  people  who wi l l   be   tomorrow ’s  community  members ,   res idents ,  
customers ,  v i s i tors ,   restaurant  patrons ,  and  voters .

These  are   the  people  who wi l l   l i ve   in   the  area ’s  homes,  shop  in   the  area ’s   stores ,  p lay  at  
the  area ’s  parks ,  eat  at   the  area ’s   restaurants ,   see  mov ies  and concerts   in   the  area ’s  
theaters ,  and  who wi l l   be   the  heart  o f   the  Gwinnett  P lace  Area ’s  community   for  years   to  
come.



What a re we ta l k i ng about when we ta l k
about the Gwinne t t P l a ce Area?

 Genera l l y, we are re fe r r i ng to the a rea
a round the Gwinnett P lace Ma l l ,
pe rhaps the a rea w i th a f i ve to ten
minu te d r i ve o f the in te rsec t i on o f
P l ea sant H i l l Road and Inte rs ta te 85 .

 The boundar ie s o f t he Gwinnett P lace
Communi t y Improvement D i st r i c t
(GPC ID) encompass many o f the
commerc i a l p roper t i e s w i th in the co re
o f th i s a rea .

 I n some cases , we look at the market
area encompass ing a l l t he househo ld s
who l i ve w i th in 3 mi l e s f rom the a rea ,
househo ld s who l i ve c lo se enough to
regu la r l y use the Gwinne t t P l ace as a
p l ace to do the i r shopp ing , buy food ,
f i nd ente r ta inment , o r v i s i t se r v i ce
p rov ide rs .

 I n some cases we look at peop le l i v i ng
w i th a 10 ‐m i l e rad iu s f rom Gwinnet t
P l ace , to ident i f y peop le who migh t be
induced to spend more t ime in the
a rea .

GEOGRAPHY & MARKET AREA
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 Who are   the  people  who work   in   the  
Gwinnett  P lace  area?    These  are   the  
people  who come  into   the  area  a lmost  
everyday.    
 They represent the “daytime population” of 

people who are regularly here and who are 
famil iar 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 easi ly 
be exposed to new opportunit ies.

 Over  57,000 people  work  wi th in  3‐mi les  
of  Gwinnett  P lace

 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  wel l ‐educated
 49% of area workers have a four‐year col lege 

degree or higher

 The area ’s  workers  are   rac ia l l y   and  e  
d iverse :
 63% of area workers are white

 27% are African American

 9% are Asian/Pacif ic Is lander

 Income
 52% earn less than$40K/year

 48% earn more than $40K

 The market  area ’s  employment  base   i s  
broad and d ivers i f ied  wel l  beyond reta i l :
 12% in administration and support

 10% in f inance and insurance, and 

 10% wholesale trade

 19% work in retai l

WORKERS: OVERVIEW
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WORKERS: GWINNETT PLACE AS A REGIONAL 
EMPLOYMENT CENTER
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 The Gwinne t t P l a ce /Suga r loa f a rea
i s the At l anta met ro a rea ’s fou r th
l a rges t reg iona l emp loyment
cente rs .

 Gwinnet P l ace ’s emp loyment
dens i t y i s l ow‐ ju s t ove r 6 jobs pe r
ac re , compared to ove r 20 jobs pe r
ac re at Cumber l and and 27 at the
Pe r imete r Cente r a rea .

 Both a reas have seen st rong
emp loyment recove r y s ince 2011 .

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

The Atlanta Metro Areas Largest Regional Employment Centers



 The Gwinnett P lace CID is
home to an est imated
18,560 jobs as of June,
2017.

 The larger 3‐mi le area is
home to an est imated
57,413 jobs , more than
Midtown At lanta ,
Per imeter, or Cumber land.

 Employment in the area has
been r i s ing stead i ly s ince
2011, with 10,000 jobs
added in the market area ,
and 4,000 jobs added in the
CID over the last f ive years .

WORKERS: CHANGE IN EMPLOYMENT OVER TIME
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Estimated Employment June 2017:
GPCID 18,560
3‐mile Market Area 57,413

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

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



 Workers in the broader 3‐
mi le market area tend to be
somewhat o lder and better ‐
compensated than workers
in the Gwinnett P lace CID,
l i ke ly due to the preva lence
of reta i l jobs in the core
area of the CID.
 27% of workers in the

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

 48% of market area workers
earn more than $40,000
annually, compared to 43% in
the CID.

WORKERS: AGE AND WAGE
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Source: US Census longitudinal employer-household dynamics, Claritas, Inc.

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



 The  Gw inne t t   P l a ce  marke t   a rea ’s  emp loyees  
work   i n   a  w ide   va r i e t y  o f   emp loyment   sec to rs .

 Top  marke t   a rea  emp loyment   sec to rs :

 Retai l  (19%)

 Administrat ion and Support   (12%)

 Finance and Insurance (10%)

 Wholesale Trade (10%)

 The  Gw inne t t   P l a ce  C ID   i s   a l so  we l l  
d i ve rs i f i ed ,   a l t hough  worke rs   tend   to   be  
more   concent ra ted   i n   re ta i l   t rade   (33%)   than  
i n   the   l a rge r  marke t   a rea .  
 F inance and  insurance  (14%)  and food and  lodging  

(13%)  are  a lso  s ign i f icant  sectors  in   the  C ID.

WORKERS: EMPLOYMENT DIVERSITY

10Source: US Census longitudinal employer-household dynamics, Claritas, Inc.
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WORKERS: DISTRIBUTION OF JOBS
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Estimated Jobs by Building,  in and around the Gwinnett Place CID and 3‐Mile Market Area (June 2017)

Source: Bleakly & CoStar, Inc.



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

 Near ly  93% of   the  market  area ’s  
employees   commute   in to  work   f rom 
e lsewhere.
 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 l ive in the 
market area.

 Near ly  90% of  work ing  market  area  
res idents   commute   to   jobs  outs ide  
the  market  area
 10% of working residents both l ive 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

90% of Gwinnett Place 
market area working 

residents commute out
to work every day.

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

Here.

WORKERS: COMMUTING PATTERNS

Source: US Census longitudinal employer‐household dynamics, Claritas, Inc.
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Section 2: Residents of the Gwinnett 
Place Area
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The Gwinnett  P lace  area  s i t s   in   the  center  o f  
one  of   the  most  populous  and  d i verse  count ies  
in   the  Un i ted  S tates .    

 The  popu lat ion   in   the  Gwinnet  P lace  a rea   i s  
l a rge ,   rap id l y  g rowing ,  h igh ly  d i verse ,  and  
skews   towards   younger,   sma l le r  househo lds  
w i th   re lat i ve l y   few ch i ld ren ,  compared   to  
Gwinnett  County  as  a  who le .    Househo lds  
a re  young  and   in   the  ear l y   years  o f   the i r  
earn ing  potent ia l ,  w i th  modest  but  g rowing  
incomes .    There   i s   a l so  a   s i gn i f i cant  
p resence  o f  more  a f f luent  househo lds .

 Rapid  Populat ion  Growth— With in   three  
mi les  o f   the  Gwinnett  P lace  Ma l l ,   there  a re  
96 ,000  peop le   l i v ing   in  34 ,000  househo lds .  
S ince  2000 ,   the  a rea  has  added  a lmost  
34 ,000  new  res idents ,  w i th  near l y  7 ,000  
add i t iona l   res idents  p ro jec ted   to  be  added  
by  2022 .

 Gwinnett  County  added  16 ,900   res idents   in  
the   l a st   year   a lone ,  22% o f  a l l   new  res idents  
in   the  At lanta  metro   reg ion .

 Divers i ty— The  Gwinnett  P lace  C ID  and  
market  a rea  a re  among   the  most   rac ia l l y   and  
ethn ica l l y  d i verse  a reas  w i th in  one  o f   the  
nat ion ’s  most   rac ia l l y  d i verse  Count ies ,   in  

te rms  o f   race ,   l anguage  and  cu l tura l  
d i vers i t y,  and  nat iona l  o r i g in .

 Smal l  Households  &  Few Ch i ldren— Peop le  
l i v ing   in  o r  near   the  Gwinnett  P lace  a rea  
tend   to  be  younger,   l i ve   in   sma l le r  
househo lds ,   and  a re   l ess   l i ke l y   to  have  
ch i ld ren  present .
 58% of  market area households have no chi ldren 

present and 52% of  households have just  one or 
two people.

 Modest  but  D iverse   Incomes— The  med ian  
income  i s  $44 ,4754  but  g i ven   the  young  age  
o f  many  o f   the  househo lds  and   that  30%+ 
are   s ing le ‐earner  househo lds  ear l y   in   the i r  
ca reers .

 While the median household income of 
households within the 3‐mile market area is    
$44,475, households in the 3‐5 mile r ing 
around the CID tend to have signif icantly higher 
incomes.

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

RESIDENTS: OVERVIEW

14
Source: Claritas, Inc



Households and Populat ion
 96 ,000 peop le l i ve in 34 ,000

househo ld s w i th in 3 mi l e s o f
Gw inne t t P l a ce .

 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.

 The 3 ‐m i l e marke t a rea can
expec t 2 ,250 new househo ld s
ove r the nex t f i ve yea rs .

 The C ID boundary i s des i gned to
cap tu re commerc i a l bu i l d i ng s
ra the r than hous ing un i t s , wh i ch
i s the reason fo r the sma l l
number o f househo ld s . I f t he
a rea adds hous ing un i t s i n the
fu tu re , the popu la t i on o f the
C ID w i l l i n c rease dramat i ca l l y .

RESIDENTS: MARKET AREA POPULATION & HOUSEHOLDS
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Source: Claritas, Inc

Gwinnett Place Area Population and Household Trends, 2000‐2022



 Gwinnett  County  has  added an  
average  of  12 ,668  new 
res idents  every  year   s ince  
2010,   the  most  of  any  At lanta  
Metro  County.

 Gwinnett  County  added 
16,900 new res idents  over  the  
past  year   (2016‐2017) ,   the  
most  o f  a l l  At lanta  Metro  
count ies  except  Fu l ton.    

 This  means   that  22% of   the  
near ly  80 ,000 new res idents  
to   the  At lanta   reg ion  chose  to  
res ide   in  Gwinnett  County.

RESIDENTS: COUNTY‐WIDE GROWTH

16
Source: Atlanta Regional Commission, August 2017

Atlanta Region Counties, Ranked by Population Growth 2010‐2017



 28 ,300 res ident s o f t he 3 ‐m i le a rea
(30%) a re “Mi l l enn i a l s ” (13 ‐32 yea rs
o ld ) .

 Anothe r 200 ,000+ mi l l enn i a l s l i ve
w i th in 3 to 10 mi l e s f rom the Gwinnet t
P l a ce Area .

 The Gwinnet t P l a ce 3 ‐Mi le marke t
a rea ’s Med ian Age i s 32 .9 , nea r l y 3
yea rs younger than the county ave rage .

 Long ‐ te rm fu tu re rea l e s ta te demand
f rom younger generat i ons w i l l con t i nue
to g row as mi l l enn i a l s g row into a
l a rge r sha re o f the popu la t i on and
work fo rce , become more af f l uent , and
ente r new l i fe s t y l e phases .

 The At l anta Met ro Reg ion tends to
have h i ghe r p ropor t i ons o f younger
peop le than the nat ion as a who le , due
to i t s ro l e a s one the sou theast ’s
p r imary bus ines s and cu l tu ra l hubs .
 The youngest generat ion (Age 0‐25)

compr ises 1/3 of the populat ion, as nat ional
b i r th rates cont inue to exceed those for
Generat ion X.

 At lanta is unique in that Gen X has an
outs ized inf luence here due to 1990s and
2000s in‐migrat ion.

RESIDENTS: AGE & GENERATION
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 Mil lennials   lead demand 
for  compact,  walkable 
communit ies.

 Compact   community  
att r ibutes :

 Shorter commute/smaller 
home

 Close to mix of shops

 Mix of incomes

 Public transportation options

 Mix of homes

RESIDENTS: GENERATIONAL HOUSING PREFERENCE
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Source: Urban Land Institute, 2014

Preference for Compact Community attributes by Generation
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Market Area Housing Preferences

RESIDENTS:  HOUSING & HOUSEHOLDS
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Source: Claritas, Inc

 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.

+

46% 7%

42%

4%

26%  1-person HH    26%  2-person HH               48% 3+ people
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31.9

2.8 3.0

32.9 35.4

2.2

Age and Household Character ist ics

 People   l i v ing   in  or  near   the  Gwinnett  P lace  area   tend to  be  younger,   l i ve   in   smal ler  
households ,  and  are   less   l i ke ly   to  have  ch i ldren  present .

Gwinnett Place CID

RESIDENTS:  HOUSING & HOUSEHOLDS

Average Household Size: 

Median Age

% of Households 
without Children

3‐Mile Area Gwinnett County

Source: Claritas, Inc.



 While the Gwinnett  
P lace area 
households  tend to 
have modest   incomes,  
i t   is  surrounded by 
some of  the At lanta 
Metro Area’s  h ighest‐
income households.
 The median household 

income of households 
within the 3‐mile 
market area is  
$44,475.

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

RESIDENTS: INCOME

21
Source: US Census American Community Survey 2015



Mil lennia l  Spending power

 The Gwinnett  P lace  area   i s   the  ep icenter  o f  a   la rge  populat ion  of  mi l lenn ia ls  wi th  
s ign i f i cant  household   incomes and consumer   spending  potent ia l .    
 Within 5 miles of Gwinnett Place, there are an estimated 74,000 residents aged 25‐44 with 

households income above $50,000.

 Within 10 miles of Gwinnett Place, there are an estimated 140,000 residents aged 25‐44 with 
households income above $50,000.

 Current ly, the 10‐mi le  market  area ,  which   inc ludes  most  of  Gwinnett  County,  
conta ins   re lat ive ly   few hous ing ,  work ,  d in ing ,  or  enterta inment opt ions  ta i lored   to  
appea l   to   the  mi l lenn ia l   generat ion .

RESIDENTS: AGE & INCOME
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Source: Claritas Inc., US Census

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 

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



Race

 The Gwinnett  P lace  C ID  and market  areas  are  among  the  most   rac ia l l y   and  
ethn ica l ly  d iverse  areas  wi th in  one  of  the  nat ion ’s  most   rac ia l l y   d iverse  Count ies .

RESIDENTS: RACE, ORIGIN AND LANGUAGE
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2017 Estimated Population by Race



 More  than  ha l f  o f  Gwinnett  P lace  3‐mi le   area  
households  speak  a   language  other   than  Eng l i sh   at  
home,  compared  to   just  33% county‐wide

RESIDENTS: RACE, ORIGIN AND LANGUAGE

24
Source: Claritas, Inc

Language Spoken at Home.   Market Area and Gwinnett County



 In  the Gwinnett  P lace area* 
37% of  res idents  are foreign‐
born,   far  more than Gwinnett  
County ’s  24% or the At lanta 
region’s  13%.

 Top regions of  or ig in  for  the 
Gwinnett  Place area include:
 Eastern Asia (34%)

 Central America & Mexico (25%)

 Southeast Asia (8%), and

 South Central Asia (7%)

RESIDENTS: RACE, ORIGIN AND LANGUAGE
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Gwinnett County and the Gwinnett Place Area’s Foreign‐
born Population, by Region of Origin.

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



 The top countr ies  of  
or ig in  for  Gwinnett  P lace 
Area’s  foreign born 
populat ion  include:
 Mexico

 Korea

 China

 India

 Venezuela

26

Top Countries  of Origin for the
Gwinnett Place Area’s Foreign‐Born Residents

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



 Esr i ,   Inc.  A nat ional   innovator  in  
geographic  mapping and data,  
provides a  data product  cal led 
Tapestry Segmentation ,  which 
detai ls  the divers ity  of   the 
American households based on 
their  socioeconomic and 
demographic  composit ion.  
 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 s impl i fy  the di fferences between 
these market segments,  Esr i  groups 
these market segments  in  two 
different ways:

 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,  l ike affluence. 
Tapestry Segments are classified into 
14 LifeMode groups. 

ESRI TAPESTRY SEGMENTATION
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ESRI TAPESTRY SEGMENTATION
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1. Principal Urban 
Center, 5%

2. Urban Periphery, 
21%

3. Metro 
Cities, 6%

4. Suburban 
Periphery, 

63%

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

4%

2. Urban 
Periphery

55%3. Metro Cities
16%

4. 
Suburban 
Periphery

22%

5. Semirural 0%

6. Rural
3%

Gwinnett County
32% Urban

Gwinnett Place Market Area
75% Urban

Urbanizat ion Groups :     The  Gw inne t t   P l a ce  A rea ’s   ( 3 ‐m i l e )   househo ld s   a re  d i s t i n c t l y  more   focused  
on   “u rban”   l i fe s t y l e s   than  Gw inne t t   County   a s   a  who le .

 75%   o f   the  marke t   a rea ’s  househo ld s   a re   i n   the   th ree  most   u rban   ca tego r i e s ,   compared   to   j u s t  
32%   o f  Gw inne t t  County  househo ld s .

 Th i s   i nd i ca te s   that   t he  househo ld s   i n   the  Gw inne t t   P l a ce  a rea  a re  much  more   l i ke l y   to   l ead  
u rban   l i fe s t y l e s  and  p re fe r  u rban ‐ s t y l e   amen i t i e s   t han  Gw inne t t   County   a s   a  who le ,  wh i ch  has   a  
more   suburban   cha rac te r.

For more information see:  
www.esri.com/library/fliers/pdfs/
tapestry_segmentation.pdf
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L11: Midtown 
Singles

L2: Upscale 
Avenues

L4: Family 
Landscapes

L6: Cozy Country 
Living

L7: Ethnic 
Enclaves

L11: Midtown 
Singles

L4: Family 
Landscapes

L5: 
GenXurban

L13: Next 
Wave

L2: Upscale 
Avenues

L1: Affluent 
Estates L1: Affluent 

Estates

L5: 
GenXurban

L7: Ethnic 
Enclaves

L4: Family 
Landscapes

L7: Ethnic 
Enclaves

L8: Middle 
Ground

L13: Next 
Wave

L8: Middle 
Ground

ESRI TAPESTRY SEGMENTATION

Lifemode 
Groups:   The  
Gwinnett  P lace  
Area ’s   (3 ‐mi le )  
households  are  
dominated  by   four  
“L i femode 
Groups” :

 Upsca le  
Avenues

 Midtown 
S ing les

 Next  Wave

 Ethnic  Enc laves

The next  page  
prov ides  key  
character i st i cs  
about   these  
populat ions .

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



The market  area   i s  dominated  by   four  
“L i feMode Groups” :

 L i feMode 2  Upscale  Avenues
 Prosperous marr ied couples   l iv ing  in  o lder   suburban 

enclaves

 Ambit ious and hard‐working

 Homeowners   (70%) prefer  denser,  more urban 
sett ings  with older  homes and a   large share of  
townhomes

 A more diverse populat ion,  pr imari ly  marr ied 
couples,  many with older  chi ldren

 Ser ious shoppers.

 L i feMode 7  Ethnic  Enclaves
 Establ i shed d ivers i ty—young,  H ispanic  homeowners  

with  fami l ies

 Mult i l ingual  and mult igenerat ional  households  
feature  ch i ldren that  represent  second‐ ,  th i rd‐ or  
fourth‐generat ion Hispanic   fami l ies

 Neighborhoods   feature  s ing le‐ fami ly ,  owner‐occupied 
homes bui l t  at  c i ty 's  edge,  pr imar i ly  bu i l t  a f ter  1980

 Hard‐work ing  and opt imist ic ,  most  res idents  aged 25 
years  or  o lder  have a  h igh  school  d ip loma or  some 
co l lege educat ion

 Shopping  and  le isure  a lso   focus  on  the i r  ch i ldren—
baby and ch i ldren's  products   f rom shoes  to  toys  and 
games and t r ips  to  theme parks ,  water  parks  or   the  
zoo

 L i feMode 11 Midtown S ingles
 Mil lennia ls  on the move—single,  d iverse,  urban

 Mil lennia ls   seeking affordable  rents   in  apartment 
bui ld ings

 Work  in  serv ice and unski l led pos it ions,  usual ly  c lose 
to home or  publ ic   t ransportat ion

 Single  parents  depend on their  paycheck  to buy 
suppl ies   for   their  very  young chi ldren

 Midtown S ingles  embrace  the  Internet,   for  socia l  
networking and downloading content

 From music  and movies  to soaps and sports ,  radio and 
te lev is ion  f i l l   their   l ives

 L i feMode 13 Next  Wave
 Urban denizens  young,  d iverse ,  hard‐work ing  fami l ies

 Extremely  d iverse  with  a  Hispanic  major i ty

 A  large  share  are   fore ign  born and speak  only  the i r  
nat ive   language

 Young,  or  mult igenerat ional ,   fami l ies  with  ch i ldren are  
typ ica l

 Most  are  renters   in  o lder  mult i ‐un i t  s t ructures ,  bu i l t   in  
the  1960s  or  ear l ier

 Hard‐work ing  with   long commutes  to   jobs ,  of ten 
ut i l i z ing  publ ic   t rans i t  to  commute to  work

 Spending   ref lects  the  youth of   these  consumers ,  focus  
on ch i ldren ( top market  for  ch i ldren's  appare l )  and 
personal  appearance

ESRI TAPESTRY SEGMENTATION
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Source: LifeMode Descriptions are from Esri Inc



Tapestry Market Segments

 75% of the Gwinnett Place 3‐mile 
area’s households  fal l   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 
characterist ics about these 
populations.
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For more information see:  www.esri.com/library/fliers/pdfs/tapestry_segmentation.pdf
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Ethnic Enclaves: American Dreamers (25%)
 Family‐centric and  diverse.
 Most are married couples with children of all ages or single parents; 
multigenerational homes are common 

 Residents tend to live further out from urban centers—more affordable single‐
family homes and more elbow room

 Median Age: 31.8  Median Household Income: $48,000

Midtown Singles: Metro Fusion (21%)
 Millennials on the move—single, diverse, urban
 Seek affordable rents in apartment buildings
 Over 60% of homes are multifamily in the urban periphery. 
 A hard‐working market with residents that are dedicated to climbing the 
ladders of their professional and social lives.

 Median Age: 28.8 Median Household Income: $33,000

Midtown Singles : Young and Restless (16%)
 Primarily single‐person households
 Highly mobile market, beginning careers and changing addresses 
frequently

 Labor force participation rate is exceptionally high
 Median Age: 29.4   Median Household Income: $36,000

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
Source:  Esri, Inc.
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For more information see: 
www.esri.com/library/fliers/pdfs/
tapestry_segmentation.pdf



 In add i t ion to the res idents and workers in
the Gwinnett P lace area today, the
oppor tun i ty for the future i s captur ing
some of the demand for a v ib rant mixed
use commerc ia l d i st r i c t that ex i st s in the
broader market area .

 These consumers don ’ t have a reason to
come to Gwinnett P lace area today but
cou ld be an impor tant par t o f fu ture
demand.

 There are an add i t iona l 50 ,000 househo lds
located three to f i ve mi les out f rom the
Gwinnett P lace area , and the r ing f i ve to
ten mi les f rom the Gwinnett P lace area has
another 206 ,000+ househo lds .

 Whi le the househo lds in these two outer
r ings have lo t s o f other hous ing and
reta i l ing opt ions , they prov ide potent ia l
demand for the Gwinnett P lace area i f a
un ique urban env i ronment can be created .

 Mixed‐use act i v i t y centers l i ke Woodstock ,
Ava lon , At lant i c S tat ion , Town Brookhaven ,
Camp Creek Marketp lace a l l d raw the i r

demand f rom a 10+ mi le t rade area , so
these est imates of the potent ia l t rade area
are conservat i ve .

 Mi l lenn ia l s in these outer r ings are
par t i cu la r l y o f interest in the future of
Gwinnett P lace area . A long wi th the 28 ,000
mi l lenn ia l s l i v ing ins ide the market area ,
there are an add i t iona l 200 ,000 Mi l lenn ia l s
a l ready l i v ing f rom three to ten mi les f rom
Gwinnett P lace

 These mi l lenn ia l s have few loca l fo r a
wa lkab le urban l i festy le anywhere e l se in
the t rade area . Increas ing ly, compet i t ion
wi l l come f rom the town centers be ing
created in Lawrencev i l l e , Norcross , Du luth
and Suwanee, as we l l as the new mixed‐use
act i v i t y center proposed in the Gwinnett
Center /Sugar loaf area . Whi le these areas
are l i ke l y to sat i s f y some of the demand of
suburban Mi l lenn ia l s for th i s l i festy le—
increased awareness of and demand for
mixed‐use exper ience‐based act i v i t y
centers w i l l u l t imate ly create oppor tun i t ies
for the Gwinnett P lace area .
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TAPPING INTO THE BROADER GWINNETT MARKET


