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Introduction
Wayland Main Street, the non-profit organization spearheading enhancement and economic development efforts in
Downtown Wayland, is taking a pro-active and catalytic approach to planning for the future prosperity of the district.
This Market Snapshot has been prepared in conjunction with advanced level market study update and business
development services being provided by the Michigan Main Street Center at MSHDA. Technical assistance is specifically
designed for communities that have previously completed a market study, have a need to update market information,
and are seeking to take the scope of economic restructuring and business development efforts to a new level. The
advanced level program is designed to capitalize upon Wayland Main Street’s past investment of time and effort, to reenergize local staff and volunteers participating in the process, and to optimize the products of these efforts to elevate
local business improvement and economic development initiatives.
The timing for considering opportunities for business expansion, development and investment is opportune. The process
is designed to build upon successes and momentum realized since the completion of the Downtown Wayland Market
Study and Strategies project in 2012 which has served to guide economic restructuring and business development
activities. Moving forward, it will be important for the community to capitalize upon and leverage these efforts,
investments and results to position Downtown Wayland as a local and regional attraction, an economic engine, and a
center for commerce.
The information and direction gained from this Market Snapshot is an important step in laying the groundwork for
current and future district enhancement and business development strategies. Findings from the study can be used to
establish and update benchmarks, and to help provide direction for Wayland Main Street business and economic
development initiatives.
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Limitations and Disclaimers
Retail market analyses, their components (such as retail sales gap analyses) and derivative business development plans provide important guidance on
how a commercial area should, theoretically, be able to perform and on the sales levels businesses should be able to achieve. However, a number of
factors affect the actual performance of businesses and commercial areas, including the skills of the business operator, level of business capitalization, the
quality of the physical environment, changes in overall economic conditions, the effectiveness of business and district marketing programs, and many other
factors. The information in this document is intended to provide a foundation of information for making business development decisions, but it does not and
cannot ensure business success.
As is true of all demographic, economic and market studies, our analysis’ reliability is limited to the reliability and quality of the data available. Our
research assumes that all data made available by and procured from federal, state, county, city, primary and third party sources is accurate and reliable.
Because market conditions change rapidly and sometimes without warning, the information and opinions expressed here represent a snapshot in time and
cannot predict or gauge future changes or results.
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Downtown Wayland Study Area
Study Area Geographies
The profile assembled for the Downtown Wayland
Trade Area is based upon information contained in
a series of ESRI reports generated for a 2.5, 5, and
10 mile radius originating from the center of the
downtown Wayland business district.
The 2.5-mile radius profiles a “captive”
resident and convenience-oriented market for
downtown Wayland. The population residing in
the 2.5-mile ring would also be more likely
access downtown on foot, bicycle and via other
alternative
modes
of
transportation.
Demographic and psychographic data could be
particularly useful for assessing performance
and expansion opportunities for convenience
and clientele-oriented businesses and uses, and
for analyzing and profiling the composition of
the current and potential downtown Wayland
area housing market.
The area plotted for the 5-mile radius includes
areas encompassed within northeast Allegan
County. Data and information for the five-mile
radius could be helpful for comparing and
contrasting the traits and characteristics of the
2.5-mile “close to downtown” population with
that in the wider local region – or what could
represent a primary trade area for downtown
Wayland. The consumer profile for the fivemile radius may also be indicative of the
“comparison market” for Wayland area service,
retail and eating & drinking uses.
The 10-mile radius is more expansive and
representative of a regional market, capturing
rural areas which extend east into Barry
County, and stretching north and south along
U.S. Highway 131 to also include southern
portions of Ottawa County and Kent County.
Consumers in this regional market, all things
being equal, may be more naturally inclined to
frequent commercial areas in other
communities,
based
on
convenience.
Opportunities for downtown Wayland to
capture consumers from the broader regional
market, and to increase its retail market share,
will most likely revolve around retail and
service anchors; specialty retail and
destination-oriented eating & drinking places;
recreational attractions and venues; and
events.
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Downtown Wayland Study Area Markets

Fast Facts
Population

2.5 Miles

5 Miles

10 Miles

2000 Census

5,576

12,016

41,092

2010 Census

5,788

12,854

46,302

2014 Estimate

5,859

13,095

47,344

2019 Projection

5,976

13,415

48,773

Change: 2014 - 2019

2.0%

2.4%

3.0%

Households

2.5 Miles

2000 Census

2,037

4,129

14,103

2010 Census

2,177

4,597

16,421

2014 Estimate

2,226

4,731

16,933

2019 Projection

2,280

4,867

17,497

Change: 2014 - 2019

2.4%

2.9%

3.3%

Median HH Income

2.5 Miles

5 Miles

5 Miles

10 Miles

10 Miles

2014 Estimate

$46,307

$53,199

$59,711

2019 Projection

$53,632

$59,526

$68,729

15.8%

11.9%

15.1%

Change: 2014 - 2019
Source: Esri Market Profile.
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Reports generated and used to examine the Downtown Wayland Study Area geographies are based on current Esri data
and include:
Esri Market Profile
The Market Profile report provides current-year and five-year projections for U.S. demographics. The annual updates
include information about population, households, housing, occupancy, income, age, race, Hispanic origin, and
more.
Esri Tapestry Segmentation Area Profile
Tapestry classifies U.S. residential neighborhoods into 67 unique market segments based on socioeconomic and
demographic characteristics.
Esri Retail MarketPlace Profile
Retail MarketPlace data provides a measure of retail activity by trade area and compares retail sales to consumer spending
by NAICS industry classification.
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Demographic Snapshot
The demographic snapshot compiled for the
Downtown Wayland Study area geographies
benchmarks and tracks changes in the
marketplace. Analysis and comparison of data
for the three study area geographies reveal:

Study Area

►

►

►

►

►

Trends and projections for the population
and households within the Study Area
geographies anticipate five-year increases of
about 2% to 3% in population; and increases
of 2.4% to 3.3% in households. At the state
level, population is expected to increase by
0.5%, and the number of households is
expected to grow at a five-year rate of 0.9%.
Consistent with the “Greying of America”
phenomenon, average household size is
anticipated to decrease slightly across the
Study Area geographies and median age is
expected to increase by just less than onehalf year through 2019.
The median age of the population in the
Study Area geographies in 2014, ranging
from 35.1 to 38.2 years, is comparatively
young. Median age for the Michigan
population in 2014 is estimated at 39.7 years
and is expected to reach 40.3 years by 2019.
Renter-occupied housing units are most
prevalent in the 2.5-mile radius – estimated
at 27% in 2014. About 8% to 12% of all study
area housing units are classified as vacant in
2014 with little change anticipated through
2019. State figures for 2014 assigned a
vacant status to 15% of all housing units.

5,576

12,016

41,092

2010 Census

5,788

12,854

46,302

2014 Estimate

5,859

13,095

47,344

2019 Projection

5,976

13,415

48,773

2.0%

2.4%

3.0%

2000 Census

2,037

4,129

14,103

2010 Census

2,177

4,597

16,421

2014 Estimate

2,226

4,731

16,933

2019 Projection

2,280

4,867

17,497

2.4%

2.9%

3.3%

2014 Estimate

35.1

36.5

38.2

2019 Projection

35.6

36.9

38.5

2,458

5,154

19,326

Owner Occupied Units

63.6%

73.4%

75.4%

Renter Occupied Units

26.9%

18.4%

12.2%

Vacant Housing Units

9.4%

8.2%

12.4%

Housing Units – 2019

2,519

5,303

19,955

Owner Occupied Units

63.6%

73.3%

75.5%

Renter Occupied Units

26.9%

18.5%

12.2%

Vacant Housing Units

9.5%

8.2%

12.3%

2014 Estimate

$46,307

$53,199

$59,711

2019 Projection

$53,632

$59,526

$68,729

15.8%

11.9%

15.1%

2014 Estimate

$55,062

$61,819

$72,740

2019 Projection

$61,636

$67,735

$78,962

11.9%

9.6%

8.6%

2014 Estimate

$20,811

$22,329

$26,219

2019 Projection

$23,360

$24,548

$28,547

12.2%

9.9%

8.9%

Change: 2014 – 2019
Households

Change: 2014 – 2019
Median Age

Housing Units – 2014

Median HH Income

State Income

Per Capita Income

+%

Median HH

$47.6K

$55.0K

15.7%

Average HH

$64.3K

$72.3K

12.4%

Per Capita

$25.7K

$28.9K

12.6%

10 Miles

2000 Census

Average HH Income

2019

5 Miles

Population

Median, average and per capita income
figures are highest in the 10-mile radius.
Median household income in the Study Area
geographies is expected to increase by
about 12% to 16% through 2019. Projected
five-year growth rates for the2.5-mile
radius’ various income categories are
generally consistent with those projected for
the state.
2014

2.5 Miles

Change: 2014 – 2019

Change: 2014 – 2019

Change: 2014 – 2019
Source: Esri Market Profile.

Percentages may not equal 100% due to rounding.
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Consumer Spending Potential
The Esri Retail Goods and Services Expenditures report, built on Esri’s Consumer Spending database, measures the
amount that households spend in select product and service categories, and compares amounts to national figures. The
comparison to national household spending amounts is reported as an index, shown in the table below, where 100 equals
the national average.

Consumer Spending Index

Downtown Wayland Study Area

2014 Households Spending
(100 Equals National Average)

2.5 Miles

5 Miles

10 Miles

Michigan

Apparel & Services

49

55

64

58

Computers & Accessories

75

84

98

88

Education

71

79

93

85

Entertainment/Recreation

79

89

105

92

Food at Home

78

86

101

91

Food Away from Home

76

85

100

89

Health Care

81

91

108

94

HH Furnishings & Equipment

69

77

91

80

Investments

48

61

77

76

Retail Goods

76

85

100

88

Shelter

73

82

95

87

TV/Video/Audio

79

87

101

92

Travel

74

85

101

87

Vehicle Maintenance & Repairs

77

87

102

90

Data Note: Consumer spending shows the amount spent on a variety of goods and services by households that reside in the area.
Expenditures are shown by broad budget categories that are not mutually exclusive. Consumer spending does not equal business
revenue. Total and Average Amount Spent Per Household represent annual figures. The Spending Potential Index represents the
amount spent in the area relative to a national average of 100.
Source: Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. Esri.
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2014 and 2019. Esri converted Census 2000 data into 2010 geography.
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Lifestyle Profile
Tapestry is a geodemographic segmentation system that integrates consumer traits with residential characteristics to
identify markets and classify US neighborhoods. Neighborhoods with the most similar characteristics are grouped
together, while neighborhoods with divergent characteristics are separated. Internally homogenous, externally
heterogeneous market segments depict consumers' lifestyles and lifestages. Tapestry Segmentation combines the "who"
of lifestyle demography with the "where" of local geography to create a classification model with 67 distinct, behavioral
market
US consumer markets are multidimensional and diverse. Using a large, well-selected array of attributes captures this
diversity with the most powerful data available. Data sources include Census 2010, the American Community Survey,
Esri's demographic updates, Experian's ConsumerViewSM database, and consumer surveys, such as the Survey of the
American Consumer from GfK MRI, to capture the subtlety and vibrancy of the US marketplace.
A market segmentation system must be able to distinguish consumer behavior—spending patterns and lifestyle
choices—as expected. Esri verified the efficacy of its Tapestry Segmentation markets against consumer surveys from GfK
MRI, which include nearly 6,000 product and service brands in 550 categories, along with readership of hundreds of
magazines and newspapers, Internet usage, TV viewership by channel and program, radio listening, and other media.
Comparative View of Predominant Tapestry Household Segments
The following table shows and compares concentrations of the five most prevalent Tapestry household segments found
within the Downtown Wayland study area geographies.

Households
Tapestry Segment

2.5 Miles
Count

Pct.

5 Miles
Rank

Count

Pct.

10 Miles
Rank

Count

Pct.

Rank

Middleburg (4C)

911

40.9%

1

1,369

28.9%

2

2,407

14.2%

3

Traditional Living (12B)

853

38.3%

2

874

18.5%

3

874

5.2%

6

Salt of the Earth (6B)

433

19.5%

3

1,530

32.3%

1

5,533

32.7%

1

28

1.3%

4

183

3.9%

6

1,910

11.3%

4

Home Improvement (4B)

0

0.0%

--

512

10.8%

4

540

3.2%

8

Green Acres (6A)

0

0.0%

--

263

5.6%

5

3,374

19.9%

2

Southern Satellites (10A)

0

0.0%

--

0

0.0%

--

1,413

8.3%

5

2,225

100.0%

4,731

100.0%

16,051

94.8%

Soccer Moms (4A)

Total Count/Percent of Area
Source: Esri Tapestry Profile

Descriptions for the most prevalent Tapestry segments found within each of the Downtown Wayland Study Area
geographies, compiled from the table appearing above, follow. Information on Esri Tapestry methodology and
applications, along with descriptions for Tapestry’s 67 segments, are available from the Esri website at
http://www.esri.com/data/esri_data/tapestry.
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Snapshot Descriptions for Predominant Wayland Study Area Tapestry Segments
Middleburg (4C)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
911 – 40.9% (1)

5 Miles
1,369 – 28.9% (2)

10 Miles
2,407 – 14.2% (3)

Who We Are
Middleburg neighborhoods transformed from the easy pace of country living to semirural subdivisions in the last decade, when
the housing boom reached out. Residents are conservative, family-oriented consumers. Still more country than rock and roll,
they are thrifty but willing to carry some debt and are already investing in their futures. They rely on their smartphones and
mobile devices to stay in touch and pride themselves on their expertise. They prefer to buy American and travel in the US. This
market is younger but growing in size and assets.

Our Neighborhood
►
►
►
►
►

Semirural locales within metropolitan areas.
Neighborhoods changed rapidly in the previous decade with the addition of new single-family homes.
Include a number of mobile homes (Index 152).
Affordable housing, median value of $158,000 (Index 89) with a low vacancy rate.
Young couples, many with children; average household size is 2.73.

Socioeconomic Traits
►
►
►
►
►
►

Education: 66% with a high school diploma or some college.
Unemployment rate lower at 7.4% (Index 85).
Labor force participation typical of a younger population at 66.7% (Index 106).
Traditional values are the norm here—faith, country, and family.
Prefer to buy American and for a good price.
Comfortable with the latest in technology, for convenience (online banking or saving money on landlines) and
entertainment.

Market Profile
►
►
►
►
►
►

Residents are partial to trucks, SUVs, and occasionally, convertibles, or motorcycles.
Entertainment is primarily family-oriented, TV and movie rentals or theme parks and family restaurants.
Spending priorities also focus on family (children’s toys and apparel) or home DIY projects.
Sports include hunting, target shooting, bowling, and baseball.
TV and magazines provide entertainment and information.
Media preferences include country and Christian channels.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$55,000 (US: $51,000)

Housing

94

Average Household Size:

2.73

Food

94

Median Age:

35.3 (US: 37.6)

Apparel & Services

62

Median Net Worth:

$89,000 (US: $71,000)

Transportation

97

Median Home Value:

$158,000 (US: $177,000)

Health Care

96

Housing Style:

Single Family

Entertainment & Recreation

98

Diversity Index:

46.3 (US: 62.1)

Education

87

Pensions & Social Security

98

Other

93
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Traditional Living (12B)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
853 – 38.3% (2)

5 Miles
874 – 18.5% (3)

10 Miles
874 – 5.2% (6)

Who We Are
Residents in this segment live primarily in low-density, settled neighborhoods in the Midwest. The households are a mix of
married-couple families and singles. Many families encompass two generations who have lived and worked in the community;
their children are likely to follow suit. The manufacturing, retail trade, and health care sectors are the primary sources of
employment for these residents. This is a younger market—beginning householders who are juggling the responsibilities of
living on their own or a new marriage, while retaining their youthful interests in style and fun.

Our Neighborhood
►

►
►
►
►
►

Married couples are the dominant household type, but fewer than expected from the younger age profile and fewer
with children (Index 79); however, there are higher proportions of single-parent (Index 146) and single-person
households (Index 112).
Average household size is slightly lower at 2.50.
Homes are primarily single family or duplexes in older neighborhoods, built before 1940 (Index 183).
Most neighborhoods are located in lower-density urban clusters of metro areas throughout the Midwest and South.
Average commuting time to work is slightly shorter (Index 88).
Households have one or two vehicles.

Socioeconomic Traits
►
►
►
►
►
►

Over 70% have completed high school or some college.
Unemployment is higher at 10.9% (Index 127); labor force participation is also a bit higher at 64.6%.
Over three quarters of households derive income from wages and salaries, augmented by Supplemental Security
Income (Index 122) and public assistance (Index 149).
Cost-conscious consumers that are comfortable with brand loyalty, unless the price is too high.
Connected and comfortable with the Internet, they are more likely to participate in online gaming or to access dating
websites.
TV is seen as the most trusted media.

Market Profile
►
►
►
►
►
►
►

They shop for groceries at discount stores such as Walmart supercenters; Kmart is also a favorite for apparel and
sundry household and personal care products.
Convenience stores are commonly used for fuel or picking up incidentals like lottery tickets.
They tend to carry credit card balances, have student loans, and pay bills in person.
Half of households have abandoned landlines for cell phones only.
They watch their favorite channels including QVC, CMT, and Game Show Network.
They’re fast food devotees.
They enjoy outdoor activities such as camping and taking trips to the zoo.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$37,000 (US: $51,000)

Housing

66

Average Household Size:

2.50

Food

43

Median Age:

34.8 (US: 37.6)

Apparel & Services

67

Median Net Worth:

$29,000 (US: $71,000)

Transportation

66

Median Home Value:

$79,000 (US: $177,000)

Health Care

66

Housing Style:

Single Family

Entertainment & Recreation

63

Diversity Index:

53.1 (US: 62.1)

Education

62

Pensions & Social Security

62

Other

63
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Salt of the Earth (6B)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
433 – 19.5% (3)

5 Miles
1,530 – 32.3% (1)

10 Miles
5,533 – 32.7% (1)

Who We Are
Salt of the Earth residents are entrenched in their traditional, rural lifestyles. Citizens here are older, and many have grown
children that have moved away. They still cherish family time and also tending to their vegetable gardens and preparing
homemade meals. Residents embrace the outdoors; they spend most of their free time preparing for their next fishing, boating,
or camping trip. The majority has at least a high school diploma or some college education; many have expanded their skill set
during their years of employment in the manufacturing and related industries. They may be experts with DIY projects, but the
latest technology is not their forte. They use it when absolutely necessary, but seek face-to-face contact in their routine
activities.

Our Neighborhood
►
►
►
►

This large segment is concentrated in the Midwest, particularly in Ohio, Pennsylvania, and Indiana.
Due to their rural setting, households own two vehicles to cover their long commutes, often across county boundaries.
Home ownership rates are very high (Index 132). Single-family homes are affordable, valued at 25 percent less than
the national market.
Two in three households are composed of married couples; less than half have children at home.

Socioeconomic Traits
►
►
►
►
►
►
►

Steady employment in construction, manufacturing, and related service industries.
Completed education: 42% with a high school diploma only.
Household income just over the national median, while net worth is double the national median.
Spending time with family their top priority.
Cost-conscious consumers, loyal to brands they like, with a focus on buying American.
Last to buy the latest and greatest products.
Try to eat healthy, tracking the nutrition and ingredients in the food they purchase.

Market Profile
►
►
►
►
►
►

Outdoor sports and activities, such as fishing, boating, hunting, and overnight camping trips are popular.
To support their pastimes, truck ownership is high; many also own an ATV.
They own the equipment to maintain their lawns and tend to their vegetable gardens.
Residents often tackle home remodeling and improvement jobs themselves.
Due to their locale, they own satellite dishes, and many still require dial-up modems to access the Internet.
These conservative consumers prefer to conduct their business in person rather than online. They use an agent to
purchase insurance.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$53,000 (US: $51,000)

Housing

86

Average Household Size:

2.58

Food

91

Median Age:

43.1 (US: 37.6)

Apparel & Services

56

Median Net Worth:

$134,000 (US: $71,000)

Transportation

95

Median Home Value:

$134,000 (US: $177,000)

Health Care

Housing Style:

Single Family

Entertainment & Recreation

96

Diversity Index:

18.3 (US: 62.1)

Education

80

Pensions & Social Security

90

Other

92
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Soccer Moms (4A)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
28 – 1.3% (4)

5 Miles
183 – 3.9% (6)

10 Miles
1,910 – 11.3% (4)

Who We Are
Soccer Moms is an affluent, family-oriented market with a country flavor. Residents are partial to new housing away from the
bustle of the city but close enough to commute to professional job centers. Life in this suburban wilderness offsets the hectic
pace of two working parents with growing children. They favor time-saving devices, like banking online or housekeeping services,
and family-oriented pursuits.

Our Neighborhood
►
►
►
►
►
►

Soccer Moms residents prefer the suburban periphery of metropolitan areas.
Predominantly single family, homes are in newer neighborhoods, 36% built in the 1990s (Index 253), 31% built since
2000.
Owner-occupied homes have high rate of mortgages at 74% (Index 163), and low rate vacancy at 5%.
Median home value is $226,000.
Most households are married couples with children; average household size is 2.96.
Most households have 2 or 3 vehicles; long travel time to work including a disproportionate number commuting from
a different county (Index 133).

Socioeconomic Traits
►
►
►
►
►

Education: 37.7% college graduates; more than 70% with some college education.
Low unemployment at 5.9%; high labor force participation rate at 72%; 2 out of 3 households include 2+ workers (Index
124).
Connected, with a host of wireless devices from iPods to tablets—anything that enables convenience, like banking,
paying bills, or even shopping online.
Well insured and invested in a range of funds, from savings accounts or bonds to stocks.
Carry a higher level of debt, including first (Index 159) and second mortgages (Index 154) and auto loans (Index 151).

Market Profile
►
►
►
►

Most households own at least 2 vehicles; the most popular types are minivans and SUVs.
Family-oriented purchases and activities dominate, like 4+ televisions (Index 165), movie purchases or rentals,
children’s apparel and toys, and visits to theme parks or zoos.
Outdoor activities and sports are characteristic of life in the suburban periphery, like bicycling, jogging, golfing,
boating, and target shooting.
Home maintenance services are frequently contracted, but these families also like their gardens and own the tools
for minor upkeep, like riding mowers and tillers.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$84,000 (US: $51,000)

Housing

139

Average Household Size:

2.96

Food

135

Median Age:

36.6 (US: 37.6)

Apparel & Services

Median Net Worth:

$252,000 (US: $71,000)

Transportation

138

Median Home Value:

$226,000 (US: $177,000)

Health Care

136

Housing Style:

Single Family;

Entertainment & Recreation

145

Diversity Index:

48.3 (US: 62.1)

Education

137

Pensions & Social Security

152

Other

137
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Home Improvement (4B)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
0 – 0.0% (--)

5 Miles
512 – 10.8% (4)

10 Miles
540 – 3.2% (8)

Who We Are
Married-couple families occupy well over half of these suburban households. Most Home Improvement residences are singlefamily homes that are owner occupied, with only one-fifth of the households occupied by renters. Education and diversity levels
are similar to the US as a whole. These families spend a lot of time on the go and therefore tend to eat out regularly. When at
home, weekends are consumed with home improvement and remodeling projects.

Our Neighborhood
►
►
►
►

These are low density suburban neighborhoods.
Eight of every 10 homes are traditional single-family dwellings, owner occupied.
Majority of the homes were built between 1970 and 2000.
More than half of the households consist of married-couple families; another 12% include single-parent families.

Socioeconomic Traits
►
►
►
►
►
►

Higher participation in the labor force and lower unemployment than US levels; most households have 2+ workers.
Cautious consumers that do their research before buying, they protect their investments.
Typically spend 4–7 hours per week commuting, and, therefore, spend significant amounts on car maintenance
(performed at a department store or auto repair chain store).
They are paying off student loans and second mortgages on homes.
They spend heavily on eating out, at both fast-food and family restaurants.
They like to work from home, when possible.

Market Profile
►
►
►
►
►
►

Enjoy working on home improvement projects and watching DIY networks.
Make frequent trips to warehouse/club and home improvement stores in their minivan or SUV.
Own a giant screen TV with fiber-optic connection and premium cable; rent DVDs from Redbox or Netflix.
Very comfortable with new technology; embrace the convenience of completing tasks on a mobile device.
Enjoy dining at Chili’s, Chick-fi l-A, and Panera Bread.
Frequently buy children’s clothes and toys.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$67,000 (US: $51,000)

Housing

112

Average Household Size:

2.86

Food

109

Median Age:

37.0 (US: 37.6)

Apparel & Services

Median Net Worth:

$162,000 (US: $71,000)

Transportation

112

Median Home Value:

$174,000 (US: $177,000)

Health Care

111

Housing Style:

Single Family

Entertainment & Recreation

116

Diversity Index:

63.4 (US: 62.1)

Education

108

Pensions & Social Security

118

Other

109
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Green Acres (6A)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
0 – 0.0% (--)

5 Miles
263 – 5.6% (5)

10 Miles
3,374 – 19.9% (2)

Who We Are
The Green Acres lifestyle features country living and self-reliance. They are avid do-it-yourselfers, maintaining and remodeling
their homes, with all the necessary power tools to accomplish the jobs. Gardening, especially growing vegetables, is also a
priority, again with the right tools, tillers, tractors, and riding mowers. Outdoor living also features a variety of sports: hunting
and fishing, motorcycling, hiking and camping, and even golf. Self-described conservatives, residents of Green Acres remain
pessimistic about the near future yet are heavily invested in it.

Our Neighborhood
►
►
►

Rural enclaves in metropolitan areas, primarily (not exclusively) older homes with acreage; new housing growth in the
past 10 years.
Single-family, owner-occupied housing, with a median value of $197,000.
An older market, primarily married couples, most with no children.

Socioeconomic Traits
►
►
►
►
►
►

Education: 60% are college educated.
Unemployment is low at 6% (Index 70); labor force participation rate is high at 67.4% (Index 108).
Income is derived not only from wages and salaries but also from self-employment (more than 15% of households),
investments (30% of households), and increasingly, from retirement.
They are cautious consumers with a focus on quality and durability.
Comfortable with technology, more as a tool than a trend: banking or paying bills online is convenient; but the Internet
is not viewed as entertainment.
Economic outlook is professed as pessimistic, but consumers are comfortable with debt, primarily as home and auto
loans, and investments.

Market Profile
►
►
►
►
►

Purchasing choices reflect Green Acres’ residents country life, including a variety of vehicles from trucks and SUVs to
ATVs and motorcycles, preferably late model.
Homeowners favor DIY home improvement projects and gardening.
Media of choice are provided by satellite service, radio, and television, also with an emphasis on country and home
and garden.
Green Acres residents pursue physical fitness vigorously, from working out on home exercise equipment to playing a
variety of sports.
Residents are active in their communities and a variety of social organizations, from fraternal orders to veterans’
clubs.

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$72,000 (US: $51,000)

Housing

119

Average Household Size:

2.69

Food

118

Median Age:

43.0 (US: 37.6)

Apparel & Services

Median Net Worth:

$226,000 (US: $71,000)

Transportation

122

Median Home Value:

$197,000 (US: $177,000)

Health Care

129

Housing Style:

Single Family

Entertainment & Recreation

128

Diversity Index:

24.0 (US: 62.1)

Education

119

Pensions & Social Security

127

Other

122
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Southern Satellites (10A)
Study Area Households : Count – Pct. (Rank)

2.5 Miles
0 – 0.0% (--)

5 Miles
0 – 0.0% (--)

10 Miles
1,413 – 8.3% (5)

Who We Are
Southern Satellites is the second largest market found in rural settlements but within metropolitan areas located primarily in
the South. This market is typically non-diverse, slightly older, settled married-couple families, who own their homes. Almost
two-thirds of the homes are single-family structures; a third are mobile homes. Median household income and home value are
below average. Workers are employed in a variety of industries, such as manufacturing, health care, retail trade, and
construction, with higher proportions in mining and agriculture than the US. Residents enjoy country living, preferring outdoor
activities and DIY home projects.

Our Neighborhood
►
►
►
►
►

About 79% of households are owned.
Married couples with no children are the dominant household type, with a number of multigenerational households
(Index 112).
Most are single-family homes (65%), with a number of mobile homes (Index 523).
Most housing units were built in 1970 or later.
Most households own 1 or 2 vehicles, but owning 3+ vehicles is common (Index 146).

Socioeconomic Traits
►
►
►
►
►
►

Education: almost 40% have a high school diploma only (Index 137); 41% have college education (Index 72).
Unemployment rate is 9.2%, slightly higher than the US rate.
Labor force participation rate is 59.7%, slightly lower than the US.
These consumers are more concerned about cost rather than quality or brand loyalty.
They tend to be somewhat late in adapting to technology.
They obtain a disproportionate amount of their information from TV, compared to other media.

Market Profile
►
►
►
►
►
►
►
►
►
►

Usually own a truck; likely to service it themselves.
Frequent the convenience store, usually to fill up a vehicle with gas.
Typical household has a satellite dish.
Work on home improvement and remodeling projects.
Own a pet, commonly a dog.
Participate in fishing and hunting.
Prefer to listen to country music and watch Country Music Television (CMT).
Read fishing/hunting and home service magazines.
Partial to eating at low-cost family restaurants and drive-ins.
Use Walmart for all their shopping needs (groceries, clothing, pharmacy, etc.).

Demographic Traits

Average Household Budget Index (US Average = 100)

Median Household Income:

$44,000 (US: $51,000)

Housing

74

Average Household Size:

2.65

Food

80

Median Age:

39.7 (US: 37.6)

Apparel & Services

49

Median Net Worth:

$70,000 (US: $71,000)

Transportation

85

Median Home Value:

$119,000 (US: $177,000)

Health Care

87

Housing Style:

Single Family; Mobile Homes

Entertainment & Recreation

83

Diversity Index:

38.6 (US: 62.1)

Education

61

Pensions & Social Security

76

Other

79
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Retail Market Performance
Esri's Retail MarketPlace data provides a direct comparison between retail sales and consumer spending by industry. To
capture a snapshot of an area's retail market place, the leakage and surplus factor summarizes the relationship between
supply (retail sales by businesses) and demand (consumer spending by household). Deviations from potential sales may
reveal areas of opportunity in the trade area’s retail sectors, keeping in mind any extenuating circumstances that may
be driving the results.
Esri uses the North American Industry Classification System (NAICS) to classify businesses by their primary type of
economic activity. Retail establishments are classified into 27 industry groups within Retail Trade sector, and four
industry groups within the Food Services & Drinking Establishments subsector. To estimate sales, the Retail MarketPlace
database combines a number of data sources, including
► Census Bureau's Census of Retail Trade (CRT) and Monthly Retail Trade (MRT)
► Census Bureau's Nonemployer Statistics (NES)
► Esri's demographic data
► Dun & Bradstreet
► Bureau of Labor Statistics
All estimates of actual sales (supply) reflect current dollars derived from receipts of businesses primarily engaged in
selling merchandise. Potential sales (demand) is estimated by using Esri's consumer spending data which provides
estimated expenditures for more than 700 products and services that are consumed by U.S. households. The estimate
of a trade area’s demand is based upon estimated expenditures by households within the trade area.
Leakage within a specified trade area represents a condition where supply is less than demand. Retailers outside of the
trade area are fulfilling demand for retail products. Surplus within a specified trade area represents a condition where
supply exceeds the area's demand. Thus retailers are attracting customers that reside outside the trade area.

Sales Surplus and Leakage Estimates
Total Retail Trade and Food & Drink demand versus sales estimates for the study area geographies show a 2014 sales
surplus of about $24.8 million for the 2.5-mile radius; and sales leakage ranging from about $13.4 million to $291.1
million in the 5- and 10-mile radii, respectively. A comparison of 2011 and 2014 data and estimates show growing a
growing surplus in 2.5-mile radius Food & Drink category surplus, while Retail Trade in the 5-mile radius showed a $13
million surplus in 2011 and about $9 million in leakage in 2014.

2014 Sales Surplus & Leakage Analysis
NAICS Code: Business Description

2.5 Miles

5 Miles

10 Miles

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

Total Retail Trade and Food & Drink (NAICS 44 – 45, 722)
2011

$28,130,332

$7,878,460

($157,465,200)

2014

$24,779,797

($13,415,760)

($291,068,831)

2011

$27,886,095

$13,032,923

($121,072,386)

2014

$23,679,524

($9,083,315)

($257,798,701)

2011

$244,237

($5,154,463)

($36,392,815)

2014

$1,100,273

($4,332,445)

($33,270,130)

Total Retail Trade (NAICS 44 – 45)

Total Food & Drink (NAICS 722)

The following table presents a breakdown of sales surplus and leakage estimates for 27 industry groups in the Retail
Trade sector and for the four industry groups within the Food Services & Drinking Places subsector for the Downtown
Wayland Study Area markets.
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Downtown Wayland • Esri Retail MarketPlace Report Summary (2014)
2.5 Miles

5 Miles

10 Miles

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

Total Retail Trade and Food & Drink (NAICS 44 – 45, 722)

$24,779,797

($13,415,760)

($291,068,831)

Total Retail Trade (NAICS 44 – 45)

$23,679,524

($9,083,315)

($257,798,701)

$1,100,273

($4,332,445)

($33,270,130)

441: Motor Vehicle & Parts Dealers

$592,040

($6,957,254)

($60,260,700)

4411: Automobile Dealers

$454,783

($6,890,878)

($54,337,845)

4412: Other Motor Vehicle Dealers

$619,885

$1,324,233

($833,569)

4413: Auto Parts, Accessories, and Tire Stores

($482,628)

($1,390,609)

($5,089,287)

442: Furniture & Home Furnishings Stores

($900,263)

($1,585,635)

($6,087,557)

4421: Furniture Stores

($565,220)

($968,138)

($4,302,517)

4422: Home Furnishings Stores

($335,042)

($617,497)

($1,785,039)

($1,083,629)

($2,813,837)

($10,685,203)

$312,911

($823,297)

($9,244,488)

4441: Building Material and Supplies Dealers

($856,934)

($2,609,958)

($11,643,445)

4442: Lawn and Garden Equipment and Supplies Stores

$1,169,844

$1,786,660

$2,398,957

445: Food & Beverage Stores

$4,771,302

$552,212

($33,860,345)

4451: Grocery Stores

$3,381,162

($982,961)

($28,147,843)

4452: Specialty Food Stores

($348,102)

($144,151)

($1,640,151)

4453: Beer, Wine, and Liquor Stores

$1,736,621

$1,679,325

($4,072,350)

446/4461: Health & Personal Care Stores

($2,505,231)

($5,328,495)

($30,073,270)

447/4471: Gasoline Stations

$21,692,751

$19,721,584

$30,364,959

448: Clothing and Clothing Accessories Stores

($1,902,018)

($4,977,314)

($22,118,958)

4481: Clothing Stores

($1,231,247)

($3,271,286)

($15,289,084)

4482: Shoe Stores

($355,921)

($838,053)

($3,496,857)

4483: Jewelry, Luggage, and Leather Goods Stores

($314,849)

($867,976)

($3,376,960)

Sales Surplus & Leakage and Leakage Estimates

NAICS Code: Business Description

Total Food & Drink (NAICS 722)

443/4431: Electronics & Appliance Stores

444: Building Materials, Garden Equip. & Supply Stores

Data Source: Esri Retail MarketPlace Profile; Esri and Dun & Bradstreet. © 2014 Dun & Bradstreet, Inc. All rights reserved.
Data Note: The polarity of surplus/leakage estimates shown in this report (as compared to those shown in the original Esri reports) have
been reversed to show a surplus as a positive value, and to show a leakage as a negative value. The Retail Gap (Sales Surplus/Leakage)
represents the difference between Retail Potential and Retail Sales. A positive value represents a surplus in retail sales, often indicating a
market where customers are drawn in from outside the defined trade area.
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2.5 Miles

5 Miles

10 Miles

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

Surplus/(Leakage)
Estimate

451: Sporting Goods, Hobby, Book, and Music Stores

($757,159)

($1,967,078)

($9,569,094)

4511: Sporting Goods/Hobby/Musical Instrument Stores

($624,046)

($1,549,158)

($7,375,754)

4512: Book, Periodical, and Music Stores

($133,114)

($417,920)

($2,193,341)

452: General Merchandise Stores

($9,264,192)

($22,948,504)

($98,377,495)

4521: Department Stores (Excluding Leased Depts.)

($2,201,654)

($6,161,616)

($27,574,280)

4529: Other General Merchandise Stores

($7,062,538)

($16,786,888)

($70,803,216)

$7,071,353

$6,135,327

$216,315

($3,116)

$56,129

($196,064)

($304,350)

($545,099)

($2,592,605)

$83,314

($5,039)

($307,364)

4539: Other Miscellaneous Store Retailers

$7,272,960

$6,629,337

$3,312,347

454: Nonstore Retailers

$5,576,613

$11,908,975

($8,102,864)

($3,123,680)

$3,795,324

($15,373,537)

4542: Vending Machine Operators

($200,642)

($37,093)

($1,208,187)

4543: Direct Selling Establishments

$4,742,825

$8,150,745

$8,478,859

722: Food Services & Drinking Places

$1,100,273

($4,332,445)

($33,270,130)

($24,643)

($2,229,976)

($11,344,791)

7222: Limited-Service Eating Places

$1,459,212

($1,063,638)

($18,334,447)

7223: Special Food Services

($150,749)

($471,988)

($1,829,971)

7224: Drinking Places (Alcoholic Beverages)

($183,547)

($566,843)

($1,760,921)

Sales Surplus & Leakage Analysis (2014)

NAICS Code: Business Description

453: Miscellaneous Store Retailers
4531: Florists
4532: Office Supplies, Stationery, and Gift Stores
4533: Used Merchandise Stores

4541: Electronic Shopping and Mail-Order Houses

7221: Full-Service Restaurants

Data Source: Esri Retail MarketPlace Profile; Esri and Dun & Bradstreet. © 2014 Dun & Bradstreet, Inc. All rights reserved.
Data Note: The polarity of surplus/leakage estimates shown in this report (as compared to those shown in the original Esri reports) have
been reversed to show a surplus as a positive value, and to show a leakage as a negative value. The Retail Gap (Sales Surplus/Leakage)
represents the difference between Retail Potential and Retail Sales. A positive value represents a surplus in retail sales, often indicating a
market where customers are drawn in from outside the defined trade area.
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Sales Surplus/Leakage Factors
Sales Surplus/Leakage Factors present a snapshot of retail opportunity. This is a measure of the relationship between
supply and demand that ranges from +100 (total surplus) to -100 (total leakage). A positive value represents a surplus of
retail sales (often indicative of a market where customers are drawn in from outside the trade area). Categories showing
the highest surplus factors may be indicative of relative strength in the market. Negative leakage factors may reveal retail
opportunity outside the trade area, with the lowest values indicating possible targets for retail expansion or recruitment.
The following table displays figures for some of the highest and lowest Surplus/Leakage Factors in the 2.5-mile radius for
select Retail and Food & Drink categories and subcategories, with corresponding figures for the five- and ten-mile radii.
Downtown Wayland Study Area • Sales Surplus/Leakage Factors – Select Categories (2014)
2.5 Miles
Category/Subcategory Description

5 Miles

10 Miles

NAICS

Factor

# Biz

Factor

# Biz

Factor

# Biz

▲ Direct Selling Establishments

4543

84.0

2

78.6

8

46.3

19

▲ Other Miscellaneous Store Retailers

4539

83.6

6

66.1

8

18.8

24

447,4471

70.2

3

47.7

4

25.2

15

▲ Lawn & Garden Equip & Supply Stores

4442

65.6

2

54.5

4

27.3

9

▲ Beer, Wine & Liquor Stores

4453

50.4

1

29.4

2

(31.8)

3

▲ Other Motor Vehicle Dealers

4412

34.4

2

31.3

3

(7.2)

11

▲ Used Merchandise Stores

4533

27.0

3

(1.0)

4

(16.0)

8

▲ Grocery Stores

4451

24.3

2

(4.1)

5

(37.2)

15

▲ Limited-Service Eating Places

7222

21.9

4

(9.4)

7

(54.5)

17

▲ Automobile Dealers

4411

2.7

6

(21.2)

9

(49.3)

22

▼ Furniture & Home Furnishings Stores

442

(100.0)

0

(58.9)

4

(51.4)

22

▼ Specialty Food Stores

4452

(100.0)

0

(9.6)

2

(31.4)

7

▼ Shoe Stores

4482

(100.0)

0

(100.0)

0

(100.0)

0

▼ Office Supplies, Stationery & Gift Stores

4532

(100.0)

0

(59.9)

4

(73.0)

12

▼ General Merchandise Stores

452

(81.0)

3

(88.7)

4

(92.9)

8

▼ Electronics & Appliance Stores

4431

(74.7)

1

(87.6)

1

(73.4)

4

▼ Jewelry, Luggage & Leather Goods

4483

(66.6)

1

(84.3)

1

(72.9)

3

▼ Auto Parts, Accessories & Tire Stores

4413

(55.2)

1

(75.2)

1

(59.7)

10

▼ Building Material & Supplies Dealers

4441

(51.8)

2

(72.7)

3

(78.0)

17

▲ Gasoline Stations

▼ Clothing Stores

4481

(49.4)

1

(59.1)

2

(71.0)

10

446,4461

(47.2)

3

(40.2)

5

(62.2)

14

▼ Sporting Goods/Hobby/Musical Instrumts

4511

(47.2)

3

(50.2)

7

(61.1)

24

▼ Drinking Places - Alcoholic Beverages

7224

(37.1)

1

(53.9)

2

(34.9)

9

▼ Book, Periodical & Music Stores

4512

(34.5)

1

(52.5)

2

(77.8)

3

▼ Florists

4531

(2.1)

1

13.4

2

(14.4)

7

▼ Full-Service Restaurants

7221

(0.6)

2

(32.5)

4

(42.4)

13

▼ Health & Personal Care Stores

Data Source: Esri Retail MarketPlace Profile; Esri and Dun & Bradstreet. © 2014 Dun & Bradstreet, Inc. All rights reserved.
Data Note: The polarity of surplus/leakage factors shown in this report (as compared to those shown in the original Esri reports) have been
reversed to show a surplus factor as a positive value, and to show a leakage factor as a negative value. The factor is a measure of the
relationship between supply and demand that ranges from +100 (total surplus) to -100 (total leakage). A positive value represents a surplus
of retail sales (often indicative of a market where customers are drawn in from outside the trade area).
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2011 to 2014 Sales Comparison
The following table displays and compares estimated sales and business counts in the 2.5-mile radius for 27 industry
groups in the Retail Trade sector and for the four industry groups within the Food Services & Drinking Places subsector
for the Downtown Wayland Study Area markets.
Downtown Wayland | 2.5 Mile Radius | 2011 to 2014 Estimated Sales and Business Counts Comparison
2.5 Mile Radius
NAICS Code: Business Description

2011

2011 – 2014 Change

2014

Est. Sales

Biz

Est. Sales

Biz

Est. Sales

Biz

Total Retail Trade and Food & Drink (NAICS 44 – 45, 722)

$ 75,419,229

58

$ 77,330,397

54

$ 1,911,168

(4)

Total Retail Trade (NAICS 44 – 45)

$ 68,654,769

43

$ 71,143,548

45

$ 2,488,779

2

Total Food & Drink (NAICS 722)

$

6,764,460

15

$ 6,186,849

8

$

(577,611)

(7)

441: Motor Vehicle & Parts Dealers

$ 15,206,650

13

$ 10,177,554

8

$ (5,029,096)

(5)

4411: Automobile Dealers

$ 12,176,254

6

$ 8,770,319

6

$ (3,405,935)

0

4412: Other Motor Vehicle Dealers

$

720,217

1

$ 1,211,038

2

$

1

4413: Auto Parts, Accessories, and Tire Stores

$

2,310,178

6

$

196,197

1

$ (2,113,981)

(5)

442: Furniture & Home Furnishings Stores

$

142,987

1

$

-

0

$

(142,987)

(1)

4421: Furniture Stores

$

-

0

$

-

0

$

-

4422: Home Furnishings Stores

$

142,987

1

$

-

0

$

(142,987)

(1)

443/4431: Electronics & Appliance Stores

$

245,678

2

$

183,068

1

$

(62,610)

(1)

444: Building Materials, Garden Equip. & Supply Stores

$

3,838,037

8

$ 1,875,284

4

$ (1,962,753)

(4)

4441: Building Material and Supplies Dealers

$

2,970,046

4

$

398,500

2

$ (2,571,546)

(2)

4442: Lawn and Garden Equipment and Supplies Stores

$

867,992

3

$ 1,476,783

2

$

608,791

(1)

445: Food & Beverage Stores

$ 11,067,508

4

$ 11,232,876

3

$

165,368

(1)

4451: Grocery Stores

$ 10,492,704

1

$ 8,641,597

2

$ (1,851,107)

4452: Specialty Food Stores

$

217,526

2

$

-

0

$

4453: Beer, Wine, and Liquor Stores

$

357,278

1

$ 2,589,659

1

$ 2,232,381

0

446/4461: Health & Personal Care Stores

$

591,021

1

$ 1,402,860

3

$

2

447/4471: Gasoline Stations

$ 28,016,402

4

$ 26,291,823

3

$ (1,724,579)

448: Clothing and Clothing Accessories Stores

$

778,788

2

$

709,641

2

$

(69,147)

0

4481: Clothing Stores

$

674,580

1

$

630,786

1

$

(43,794)

0

4482: Shoe Stores

$

-

0

$

-

0

$

-

0

4483: Jewelry, Luggage, and Leather Goods Stores

$

104,208

1

$

78,856

1

$

(25,352)

0

490,821

(217,526)

811,839

0

1
(2)

(1)

Data Source: Esri Retail MarketPlace Profile; 2011 Esri and Infogroup | 2014 Esri and Dun & Bradstreet, Inc.
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Downtown Wayland | 2.5 Mile Radius | 2011 to 2014 Estimated Sales and Business Counts Comparison
Continued from previous page
2.5 Mile Radius
NAICS Code: Business Description

2011

2011 – 2014 Change

2014

Est. Sales

Biz

Est. Sales

Biz

Est. Sales

Biz

451: Sporting Goods, Hobby, Book, and Music Stores

$

99,393

1

$

476,015

4

$

376,622

3

4511: Sporting Goods/Hobby/Musical Instrument Stores

$

99,393

1

$

349,662

3

$

250,269

2

4512: Book, Periodical, and Music Stores

$

-

0

$

126,353

1

$

126,353

1

452: General Merchandise Stores

$

8,062,751

2

$ 1,088,482

3

$ (6,974,269)

1

4521: Department Stores (Excluding Leased Depts.)

$

-

0

$

922,925

2

$

2

4529: Other General Merchandise Stores

$

8,062,751

2

$

165,557

1

$ (7,897,194)

(1)

453: Miscellaneous Store Retailers

$

605,553

6

$ 8,277,980

10

$ 7,672,427

4

4531: Florists

$

53,952

1

$

71,318

1

$

17,366

0

4532: Office Supplies, Stationery, and Gift Stores

$

424,887

2

$

-

0

$

(424,887)

4533: Used Merchandise Stores

$

24,675

1

$

195,995

3

$

171,320

2

4539: Other Miscellaneous Store Retailers

$

102,039

2

$ 7,988,122

6

$ 7,886,083

4

454: Nonstore Retailers

$

-

0

$ 9,352,917

3

$ 9,352,917

3

4541: Electronic Shopping and Mail-Order Houses

$

-

0

$

-

0

$

-

0

4542: Vending Machine Operators

$

-

0

$

-

0

$

-

0

4543: Direct Selling Establishments

$

-

0

$ 5,194,807

2

$ 5,194,807

2

722: Food Services & Drinking Places

$

6,764,460

15

$ 6,186,849

8

$

(577,611)

(7)

7221: Full-Service Restaurants

$

1,682,175

8

$ 1,884,082

2

$

201,907

(6)

7222: Limited-Service Eating Places

$

5,081,188

7

$ 4,059,439

4

$ (1,021,749)

(3)

7223: Special Food Services

$

-

0

$

87,801

1

$

87,801

1

7224: Drinking Places (Alcoholic Beverages)

$

1,097

0

$

155,528

1

$

154,431

1

922,925

(2)

Data Source: Esri Retail MarketPlace Profile; 2011 Esri and Infogroup | 2014 Esri and Dun & Bradstreet, Inc.
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Summary
The preparation of this Market Snapshot document is another important step in an ongoing process to study, analyze
and interpret the market and to identify and capitalize upon emerging opportunities that are consistent with the
community’s vision for Downtown Wayland.
The Market Snapshot presents a picture of the Downtown Wayland marketplace today and, for certain demographic
characteristics, anticipates changes that could occur over the next five years. Important demographic and lifestyle data
analyzed reveal:
►

Trends and projections for the population and households within the study area geographies anticipate
stable growth through 2019. Population in the study area is expected to increase at a five-year rate of about
2% to 3%; and the number of households across the study area geographies is expected to increase by 2.4%
to 3.3%. The largest percentage increases in both population and households are expected to occur at the
10-mile radius level.

►

Consistent with state and national trends and the aging population, household size in the study area
geographies is expected to decrease slightly, while median age is expected to increase by about one-half
year or less through 2019 while the median age for the state population is expected to increase by 0.6 years.

►

Median age in the 2.5-mile radius, estimated in 2014 at 35.1 years, is comparatively young; and even
median age in the five- and ten-mile radii, estimated at 36.5 and 38.2 years, respectively, is low when
compared to the 2014 state median age of 39.7 years.

►

All income category figures are highest in the twenty-minute drive time area, where 2014 median
household income is estimated at $48,264, as compared to five- and ten-minute drive time area estimates
of $42,364 and $44,983, respectively.

► Median household income is expected to grow at five-year rates ranging from a low of 11.9% in the tenmile radius to a high of 15.8% in the 2.5-mile radius. Median household income growth in 2.5- and 10-mile
radii is expected to approach or exceed the 15.7% five-year rate of growth forecast for Michigan households
statewide through 2019.
►

Consumer expenditures for goods and services are generally consistent with income levels and patterns
across the study area geographies, with expenditure indices highest at the ten-mile geography level, and
where indices for the majority of spending categories are within ten points of national spending averages.

►

More than 98% of all households within the 2.5-mile radius, and about 80% of all five-mile radius
households, are characterized by three Esri Tapestry lifestyle segments: Middleburg, Traditional Living and
Salt of the Earth. The Salt of the Earth and Middleburg segments are also prevalent in the ten-mile radius
and are joined by higher concentrations of the Green Acres and Soccer Moms lifestyle segments to
collectively represent about 78% of all ten-mile radius households. The data and findings suggest that
opportunities and strategies to increase downtown Wayland’s market share might be focused in three
areas:
1.

Local, client and convenience-oriented marketing and business development strategies which
appeal to characteristics and traits common to the three tapestry segments most prevalent in the
2.5- and 5-mile radii (Middleburg, Traditional Living and Salt of the Earth). These strategies are likely
to emphasize local personalities, hometown customer service, local traditions and convenience.

2.

Extending regional appeal through intentional marketing, messages and events specifically designed
to appeal to the lifestyle characteristics of the Soccer Moms and Green Acres lifestyle segments
which, collectively, represent more than 31% of all households in the ten-mile radius.

3.

Continuing to capitalize on unique downtown anchors and attractions which have special appeal –
and “pull” – for visitors and day-trippers traveling from areas beyond the Downtown Wayland study
area’s ten-mile radius.
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Analysis of retail data and sales surplus & leakage estimates reveals areas of retail strength, and other areas that might
represent prime opportunities for expansion and/or complementary product and service lines. Retail categories and
subcategories which, based strictly on the analysis of ESRI Retail MarketPlace report data, appear to be areas of relative
strength in the community and/or downtown area include:
▲ Direct Selling Establishments

▲ Other Motor Vehicle Dealers

▲ Other Miscellaneous Store Retailers

▲ Used Merchandise Stores

▲ Gasoline Stations

▲ Grocery Stores

▲ Lawn & Garden Equip & Supply Stores

▲ Limited-Service Eating Places

▲ Beer, Wine & Liquor Stores

▲ Automobile Dealers

Retail categories, subcategories and product lines which, based solely on the analysis of ESRI data, might represent some
of the best and most immediate opportunities for growth and expansion include:
▼ Furniture & Home Furnishings Stores

▼ Auto Parts, Accessories & Tire Stores

▼ Specialty Food Stores

▼ Building Material & Supplies Dealers

▼ Shoe Stores

▼ Clothing Stores

▼ Office Supplies, Stationery & Gift Stores

▼ Health & Personal Care Stores

▼ General Merchandise Stores

▼ Sporting Goods/Hobby/Musical Instruments

▼ Electronics & Appliance Stores

▼ Drinking Places - Alcoholic Beverages

▼ Jewelry, Luggage & Leather Goods

▼ Book, Periodical & Music Stores

Retail categories and subcategories which, based strictly on the analysis of ESRI Retail MarketPlace report data for the
study area’s 2.5-mile radius, show some of the largest sales gains and losses in 2014 as compared to 2011 include:
NAICS Code: Business Description | 2.5 Mile Radius

2011 – 2014 Change in Est. Sales ( + )

4539

Other Miscellaneous Store Retailers

$ 7,886,083

4543

Direct Selling Establishments

$ 5,194,807

4453

Beer, Wine & Liquor Stores

$ 2,232,381

4521

Department Stores Excluding Leased Depts.

$

922,925

446,4461 Health & Personal Care Stores

$

811,839

4442

Lawn & Garden Equip & Supply Stores

$

608,791

4511

Sporting Goods/Hobby/Musical Instrument Stores

$

250,269

7221

Full-Service Restaurants

$

201,907

4533

Used Merchandise Stores

$

171,320

NAICS Code: Business Description | 2.5 Mile Radius

2011 – 2014 Change in Est. Sales ( - )

4529

Other General Merchandise Stores

$ (7,897,194)

4411

Automobile Dealers

$ (3,405,935)

4441

Building Material & Supplies Dealers

$ (2,571,546)

4413

Auto Parts, Accessories & Tire Stores

$ (2,113,981)

4451

Grocery Stores

$ (1,851,107)

7222

Limited-Service Eating Places

$ (1,021,749)

4532

Office Supplies, Stationery & Gift Stores

$

(424,887)

4452

Specialty Food Stores

$

(217,526)

442

Furniture & Home Furnishings Stores

$

(142,987)
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ESRI Retail MarketPlace report data and findings provide a good starting point for the design of an effective, marketdriven business development strategy for downtown Wayland. Still, retail categories and subcategories showing
potential for expansion and growth based on ESRI data must be further analyzed and, with the contribution of local
expertise, interpreted to better understand the local and regional conditions and factors that could be driving the results.
Identified areas of retail strength must also be further assessed to better understand and identify potential opportunities
for complementary businesses and uses; opportunities for existing business to expand or introduce new product and
service lines; potential opportunities for location-neutral businesses and enterprises; and potential business
niche/clustering opportunities that capitalize upon existing retail sector strengths, retail and non-retail anchors, and area
attractions.
Moving forward, it will be critical for the community to capitalize upon and leverage past and planned investments, and
ongoing initiatives, to position downtown Wayland as a local and regional attraction, economic engine and center for
commerce.
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