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MORE THAN JUST A COLLEGE TOWN |
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INCOME

499,323

Population

35.6

Median Age

173,560

Households Median Household Income

COLLEGE PARK, MD

DEMOGRAPHIC PROFILE (2023) EDUCATION

Sterling Place
5 mile ring

KONTERRA

COLESVILLE

L

S

20%

High School Diploma

21%

15,290

Bachelor's Degree

460,577

(@™

N

20%

Graduate/Professional
Degree

$200000+
$150000-199999
$100000-149999
$75000-99999
$50000-74999
$35000-49999

998

$25000-34999

Per Capita Income

AVERAGE HH INCOME ($)

HILLANDALE Total Businesses Daytime Food Srv &
ADELPHI Population Drinking Places $15000-24099
$0-14999
UMD UMD 0 10,000 20,000 30,000
Students Faculty
BERWYN
Ry HEIGHTS
g College Park
Airport
R _E @ City Lights Pleasantville WY Metro Fusion
RIVERDALE S o7 : ﬁ] 19,322 (11.1%) of households 15,533 (8.9%) of households 15,299 (8.8%) of households
PARK

RIVERDALE <

WOODLAWN

BRENTWOOD
\ l BLADENSBURG y LANDOVER
S MOUNT\ < n g HILLS

RAINIER
COTTAGE CITY
/ CHEVERLY

COLMAR
MANOR

PLEASANT

PEPPERMILL
VILLAGE
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SPRINGDALE

GLENARDEN

euen

SUMMERFIELD

City Lights, a densely populated urban market, is the epitome
of equality. The wide-ranging demographic characteristics of
residents mirror their passion for social welfare and equal
opportunity. Household types range from single person to
married-couple families, with and without children. A blend of
owners and renters, singlefamily homes and town homes,
midrise and high-rise apartments, these neighborhoods are
both racially and ethnically diverse. Many residents have
completed some college or a degree, and they earn a good
income in professional and service occupations. Willing to
commute to their jobs, they work hard and budget well to
support their urban lifestyles, laying the foundation for stable
financial futures.

® These consumers are price savvy but will pay for quality
brands they trust.

o Reflecting the diversity of their neighborhoods, residents
stand by their belief in equal opportunity.

¢ Attuned to nature and the environment, and when they can,
purchase natural products.

Prosperous domesticity best describes the settled denizens of
Pleasantville. Situated principally in older housing in suburban
areas in the Northeast (especially in New York and New Jersey)
and secondarily in the West (especially in California), these
slightly older couples move less than any other market. Many
couples have already transitioned to empty nesters; many are still
home to adult children. Families own older, single-family homes
and maintain their standard of living with dual incomes. These
consumers have higher incomes and home values and much
higher net worth. Older homes require upkeep; home improve-
ment and remodeling projects are a priority—preferably done by
contractors. Residents spend their spare time participating in a
variety of sports or watching movies. They shop online and in a
variety of stores, from upscale to discount, and use the Internet
largely for financial purposes.

* Not cost-conscious, these consumers willing to spend more for
quality and brands they like.

o Prefer fashion that is classic and timeless as opposed to
trendy.

Metro Fusion is a young, diverse market. Many residents do
not speak English fluently and have moved into their homes
recently. They are highly mobile and over three quarters of
households are occupied by renters. Many households have
young children; a quarter are single-parent families. The
majority of residents live in midsize apartment buildings.
Metro Fusion is a hard-working market with residents that
are dedicated to climbing the ladders of their professional
and social lives. This is particularly difficult for the single
parents due to median incomes that are 35% lower than the
US level.

¢ They take pride in their appearance, consider their fashion
trendy, and stick with the same few designer brands.

¢ They spend money readily on what's hot unless saving for
something specific.

e Social status is very important; they look to impress with
fashion and electronics.
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Please Contact
Rich Amsellem
1 D: 240.437.3502

R ETA I L C:301.466.1717
AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA ramsellem@hrretail.COm

Lee Engle

3 Bethesda Metro Center,
Engle Retail Advisors

Suite 620
C:301.651.0070 Bethesda, MD 20814
lee.engle@engleretail.com 301.656.3030

Information herein has been obtained from sources believed to be reliable. While we do not doubt its accuracy

, we have not verified it and make no guarantee, warranty or

representation about it. Independent confirmation of its accuracy and completeness

is your responsibility. H&R Retail, Inc. WWW.HRRETAIL.COM



