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PROPERTY HIGHLIGHTS

B New space available facing
Woodyard Road iendly

Space 123: 2,000 -4,700 SF
Space 116: 2,570 SF
108,000 cars pass daily
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Brandywine

1,100 parking spaces

Availability on pylon sign facing ok
Route 5
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# NAME SIZE 112 Salon Plaza 7,099 SF 202 Marcos Pizza 1,610 SF 602C Milk & Honey 2,070 SF
100A Star Beauty 14,020 SF 114 Mattress Warehouse 4,015 SF 204 Cleaners 1,059 SF 6028 Supreme BBQ 1,870 SF
1008 Marshall's 21,992 SF _ 206 Tropical Smoothie 1,617 SF 602A Crafty Crab 5,600 SF
100C DTLR/VILLA 8,004 SF 118 Burlington 43,481 SF 208 Phone Tech 1,311 SF 606 Navy Federal 2,726 SF
104 | Active Phycical Therapy 3,988 SF 120 Ross Dress For Less 22,000 SF 210 Firehouse Subs 2,400 SF 608 Chick-Fil-A 5,000 SF
106A America’s Best 3,500 SF 122 ALDI 22,000 SF PAD1 Checkers 700 SF
1068 Fenton Dental 3,000 SF _ PAD2 Popeyes 3,000 SF Site P| %
It N
108 Allure Nails 1,480 SF 124 Patriot Urgent Care 4,000 SF 600 Panera Bread 4,766 SF € rla €y Iﬂ{
10 DollarTree 3,993 SF 200 |  Quickway Hibachi 1,660 SF 602D Mezeh 2,400 SF Available [l Leased I
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Median Age

123,769

Population

EDUCATION
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20%

Bachelor's Degree

26%

High School Diploma

3,429

Total Businesses

102,643

Daytime
Population

TAPESTRY SEGMENTS

Pleasantville
19,581 (43.4%) of households

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 consum-
ers have higher incomes and home values and much higher net
worth. Older homes require upkeep; home improvement 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.
e Prefer fashion that is classic and timeless as opposed to trendy.

45,120

Households
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Graduate/Professional
Degree

$200000+

$150000-199999

$100000-149999

$75000-99999

$50000-74999

$35000-49999

$25000-34999

160

Food Srv &
Drinking Places

a8y \Workday Drive
5,623 (12.5%) of households

Workday Drive 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.

e Connected, with a host of wireless devices—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.

e Carry a higher level of debt, including first (Index 149) and
second mortgages (Index 154) and auto loans (Index 149).

$15000-24999

$0-14999

INCOME

Median Household Income

Per Capita Income

AVERAGE HH INCOME ($)
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: @ Bright Young Professionals
1 3,551 (7.9%) of households

Bright Young Professionals is a large market, primarily
located in urban outskirts of large metropolitan areas. These
communities are home to young, educated, working profes-
sionals. One out of three householders is under the age of
35. Slightly more diverse couples dominate this market, with
more renters than homeowners. More than two-fifths of the
households live in single-family homes; over a third live in 5+
unit buildings. Labor force participation is high, generally
white-collar work, with a mix of food service and part-time
jobs (among the college students). Median household
income, median home value, and average rent are close to
the US values. Residents of this segment are physically active
and up on the latest technology.

® These consumers are up on the latest technology.
® Concern about the environment, impacts their purchasing
decisions.
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Please Contact

3 Bethesda Metro Center,
1 Rich Amsellem Suite 620

2 E T A T L 301.466.1717 Bethesda, MD 20814
A e o cuan S RETALL ADVISORS ramsellem@hrretail.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



