TAHSEOM

§

WWW.HRRE

\
A\

Ay

N

R
N
\\

SN

SSSE
i

=

@
4
z
<
I
S
5}
a
@
<




. i Py
L (\o H ] > i -?h
PROPERTY HIGHLIGHTS 2z " | - g X
3,174 SF second generation restaurant %t} o SH ﬁ'l'[-] ] ﬁmﬂ = 2, -
space available adjacent to Tatte in - ’ ] = - Yol 3N || N g
Downtown DC B f % 0@“‘ ﬂ 4 a = |—'| z DAUI’HINE'S <
- . &Y\ T met e 1Sl | el &
Walking distance to DC's prominent 7%‘ g V) 'l_l.|' 9 g L STREET, NW
landmarks such as Farragut Square, iy X - ) o & i
2 m x m “E m < 1
Lafayette Square, The White House o % DRE[ il m :—l" : m § i
and the National Mall 1 = z ﬂ: = ;$ s
IS oo WY FARRAGUT = -3 = = et :
arking in building N: NORTHJIVII it g - |
1/2 block from Farragut West and = C:z/l:%e = A:DP et — 3 ¢9€M BEUHW\ K STREET, NW .
Farragut North metro stations _n.; - ) i - *
! . E' i FARRAGUT ] HHHWNG jh coMPASS TII}',IPJ‘\}{K
s — w4 SQUARE MCPHERSON FRANKLIN
| = = - SQUARE. == CRRK
1 T .FARRAGUT M I"Iil | ity i
! Sl 2014080 0 ’}EJ ;ﬁ P ™ : : !
i T T 1 L 8 3 . ¥ @
)\~ % : RZ |12 compass |y r BLAGKF"‘N‘ ey p— MCPHERSON
= af° | lEoXTROTY @ NNA I T = N mﬁzﬁm
:% : &,'lkqlv _ ' . 81 8 CONNECTlCUT AVE NW - '

3 14 i iy 'ﬂ | { “H N f ¥ B3 BRY u\\, -
il i =) . = 1) = d - o) .
i gl =0 O -] VBl o /el O

; ; Jh( Sereen P = ' N - - H STREET, NW o ¥, 2o
[+ | HowL | roows | P | gl || e
A3 .,@LL Tigirm, LABISE 9.
| | oA | Nk - | 3

W
, o m erl LAFAYETTE SQUARE Pﬂ?«‘ .
[ [ e } 1 o
B Peets Coffee US DEPARTMENT : i
| 3 | ClubQuarters Hotels if % % k %Eﬁ;ﬁe OF THE TREASURY ANNEX wet
[ revoro | o N 1A R ~

-
H
=
-------- CHOPT . o : g
| o | TheHay Adams | 24 o IR T
¢ 4 _GSTREET,NW._ .. 3 o =
. t i : 5 5
BTN : 2
i | m - : ) s
‘n Hyatt Place ¥ m EISENHOWER “THE WHITE HOUSE __ o E
\ﬂ_ | ESTREELNW 2 ofceoione - w > siionG
5 % HAMILTON
10 Hilton Garden Inn ; NS, S

K, . 1 i H ) - - =
---\— v A D o ] (- Pl [Pt

* EN TR . || B | - ol S
Bl tota. | 370 SRR ‘ .. T 5 B =S &
= w

L L ESTREET.NW | _ ¢

A * é . " PENNSYLVANIA AVE, NW
© B o . | E'STREET, NW—-- i 4 ; ol . = Bt E




HR

E T A I L

R
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INCOME

58,485 33.5 33,035
WAS H | N GTO N/ DC Population Median Age Households

DEMOGRAPHIC PROFILE (2023)
818 Connecticut Ave NW
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High School Diploma Bachelor's Degree Graduate/Professional AVERAGE HH INCOME ($)
Degree

$200000+

$150000-199999

$100000-149999
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$50000-74999

$35000-49999
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EEY Metro Renters
19,206 (58.1%) of households

23Rd St Nw-

¥ Dorms to Diplomas
1,380 (4.2%) of households

&Y Laptops and Lattes
9,909 (30.0%) of households

Residents in this highly mobile and educated market live alone or Laptops and Lattes residents are predominantly single, well-educated On their own for the first time, Dorms to Diplomas residents
with a roommate in older apartment buildings and condos located in professionals in business, finance, legal, computer, and entertainment are just learning about finance and cooking. Frozen dinners
the urban core of the city. This is one of the fastest growing occupations. They are affluent and partial to city living—and its amenities. and fast food are common options. Shopping trips are
segments; the popularity of urban life continues to increase for Neighborhoods are densely populated, primarily located in the cities of sporadic, and preferences for products are still being
consumers in their late twenties and thirties. Metro Renters residents large metropolitan areas. Many residents walk, bike, or use public established. Many carry a balance on their credit card so they

e income is close to the US average, but they spend a large portion of transportation to get to work; a number work from home. Although can buy what they want now. Although school and part-time

. their wages on rent, clothes, and the latest technology. Computers single householders technically outnumber couples, this market work take up many hours of the day, the remainder is usually

UsHeyiS0 and cell phones are an integral part of everyday life and are used includes a higher proportion of partner households, including the filled with socializing and having fun with friends. They are
interchangeably for news, entertainment, shopping, and social highest proportion of same-sex couples. Residents are more interested looking to learn life lessons inside and outside of the
media. Metro Renters residents live close to their jobs and usually in the stock market than the housing market. Laptops and Lattes classroom. This is the first online generation, having had
walk or take a taxi to get around the city. residents are cosmopolitan and connected—technologically savvy lifelong use of computers, the Internet, cell phones, and MP3

consumers. They are active and health conscious, and care about the players
* Willing to take risks and work long hours to get to the top of their environment.
profession. © They buy trendy clothes on a budget.
« Become well informed before purchasing the newest technology. « These are health-conscious consumers, who exercise regularly « They value socializing, having fun, and learning new things.
 Prefer environmentally safe products. and pay attention to the nutritional value of the food they purchase. * They're always connected; their cell phone is never out of
« Socializing and social status very important. « Environmentally conscientious but also image-conscious: both reach.

impact their purchasing.

Please Contact 3 Bethesda Metro Center,
Alex Shiel Edward Crilley Suite 620

240.482.3601 240.482.3608 Bethesda, MD 20814
ashiel@hrretail.com  ecrilley@nhrretail.com 301.656.3030
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