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FREDERICK, MD

DEMOGRAPHIC PROFILE (2024)
Riverview Plaza
5 mile ring

BRADDOCK
HEIGHTS #

Frederick
Municipal
Airport

SPRING RIDGE

BARTONSVILLE

BUCKEYSTOWN

Please Contact

Geoffrey Mackler

240.482.3616

etail.com
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EMBER OF CHAINLINKS RETAIL ADVI

131,007

Population

36.5

Median Age

EDUCATION

v

20%

High School Diploma

v

27%

6,368

Total Businesses Daytime

Population

Boomburbs
7,609 (15.7%) of households

Close to one in five employed residents works in mining, oil
and gas extraction, or quarrying industries. Economic
BedRock is a very rural, primarily Southern market.
Married-couple families reside in" over half of the
households, with a quarter of households that live in
mobile homes. This socially conservative group earns a
living working with their hands. In addition to mining,
construction and agriculture are common industries for
employment. They take pride in the appearance of their
homes and their vehicles. Budget-minded residents enjoy
home cooking, but nothing too fancy. This is a gregarious
group that va?ues time spent with friends.

* TV is the main source of information, news, and
entertainment.

* They make purchases for today because tomorrow is
uncertain.

® They are happy to go to work whenever the opportunity
presents itself.

* Budgeted vacations are taken within the US, not abroad.

Sydney Skalka
240.617.0028
sskalka@hrretail.com

Bachelor's Degree

147,307

48,489

Households

(Mubt

>

20%

Graduate/Professional
Degree

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

$25000-34999

4 O O $15000-24999
Food Srv & 30-14899
Drinking Places 0

~‘2D Enterprising Professionals
6,854 (14.1%) of households

Enterprising Professionals residents are well educated and
climbing the ladder in STEM (science, technology,
engineering, and mathematics) occupations. They change
jobs often and therefore choose to live in condos, town
omes, or apartments; many still rent their homes. The
market is fast-growing, ?/ocated in lower density
neighborhoods of large metro areas. Enterprising
Pro?ess\ona\s residents are diverse, with Asians making up
over one-fifth of the population. This young market makes
over one and a halftimes more income than the US median,
supplementing their income with high-risk investments. At
home, they enjoy the Internet and TV on high-speed
connections with premier channels and services.

* Early adopters of new technology in hopes of
impressing peers with new gadgets.

 Enjoy talking about and giving advice on technology.
* Work long hours in front of a computer.

o Strive to stay youthful and healthy, eat organic and
natural foods, run, and do yoga.

® Buy name brands and trendy clothes online.

¢ ompletene your responsibi H&R Retail, Ir

INCOME

Median Household Income

Per Capita Income

AVERAGE HH INCOME ($)
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@ Bright Young Professionals
5,143 (10.6%) of households

Prosperous domesticity best describes the settled
denizens of P\easantvl\{e. 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 alread
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 improvement and remodeling projects are a
priority—preferably done by contractors. Residents spend
their spare time “participating in a variety of sports or
watchin? 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.

* Use all types of media equally (newspapers, magazines,
radio, Internet, TV).

3 Bethesda M

ro Center,
Suite 620
Bethesda, Maryland 20814

301.656.3030
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