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INTRODUCTION 

 
 

Figure 1: Aerial photo of Lower Merion Township and the two study areas, Ardmore and City Avenue. The primary trade 

area can presently support an additional 358,600 sf of retail and restaurant development.   

 

Executive Summary 

This study finds that the two Lower Merion Township study areas, Ardmore and City Avenue, 

could presently support up to 358,600 square feet (sf) of additional retail and restaurant 

development, generating up to $137.2 million in sales. By 2022, the retail demand could likely 

grow in strength to capture $168.8 million in sales. This new development would be considered a 

community type shopping center by industry definitions and could be absorbed with the opening 

of 85 to 105 new restaurants and stores. 

 

The subject site can provide needed goods and services for the existing and expanding consumer 

base of nearby residents, workers and students. With existing retail destinations and access to 

public transit, the study areas represent meaningful locations for infill development or 

redevelopment which can add to the critical mass of commercial development and improve each 

study area’s consumer attraction. The supportable retail includes 2-3 full-service grocery stores, 

5-7 hardware, home improvement and garden stores, 8-9 stores carrying department store 

merchandise, 11-12 general merchandise stores, 6-7 limited-service restaurants, 3-4 full-service 

restaurants, and a diverse collection of other retail offerings. The household density in Lower 

Merion Township and a statistical under supply of the supportable retail categories creates the 

depth of market to support sustainable retail development. 

 

Located along the East Coast, just five miles outside of Center City Philadelphia and eight miles 

north of Philadelphia International Airport, Lower Merion is an established inner ring suburb of 

Philadelphia, which was incorporated in the early 1700s. The Township is comprised of 15 

unincorporated communities and is home to five higher education institutions. Served by the 

SEPTA rail line, Lower Merion is a desirable residential location for many professionals employed 

in Center City and as a result maintains an affluent reputation. The Township is in the process of 
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updating its zoning code and would like to encourage infill development along its traditional 

shopping streets and improved urbanism along its more auto-oriented corridors.  
 

Table 1: 2017 Supportable Retail 
 

Retail Category 
2017 Estimated  
Supportable SF 

2017 Estimated 
Retail Sales 

No. of 
Stores 

  Retailers       

Grocery Stores             78,400 sf  $43,898,400 3 - 4 

Hardware & Garden Stores             39,600 sf  $10,516,800 5 - 7 

Department Store Merchandise             37,900 sf  $13,251,000 8 - 9 

General Merchandise Stores             31,900 sf  $10,051,650 11 - 12 

Furniture & Home Furnishings Stores             18,000 sf  $6,603,450 7 - 9 

Electronics & Appliance Stores             17,800 sf  $6,775,400 4 - 6 

Miscellaneous Store Retailers             16,400 sf  $4,674,000 6 - 7 

Apparel & Shoe Stores             13,900 sf  $5,311,850 5 - 7 

Pharmacy             13,000 sf  $7,112,250 1 - 2 

Specialty Food & Beverage Stores             10,900 sf  $3,655,350 4 – 6 

Sporting Goods & Hobby Stores             10,600 sf  $3,404,800 4 - 5 

Auto Parts Stores                6,400 sf  $2,204,550 2 - 3 

Office Supplies & Gift Stores                5,100 sf  $1,379,700 2 - 3 

Jewelry Stores                3,400 sf  $1,508,550 2 - 3 

Book & Music Stores                3,400 sf  $938,000 2 

Florists                1,100 sf  $386,900 1 - 2 

     Retailer Totals           307,800 sf  $121,672,650 66 - 86  

  Restaurants        

Limited-Service Eating Places             20,600 sf  $6,379,800 6 - 7 

Full-Service Restaurants             15,900 sf  $5,582,500 3 - 4 

Bars, Breweries & Pubs                9,600 sf  $4,193,400 3 - 5 

Special Food Services                4,700 sf  $1,336,650 2 - 3 

     Restaurant Totals             50,800 sf  $17,492,350 14 - 19 

     Retailer & Restaurant Totals           358,600 sf  $139,165,000 80 - 105 

 
Table 1: The primary trade area could support as much as 358,600 sf of total retail development with the potential to 

capture over $139.1 million in sales. 

 

This study further finds that the Lower Merion primary trade area includes 174,300 people and is 

expected to increase to 177,300 by 2022, at an annual rate of 0.34 percent. Incomes in the 

primary trade area average $136,700 annually, and are estimated to increase to $151,100 by 

2022. Moreover, 55.0 percent of the primary trade area’s households earn above $75,000 per 

year. The primary trade area’s average household size is 2.41 and the median age is 39.7 years.  
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Figure 2: The two Lower Merion study areas are located in the established “Main Line” suburbs of Philadelphia, which 

were historically served by the Pennsylvania Rail Road.  

 

Background  

Gibbs Planning Group, Inc. (GPG) has been retained by Lower Merion Township to conduct a 

retail market study to understand the future demand for retail and restaurant development in the 

two study areas, Ardmore and City Avenue. An effort to update the current zoning code with form-

based regulations is currently underway and the potential for new development can influence the 

types and sizes of buildings the new code can encourage. The Ardmore study area is a traditional 

“Main Street” that could benefit from growing its critical mass and enhancing the draw to area 

residents, while the City Avenue study area is conventionally suburban in character and could be 

“retro-fitted” with infill or redevelopment that makes more efficient use of the land and elevates the 

quality of life for nearby residents, workers and students. The two study areas were identified in 

the Lower Merion Comprehensive Plan to have regional and community significance and are 

viewed as integral to growing the economic base.    

 

GPG addressed the following issues in this study: 
 

• What is the existing and planned retail market in the study and trade area?   
 

• What is the primary trade area for Lower Merion Township? 

 

• What are the population and demographic characteristics in the primary trade area, 

currently and projected for 2022?  
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• What is the current and projected growth for retail expenditures in the primary trade area 

over the next five years? 
 

• How much additional retail square footage is supportable in the Ardmore and City Avenue 

study areas and what retail uses should be encouraged? What sales volumes can 

development achieve in or near the study area?  

 

  
 

Figure 3: The Ardmore study area, shown above, is a traditional Main Street, however Lancaster Avenue is four lanes 

wide with no on-street parking, reducing the overall walkability of the area.  

 

Methodology  

To address the above issues, GPG defined a trade area that would serve the retail in the study 

area based on geographic and topographic considerations, traffic access/flow in the area, relative 

retail strengths and weaknesses of the competition, concentrations of daytime employment and 

the retail gravitation in the market, as well as our experience defining trade areas for similar 

markets. Population, consumer expenditure and demographic characteristics of trade area 

residents were collected using census tracts from the U.S. Bureau of the Census, U.S. Bureau of 

Labor Statistics and ESRI (Environmental Systems Research Institute).  

 

Finally, based on the projected consumer expenditure capture (demand) in the primary trade area 

of the gross consumer expenditure by retail category, less the current existing retail sales (supply) 

by retail category, GPG projects the potential net consumer expenditure (gap) available to support 

existing and new development. The projected net consumer expenditure capture is based on 

household expenditure and demographic characteristics of the primary trade area, existing and 

planned retail competition, traffic and retail gravitational patterns and GPG’s qualitative 

assessment of the Lower Merion study area.  

 

Net potential captured consumer expenditure (gap) is equated to potential retail development 

square footage, with the help of retail sales per square foot data provided by Dollars and Cents of 
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Shopping Centers (Urban Land Institute and International Council of Shopping Centers), 

qualitatively adjusted to fit the urbanism and demographics of the study area. 

 

 
 

Figure 4: The City Avenue study area, shown above, is an auto-oriented corridor connecting to Interstate-76. 

 

For the purposes of this study, GPG has assumed the following: 
 

• Other major community retail centers may be planned or proposed, but only the existing retail 

is considered for this study. The quality of the existing retail trade in the study area is projected 

to remain constant. Gains in future average retail sales per sf reflect higher sales per sf in 

newly developed retail and selected increases in sales per sf by individual retail categories. 
 

• No major regional retail centers will be developed within the trade area of this analysis for the 

purposes of this study.  
 

• The region’s economy will continue at normal or above normal ranges of employment, 

inflation, retail demand and growth. 
 

• Annual population growth for the primary trade area is estimated to be 0.34 percent throughout 

the five-year period of this study. Annual income growth is estimated to be 2.26 percent.  
 

• Employment distribution is projected to remain constant, without a spike or decline in 

employment by NAICS categories. 
 

• Development or redevelopment projects in the study area will open with sustainable amounts 

of retail and anchor tenants at planned intervals and per industry standards. 
 

• Visibility of any new retail is also assumed very good, with signage as required to assure easy 

visibility of the retailers. 
 

• Parking for new development projects or businesses will meet or exceed industry standards. 
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• The projected lease and vacancy rate model is based on our proprietary econometric model of 

the relationship between changes in employment and changes in vacancy and lease rates. 

Data was gathered from the U.S. Census Bureau, ESRI, CBRE and local brokerage services.  
 

• The subject site is properly zoned to support infill and redevelopment projects with current and 

innovative standards, and the existing infrastructure (water, sewer, arterial roadways, etc.) can 

support additional commercial development. 
 

• Any new construction in the study area will be planned, designed, built and managed to the 

best practices of the American Institute of Architects, American Planning Association, 

American Society of Landscape Architects, Congress for the New Urbanism, International 

Council of Shopping Centers and The Urban Land Institute. Retailers will exemplify the 

industry best practices in store management and customer service. 

 

 

 

Figure 5: The Lower Merion primary trade area map is shown above in green. The study areas offer convenient shopping 

and dining for households, workers and students within the trade area.  

 

Trade Area  

Based on GPG’s site evaluation, the existing retail hubs, population clusters, highway access, 

and the retail gravitation in the market, as well as our experience defining trade areas for similar 

communities throughout the United States, it was determined that consumers in the primary trade 

area generate demand to support a variety of retailers. This potential will continue to increase 

over the next five years, sustained by annual population growth of 0.34 percent and annual 

household income growth of 2.26 percent. 
 

The primary trade area is the consumer market where the study area has a significant competitive 

advantage because of access, design, lack of quality competition and traffic and commute 

patterns. This competitive advantage equates to a potential domination of the capture of 

consumer expenditure by the retailers in the study area. GPG defined a primary trade area by 

topography, vehicular access, strength of retail competition and residential settlement patterns 
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instead of standardized “drive-times.” Consumers inside the primary trade area will account for up 

to 60 to 70 percent of the total sales captured by retailers in the Ardmore and City Avenue study 

areas. Due to the strong retail gravitational pull of Manayunk to the north, Philadelphia’s Center 

City to the east, and King of Prussia to the west, GPG finds that Lower Merion has an 

approximate three to five-mile primary trade area, where the study areas can provide convenient 

shopping and dining for a captive consumer market.   

 

The trade areas also contain numerous other commercial districts including: Bala, Bryn Mawr, 

Gladwyne, Haverford, Merion-Cynwyd, Penn Valley, Penn-Wynne-City Avenue, Suburban 

Square, Rock Hill Road and Wynnewood.  These commercial districts could absorb some of the 

retail market demand defined by this study. 

 

The following borders approximately delineate the primary trade area: 

▪ North – Interstate-76 

▪ South – West Chester Pike 

▪ East – Fairmount Park 

▪ West – Waterloo Road 

 

 
 

Figure 6: The Lower Merion primary and secondary trade area map. The boundaries of the primary trade area are shown 

in green, and the total trade is shown in red. Consumers in the secondary trade area but not within the primary trade area 

will shop in Lower Merion however it will not be their primary shopping destination.   

 

Furthermore, the secondary trade area (Figure 6) extends in all directions to include consumers 

who because of convenient interstate access and the central location of the study area generate 

expenditure for retailers in Ardmore or City Avenue. The boundaries of the total trade area extend 
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to Ridge Pike to the north, Springfield Road to the south, Bear Hill Road to the west and the 

Delaware River to the east.  Residents, who live in the secondary, but not within the primary trade 

area, will shop study area retailers frequently, but the area will not be their primary shopping 

destination. Consumer expenditure by these residents will account for 15 to 20 percent of retail 

sales. 

 

Demographic Characteristics  

Using data from ESRI and the U.S. Census Bureau, GPG obtained the most recent population 

and demographic characteristics (2017), and those projected for 2022 for the defined trade areas, 

as well as regional, statewide and national statistics.  

 

Table 2: Demographic Characteristics 
 

Demographic Characteristic 

Primary 

Trade 

Area 

Secondary 

Trade 

Area 

Philadelphia 

MSA 
Pennsylvania U.S.A. 

2017 Population 174,300 1,414,200 6,162,200 12,976,700 318,536,400 

2022 Population 177,300 1,448,800 6,294,900 13,138,100 330,622,600 

2017-2022 Annual Pop. Growth Rate 0.34% 0.49% 0.43% 0.25% 0.75% 

2017 Households 66,300 563,000 1,129,400 5,113,900 120,746,300 

2022 Households 67,400 576,100 1,185,200 5,171,400 125,477,600 

2017-2022 Annual HH Growth Rate 0.32% 0.49% 0.38% 0.22% 0.77% 

Average Household Size 2.41 2.40 2.58 2.45 2.57 

Median Age 39.7 35.1 39.0 41.3 37.6 

2017 Average Household Income $136,700 $76,900 $92,600 $78,700 $74,700 

2017 Median Household Income $84,900 $46,200 $65,400 $56,200 $53,200 

2022 Average Household Income $151,100 $87,700 $104,500 $89,800 $84,900 

2022 Median Household Income $94,500 $52,700 $75,000 $63,200 $60,700 

% Households w. incomes $75,000+ 55.0% 32.9% 45.0% 37.6% 35.6% 

% Bachelor’s Degree 29.2% 20.4% 21.9% 18.6% 18.6% 

% Graduate or Professional Degree 32.9% 16.7% 14.6% 11.7% 11.4% 

 

Table 2:  Key demographic characteristics of the study area’s primary trade area, compared to the secondary trade area, 

the region, Pennsylvania and the US. 

 
The primary trade area has an estimated 2017 population of 174,300 persons, which will increase 

at an annual rate of 0.34 percent to 177,300 by 2022. This annual growth rate is outpaced by the 

secondary trade area and region, but still outpaces the state. The number of households in the 

primary trade area is 66,300, holding 2.41 persons per household, and is projected to grow to 

67,400 by 2022, a 1.6 percent total increase over the five years. Average household income is 

$136,700 and is expected to increase to $151,100 by 2022. Median income in the primary trade 

area is $84,900, while 55.0 percent of households earn over $75,000 per year. Higher than the 

comparison geographies, 62.1 percent of residents over the age of 25 have earned a bachelor’s 

degree or higher. The median age of 39.7 is only surpassed by the state. 
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In the total trade area, there are 1,414,200 residents increasing annually by 0.49 percent to 

1,448,800 by 2022. The number of households is 563,000 increasing to 576,100 by 2022. Median 

household income in the area is $46,200 and the average household income is $76,200, both of 

which are substantially less than the primary trade area. Educational attainment is similarly below 

the primary trade area figure with 37.1 percent of adults having earned a bachelor’s degree or 

higher. The average household size is 2.4 and the median age is 35.1. 

 

Correlating to area demographic trends, the primary trade area housing market has seen a 

decrease in vacancy and increase in new units. Approximately 93.2 percent of homes are 

occupied, and the median home value is estimated to be $383,400. Of all households, 61.9 

percent are owner-occupied, a number that has decreased 1.6 percent since 2010, and is 

expected to level off through 2022 when 61.7 of homes will be owner-occupied.  

 

Renter-occupied households have increased from 29.1 percent in 2010 to 31.3 percent in 2017, 

and is expected to level at 31.5 percent in 2022. The vacancy rate has decreased from 7.4 

percent in 2010 to 6.8 percent in 2017 and will remain at the level through 2022. The percentage 

of housing units valued at over $400.000 is expected to increase from 47.3 percent to 50.5 

percent – coinciding with an increase in the median home value to $404,000 by 2022. The trade 

area is expected to average at least 200 new unit deliveries annually through 2022.  

 

Tapestry Lifestyles  

ESRI has developed Tapestry Lifestyles, which is a catalog of 65 classifications that help illustrate 

purchasing patterns. These lifestyle segments are qualitative characterizations of neighborhoods 

and are used by many national retailers to help determine future potential locations. The following 

Table 3 details the top Tapestry Lifestyles found in the primary trade area. 

 

Due to the established nature of the primary trade area, there are a broad variety of tapestry 

segments represented. Characteristic of inner-ring suburbs of the East Coast’s major 

metropolitan areas, the overall density of development allows for neighborhoods catering to 

exclusive households represented by the trade areas more prominent lifestyle group, Top Tier, to 

be adjacent to neighborhoods comprised of more modest households represented by Family 

Foundations or Social Security Set. These households represent a diversity of life-stages ranging 

from young families to retirees, and incomes ranging from low to high which advances the breadth 

of retail and restaurants supportable in the study areas.  

 

The trade area’s leading tapestry segment is “Top Tier,” which represents 21.6 percent of 

households. This group is comprised of married couples with older children or no children, living 

in older neighborhoods that provide convenient access to major financial or employment centers. 

Residents are highly-educated, over a third have a postgraduate degree, and successful, earning 

more than three times the US median household income. The average household size is 2.82 

persons and the median age is 46.2 – nearly a decade older than the US figure.  
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Table 3: Tapestry Lifestyles 
 

Lifestyle 
Trade Area 
Statistics 

Short Description 

 

Top Tier 

 

Population: 33,700 
 

Households: 14,300 
 

Median HH Income 

$157,000 
 

21.6% Primary Trade 

Area Households 

Market Share  
 

1.7% National 

Households  

Market Share 

 

 

The residents of the wealthiest Tapestry market, Top Tier, 

earn more than three times the US household income. 

They have the purchasing power to indulge any choice, but 

what do their hearts’ desire? Aside from the obvious 

expense for the upkeep of their lavish homes, consumers 

select upscale salons, spas, and fitness centers for their 

personal well-being and shop at high-end retailers for their 

personal effects. Whether short or long, domestic or foreign, 

their frequent vacations spare no expense. Residents fill 

their weekends and evenings with opera, classical music 

concerts, charity dinners, and shopping. These highly 

educated professionals have reached their corporate career 

goals. With an accumulated average net worth of over 1.5 

million dollars and income from a strong investment 

portfolio, many of these older residents have moved into 

consulting roles or operate their own businesses. 

 

 

 
Urban Chic 

 

Population: 23,700 

 

Households: 10,700 

 

Median HH Income 

$98,000 

 

16.2% Primary Trade 

Area Household Market 

Share 

 

1.3% National  

Market Share 

 

Urban Chic residents are professionals that live a 

sophisticated, exclusive lifestyle. Half of all households are 

occupied by married-couple families and about 30 percent 

are singles. These are busy, well-connected, and well-

educated consumers—avid readers and moviegoers, 

environmentally active, and financially stable. This market is 

a bit older, with a median age of almost 43 years, and 

growing slowly, but steadily. Preferring organic food, Urban 

Chic shop at Trader Joe’s, Costco, or Whole Foods, drink 

imported wine, and truly appreciate a good cup of coffee. 

They travel extensively and shop at upscale 

establishments. In their downtime, they enjoy activities such 

as skiing, yoga, hiking and tennis. 

 

 
Golden Years 

 

Population: 12,500 

 

Households: 6,100 
 

Median HH Income 

$61,000 
 

9.2% Primary Trade 

Area Households 

Market Share  
 

1.3% National 

Households 

Market Share  

 

Independent, active seniors nearing the end of their careers 

or already in retirement best describes Golden Years 

residents. This market is primarily singles living alone or 

empty nesters. Those still active in the labor force are 

employed in professional occupations; however, these 

consumers are actively pursuing a variety of leisure 

interests—travel, sports, dining out, museums, and concerts. 

They are involved, focused on physical fitness, and 

enjoying their lives. This market is smaller, but growing, 

and financially secure. Good health is a priority; they 

believe in healthy eating, coupled with vitamins and dietary 

supplements. These consumers are well connected: 

internet access is used for everything from shopping or 

paying bills to monitoring investments and entertainment. 
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Lifestyle 
Trade Area 
Statistics 

Short Description 

 

 
City Strivers 

 

Population: 10,200 

 

Households: 5,300 
 

Median HH Income 

$41,000 
 

8.0% Primary Trade 

Area Households 

Market Share 
 

0.8% National  

Market Share 

 

These high-density city neighborhoods are characterized by 

a relatively young foreign-born population who have 

embraced the American lifestyle, yet retained their cultural 

integrity. To support their lifestyle, City Strivers residents 

commute long distances to find work in the service or retail 

industry. Their hard-earned wages and salary income goes 

toward relatively high rents in older multiunit buildings, but 

they’ve chosen these neighborhoods to maintain ties to 

their culture. Single parents are often the recipients of 

Supplemental Security Income and public assistance, but 

their close-knit community provides the invaluable support 

needed while they work. City Strivers consumers are bold in 

their purchasing decisions; they seek out deals on branded 

clothing, sometimes indulge in restaurants and personal 

services, and splurge on their cable TV package. 

 

 
Pleasantville 

 

 

Population: 9,100 
 

Households: 4,400 
 

Median HH Income 

$85,000 
 

6.7% Primary Trade 

Area Households 

Market Share  
 

2.2% National 

Households 

Market Share  

 

 

Prosperous domesticity best describes the settled denizens 

of Pleasantville. Situated principally in older housing in 

suburban areas, 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 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. Enjoy outdoor 

gardening, going to the beach, visiting theme parks, 

frequenting museums, and attending rock concerts. 

 
 

 

Table 3:  The top five Tapestry Lifestyle groups profiled above portray the blend of households found within and 

surrounding the Lower Merion study areas. 

 

Housing units are owner-occupied with the highest home values of any tapestry segment and an 

above average use of mortgages. The home ownership rate is 90.5 percent and a second home, 

whether near or far, is common. Corresponding to the location and size of the housing stock, the 

median home value is $666,000, nearly four times the national average.  

 

These accomplished professionals have achieved their career goals, and many have moved into 

consulting roles or operate their own business. Top Tier are goal oriented and hardworking, but 

seek a balanced lifestyle and make time for their kids or grandkids and maintain a close-knit 

group of friends. Socially responsible, the busy consumers look for variety and meaning in life 

with an interest in fine arts, frequent book purchases and attentiveness to current events. Hired 

financial advisers manage their diverse investment portfolios, but with an average net worth of 

over $1.5 million, these consumers stay abreast of current financial trends and products.    
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Tapestry Lifestyles Segmentation 

 

 

 
Figure 7:  The relative proportions of the top twenty Tapestry Lifestyle segments found in the primary trade area. 

 

 

Top Tier households maintain healthy lifestyles, cooking organic meals at home, frequently 

visiting days spa and salons and exercising at exclusive clubs. Household chores are farmed out, 

from maintenance to housekeeping and home improvement. On vacation, they spare no expense, 

opting for luxury rental cars, rooms with a view and extravagant meals. Top Tier consumers are 

shoppers. They prefer high-end retailers such as Nordstrom and don’t mind paying full-price, but 

are not above shopping at Target, Kohl’s, Macy’s and Bed, Bath and Beyond; they are just 

beginning to explore the conveniences of online shopping. Their schedules are packed with lunch 

dates, book club meetings, charity dinners, classical music concerts, opera performances and 

visits to local art galleries. Top Tier have the purchasing power to indulge any choice. 

 

Employment Base  

The employment picture found in the primary trade area reflects a concentrated services sector 

foundation, comprising 51.2 percent of total employment. This represents a higher proportion than 

in the state or nation, but is less than the secondary trade area. Rounding out the majority of trade 
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area employment, finance, insurance and real estate (FIRE) and retail trade rank as the second 

and third highest employment sectors with 17.0 percent and 16.7 percent respectively.  As a 

result, except for the communication sector, all other categories show lesser proportions than the 

state or nation. Overall, the primary trade area economy is 79.7 percent white-collar. 
 

Table 4: Employment Comparison by Sector (SIC) 
 

Sector 
Primary Trade 

Area 
Secondary 
Trade Area 

Pennsylvania USA 

Agriculture and Mining 0.7% 0.5% 1.2% 2.2% 

Construction 2.4% 1.8% 4.0% 5.3% 

Manufacturing 2.8% 4.5% 9.3% 9.6% 

Transportation 1.1% 1.5% 4.3% 3.4% 

Communication 2.7% 1.2% 0.7% 1.1% 

Utility 0.5% 0.8% 0.6% 0.7% 

Wholesale Trade 2.3% 2.5% 4.5% 4.2% 

Retail Trade 16.7% 14.5% 19.1% 16.7% 

Finance, Insurance & Real Estate 17.0% 10.3% 6.1% 6.4% 

Services 51.2% 56.7% 44.1% 41.8% 

Government 2.2% 5.2% 5.7% 8.7% 

Unclassified 0.5% 0.4% 0.3% 0.0% 
 

Table 4:  Services, FIRE and retail trade account for 84.9 percent of primary trade area employment.  

 

As shown in Table 4 above, the retail sector accounts for most of employment (51.2 percent) in 

the primary trade area. Accounting for a significant share of the services employment, other 

services is 20.0 percent of the total primary trade area employment. This is followed by health 

services (13.9 percent) and education institutions and libraries (12.4 percent).  

 

As the second leading category of employment, FIRE workers account for17.0 percent of 

employment within the primary trade area. This is nearly seven percentage points higher than the 

closest comparison geography. Within the FIRE category, real estate, holding and investment 

offices and insurance carriers and agents each account for 3.7 percent of total employment, 

followed by securities brokers (1.6 percent) and banks, savings and lending institutions (1.3 

percent).  

 

Daytime employment plays a large role in supporting retail. Within a 10-minute drivetime of the 

study area there is estimated to be over 44,800 employees; an estimated 19,850 of them are 

office employees who are known to expend at much higher rates, often eating out for lunch and 

shopping on the way to and from work. The mix of employees within the 10-minute drivetime is 

similar to the primary trade area. The fifteen-minute drivetime more than triples the number of 

workers within a convenient travel distance. With a desirable mix of restaurants and shops, the 

study area could regularly attract workers from this broader boundary.  

 

Consumer expenditure from daytime employment compliments that captured in the evenings and 

on weekends by households in the trade area. “Office Worker Retail Spending in a Digital Age”, 

published by the International Council of Shopping Centers in 2012, provides insight into the 

impact of office worker employment. Weekly office worker expenditure, adjusted for 2017 dollars, 
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Table 5: Trade Area Employment by Industry Sector 

 

Table 5: Approximately 50 percent of trade area employees are within a 10-minute drive of the study area. 

 

is estimated at $180. Weekly non-office worker expenditure is estimated at 37 percent of office 

workers. Non-office workers are estimated to have slightly less disposable income, to have 

multiple work locations including at home, and typically are on the road more during their 

workweek. Retail purchases (general merchandise, apparel, home furnishings, electronics, 

grocery and convenience items) make up the majority of the office worker dollars, at $120 per 

week. Restaurant expenditures (full service, limited service and drinking places) account for the 

balance at $60 per week. Annualized, each office worker expends $9,360 before, during and after 

work.  

 

The annual impact of over 44,870 workers within a 10-minute drivetime of the study area is 

$272.4 million. This expenditure breaks down to include $90.8 million in prepared food and 

beverage establishments, $45.4 million in grocery purchases, $105.9 million in retail sales and 

$30.2 million in convenience items. 

 

  Employment Sector 
Ten-Minute 

Drivetime 
Primary Trade 

Area 

Fifteen-Minute 

Drivetime 

Agriculture & Mining 290 590 1,020 

Construction 1,220 2,120 4,120 

Manufacturing 940 2,540 5,040 

Transportation 780 1,030 1,650 

Communication 130 2,390 2,860 

Utility 320 420 540 

Wholesale Trade 490 2,050 4,270 

Retail Trade  8,380 14,960 24,290 

     Home Improvement  240 550 1,180 

     General Merchandise Stores  260 910 1,420 

     Food Stores  1,440 2,450 3,670 

     Auto Dealers, Gas Stations,  
     Auto Aftermarket  

1,070 1,570 1,900 

     Apparel & Accessory Stores  590 960 1,260 

     Furniture & Home Furnishings  380 660 1,470 

     Eating & Drinking Places  2,880 5,410 9,280 

     Miscellaneous Retail  1,520 2,450 4,110 

Finance, Insurance & Real Estate 4,320 15,270 18,190 

     Banks, Savings, & Lending Institutions  910 1,890 2,150 

     Securities Brokers  540 3,550 4,470 

     Insurance Carriers & Agents  350 4,470 5,240 

     Real Estate, Holding, Other Investment 2,520 5,360 6,330 

Services 26,550 45,840 71,280 

     Hotels & Lodging  290 1,180 1,270 

     Automotive Services   370 650 1,170 

     Motion Pictures & Amusements  790 1,400 2,280 

     Health Services  8,040 12,470 21,010 

     Legal Services  300 1,100 1,760 

     Education Institutions & Libraries  7,180 11,120 14,070 

     Other Services 9,580 17,920 29,720 

Government  1,310 1,940 3,560 

Unclassified Establishments 140 450 510 

Total Employment 44,870 89,600 137,330 
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Table 6: Ten-Minute Drive Time Worker Expenditure 
 

Category 
Weekly 

Expenditure 
Annual 

Expenditure 
Office Worker 
Expenditure 

Non-Office 
Worker 

Expenditure 
Total Expenditure 

   19,850 Workers 25,020 Workers  

Prepared Food & 
Beverage 

          

Limited & Full-Service 
Restaurants 

$44 $2,288 $45,416,800 $21,180,931 $66,597,731 

Drinking Places $16 $832 $16,515,200 $7,702,157 $24,217,357 
Retail Goods      

General Merchandise, 
Apparel, Home 

Furnishings, Electronics 
$70 $3,640 $72,254,000 $33,696,936 $105,950,936 

Grocery $30 $1,560 $30,966,000 $14,441,544 $45,407,544 
Convenience Items $20 $1,040 $20,644,000 $9,627,696 $30,271,696 

Total $180 $9,360 $185,796,000 $86,649,264 $272,445,264 
 

Table 6:  Employees within a 10-minute drivetime of the study area expend nearly $272.4 million dollars annually. 

 

TRADE AREA CHARACTERISTICS 

 

Location 

The study area is in eastern Pennsylvania, approximately five miles northwest of Center City 

Philadelphia. Lower Merion was incorporated prior to the Revolutionary War and is considered a 

Main Line inner ring suburb; it was previously served by the Pennsylvania Rail Road, making 

regular commuting into the Center City possible for successful businesspeople. Due to this 

favorable location, Lower Merion has long been a desirable residential community, with well-

regarded schools and public services. Lower Merion is also home to five colleges and universities 

including Saint Joseph’s University, a private Roman Catholic Jesuit university boasting an 

enrollment of over 8,400 students, as well as Bryn Mawr College, Harcum College, Rosemont 

College and Haverford College. Also within the primary trade area are Villanova University and 

the Philadelphia College of Osteopathic Medicine, bringing the trade area student population to 

over 27,000. 

 

Access 

Regional linkage is available to the study area via Lancaster Avenue and City Avenue. Lancaster 

Avenue connects to Interstate-476 to the northwest and into the Center City via Chestnut Street to 

the southeast; City Avenue connects to Interstate-76 to the northeast and the Interstate-476 to the 

southwest.  Lancaster Avenue is estimated to carry 20,300 vehicles daily, and City Avenue 

supports 36,000 daily trips. Interstates 76 and 476 are well-used, represented by traffic counts of 

97,100 and 101,300 respectively.  

 

The study area is served by the Paoli/Thorndale Line of the SEPTA Regional Rail service, which 

boasts the highest annual ridership in the system with 24,000 daily riders. The Paoli/Thorndale 

Line stops at City Avenue (Overbrook Station) and Ardmore (Ardmore and Haverford Stations). 

City Avenue is served by the Cynwyd Line, which has the lowest ridership of the system (700 

daily riders) and stops at the Bala Station. Lower Merion is additionally served by eight bus routes 

with weekday average ridership totaling 83,500. 
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Other Shopping Centers 
As part of GPG’s evaluation, neighborhood, community and regional shopping centers near the 

site were identified and studied to assess their retail appeal, strength of tenant mix, general 

maintenance and accessibility. In addition to the onsite inspection of the most significant 

competing shopping concentrations to the study area, GPG used information from the 

International Council of Shopping Centers’ Global Shopping Center Directory.  

 

 
 

Figure 8:  Suburban Square is one of the oldest shopping centers in the country. 

 

Suburban Square 

Opened in 1928, Suburban Square was the first shopping center to be anchored by a department 

store. Today, the center contains 376,000 sf of retail space and features desirable tenants such 

as West Elm, Trader Joe’s, Urban Outfitters, Apple, Kate Spade, Lil Pulitzer, Lululemon Athletica, 

Madewell, J Crew and Ann Taylor. With Macy’s closure in 2015, the center is no longer anchored 

by a department store (West Elm replaced Macy’s). The center also includes a farmer market and 

recently began a major multi-million dollar renovation that will include expanding Trader Joe’s, the 

construction of a 600 car parking garage, and an addition of a restaurant row surrounding a 

square. Located adjacent to the Ardmore study area, the center is responsible for attracting a 

significant number of shoppers to the area and will continue to be an asset as Lancaster Avenue 

evolves. 

 

   
 

Figure 9:  Bala Cynwyd Shopping Center is well located within the study area and services a significant number of primary 

trade area residents.  



 

 

Lower Merion Township Retail Market Study  17. 
Gibbs Planning Group, Inc. 
17 November 2017 

Bala Cynwyd Shopping Center 

Located along the City Avenue study area, Bala Cynwyd Shopping Center is a 294,000 sf 

community center anchored by Lord & Taylor and Acme Markets. Owned and operated by 

Federal Realty Investment Trust, other notable tenants include Michael’s, Dressbarn, Foot 

Locker, Vitamin Shoppe, LA Fitness, Honeygrow, Chili’s, Corner Bakery Café and Olive Garden. 

Less than one-half mile from the center is a stand-alone Saks Fifth Avenue (100,000 sf, 

estimated) and a stand-alone Target (160,000 sf, estimated). Combined, this collection of retailers 

along City Avenue creates a regional draw and provides a wide-variety of goods for the primary 

trade area.  

 

   
 

Figure 10:  King of Prussia is one of the country’s premier shopping destinations.  

 

King of Prussia 

Approximately ten miles to the northwest of the study areas, King of Prussia is the largest 

shopping mall in the US, after a 2016 expansion connected The Plaza and The Court buildings. 

Standing with 2.9 million sf of retail, the center is anchored by Lord & Taylor, Neiman Marcus, 

Nordstrom, Macy’s, Bloomingdale’s, Primark and Dick’s Sporting Goods. There are over 400 

tenants in the mall and a strong luxury line-up distinguishes King of Prussia as one of the elite 

malls in the country. Adjacent to the mall is the Village at Valley Forge, a mixed-use development 

consisting of retail, residential, office and a hospital. The King of Prussia Town Center, is the retail 

component of the village and includes an additional 390,000 sf of open-air retail.  

 

   
 

Figure 11:  Plymouth Meeting Mall tenants reflect a dining and entertainment focus.  

 

Plymouth Meeting Mall 

East of King of Prussia is the Plymouth Meeting Mall, a 952,000 sf mall built in 1966. Anchored by 

Boscov’s and Whole Foods, the center has added major entertainment tenants such as AMC 
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Theater, Dave and Buster’s and Legoland Discovery Center. There are several sought after 

dining options such as Redstone American Grill, P.F. Chang’s and Benihana and key retailers 

including H&M, Jos. A. Bank, Orvis, The Children’s Place, LOFT and J. Crew.  

 

 
 

Figure 12:  Lancaster Avenue is considered the Main Street of the Main Line.  

 

SUMMARY of FINDINGS 

This study finds that the two Lower Merion study areas are presently supportable with up to 

358,600 sf of additional retail and restaurant space which could potentially capture $139.1 million 

of expenditures in 2017. By 2022, the sales capture could grow to $146.4 million. This new retail 

development could include: 
 

• Convenience Centers: Three to four 20,000 to 30,000 sf convenience centers. These 

centers can include a wide range of retailers such as apparel, beer, wine and liquor 

stores, bakeries or butchers, electronics or cellular stores, full-service and limited-service 

restaurants, hardware and general merchandise. 
 

• Neighborhood Centers: One to two 60,000 sf to 100,000 sf neighborhood center 

anchored by a full-service grocery store and complemented with apparel and shoe stores, 

electronics, cosmetics, gifts, general merchandise, hardware, home furnishings, sporting 

goods and a collection of four to five restaurants.  

 

• Community Centers: One to two 150,000 sf to 200,000 sf community center anchored by 

a full-service grocery store and junior department store along with apparel and shoe 

stores, books and music, electronics, furniture and home furnishings, gifts, general 

merchandise, hardware, pharmacy sporting goods and a number of sit-down and fast-

casual restaurants. 
 

• Town Centers: One 200,000 to 350,000 sf town center incorporating a mixture of land 

uses such as retail, civic, office, residential and hospitality.  The town center would be 

arranged in a walkable street-grid and feature one to two anchor tenants as well as 

apparel, books and music, department store merchandise, electronics, furniture and 

home furnishings, general merchandise, jewelry, gifts, pharmacy and other health and 

beauty stores, specialty food, sporting goods and a critical mass of dining and 

entertainment options. 
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These retail centers could be developed as stand-alone, single site conventional shopping 

centers or integrated into the study areas as mixed-use developments oriented to the existing 

street grid and including on-street parking, public spaces and urban storefronts.  

 

The demographics of the primary trade area show a population base of 174,300, which will 

increase to 177,300 by 2022, at an annual rate of 0.34 percent. The persons per household is 

2.41, and the median age is 39.7 years old. Median household income of $84,900 in the primary 

trade area is higher than state and national averages. The average household income is 

$136,700 demonstrating a positive effect on spending potential from the top wage earners in the 

area. Over 62.1 percent of trade area adults have earned a bachelor’s degree or higher. 

 

Employment in the primary trade area favors the services sector (51.2 percent) followed by FIRE 

(17.0 percent). At present, there are nearly 89,600 employees within the primary trade area and 

44,870 within a 10-minute drivetime of the study area. These daytime consumers expend over 

$272.4 million annually before, after and during the workday.  

 

The most prevalent tapestry lifestyle in the market is Top Tier, which represents 21.6 percent of 

households. This group is comprised of married couples with older children or no children, living 

in older neighborhoods that provide convenient access to major financial or employment centers. 
Top Tier consumers are shoppers. They prefer high-end retailers such as Nordstrom and don’t 

mind paying full-price, but are not above shopping at Target, Kohl’s, Macy’s and Bed, Bath and 

Beyond; they are just beginning to explore the conveniences of online shopping. Their schedules 

are packed with lunch dates, book club meetings, charity dinners, classical music concerts, opera 

performances and visits to local art galleries 

 

Retail Category Definitions 

Retail categories in the Supportable Retail Table correspond to the North American Industry 

Classification System (NAICS), the standard used by Federal statistical agencies in classifying 

business establishments for the purpose of collecting, analyzing, and publishing statistical data 

related to the U.S. business economy. The U.S. Census Bureau provides the following NAICS 

codes and definitions: 

 

Retail 

Auto Supply Stores (4411): establishments known as automotive supply stores primarily 

engaged in retailing new, used, and/or rebuilt automotive parts and accessories, 

automotive supply stores that are primarily engaged in both retailing automotive parts and 

accessories and repairing automobiles; establishments primarily engaged in retailing and 

installing automotive accessories; and establishments primarily engaged in retailing new 

and/or used tires and tubes or retailing new tires in combination with automotive repair 

services. 

 

Furniture Stores (4421): establishments primarily engaged in retailing new furniture, such 

as household furniture (e.g., baby furniture box springs and mattresses) and outdoor 

furniture; office furniture (except those sold in combination with office supplies and 

equipment); and/or furniture sold in combination with major appliances, home electronics, 

home furnishings and/or floor coverings. 

 

Home Furnishings Stores (4422): establishments primarily engaged in retailing new home 

furnishings (except furniture). 
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A detailed examination of the supportable sf of retail uses is found in the following Table 7: 
 

Table 7: 2017 & 2022 Supportable Retail Table 

Lower Merion Township 

 

 
 

Table 7: Sales stated in constant 2017 dollars. 

 

Electronics and Appliance Stores (4431): establishments primarily engaged in retailing 

the following new products: household-type appliances (refrigerator, dishwasher, oven), 

cameras, computers/software, televisions and other electronic goods. 

 

Retail Category

Estimated

Supportable 

SF

2017

Sales/SF

2017 Estimated

Retail Sales

2022

Sales/SF

2022 Estimated

Retail Sales

No. of

Stores

  Retailers

Apparel Stores 10,240             $380 $3,891,200 $400 $4,096,000 4 - 5

Auto Parts Stores 6,390               $345 $2,204,550 $360 $2,300,400 2 - 3

Beer, Wine & Liquor Stores 4,920               $385 $1,894,200 $405 $1,992,600 2 - 3

Book & Music Stores 3,350               $280 $938,000 $295 $988,250 2

Department Store Merchandise 37,860             $350 $13,251,000 $370 $14,008,200 8 - 9

Electronics & Appliance Stores 17,830             $380 $6,775,400 $400 $7,132,000 4 - 6

Florists 1,060               $365 $386,900 $385 $408,100 1 - 2

Furniture Stores 13,530             $365 $4,938,450 $385 $5,209,050 5 - 6

General Merchandise Stores 31,910             $315 $10,051,650 $330 $10,530,300 11 - 12

Grocery Stores 78,390             $560 $43,898,400 $590 $46,250,100 3 - 4

Hardware 32,690             $270 $8,826,300 $285 $9,316,650 2 - 3

Home Furnishings Stores 4,440               $375 $1,665,000 $395 $1,753,800 2 - 3

Jewelry Stores 3,390               $445 $1,508,550 $465 $1,576,350 2 - 3

Lawn & Garden Supply Stores 6,900               $245 $1,690,500 $255 $1,759,500 2 - 3

Miscellaneous Store Retailers 16,400             $285 $4,674,000 $300 $4,920,000 6 - 7

Office Supplies & Gift Stores 5,110               $270 $1,379,700 $285 $1,456,350 2 - 3

Pharmacy 13,050             $545 $7,112,250 $570 $7,438,500 1 - 2

Shoe Stores 3,690               $385 $1,420,650 $405 $1,494,450 1 - 2

Specialty Food Stores 5,970               $295 $1,761,150 $310 $1,850,700 2 - 3

Sporting Goods & Hobby Stores 10,640             $320 $3,404,800 $335 $3,564,400 4 - 5

     Retailer Totals 307,760            $358 $121,672,650 $376 $128,045,700 66 - 86

  Restaurants

Bars, Breweries & Pubs 9,640               $435 $4,193,400 $455 $4,386,200 3 - 5

Full-Service Restaurants 15,950             $350 $5,582,500 $370 $5,901,500 3 - 4

Limited-Service Eating Places 20,580             $310 $6,379,800 $325 $6,688,500 6 - 7

Special Food Services 4,690               $285 $1,336,650 $300 $1,407,000 2 - 3

     Restaurant Totals 50,860             $345 $17,492,350 $363 $18,383,200 14 - 19

     Retailer & Restaurant Totals 358,620            $356 $139,165,000 $374 $146,428,900 80 - 105
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Hardware Stores (4441): establishments primarily engaged in retailing new building 

materials and supplies (lumber, plumbing, electrical, tools, housewares, hardware, paint, 

and wallpaper). 

Lawn and Garden Supply Stores (4442): establishments primarily engaged in retailing 

new lawn and garden equipment and supplies. (Nursery, farm and garden products, 

outdoor power equipment). 

 

Grocery Stores (4451): establishments primarily engaged in retailing a general line of 

food products (canned/frozen food, fruits and vegetables, meat, fish, poultry, milk, bread, 

eggs, soda). 

 

Specialty Food Stores (4452): establishments primarily engaged in retailing specialized 

lines of food (meat, fish/seafood, fruits/vegetables, baked goods, candy, nuts, 

confections, popcorn, ice cream, items not made on the premises). 

 

Beer, Wine, and Liquor Stores (4453): establishments primarily engaged in retailing 

packaged alcoholic beverages, such as ale, beer, wine and liquor. 

 

Health & Personal Care Stores (4461): establishments primarily engaged in retailing 

health and personal care products (pharmacies/drug stores, first aid, beauty products, 

household supplies, candy, prepackaged snacks, optical goods, vitamins/supplements). 

 

Clothing stores (4481): men’s and boys’ clothing stores; women’s and girls’ clothing 

stores; children’s and infants’ clothing stores; family clothing stores; clothing accessories 

stores. 

 

Shoe Stores (4482): Shoes (men’s, women’s, child/infant, athletic). 

Jewelry Stores (4483): Jewelry, luggage, and leather goods (silverware, watches, clocks, 

handbags, briefcases, belts, gloves). 

 

Sporting Goods Stores (4511): establishments primarily engaged in retailing new sporting 

goods (fitness equipment, bikes, camping, uniforms and footwear). 

 

Book & Music Stores (4512): establishments primarily engaged in retailing new books, 

newspapers, magazines, and prerecorded audio and video media. 

 

Department Stores (4521): establishments known as department stores primarily 

engaged in retailing a wide range of the following new products with no one merchandise 

line predominating: apparel; furniture; appliances and home furnishings; and selected 

additional items, such as paint, hardware, toiletries, cosmetics, photographic equipment, 

jewelry, toys and sporting goods. Merchandise lines are normally arranged in separate 

departments. 

 

General Merchandise Stores (4529): establishments primarily engaged in retailing new 

goods in general merchandise stores (except department stores) (warehouse clubs, 

supercenters, apparel, auto parts, dry goods, hardware, groceries, housewares, no line 

predominating). 
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Florists (4531): establishments known as florists primarily engaged in retailing cut 

flowers, floral arrangements, and potted plants purchased from others. These 

establishments usually prepare the arrangements they sell. 

 

Office Supplies & Gift Stores (4532): establishments primarily engaged in one or more of 

the following: (1) retailing new stationery, school supplies, and office supplies; (2) retailing 

a combination of new office equipment, furniture, and supplies; (3) retailing new office 

equipment, furniture, and supplies in combination with retailing new computers; and (4) 

retailing new gifts, novelty merchandise, souvenirs, greeting cards, seasonal and holiday 

decorations and curios. 

 

Miscellaneous Retailers (4539): establishments primarily engaged in retailing new 

miscellaneous specialty store merchandise (except motor vehicle and parts dealers; 

furniture and home furnishings stores; consumer-type electronics and appliance stores; 

building material and garden equipment and supplies dealers; food and beverage stores; 

health and personal care stores; gasoline stations; clothing and clothing accessories 

stores; sporting goods, hobby, book, and music stores; general merchandise stores; 

florists; office supplies, stationery, and gift stores; and used merchandise stores). Pet 

supplies, art dealers, manufactured home dealers, tobacco/cigar stores,  

 

Restaurants 

Full-Service Restaurants (7221): establishments primarily engaged in providing food 

services to patrons who order and are served while seated (i.e., waiter/waitress service) 

and pay after eating. Establishments that provide these types of food services to patrons 

with any combination of other services, such as carryout services are classified in this 

industry. 

 

Limited-Service Restaurants (7222): establishments primarily engaged in providing food 

services where patrons generally order or select items and pay before eating. Most 

establishments do not have waiter/waitress service, but some provide limited service, 

such as cooking to order (i.e., per special request), bringing food to seated customers, or 

providing off-site delivery (cafeterias, snack/ juice bar, ice cream/soft serve shops, cookie 

shops, popcorn shops, donut shops, coffee shops, bagel shops). 
 

Special Food Services (7223): establishments primarily engaged in providing one 

of the following food services (2) a location designated by the customer; or (3) 

from motorized vehicles or non-motorized carts.  

• Food Service Contractors: Establishments may be engaged in providing food 

services at institutional, governmental, commercial, or industrial locations of 

others based (cafeteria, restaurant, and fast food eating-place) on contractual 

arrangements with these types of organizations for a specified period of time. 

The food services contractor always provides management staff. 

• Caterers: providing single event-based food services. These establishments 

generally have equipment and vehicles to transport meals and snacks to 

events and/or prepare food at an off-premise site. Banquet halls with catering 

staff are included in this industry. Examples of events catered by 

establishments in this industry are graduation parties, wedding receptions, 

business or retirement luncheons and trade shows. 

• Mobile Food Services: establishments primarily engaged in preparing and 

serving meals and snacks for immediate consumption from motorized vehicles 
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or non-motorized carts. The establishment is the central location from which the 

caterer route is serviced, not each vehicle, or cart.  Included in this industry are 

establishments primarily engaged in providing food services from vehicles, 

such as hot dog carts and ice cream trucks. 

 

Drinking Places (Alcoholic Beverages) (7224): establishments primarily engaged in 

preparing and serving alcoholic beverages for immediate consumption (bars, taverns, 

nightclubs). 

 
Shopping Center Definitions  
This study utilizes the shopping centers typologies defined by the International Council of 

Shopping Centers (ICSC) as follows:  

 

• Convenience Centers:  Convenience centers are 30,000 sf or less, unanchored, and 

generally will service a trade area of up to one mile. These centers include banking, 

carryout foods, florists, mail centers, small restaurants, small food markets, and 

professional services such as real estate and financial consulting. The centers typically 

include six to eight businesses. 

 

• Neighborhood Centers:  Neighborhood centers are anchored with a full-sized 

supermarket and typically range from 60,000 to 100,000 sf. They service a trade area 

of two to three miles and can include apparel, banks, carryout food, hardware, mail 

centers, restaurants, sporting goods and professional services such as financial 

consulting and real estate. 

 

• Community Centers: Community centers typically range from 150,000 to 300,000 sf 

and are almost always anchored with a full-sized department store. They also include 

junior anchor retailers selling books, crafts, shoes, and sporting goods. Community 

centers often include large home improvement stores and medium-sized discount 

apparel stores. Their service area is typically five to seven miles in suburban 

locations. 

 

• Lifestyle Centers: Lifestyle centers average 150,000 to 200,000 sf and feature 

popular apparel, book, and home furnishing stores, as well as cinemas and a wide 

selection of themed restaurants. The centers are frequently planned as walkable 

areas with main streets. Recently, lifestyle centers have included large anchors such 

as department stores, public libraries, and supermarkets. These centers typically 

have a trade area of four to six miles when developed in suburban settings. Lifestyle 

centers that include civic, employment, and residential buildings along with the retail 

land use are defined as ‘town centers.’  

 

• Regional Centers: Regional centers average trade areas of eight to 12 miles 

and are anchored with multiple department stores. The centers can range from 

800,000 to 1,500,000 sf, and often include cinemas along with 200,000 sf of 

national brand fashion.   
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Rationale 

The rationale for the findings in this study follows: 
 

• Favorable demographic characteristics:  Lower Merion is a desirable “Main Line” suburb 

of Philadelphia that has attracted high-wage earning households with advantageous 

spending potential. The average household income of $136,700 is more than $50,000 

higher than the state and nation. Additionally, the trade area is steadily growing at an 

annual rate of 0.34 percent. High-incomes and a growing population create a favorable 

environment for existing retailers to expand their footprint, new retailers to enter the 

market and new commercial development. 
 

• Excellent location and access:  Just five miles from the major employment base of Center 

City Philadelphia, Lower Merion is proximate to a vast supply of residents, workers and 

students. A central location within the region and access to major expressways translates 

to convenient access for the primary trade area’s 174,300 residents and the increased 

likelihood of patronage from the secondary trade area’s 1,414,200 residents. A captive 

audience of consumers with convenient access to the study areas suggest Lower Merion 

can increase market share. 

 

Limits of Study  

The findings of this study represent GPG’s best estimates for the amounts and types of retail 

projects that should be supportable in the study area. Every reasonable effort has been made to 

ensure that the data contained in this study reflect the most accurate and timely information 

possible and are believed to be reliable. This study is based on estimates, assumptions, and 

other information developed by GPG independent research effort, general knowledge of the 

industry, and consultations with the client and its representatives. This study is designed as 

objective third-party research and GPG does not necessarily recommend that any or all of the 

supportable retail be developed in the study area.  

 

No responsibility is assumed for inaccuracies in reporting by the client, its agent and 

representatives or in any other data source used in preparing or presenting this study. This report 

is based on information that was current as of October 24, 2017 and GPG has not undertaken any 

update of its research effort since such date.  

 

This report may contain prospective financial information, estimates, or opinions that represent 

GPG’s view of reasonable expectations at a particular time, but such information, estimates, or 

opinions are not offered as predictions or assurances that a particular level of income or profit will 

be achieved, that particular events will occur, or that a particular price will be offered or accepted.  

 

The actual amounts of supportable retail could be significantly higher or lower depending on 

multiple market and not market variables including the type, design and quality of the new 

development. It is plausible that a walkable town center, with well-designed buildings and public 

realm, could draw visitors from beyond this study’s estimated trade area boundaries and 

considerably outperform the site’s location and limited market potential. This would require an 

extraordinary development team and retailer mix unique to the market, including anchor 

retailers. On the other hand, a poorly implemented commercial center or badly managed 

businesses could underperform the location.  

 

Actual results achieved during the period covered by our prospective financial analysis may vary 

from those described in our report, and the variations may be material. Therefore, no warranty or 
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representation is made by GPG that any of the projected values or results contained in this stud 

will be achieved. This study should not be the sole basis for programming, planning, designing, 

financing, or development of any commercial center.  

 

- End of Study   - 
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EXHIBIT A-1: Community Profile - Primary Trade Area 
  

 
 

 

 

 

Gibbs Planning Group

D ata N o te:  Household population includes persons not residing in group quarters.  Average Household Size is the household population divided by to tal households.  

Persons in families include the householder and persons related to  the householder by birth, marriage, or adoption.  Per Capita Income represents the income received by 

all persons aged 15 years and over divided by the to tal population.

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

2022 40.3

2017 39.7

Me dia n Age

2010 38.7

2022 $59,159

Pe r Ca pita  Inc ome

2017 $53,772

2022 $404,070

Me dia n Home  Va lue

2017 $383,400

2022 $94,511

Me dia n House hold Inc ome

2017 $84,915

Vacant Housing Units 6.8%

Renter Occupied Housing Units 31.5%

Owner Occupied Housing Units 61.7%

2022 Housing Units 72,289

Vacant Housing Units 6.8%

Renter Occupied Housing Units 31.3%

Owner Occupied Housing Units 61.9%

2017 Housing Units 71,145

Vacant Housing Units 7.4%

Renter Occupied Housing Units 29.1%

Owner Occupied Housing Units 63.5%

2010 Housing Units 69,900

Vacant Housing Units 4.7%

Renter Occupied Housing Units 30.6%

Owner Occupied Housing Units 64.7%

Housing Unit Summa ry

2000 Housing Units 70,024

2017- 2022 Annual Rate 0.23%

2022 Average Family Size 3.09

2022 Families 41,308

2017 Average Family Size 3.08

2017 Families 40,827

2010 Average Family Size 3.06

2010 Families 40,292

2017- 2022 Annual Rate 0.32%

2022 Average Household Size 2.42

2022 Households 67,363

2017 Average Household Size 2.41

2017 Households 66,280

2010 Average Household Size 2.40

2010 Households 64,762

2000 Average Household Size 2.40

House hold Summa ry

2000 Households 66,751

Residents 92,242

Workers 88,788

2017 Total Daytime Population 181,030

2017- 2022 Annual Rate 0.34%

2022 Total Population 177,299

2017 Group Quarters 14,452

2017 Total Population 174,330

2010 Total Population 170,134

Community Profile

Popula tion Summa ry 

2000 Total Population 174,972

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles
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EXHIBIT A-2: Community Profile - Primary Trade Area 
  

 
 

 

 

Gibbs Planning Group

D ata N o te:  Income represents the preceding year, expressed in current do llars.  Household income includes wage and salary earnings, interest dividends, net rents, 

pensions, SSI and welfare payments, child support, and alimony.  

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Average Home Value $506,005

$1,000,000 + 10.2%

$750,000 -  $999,999 12.0%

$500,000 -  $749,999 16.7%

$400,000 -  $499,999 11.6%

$300,000 -  $399,999 16.4%

$250,000 -  $299,999 6.8%

$200,000 -  $249,999 6.7%

$150,000 -  $199,999 7.6%

$100,000 -  $149,999 7.7%

$50,000 -  $99,999 3.4%

<$50,000 0.9%

2 0 2 2  Owne r Oc c upie d Housing Units by Va lue

Total 44,571

Average Home Value $486,465

$1,000,000 + 9.7%

$750,000 -  $999,999 11.1%

$500,000 -  $749,999 15.5%

$400,000 -  $499,999 11.0%

$300,000 -  $399,999 16.6%

$250,000 -  $299,999 7.6%

$200,000 -  $249,999 7.4%

$150,000 -  $199,999 7.5%

$100,000 -  $149,999 8.0%

$50,000 -  $99,999 4.3%

<$50,000 1.4%

2 0 17  Owne r Oc c upie d Housing Units by Va lue

Total 44,037

Average Household Income $151,091

$200,000+ 20.9%

$150,000 -  $199,999 9.8%

$100,000 -  $149,999 17.2%

$75,000 -  $99,999 11.9%

$50,000 -  $74,999 12.8%

$35,000 -  $49,999 8.1%

$25,000 -  $34,999 5.3%

$15,000 -  $24,999 6.0%

<$15,000 8.1%

2 0 2 2  House holds by Inc ome

Household Income Base 67,359

Average Household Income $136,747

$200,000+ 19.5%

$150,000 -  $199,999 9.2%

$100,000 -  $149,999 15.5%

$75,000 -  $99,999 10.8%

$50,000 -  $74,999 13.8%

$35,000 -  $49,999 9.7%

$25,000 -  $34,999 6.4%

$15,000 -  $24,999 6.6%

<$15,000 8.6%

Household Income Base 66,276

2 0 17  House holds by Inc ome

Area: 46.3 square miles

PTA Lower Merion Twp. Prepared by Esri

Community Profile
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EXHIBIT A-3: Community Profile - Primary Trade Area 
 

 
 

 

 

Gibbs Planning Group

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Females 94,476

2 0 2 2  Popula tion by Se x

Males 82,823

Females 93,275

2 0 17  Popula tion by Se x

Males 81,055

Females 91,414

2 0 10  Popula tion by Se x

Males 78,720

18 + 80.8%

85 + 3.2%

75 -  84 6.2%

65 -  74 10.9%

55 -  64 13.0%

45 -  54 11.6%

35 -  44 10.9%

25 -  34 11.3%

15 -  24 17.3%

10 -  14 5.7%

5 -  9 5.2%

0 -  4 4.8%

2 0 2 2  Popula tion by Age

Total 177,299

18 + 80.0%

85 + 3.2%

75 -  84 5.4%

65 -  74 9.7%

55 -  64 13.4%

45 -  54 12.5%

35 -  44 10.5%

25 -  34 10.7%

15 -  24 18.1%

10 -  14 6.1%

5 -  9 5.5%

0 -  4 4.8%

2 0 17  Popula tion by Age

Total 174,331

18 + 78.6%

85 + 2.9%

75 -  84 5.3%

65 -  74 7.4%

55 -  64 12.5%

45 -  54 14.1%

35 -  44 11.8%

25 -  34 10.3%

15 -  24 18.3%

10 -  14 6.2%

5 -  9 5.9%

0 -  4 5.3%

Total 170,136

2 0 10  Popula tion by Age

Area: 46.3 square miles

PTA Lower Merion Twp. Prepared by Esri
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EXHIBIT A-4: Community Profile - Primary Trade Area 

 

 
 

 

 

Gibbs Planning Group

D ata N o te:  Persons of Hispanic Origin may be of any race.  The Diversity Index measures the probability that two people from the same area will be from different 

race/ethnic groups.

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Noninstitutionalized Population 7.5%

Institutionalized Population 1.1%

In Group Quarters 8.6%

In Nonfamily Households 17.6%

Nonrelative 1.2%

Other relative 2.6%

Child 28.2%

Spouse 18.0%

Householder 23.7%

In Family Households 73.8%

In Households 91.4%

2 0 10  Popula tion by Re la tionship a nd House hold Type

Total 170,134

Diversity Index 56.4

Hispanic Origin 4.6%

Two or More Races 2.9%

Some Other Race Alone 1.1%

Pacific Islander Alone 0.0%

Asian Alone 8.3%

American Indian Alone 0.2%

Black Alone 22.8%

White Alone 64.7%

2 0 2 2  Popula tion by Ra c e /Ethnic ity

Total 177,300

Diversity Index 52.9

Hispanic Origin 3.7%

Two or More Races 2.5%

Some Other Race Alone 0.9%

Pacific Islander Alone 0.0%

Asian Alone 7.0%

American Indian Alone 0.1%

Black Alone 22.3%

White Alone 67.2%

2 0 17  Popula tion by Ra c e /Ethnic ity

Total 174,330

Diversity Index 48.7

Hispanic Origin 2.7%

Two or More Races 1.9%

Some Other Race Alone 0.7%

Pacific Islander Alone 0.0%

Asian Alone 5.5%

American Indian Alone 0.1%

Black Alone 21.6%

White Alone 70.1%

2 0 10  Popula tion by Ra c e /Ethnic ity

Total 170,133

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Community Profile
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EXHIBIT A-6: Community Profile - Primary Trade Area 

 

 
 

 

 

Gibbs Planning Group

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Rural Population 0.0%

Population Inside Urbanized Cluster 0.0%

Population Inside Urbanized Area 100.0%

2 0 10  Popula tion By Urba n/  Rura l S ta tus

Total Population 170,134

Transportation/Material Moving 2.2%

Production 1.2%

Installation/Maintenance/Repair 1.1%

Construction/Extraction 2.1%

Farming/Forestry/Fishing 0.1%

Blue Collar 6.7%

Services 13.6%

Administrative Support 11.0%

Sales 9.9%

Professional 37.2%

Management/Business/Financial 21.6%

White Collar 79.7%

2 0 17  Employe d Popula tion 16 + by Oc c upa tion

Total 83,800

Public Administration 3.2%

Services 66.3%

Finance/Insurance/Real Estate 8.9%

Information 2.1%

Transportation/Utilities 2.8%

Retail Trade 7.7%

Wholesale Trade 1.7%

Manufacturing 4.5%

Construction 2.7%

Agriculture/Mining 0.2%

2 0 17  Employe d Popula tion 16 + by Industry

Total 83,802

Civilian Unemployed (Unemployment Rate) 5.0%

2 0 17  Civilia n Popula tion 16 + in La bor Forc e

Civilian Employed 95.0%

Divorced 7.8%

Widowed 6.3%

Married 46.0%

Never Married 39.9%

2 0 17  Popula tion 15 + by Ma rita l S ta tus

Total 145,894

Graduate/Professional Degree 32.9%

Bachelor's Degree 29.2%

Associate Degree 4.8%

Some College, No Degree 13.6%

GED/Alternative Credential 1.2%

High School Graduate 14.0%

9th -  12th Grade, No Diploma 3.0%

Less than 9th Grade 1.3%

Total 114,307

2 0 17  Popula tion 2 5 + by Educ a tiona l Atta inme nt

Area: 46.3 square miles

PTA Lower Merion Twp. Prepared by Esri

Community Profile



 

 

Lower Merion Township Retail Market Study   31. 
Gibbs Planning Group 
17 November 2017 

EXHIBIT A-6: Community Profile - Primary Trade Area 

 

 
 

 

 

 

Gibbs Planning Group

D ata N o te: Households with children include any households with people under age 18, related or not.  M ultigenerational households are families with 3 or more parent-

child relationships. Unmarried partner households are usually classified as nonfamily households unless there is another member of the household related to  the 

householder. M ultigenerational and unmarried partner households are reported only to  the tract level. Esri estimated block group data, which is used to  estimate 

polygons or non-standard geography.

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Rural Housing Units 0.0%

Housing Units Inside Urbanized Cluster 0.0%

Housing Units Inside Urbanized Area 100.0%

2 0 10  Housing Units By Urba n/  Rura l S ta tus

Total Housing Units 69,900

Renter Occupied 31.5%

Owned Free and Clear 21.0%

Owned with a Mortgage/Loan 47.6%

Owner Occupied 68.5%

2 0 10  House holds by Te nure  a nd Mortga ge  S ta tus

Total 64,762

7 + Person Household 0.8%

6 Person Household 1.7%

5 Person Household 5.8%

4 Person Household 13.3%

3 Person Household 15.5%

2 Person Household 31.7%

1 Person Household 31.1%

2 0 10  House holds by S ize

Total 64,761

Same- sex 0.7%

Male- female 3.6%

Unmarried Partner Households 4.3%

Multigenerational Households 2.9%

All Households with Children 30.4%

Nonfamily Households 6.7%

With Related Children 6.6%

Other Family with Female Householder 11.6%

With Related Children 1.5%

Other Family with Male Householder 3.2%

Other Family (No Spouse Present) 14.8%

With Related Children 22.1%

Husband- wife Families 47.4%

Family Households 62.2%

Households with 2+ People 68.9%

Households with 1 Person 31.1%

2 0 10  House holds by Type

Total 64,762

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Community Profile
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EXHIBIT A-7: Community Profile - Primary Trade Area 
 

 
 

 

 

Gibbs Planning Group

D ata N o te:  Consumer spending shows the amount spent on a variety o f 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.

So urce:  Consumer Spending data are derived from the 2013 and 2014 Consumer Expenditure Surveys, Bureau of Labor Statistics. Esri.

So urce:  U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2017 and 2022 Esri converted Census 2000 data into  2010 geography.

Spending Potential Index 160

Average Spent $1,713.61

Vehicle Maintenance & Repairs: Total $ $113,578,382

Spending Potential Index 177

Average Spent $3,674.75

Travel:  Total $ $243,562,293

Spending Potential Index 168

Average Spent $3,931.99

Support Payments/Cash Contributions/Gifts in Kind: Total $ $260,612,348

Spending Potential Index 173

Average Spent $28,163.17

Shelter:  Total $ $1,866,654,614

Spending Potential Index 167

Average Spent $1,328.32

Personal Care Products & Services: Total $ $88,041,037

Spending Potential Index 162

Average Spent $3,158.56

HH Furnishings & Equipment:  Total $ $209,349,197

Spending Potential Index 160

Average Spent $8,931.54

Health Care:  Total $ $591,982,409

Spending Potential Index 163

Average Spent $5,423.05

Food Away from Home:  Total $ $359,439,959

Spending Potential Index 159

Average Spent $7,997.44

Food at Home:  Total $ $530,070,444

Spending Potential Index 165

Average Spent $5,136.80

Entertainment/Recreation:  Total $ $340,467,035

Spending Potential Index 195

Average Spent $2,840.50

Education:  Total $ $188,268,605

Spending Potential Index 167

Average Spent $3,610.66

2 0 17  Consume r Spe nding  

Apparel & Services:  Total $ $239,314,463

3 . Golden Years (9B)

2 . Urban Chic (2A)

1. Top Tier (1A)

Top 3  Ta pe stry Se gme nts

Area: 46.3 square miles

PTA Lower Merion Twp. Prepared by Esri

Community Profile
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EXHIBIT B-1: Business Summary – Primary Trade Area 
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EXHIBIT C-1: Housing Profile – Primary Trade Area 

 

 
 

 

Gibbs Planning Group

Pe rc e nt

100.0%

93.2%

61.7%

31.5%

6.8%

Pe rc e nt

100.0%

0.9%

3.4%

7.7%

7.6%

6.7%

6.8%

16.4%

11.6%

16.7%

12.0%

10.2%

D ata N o te:  Persons of Hispanic Origin may be of any race.

So urce: U.S. Census Bureau, Census 2010 Summary File 1. 

Rural Housing Units 0 0.0%

In Urban Clusters 0 0.0%

In Urbanized Areas 69,900 100.0%

Total 69,900 100.0%

Ce nsus 2 0 10  Housing Units Numbe r Pe rc e nt

$404,070

Average Value $486,465 $506,005

Median Value $383,400

9.7% 4,555$1,000,000+ 4,257

15.5% 7,432

$750,000- $999,999 4,873 11.1% 5,348

$500,000- $749,999 6,845

16.6% 7,298

$400,000- $499,999 4,831 11.0% 5,160

$300,000- $399,999 7,298

7.4% 2,984

$250,000- $299,999 3,349 7.6% 3,052

$200,000- $249,999 3,267

8.0% 3,445

$150,000- $199,999 3,297 7.5% 3,386

$100,000- $149,999 3,522

1.4% 381

$50,000- $99,999 1,886 4.3% 1,529

<$50,000 610

Pe rc e nt Numbe r

Total 44,035 100.0% 44,570

Owner Occupied Housing Units by Value Numbe r

2 0 17 2 0 2 2

31.3% 22,787

Vacant 5,138 7.4% 4,865 6.8% 4,926

Renter 20,372 29.1% 22,237

93.2% 67,363

Owner 44,390 63.5% 44,043 61.9% 44,576

Occupied 64,762 92.6% 66,280

Pe rc e nt Numbe r

Total Housing Units 69,900 100.0% 71,145 100.0% 72,289

Housing Units by Occupancy Status and Tenure Numbe r Pe rc e nt Numbe r

Ce nsus 2 0 10 2 0 17 2 0 2 2

2017- 2022 Annual Rate 2.16%

2017- 2022 Annual Rate 0.34%

2022 Total Population 177,299

2017 Median Household Income $84,915

2017 Total Population 174,330 2022 Median Household Income $94,511

2010 Total Population 170,134

Popula tion House holds

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Housing Profile
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EXHIBIT C-2: Housing Profile – Primary Trade Area 

 

 
 

 

Gibbs Planning Group

D ata N o te:  Persons of Hispanic Origin may be of any race.

So urce: U.S. Census Bureau, Census 2010 Summary File 1. 

547 451 82.4%7+ Person

1,130 966 85.5%6- Person

3,752 3,242 86.4%5- Person

8,620 7,230 83.9%4- Person

10,064 7,598 75.5%3- Person

20,499 14,911 72.7%2- Person

20,148 9,991 49.6%1- Person

64,760 44,389 68.5%Total

Owne r Oc c upie d Units

Oc c upie d 

Units

Numbe r % of Oc c upie d

Ce nsus 2 0 10  Oc c upie d Housing Units by S ize  a nd Home  Owne rship

1,205 564 46.8%Hispanic Origin

776 377 48.6%Two or More Races

290 91 31.4%Other Race Alone

15 9 60.0%Pacific Islander Alone

3,057 1,431 46.8%Asian Alone

88 39 44.3%American Indian/Alaska 

Native Alone

14,877 8,791 59.1%Black/African American 

Alone

45,662 33,653 73.7%White Alone

64,765 44,391 68.5%Total

Owne r Oc c upie d Units

Oc c upie d 

Units

Numbe r % of Oc c upie d

Census 2010 Occupied Housing Units by Race/Ethnic ity of Householder and Home Ownership

3,246 2,057 63.4%85+

6,072 4,613 76.0%75- 84

7,865 6,448 82.0%65- 74

12,637 10,272 81.3%55- 64

13,422 10,405 77.5%45- 54

10,696 7,465 69.8%35- 44

8,155 2,930 35.9%25- 34

2,668 200 7.5%15- 24

64,761 44,390 68.5%Total

Owne r Oc c upie d Units

Oc c upie d 

Units

Numbe r % of Oc c upie d

Ce nsus 2 0 10  Oc c upie d Housing Units by Age  of House holde r a nd Home  Owne rship

1,125 21.6%Other Vacant

523 10.0%

For Migrant Workers 0 0.0%

Seasonal/Recreational/Occasional Use

691 13.3%

Sold -  Not Occupied 208 4.0%

For Sale Only

2,548 48.9%

Rented-  Not Occupied 118 2.3%

For Rent

Pe rc e nt

Total 5,213 100.0%

Numbe r

Census 2010 Vacant Housing Units by Status

Owned Free and Clear 13,583 30.6%

Owned with a Mortgage/Loan 30,807 69.4%

Total 44,390 100.0%

Ce nsus 2 0 10  Owne r Oc c upie d Housing Units by Mortga ge  S ta tus Numbe r Pe rc e nt

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Housing Profile
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EXHIBIT D-1: Tapestry Segementation – Primary Trade Area 
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EXHIBIT D-2: Tapestry Segementation – Primary Trade Area 

 

 
 

 

Gibbs Planning Group Tapestry Segmentation Area Profile

Top Twe nty Ta pe stry 

Se gme nts 

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Pe rc e nt Pe rc e nt Inde xRa nk Ta pe stry Se gme nt Pe rc e nt Pe rc e nt

2 0 17  U.S .  House holds

Cumula tiv

e

Cumula tiv

e

2 0 17  House holds

1.3% 3.0% 1,2182 Urban Chic (2A) 16.2% 37.8%

1.7% 1.7% 12611 Top Tier (1A) 21.6% 21.6%

0.8% 5.1% 1,0244 City Strivers (11A) 8.0% 55.0%

1.3% 4.3% 6813 Golden Years (9B) 9.2% 47.0%

7 .3 %Subtota l 6 1.7 %

2.2% 7.3% 3035 Pleasantville (2B) 6.7% 61.7%

1.1% 8.4% 5706 Family Foundations (12A) 6.0% 67.7%

1.4% 12.8% 3058 Emerald City (8B) 4.3% 77.4%

3.0% 11.4% 1817 Savvy Suburbanites (1D) 5.4% 73.1%

0.8% 15.1% 46610 Social Security Set (9F) 3.8% 85.4%

1.5% 14.3% 2869 City Lights (8A) 4.2% 81.6%

7 .8 %Subtota l 2 3 .7 %

1.6% 17.8% 16312 Metro Renters (3B) 2.5% 91.1%

1.1% 16.2% 29811 Trendsetters (3C) 3.2% 88.6%

1.3% 21.4% 12514 Modest Income Homes (12D) 1.6% 95.2%

2.3% 20.1% 10713 Old and Newcomers (8F) 2.5% 93.6%

7 .3 %Subtota l 11.3 %

1.0% 22.4% 15215 College Towns (14B) 1.5% 96.7%

1.2% 23.6% 6716 Retirement Communities (9E) 0.8% 97.5%

1.6% 26.3% 4718 Professional Pride (1B) 0.8% 99.1%

1.1% 24.7% 7317 Laptops and Lattes (3A) 0.8% 98.3%

2.2% 30.4% 112 0 In Style (5B) 0.3% 100.1%

1.9% 28.2% 3619 Exurbanites (1E) 0.7% 99.8%

8 .0 %Subtota l 3 .4 %

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri

3 0 .4 % 3 2 9Tota l 10 0 .0 %

Site

U.S.

Top Ten Tapestry Segments Site vs. U.S.Top Ten Tapestry Segments Site vs. U.S.

Top Tier (1A)

Urban Chic (2A)

Golden Years (9B)

City Strivers (11A)

Pleasantville (2B)

Family Foundations (12A)

Savvy Suburbanites (1D)

Emerald City (8B)

City Lights (8A)

Social Security Set (9F)

Percent of Households by Tapestry Segment

20181614121086420
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EXHIBIT D-3: Tapestry Segementation – Primary Trade Area 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Gibbs Planning Group

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri

Area: 46.3 square miles

PTA Lower Merion Twp. Prepared by Esri

Tapestry Segmentation Area Profile

2017 Tapestry Indexes by Households2017 Tapestry Indexes by Households

T
a
p
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s
tr

y
 S

e
g
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10B
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14C

Index

1,2001,0008006004002000
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EXHIBIT D-4: Tapestry Segementation – Primary Trade Area 

 

 
 

 

Gibbs Planning Group

PTA Lower Merion Twp. Prepared by Esri

Tapestry Segmentation Area Profile

Ta pe stry Life Mode  Groups 2 0 17  House holds 2017 Adult Population

Area: 46.3 square miles

1.  Afflue nt Esta te s 18 ,8 7 6 2 8 .5 % 2 8 8 4 2 ,9 7 1 3 0 .8 % 2 9 4

Pe rc e nt Inde x

Tota l: 66,280 100.0% 139,377 100.0%

Numbe r Pe rc e nt Inde x Numbe r

0.0% 0

Savvy Suburbanites (1D) 3,571 5.4% 181 7,274 5.2% 163

Boomburbs (1C) 0 0.0% 0 0

24.2% 1335

Professional Pride (1B) 498 0.8% 47 972 0.7% 39

Top Tier (1A) 14,338 21.6% 1261 33,701

2 3 .6 % 3 9 7

Urban Chic (2A) 10,716 16.2% 1,218 23,735 17.0% 1,361

2 .  Upsc a le  Ave nue s 15 ,14 7 2 2 .9 % 4 0 3 3 2 ,8 3 2

0.7% 38Exurbanites (1E) 469 0.7% 36 1,024

0.0% 0Enterprising Professionals (2D) 0 0.0% 0 0

6.5% 265

Pacific Heights (2C) 0 0.0% 0 0 0.0% 0

Pleasantville (2B) 4,431 6.7% 303 9,097

1.9% 160

Trendsetters (3C) 2,117 3.2% 298 4,354 3.1% 327

Metro Renters (3B) 1,675 2.5% 163 2,699

5 .7 % 18 7

Laptops and Lattes (3A) 512 0.8% 73 845 0.6% 70

3 .  Uptown Individua ls 4 ,3 0 4 6 .5 % 17 6 7 ,8 9 8

0.0% 0

Home Improvement (4B) 0 0.0% 0 0 0.0% 0

Soccer Moms (4A) 0 0.0% 0 0

4 .  Fa mily La ndsc a pe s 0 0 .0 % 0 0 0 .0 % 0

1.3 % 12

Comfortable Empty Nesters (5A) ( 0 0.0% 0 0 0.0% 0

5 .  Ge nXurba n 16 9 0 .3 % 2 1,7 8 7

0.0% 0Middleburg (4C) 0 0.0% 0 0

0.0% 0

Midlife Constants (5E) 0 0.0% 0 0 0.0% 0

Rustbelt Traditions (5D) 0 0.0% 0 0

1.3% 61

Parks and Rec (5C) 0 0.0% 0 0 0.0% 0

In Style (5B) 169 0.3% 11 1,787

0.0% 0

Salt of the Earth (6B) 0 0.0% 0 0 0.0% 0

Green Acres (6A) 0 0.0% 0 0

6 .  Cozy Country Living 0 0 .0 % 0 0 0 .0 % 0

0.0% 0

Heartland Communities (6F) 0 0.0% 0 0 0.0% 0

Rural Resort Dwellers (6E) 0 0.0% 0 0

0.0% 0

Prairie Living (6D) 0 0.0% 0 0 0.0% 0

The Great Outdoors (6C) 0 0.0% 0 0

0.0% 0

Urban Villages (7B) 0 0.0% 0 0 0.0% 0

Up and Coming Families (7A) 0 0.0% 0 0

7 .  Ethnic  Enc la ve s 0 0 .0 % 0 0 0 .0 % 0

0.0% 0

Southwestern Families (7F) 0 0.0% 0 0 0.0% 0

Valley Growers (7E) 0 0.0% 0 0

0.0% 0

Barrios Urbanos (7D) 0 0.0% 0 0 0.0% 0

American Dreamers (7C) 0 0.0% 0 0

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri
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EXHIBIT D-5: Tapestry Segementation – Primary Trade Area 

 

 
 

 

 

Gibbs Planning Group

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Tapestry Segmentation Area Profile

100.0%Tota l: 66,280 100.0% 139,377

Ta pe stry Life Mode  Groups 2 0 17  House holds 2017 Adult Population

Numbe r Pe rc e nt Inde x Numbe r Pe rc e nt Inde x

4.3% 350

Bright Young Professionals (8C) 0 0.0% 0 0 0.0% 0

Emerald City (8B) 2,873 4.3% 305 5,948

10 .5 % 10 3

City Lights (8A) 2,788 4.2% 286 5,339 3.8% 256

8. Middle Ground 7 ,3 0 9 11.0 % 10 1 14 ,5 7 7

2.4% 118

Hardscrabble Road (8G) 0 0.0% 0 0 0.0% 0

Old and Newcomers (8F) 1,648 2.5% 107 3,290

0.0% 0

Front Porches (8E) 0 0.0% 0 0 0.0% 0

Downtown Melting Pot (8D) 0 0.0% 0 0

0.0% 0

Golden Years (9B) 6,073 9.2% 681 12,462 8.9% 751

Silver & Gold (9A) 0 0.0% 0 0

9. Senior Styles 9 ,12 7 13 .8 % 2 3 8 17 ,4 8 7 12 .5 % 2 5 0

0.9% 84

Social Security Set (9F) 2,509 3.8% 466 3,831 2.7% 411

Retirement Communities (9E) 545 0.8% 67 1,194

0.0% 0

Senior Escapes (9D) 0 0.0% 0 0 0.0% 0

The Elders (9C) 0 0.0% 0 0

0.0% 0

Rooted Rural (10B) 0 0.0% 0 0 0.0% 0

Southern Satellites (10A) 0 0.0% 0 0

10. Rustic Outposts 0 0 .0 % 0 0 0 .0 % 0

0.0% 0Rural Bypasses (10E) 0 0.0% 0 0

0.0% 0

Down the Road (10D) 0 0.0% 0 0 0.0% 0

Diners & Miners (10C) 0 0.0% 0 0

0.0% 0

Metro Fusion (11C) 0 0.0% 0 0 0.0% 0

Young and Restless (11B) 0 0.0% 0 0

7 .3 % 13 2

City Strivers (11A) 5,305 8.0% 1,024 10,167 7.3% 903

11. Midtown Singles 5 ,3 0 5 8 .0 % 12 9 10 ,16 7

12. Hometown 5 ,0 7 7 7 .7 % 12 4 9 ,9 8 9 7 .2 % 12 2

0.0% 0

City Commons (11E) 0 0.0% 0 0 0.0% 0

Set to Impress (11D) 0 0.0% 0 0

0.0% 0

Modest Income Homes (12D) 1,092 1.6% 125 1,926 1.4% 109

Small Town Simplic ity (12C) 0 0.0% 0 0

5.8% 535

Traditional Living (12B) 0 0.0% 0 0 0.0% 0

Family Foundations (12A) 3,985 6.0% 570 8,063

0.0% 0

Las Casas (13B) 0 0.0% 0 0 0.0% 0

International Marketplace (13A) 0 0.0% 0 0

13. Next Wave 0 0 .0 % 0 0 0 .0 % 0

0.0% 0High Rise Renters (13E) 0 0.0% 0 0

0.0% 0

Fresh Ambitions (13D) 0 0.0% 0 0 0.0% 0

NeWest Residents (13C) 0 0.0% 0 0

1.2% 115

Dorms to Diplomas (14C) 0 0.0% 0 0 0.0% 0

College Towns (14B) 962 1.5% 152 1,663

1.2 % 5 2

Military Proximity (14A) 0 0.0% 0 0 0.0% 0

14. Scholars and Patriots 9 6 2 1.5 % 9 0 1,6 6 3

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri

Unclassified (15) 4 0.0% 480 6 0.0% 2
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EXHIBIT D-6: Tapestry Segementation – Primary Trade Area 

 

 
 

 

Gibbs Planning Group Tapestry Segmentation Area Profile

Ta pe stry Urba niza tion 

Groups

2 0 17  House holds 2017 Adult Population

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Numbe r Pe rc e nt Inde x

Tota l: 66,280 100.0% 139,377 100.0%

Numbe r Pe rc e nt Inde x

1.  Princ ipa l Urba n Ce nte r 9 ,6 0 9 14 .5 % 2 0 5 18 ,0 6 5 13 .0 % 19 4

845 0.6% 70

Metro Renters (3B) 1,675 2.5% 163 2,699 1.9% 160

Laptops and Lattes (3A) 512 0.8% 73

4,354 3.1% 327

Downtown Melting Pot (8D) 0 0.0% 0 0 0.0% 0

Trendsetters (3C) 2,117 3.2% 298

10,167 7.3% 903

NeWest Residents (13C) 0 0.0% 0 0 0.0% 0

City Strivers (11A) 5,305 8.0% 1,024

0 0.0% 0

High Rise Renters (13E) 0 0.0% 0 0 0.0% 0

Fresh Ambitions (13D) 0 0.0% 0

2. Urban Periphery 7 ,8 6 5 11.9 % 7 0 15 ,3 2 8 11.0 % 6 1

0 0.0% 0

Rustbelt Traditions (5D) 0 0.0% 0 0 0.0% 0

Pacific Heights (2C) 0 0.0% 0

0 0.0% 0

American Dreamers (7C) 0 0.0% 0 0 0.0% 0

Urban Villages (7B) 0 0.0% 0

0 0.0% 0

Southwestern Families (7F) 0 0.0% 0 0 0.0% 0

Barrios Urbanos (7D) 0 0.0% 0

5,339 3.8% 256

Bright Young Professionals (8C) 0 0.0% 0 0 0.0% 0

City Lights (8A) 2,788 4.2% 286

0 0.0% 0

Family Foundations (12A) 3,985 6.0% 570 8,063 5.8% 535

Metro Fusion (11C) 0 0.0% 0

1,926 1.4% 109

International Marketplace (13A) 0 0.0% 0 0 0.0% 0

Modest Income Homes (12D) 1,092 1.6% 125

0 0.0% 0Las Casas (13B) 0 0.0% 0

17 ,7 13 12 .7 % 7 5

In Style (5B) 169 0.3% 11 1,787 1.3% 61

3. Metro Cities 8 ,7 0 6 13 .1% 7 2

5,948 4.3% 350

Front Porches (8E) 0 0.0% 0 0 0.0% 0

Emerald City (8B) 2,873 4.3% 305

3,290 2.4% 118

Hardscrabble Road (8G) 0 0.0% 0 0 0.0% 0

Old and Newcomers (8F) 1,648 2.5% 107

1,194 0.9% 84

Social Security Set (9F) 2,509 3.8% 466 3,831 2.7% 411

Retirement Communities (9E) 545 0.8% 67

0 0.0% 0

Set to Impress (11D) 0 0.0% 0 0 0.0% 0

Young and Restless (11B) 0 0.0% 0

0 0.0% 0

Traditional Living (12B) 0 0.0% 0 0 0.0% 0

City Commons (11E) 0 0.0% 0

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri

1,663 1.2% 115

Dorms to Diplomas (14C) 0 0.0% 0 0 0.0% 0

College Towns (14B) 962 1.5% 152
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EXHIBIT D-7: Tapestry Segementation – Primary Trade Area 

 

 
 

 

Gibbs Planning Group Tapestry Segmentation Area Profile

Ta pe stry Urba niza tion 

Groups

2 0 17  House holds 2017 Adult Population

PTA Lower Merion Twp. Prepared by Esri

Area: 46.3 square miles

Numbe r Pe rc e nt Inde x

Tota l: 66,280 100.0% 139,377 100.0%

Numbe r Pe rc e nt Inde x

8 8 ,2 6 5 6 3 .3 % 19 5

Top Tier (1A) 14,338 21.6% 1,261 33,701 24.2% 1,335

4. Suburban Periphery 4 0 ,0 9 6 6 0 .5 % 19 1

972 0.7% 39

Boomburbs (1C) 0 0.0% 0 0 0.0% 0

Professional Pride (1B) 498 0.8% 47

7,274 5.2% 163

Exurbanites (1E) 469 0.7% 36 1,024 0.7% 38

Savvy Suburbanites (1D) 3,571 5.4% 181

23,735 17.0% 1,361

Pleasantville (2B) 4,431 6.7% 303 9,097 6.5% 265

Urban Chic (2A) 10,716 16.2% 1,218

0 0.0% 0

Soccer Moms (4A) 0 0.0% 0 0 0.0% 0

Enterprising Professionals (2D) 0 0.0% 0

0 0.0% 0

Comfortable Empty Nesters (5A) 0 0.0% 0 0 0.0% 0

Home Improvement (4B) 0 0.0% 0

0 0.0% 0

Midlife Constants (5E) 0 0.0% 0 0 0.0% 0

Parks and Rec (5C) 0 0.0% 0

0 0.0% 0

Silver & Gold (9A) 0 0.0% 0 0 0.0% 0

Up and Coming Families (7A) 0 0.0% 0

12,462 8.9% 751

The Elders (9C) 0 0.0% 0 0 0.0% 0

Golden Years (9B) 6,073 9.2% 681

0 0.0% 0Military Proximity (14A) 0 0.0% 0

0 0 .0 % 0

Middleburg (4C) 0 0.0% 0 0 0.0% 0

5. Semirural 0 0 .0 % 0

0 0.0% 0

Valley Growers (7E) 0 0.0% 0 0 0.0% 0

Heartland Communities (6F) 0 0.0% 0

0 0.0% 0

Down the Road (10D) 0 0.0% 0 0 0.0% 0

Senior Escapes (9D) 0 0.0% 0

0 0.0% 0Small Town Simplic ity (12C) 0 0.0% 0

0 0 .0 % 0

Green Acres (6A) 0 0.0% 0 0 0.0% 0

6 .  Rura l 0 0 .0 % 0

0 0.0% 0

The Great Outdoors (6C) 0 0.0% 0 0 0.0% 0

Salt of the Earth (6B) 0 0.0% 0

0 0.0% 0

Rural Resort Dwellers (6E) 0 0.0% 0 0 0.0% 0

Prairie Living (6D) 0 0.0% 0

0 0.0% 0

Rooted Rural (10B) 0 0.0% 0 0 0.0% 0

Southern Satellites (10A) 0 0.0% 0

0 0% 0

Rural Bypasses (10E) 0 0.0% 0 0 0.0% 0

Diners & Miners (10C) 0 0.0% 0

Unclassified (15) 4 0.0% 480 6 0.0% 2

D ata N o te:  This report identifies neighborhood segments in the area, and describes the socioeconomic quality o f the immediate neighborhood.  The index is a 

comparison of the percent o f households or Total Population 18+ in the area, by Tapestry segment, to  the percent o f households or Total Population 18+ in the United 

States, by segment.  An index of 100 is the US average.

So urce:  Esri
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EXHIBIT E-8: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-9: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-10: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-11: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-12: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-13: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-14: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-15: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-16: Tapestry Segementation – Primary Trade Area 

 

 
 

 

 

 



 

 

Lower Merion Township Retail Market Study   53. 
Gibbs Planning Group 
17 November 2017 

EXHIBIT E-17: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-18: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-19: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-20: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-21: Tapestry Segementation – Primary Trade Area 
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EXHIBIT E-22: Tapestry Segementation – Primary Trade Area 

 

 


