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HIGHLIGHTS:
•

Salesplace Shopping Center is a neighborhood retail center anchored by smaller, single-location retailers (with the
exception of Dollar General)

•

Despite the size of the tenants, this shopping center draws from a trade area that exceeds 280,000 people

•

Adjacent developments sites are available

•

Retailers at the intersection include:

DEMOGRAPHICS:

3 miles

5 miles

Trade Area

288,139

2018 Population

62,097

164,644

Daytime Population

44,244

119,921

242,672

Average HH Income

$57,800

$63,587

$59,195

Traffic Counts
Interstate 635
Elam Rd

142,372 (‘17)
18,792 (‘18)

Close Up Aerial

RETAIL ANALYSIS: Salesplace Shopping Center

For More Information:
Effie Donaldson

Page 4

edonaldson@cityofbalchsprings.com
Office: (972) 286-4477 +215 | Cell: 214-717-9110

Chris Dyser

cdyser@cityofbalchsprings.com
Office: (972) 286-4477 +212 | Cell: 972-975-8565

Trade Area & Demographics
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KEY FACTS

288,139

EDUCATION

30.2

Population

30%

Median Age

3.3

$44,527

Average
Household Size

Median Household
Income

No High
School
Diploma

28%
Some College

31%

BUSINESS

EMPLOYMENT

48%
White Collar

33%
5,393

68,111

Total Businesses

Total Employees

5.4%

Blue Collar

19%

Unemployment
Rate

Services

Households By Income

INCOME

The largest group: $50,000 - $74,999 (19.5%)
The smallest group: $200,000+ (2.0%)

Indicator
<$15,000

$44,527
Median Household
Income

$18,021
Per Capita Income

$40,167
Median Net Worth

Value
12.2%

Difference
+1.6%

$15,000 - $24,999

12.5%

+2.4%

$25,000 - $34,999

13.0%

+2.2%

$35,000 - $49,999

17.4%

+3.4%

$50,000 - $74,999

19.5%

+1.0%

$75,000 - $99,999

10.6%

-0.4%

$100,000 - $149,999

9.9%

-2.9%

$150,000 - $199,999

2.9%

-2.3%

$200,000+

2.0%

-5.0%
Bars show deviation from
Dallas County
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Graduate

edonaldson@cityofbalchsprings.com
Office: (972) 286-4477 +215 | Cell: 214-717-9110

Chris Dyser

cdyser@cityofbalchsprings.com
Office: (972) 286-4477 +212 | Cell: 972-975-8565

(based on actual customer samples)
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Customer Lifestyle Segmentation

Top Customer Segment Descriptions
BARRIOS URBANOS - 24.6% OF PATRONS - Family is central within these diverse communities. Hispanics make up more than
70% of the residents. More than one in four are foreign born, bringing rich cultural traditions to these neighborhoods in the
urban outskirts. Dominating this market are younger families with children or single-parent households with multiple generations living under the same roof. These households balance their budgets carefully but also indulge in the latest trends and
purchase with an eye to brands. Most workers are employed in skilled positions across the manufacturing, construction, or
retail trade sectors.
AMERICAN DREAMERS - 20.1% OF PATRONS - Located throughout the South and West, most American Dreamers residents
own their own homes, primarily single-family housing—farther out of the city, where housing is more affordable. Median
household income is slightly below average (Index 91). The majority of households include younger married-couple families
with children and, frequently, grandparents. Diversity is high; many residents are foreign born, of Hispanic origin. Hard work
and sacrifice have improved their economic circumstance as they pursue a better life for themselves and their family.
Spending is focused more on the members of the household than the home. Entertainment includes multiple televisions,
movie rentals, and video games at home or visits to theme parks and zoos. This market is connected and adept at accessing what they want from the Internet.
METRO FUSION - 13.1% OF PATRONS - Metro Fusion is a young, diverse market. Many residents do not speak English fluently
and have moved into their homes recently. They are highly mobile and over three quarters of households are occupied by
renters. Many households have young children; a quarter are single-parent families. The majority of residents live in midsize
apartment buildings. Metro Fusion is a hard-working market with residents that are dedicated to climbing the ladders of
their professional and social lives. This is particularly difficult for the single parents due to median incomes that are 36% lower
than the US level.
UP AND COMING FAMILIES - 5.8% OF PATRONS - Up and Coming Families is a market in transition—residents are younger and
more mobile and ethnically diverse than the previous generation. They are ambitious, working hard to get ahead, and willing to take some risks to achieve their goals. The recession has impacted their financial well-being, but they are optimistic.
Their homes are new; their families are young. And this is one of the fastest-growing markets in the country.
HARDSCRABBLE ROAD - 5.0% OF PATRONS - This market is struggling to get by. Hardscrabble Road neighborhoods are in
urbanized areas within central cities, with older housing, located chiefly in the Midwest and South. This slightly smaller market
is primarily a family market, married couples (with and without children) and single parents. Younger, highly diverse (with
higher proportions of black, multiracial and Hispanic populations), and less educated, they work mainly in service, manufacturing, and retail trade industries. Unemployment is high (almost twice the US rate), and median household income is
half the US median. Almost 1 in 3 households have income below the poverty level. Approximately 60% of householders are
renters, living primarily in single-family homes, with a higher proportion of dwellings in 2-4 unit buildings.
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Retail MarketPlace Profile

Retail Marketplace Profile (ESRI)
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481130090004
Study Area: Primary Trade
Area: 111.48 square miles

Summary Demographics
2018 Population
2018 Households
2018 Median Disposable Income
2018 Per Capita Income
NAICS
2017 Industry Summary
Total Retail Trade and Food & Drink
Total Retail Trade
Total Food & Drink
2017 Industry Group
Motor Vehicle & Parts Dealers
Automobile Dealers
Other Motor Vehicle Dealers
Auto Parts, Accessories & Tire Stores
Furniture & Home Furnishings Stores
Furniture Stores
Home Furnishings Stores
Electronics & Appliance Stores
Bldg Materials, Garden Equip. & Supply Stores
Bldg Material & Supplies Dealers
Lawn & Garden Equip & Supply Stores
Food & Beverage Stores
Grocery Stores
Specialty Food Stores
Beer, Wine & Liquor Stores
Health & Personal Care Stores
Gasoline Stations
Clothing & Clothing Accessories Stores
Clothing Stores
Shoe Stores
Jewelry, Luggage & Leather Goods Stores
Sporting Goods, Hobby, Book & Music Stores
Sporting Goods/Hobby/Musical Instr Stores
Book, Periodical & Music Stores
General Merchandise Stores
Department Stores Excluding Leased Depts.
Other General Merchandise Stores
Miscellaneous Store Retailers
Florists
Office Supplies, Stationery & Gift Stores
Used Merchandise Stores
Other Miscellaneous Store Retailers
Nonstore Retailers
Electronic Shopping & Mail-Order Houses
Vending Machine Operators
Direct Selling Establishments
Food Services & Drinking Places
Special Food Services
Drinking Places - Alcoholic Beverages
Restaurants/Other Eating Places

44-45,722
44-45
722
NAICS
441
4411
4412
4413
442
4421
4422
443
444
4441
4442
445
4451
4452
4453
446,4461
447,4471
448
4481
4482
4483
451
4511
4512
452
4521
4529
453
4531
4532
4533
4539
454
4541
4542
4543
722
7223
7224
7225

Demand
(Retail Potential)
$2,483,832,464
$2,236,568,922
$247,263,542
Demand
(Retail Potential)
$485,569,537
$391,898,568
$51,182,172
$42,488,797
$77,245,817
$45,666,096
$31,579,721
$81,090,591
$138,885,474
$131,561,666
$7,323,808
$408,977,197
$371,803,698
$17,480,875
$19,692,624
$125,604,231
$230,802,727
$101,242,826
$67,579,596
$14,668,361
$18,994,869
$76,716,346
$68,306,980
$8,409,366
$392,020,728
$271,837,196
$120,183,532
$86,020,757
$3,276,785
$18,825,695
$14,831,951
$49,086,326
$32,392,691
$24,274,227
$2,045,217
$6,073,247
$247,263,542
$2,878,543
$8,626,745
$235,758,254

Supply
Retail Gap
(Retail Sales)
$3,499,044,857 -$1,015,212,393
$3,167,150,212
-$930,581,290
$331,894,645
-$84,631,103
Supply
Retail Gap
(Retail Sales)
$599,979,097
-$114,409,560
$440,480,249
-$48,581,681
$73,671,232
-$22,489,060
$85,827,616
-$43,338,819
$135,575,271
-$58,329,454
$77,274,706
-$31,608,610
$58,300,565
-$26,720,844
$83,137,152
-$2,046,561
$266,490,066
-$127,604,592
$261,646,528
-$130,084,862
$4,843,538
$2,480,270
$494,200,348
-$85,223,151
$464,748,390
-$92,944,692
$11,241,484
$6,239,391
$18,210,474
$1,482,150
$118,352,875
$7,251,356
$416,383,389
-$185,580,662
$273,338,620
-$172,095,794
$162,034,592
-$94,454,996
$49,120,453
-$34,452,092
$62,183,575
-$43,188,706
$112,079,824
-$35,363,478
$97,036,177
-$28,729,197
$15,043,647
-$6,634,281
$583,915,132
-$191,894,404
$480,128,068
-$208,290,872
$103,787,064
$16,396,468
$73,382,212
$12,638,545
$3,724,697
-$447,912
$13,738,746
$5,086,949
$7,921,852
$6,910,099
$47,996,917
$1,089,409
$10,316,226
$22,076,465
$9,109,964
$15,164,263
$311,185
$1,734,032
$895,077
$5,178,170
$331,894,645
-$84,631,103
$1,124,145
$1,754,398
$2,305,277
$6,321,468
$328,465,223
-$92,706,969

Leakage/Surplus
Factor
-17.0
-17.2
-14.6
Leakage/Surplus
Factor
-10.5
-5.8
-18.0
-33.8
-27.4
-25.7
-29.7
-1.2
-31.5
-33.1
20.4
-9.4
-11.1
21.7
3.9
3.0
-28.7
-45.9
-41.1
-54.0
-53.2
-18.7
-17.4
-28.3
-19.7
-27.7
7.3
7.9
-6.4
15.6
30.4
1.1
51.7
45.4
73.6
74.3
-14.6
43.8
57.8
-16.4

288,139
87,302
$38,331
$18,021
Number of
Businesses
1,452
1,046
406
Number of
Businesses
185
101
12
72
64
40
24
44
86
76
10
133
101
16
16
72
86
136
80
35
21
49
38
11
79
24
55
103
15
17
19
52
9
4
1
4
406
3
4
399

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount
spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This
is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail
opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap
represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify businesses by their
primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food
Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf
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Prepared by Esri
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Methodology
Customer Samples:
Customer samples are derived from cellular location metadata that is sourced from various “apps” on a users mobile
device (phone, tablet, etc). Due the the nature of this information, once enough location data points e available for
each device, a high-confidence methodology is employed to derive the locations where each device spends the majority of it’s time. This could be a residence or, for overnight workers, a business. These high confidence locations are called
“common evening locations” and “common daytime locations” and are NOT available for all devices.
Trade Area Delineation:
Trade area delineation is a critical step for a wide array of business activities, including: real estate site selection, estimating
store cannibalization, understanding the market’s psychographic profile, evaluating and understanding competitors, and
developing a media and advertising strategy.
All trade areas are drawn against the boundaries of the US Census block group boundaries. This practice removes the
potential for error that occurs when demographic software mathematically computers the demographics of the
geography of a divided block group.
This report will define one or two types of trade areas, depending on the specifications in the scope of work:
• Primary Trade Area - captures the closest and densest clustering of 65%-75% of patrons
Demographics:
The demographic report is based on the value of all block groups within the primary trade area, based on the current
data provided by ESRI Business Analyst.
Segmentation Profile:
The segmentation profile is based the ESRI Tapestry lifestyle segmentation system. A psychographic segment is assigned
to every patron, based on the dominant lifestyle segment of the block group of the patron’s “common evening location”.
Once aggregated, a descriptive snapshot of the customer base can be derived.
Tapestry helps you understand your customers’ lifestyle choices, what they buy, and how they spend their free time. Tapestry classifies US residential neighborhoods into 67 unique segments based on demographic and socioeconomic characteristics. That’s how you get more insights so you can identify your best customers and underserved markets.

RETAIL ANALYSIS: Salesplace Shopping Center
Retail & Restaurant Opportunities with Highway Visibility

For More Information:
Effie Donaldson

edonaldson@cityofbalchsprings.com
Office: (972) 286-4477 +215 | Cell: 214-717-9110

Chris Dyser

cdyser@cityofbalchsprings.com
Office: (972) 286-4477 +212 | Cell: 972-975-8565

