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3-Mile 5-Mile 10-Mile  5-Minute Drive  10-Minute
Radius RETITS Radius Time Drive Time

Category

15-Minute Drive
Time

Eﬁ;rjgt;??r Estimated 21,198 54,144 322,670 3,559 30,987 121,427
Number of Households 8,509 21,637 130,940 1,517 12,914 48,527
plected AnnualGrowih (54 2396 0.52%  -0.71%  5.79%  0.40%  -0.45%
Median HHIncome 2019 $49,098 $42,545 $44,675 $54,056  $46,918  $40,228
Current Year Average Age 39 39.9 39 36.8 40.7 39.6
Average Home Value $173,389 $161,901 $242,185 $177,905 $184,484 $171,206
ooy Year ™ Bachelor's 13%  12%  18% 17% 13% 14%
Daytime Population 22,874 64,677 454,703 3,698 36,260 219,546
Labor Force 16,596 43,061 257,163 2,691 24,812 97,944
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Mobile Data Collection

This mobile tracking service uses data collected
from cell phone users who have agreed within their
apps and phone settings to enable location
information. By drawing a geofence around a
specific business or location, we are able gather
valuable data about the customer base that has
actively used their mobile device while in the
identified location. This tool allows us to see where
customers are coming from to shop in your market
using actual data. This information is used to
optimize your trade area, analyze business
locations, compare the frequency of visitors, and
assist retailers in site selection. This is intended to
support the trade area but does not solely define
the trade area.

% Home Distribution

< 5%
_ 5-1%
The location tracked was 1-2%
2-3%
Fultondale Target .

. : B 34%
for the time period of B > 4%
September 2020 CTA
To Clcra

September 2021
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Customized Trade Area

Each retailer has a specific set of site selection
criteria they use to determine if they will have a
profitable store. Municipal boundaries, radius rings
and drive times are a start to evaluating the
information sought by these decision makers. A
customized trade area is the next step to analyzing a
market. A trade area defines a core customer base of
consumers highly likely to shop and eat in the
market at least once a month. Your trade area has
been created by combining the mobile tracking
data with drive times, geographic boundaries, and
proximity to neighboring shopping destinations.
Each retailer will analyze their own trade area based
on their existing stores, their competition and site
selection criteria.

Retail Strategies has created the customized core
trade area shown in the map here which is focused
on a consumer who might travel to the market to
shop ordine.

Empire

Willow
Grove Estates

Sumiton

Robbins
Crossroads

Cardiff

CREST

(CREE] B an Springs

3 Palmerdale

Center Point Valley

Graysville Trussp
illlamsburg w
Adamawille
Roebuck Plaza
Alton

Autumn Chase

Woodhaver

Dixiana

Grayson
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Customized Trade Area

48,818

2020 estimated population

o 0.8%
projected growth rate

39 42

male average age female average age

49,224

projected 2025 population
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Customized Trade Area

CURRENT YEAR ESTIMATED POPULATION BY RACE

RACE

M Asian
W Black
W Latino
H White
m Other
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Customized Trade Area
CURRENT YEAR ESTIMATED HOUSEHOLDS BY HOUSEHOLD SIZE

6,657

ﬁ
4,809

$62,665 o 20,608

median 2,624

number of households

household
iIncome
1,040
387—— 216
25% 35% 18% 14% 5% 2% 1%
1-person 2-person 3-person 4-person 5-person 6-person 7 or more
household household household household household household person

household
7
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Customized Trade Area

2020 ESTIMATED HOUSING UNITS BY TENURE

/\
19,280

15,225

$201,574

average housing unit value

4,055
1,327

Vacant Housing Units ~ Occupied Housing Units Owner-Occupied Renter-Occupied -
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Custom Trade Area

CURRENT YEAR ESTIMATED HOUSEHOLD BY TYPE

Nonfamily Households

No own children under 18 years
With own children under 18 years
Female Householder: no husband present:
No own children under 18 years
With own children under 18 years
Male Householder: no wife present:
No own children under 18 years
With own children under 18 years
Married-couple family

Family Households

1 Person Households

3%
-\/7% /\

m
1%
o 2% / 2.51

2% people per household
%

e

o

I sew
I, 72

I -
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Customized Trade Area

DAYTIME POPULATION

® Children at home M Retired/Disable persons m Homemakers

m Employed ® Unemployed B Student Populations

16% 2% 28% 3%

m Work at Home

23%

37,770

daytime population
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Customized Trade Area

White Collar
40%

average
employee salary

Blue Collar
60%
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Customized Trade Area

CURRENT YEAR ESTIMATED POPULATION AGE 25+ BY EDUCATIONAL
ATTAINMENT

DOCTORATE DEGREE 244

-

PROFESSIONAL SCHOOL DEGREE 504

F

MASTER'S DEGREE

BACHELOR'S DEGREE

ASSOCIATE DEGREE

SOME COLLEGE, NO DEGREE

HIGH SCHOOL GRADUATE (OR GED)

SOME HIGH SCHOOL, NO DIPLOMA

LESS THAN 9TH GRADE
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Customized Trade Area

Current Year Estimated
Population by Enroliment

827

= Nursery school/preschool ® Kindergarten/Elementary School

= High School ® College/Graduate/Professional school




DISCOVER: Psychographic Profile

ESRI Tapestry Segmentation

5- MILE RADIUS

retail strategies

@ Modest Income Homes (12D)
@ Family Foundations (12A)

O Midlife Constants (5E)

@ Middleburg (4C)

@ Workday Drive (4A)

¥ SEGIVENTATION

esricomtapestry



DISCOVER: Psychographic Profile retail strategies

ESRI Tapestry Segmentation

31 . Hometown

Modest Income Homes

Households: 1,627,600
Average Household Size: 2.56
Median Age: 37.0

Median Household Income: $23,200

leMode Group: Hometown

Famlly Foundations

Households: 1,299,600
Average Household Size: 2.71
Median Age: 39.6

Median Household Income: $43,100




retail strategies

DISCOVER: Psychographic Profile

ESRI Tapestry Segmentation

LifeMode Group: GenXurban

Midlife Constants

Households: 3,068,400
Average Household Size: 2.31
Median Age: 47.0

Median Household Income: $53,200

: Family Landscapes

Mlddleburg

Households: 3,511,200
Average Household Size: 2.75
Median Age: 36.1

Median Household Income: $59,800
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Consumer Demand & Supply

Customized Retail Category GAP Analysis

General Merchandise Stores | $:0.5:3,302
Food and Beverage Stores _ $68,362,879
Building Material and Garden Equipment Stores _ $43,471,131
Health & Personal Care Stores _ $22,207,627
Foodservice and Drinking Places _ $18,994,493
Clothing & Clothing Accessories Stores _ $14,444,455

Furniture and Home Furnishings Stores _ $11,813,861
Sporting Goods, Hobby, Book, Music Stores - $5,723,868

Electronics & Appliance Stores - $3,490,666
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Current Real Estate Overview
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Focus Zones for Recruitment
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Focus Zones for Recruitment- Walker Chapel West
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Focus Zones for Recruitment- Walker Chapel & Highway 31
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