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Retail Available

“

Highlights

Location:
Douglas Blvd near Stewart Pkwy
Douglasville, GA 30135, Douglas County

Demographics: 3 Mile 5 Mile

Population Growth ’05 -'10 14.07% 16.59%
. o thor Plsea  Population 30,768 65,846

Median HH Inc $58,394 $57,659

Traffic Counts:
ADT — 30,867 on I-20 (2004)
I ADT — 15,779 on Bright Star Rd

A
LUEGAL-
1 1

% Convenient to I-20 Parks:
s Heavily Trafficked Thoroughfare Flexible
% Regional Market Retailers in the Market:

Parisians, JC Penny, Sears, Goody’s, Ross,
Target, Wal-Mart, Arbor Place Mall

No warranty or representation, express or implied, has been made as to the accuracy of the information provided herein, and no liability is assumed for errors or omissions.
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No warranty or representation, express or implied, has been made as to the accuracy of the information provided herein, and no liability is assumed for errors or omissions.
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Douglasville, GA30135

Criteria Used for Analysis

Incore: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$65,263 37.2 64,033 Soccer Moms
Consumer Segmentation
Life Mode Urbanization
What are the i Where do people i
Dotplo ke that Family Landscapes ke this veomiy Suburban Periphery

live in this area? .
housing

Top Tapestry
Segments

% of Households
% of Douglas County

Lifestyle Group
Urbanization Group

Residence Type

Household Type

Average Household Size
Median Age

Diversity Index

Median Household Income
Median Net Worth

Median Home Value
Homeownership

Employment

Education

Preferred Activities

Financial

Media

Vehicle

Successful younger familiesin newer

Soccer Moms
5,908 (27.3%)
6,708 (14.0%)
Family Landscapes
Suburban Periphery
Single Family

Manied Couples
2.96

36.6

48.3

$84,000
$252,000
$226,000

85.5 %

Professonal or
Management

College Degree
Go jogging, biking,

target shooting. Visit
theme parks, zoos.

Cany high level of
debt

Shop, bankonline

Own 2+ vehicles
(minivans, SUVs)

live?

Up and Coming
Families

3,255 (15.0%)
8,900 (18.6%)
Ethnic Enclaves
Suburban Periphery
Single Family

Manied Couples
3.1

30.7

724

$64,000
$96,000
$174,000

741 %

Professional or
Services

College Degree

Vist theme parks,
zoos. Contract for
home and landscaping
services.

Hold student loans,
mortgages

Go online to shop,
bank, for
entertainment

Own late-model
compact car, SUV

commutes

American
Dreamers

2,747 (12.7%)
3,619 (7.6%)
Ethnic Enclaves
Urban Periphery
Single Family

Manied Couples
3.16

31.8

83.3

$48,000
$53,000
$130,000

65 %

Servicesor
Adminigration

High School Graduate

Own feature-rich cell
phones. Pay bills,
socialize online.

Spend money
carefully; buy
necessities

Listen to urban or
Hispanic radio

One or two vehicles

Home
Improvement

2,465 (11.4%)
2,513 (5.3%)
Family Landscapes
Suburban Periphery
Single Family

Manied Couples
2.86

37

63.4

$67,000
$162,000
$174,000

80.3 %

Professional or
Services

College Degree

Eat at Chili's, Chickfil-
A, Panera

Bread. Shop
warehouse/club, home
improvement stores.

Invest conservatively

Watch DIY Network

Own minivan, SUV

Affluence in the suburbs, manied couple-families, longer

Southern Satellites
1,589 (7.3%)

3,739 (7.8%)

Rustic Qutposts

Rural

Single Family or
Mobile Homes

Manied Couples
2.65

39.7

38.6

$44,000
$70,000
$119,000

78.6 %

Services, Professional
or Adminidration

High School Graduate
Go hunting,

fishing. Own a pet
dog.

Shop at Walmart

Listen to country

music; watch CMT

Own, maintain truck

> RPR

Copyright 2016 Realtors Pr
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About this segment
Soccer Moms

Thisisthe

#1

dominant segment
for this area

In thisarea

27.3%

of householdsfall
into this ssgment

In the United States

2.8%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

Soccer Moms is an affluent, family-
oriented market with a country flavor.
Residents are partial to new housing
away from the bustle of the city but close
enough to commute to professional job
centers. Life in this suburban wilderness
offsets the hectic pace of two working
parents with growing children. They favor
time-saving devices, like banking online or
housekeeping senvices, and family-
oriented pursuits.

Our Neighborhood

o Soccer Moms residents prefer the suburban
periphery of metropolitan areas.

e Predominantly single family, homesare in
newer neighborhoods, 36% built in the 1990s,
31% built since 2000.

o Owner-occupied homes have high rate of
mortgages at 74%, and low rate vacancy at
5%.

e Median home value is $226,000.

o Mogt households are mamied couples with
children; average household size is 2.96.

¢ Most households have 2 or 3 vehicles; long
travel time to workincluding a disproportionate
number commuting from a different county

Socioeconomic Traits

o Education: 37.7% college graduates, more
than 70% with some college education.

e Lowunemployment at 5.9%; high labor force
participation rate at 72%; 2 out of 3
householdsinclude 2+ workers.

o Connected, with a host of wireless devices from
iPods to tablets—anything that enables
convenience, like banking, paying bills or even
shopping online.

o \\ell insured and invested in a range of funds,
from savings accounts or bonds to stocks.

e Canry a higher level of debt, including first and
second mortgages and auto loans

Market Profile

o Mot households own at least two vehicles; the
most popular types are minivans and SUVs.

o Family-oriented purchases and activities
dominate, like 4+ televisons, movie purchases
or rentals, children's apparel and toys, and
visitsto theme parks or zoos.

o Outdoor activities and sports are characterigtic
of life in the suburban periphery, like bicycling,
jogging, golfing, boating, and target shooting.

o Home maintenance services are frequently
contracted, but these familiesalso like their
gardens and own the tools for minor upkeep,
like riding mowers and tillers.

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.

> RPR
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Thisisthe In thisarea In the United States
(o) (o)

#2 15.0% 2.2%

dominant segment of householdsfall of householdsfall

for this area into this ssgment into this ssgment

An overview of who makes up this segment across the United States

Who We Are Our Neighborhood

Up and Coming Families is a marketin « New suburban periphery: new familiesin new
transition--residents are younger and : hof’s " S’bd""?ons .
more mobile and ethnically diverse than » Building began in the housing boom of the

. . i 2000s and continuesin thisfast-growing
the previous generation. They are © market.
af“?"uous’ working h?rd to get ahead' a'_"d o Single-family homeswith a median value of
willing to take some risks to achieve their $174,000 and a lower vacancy rate.
goals.. The reoe§sion has impacted their « The price of affordable housing: longer
financial well-being, but they are commute times.
optimistic. Their homes are new; their
families are young. And this is one of the
fastest-growing markets in the country.

Socioeconomic Traits
o Education: 66% have some college education
or degree(s).

o Hard-working labor force with a participation
rate of 71% and low unemployment at 7%.

¢ Most households (63%) have two or more
workers.

o Careful shoppers, aware of prices, willing to
shop around for the best dealsand open to
influence by others opinions.

o Seekthe latest and best in technology.

¢ Young familiesill feathering the nest and
edablishing their style.

Market Profile

Rely on the Intemet for entertainment,
information, shopping and banking.

Prefer imported SUVs or compact cars, late
models.

Carry debt from credit card balances to student
loans and mortgages, but also maintain
retirement plans and make charitable
contributions.

Busy with work and family; use home and
landscaping servicesto save time.

Find leisure in family activities movies at
home, tripsto theme parks or the zoo, and
sports, from backpacking and baseball to
weight lifting and yoga.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.

> RPR
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About this segment

American Dreamers

Thisisthe

#3

dominant segment
for this area

In thisarea

12.7%

of householdsfall
into this ssgment

In the United States

1.5%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

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. The majority of households
include younger married-couple families
with children and, frequently,
grandparents. Diversityis 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.

Our Neighborhood

o American Dreamers resdents are family-centric
and diverse. Mogt are manied couples with
children of all agesor single parents;
multigenerational homes are common.

o Average household size ishigher than U.S.
average at 3.16.

o Resdentstend to live further out from urban
centers-more affordable single-family homes
and more elbow room.

e Tenure isdightly above average with 65%
owner occupancy; primarily single-family
homeswith more mortgages and dightly
higher monthly costs.

e Three quarters of all housing were built since
1970.

¢ Many neighborhoods are located in the urban
periphery of the largest metropolitan areas
across the South and West.

o Mog households have one or two vehicles
available and a longer commute to work

Socioeconomic Traits

« While nearly 16% have eamed a college
degree, the majority, or 63%, hold a high
school diploma only or spent some time at a
college or universty.

o Unemployment is higher at 10.7%; labor force
participation isalso higher at 67%.

o Most American Dreamers residents derive
income from wages or salaries, but the rate of
poverty isa bit higher in this market.

e They tend to spend money carefully and focus
more on necessities.

e They are captivated by new technology,
particularly feature-rich smartphones.

o Connected: They use the Intemet primarily for
socializing but also for convenience, like
paying billsonline.

Market Profile

o \When dining out, these resdents favor fagt-
food dining places such as Taco Bell or
Wendy's aswell asfamily-friendly restaurants
like Olive Garden, Denny's or IHOP.

o Cell phones are preferred over landlines.

« Favorite channelsinclude Animal Planet,
MTV, Cartoon Network, and Disney, aswell as
programming on Spanish TV.

¢ Resdentslisten to urban or Hispanic radio.

o During the summer, family outingsto theme
parks are especially popular.

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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About this segment

Home Improvement

Thisisthe

#4

dominant segment
for this area

In thisarea

11.4%

of householdsfall
into this ssgment

In the United States

1.7%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

Married-couple families occupy well over
half of these suburban households. Most
Home Improvement residences are
single-family homes that are owner
occupied, with only one-fifth of the
households occupied byrenters.
Education and diversity levels are similar
to the U.S. as a whole. These families
spend a lot of time on the go and therefore
tend to eat out regularly. When at home,
weekends are consumed with home
improvement and remodeling projects.

Our Neighborhood

e These are low-densty suburban
neighborhoods.

« Eight of every 10 homes are traditional single-
family dwellings, owner occupied.

o Majority of the homeswere built between 1970
and 2000.

o More than half of the households consist of
manied-couple families; another 12% include
single-parent families

Socioeconomic Traits

o Higher participation in the labor force and
lower unemployment than US levels, most
households have 2+ workers.

¢ Cautious consumersthat do their research
before buying, they protect their investments.

o Typically spend 4-7 hours per week
commuting, and, therefore, spend sgnificant
amounts on car maintenance (performed at a
department store or auto repair chain store).

e They are paying off student loans and second
mortgages on homes.

e They spend heavily on eating out, at both fast-
food and family restaurants.

o They like to workfrom home, when possible.

Market Profile

¢ Enjoy working on home improvement projects
and watching DIY networks.

« Make frequent trips to warehouse/club and
home improvement storesin their minivan or
SUV.

o Own a giant screen TV with fiber-optic
connection and premium cable; rent DVDs
from Redbox or Netflix.

o \ery comfortable with new technology;
embrace the convenience of completing tasks
on a mobile device.

o Enjoy dining at Chili's, Chickfil-A and Panera
Bread.

o Frequently buy children's clothes and toys.

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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Douglasville, GA30135

About this segment

Southern Satellites

Thisisthe In thisarea

(0)
#5 7.3%
dominant segment of householdsfall

for this area into this ssgment

In the United States

3.2%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

Southern Satellites is the second largest
market found in rural settlements, typically
within metropolitan areas located primarily
in the South. This market is generally non-
diverse, slightly older, settled married-
couple families, who own their homes.
Amost two-thirds of the homes are single-
family structures; a third are mobile
homes. Median household income and
home value are below average. Workers
are employed in a variety of industries,
such as manufacturing, health care, retail
trade and construction, with higher
proportions in mining and agriculture than
the U.S. Residents enjoy countryliving,
preferring outdoor activities and DIY home
projects.

Our Neighborhood

o About 79% of households are owned.

o Maried coupleswith no children are the
dominant household type, with a number of
multi-generational households.

o Most are single-family homes (65%), with a
number of mobile homes.

¢ Most housing unitswere built in 1970 or later.

e Most households own 1 or 2 vehicles, but
owning 3+ vehiclesis common

Socioeconomic Traits

o Education: almost 40% have a high school
diploma only; 41% have college education.

o Unemployment rate is 9.2%, dightly higher
than the U.S. rate.

o Labor force participation rate is 59.7%, dightly
lower than the U.S.

o These consumers are more concemed about
cost rather than quality or brand loyalty.

e They tend to be somewhat late in adapting to
technology.

e They obtain a disproportionate amount of their
information from TV, compared to other
media.

Market Profile
o Usually own a truck likely to service it
themselves.

« Frequent the convenience store, usually to fill
up a vehicle with gas.

o Typical household hasa satellite dish.

« Workon home improvement and remodeling
projects.

e Own a pet, commonly a dog.
o Participate in fishing and hunting.

o Preferto listen to country music and watch
Country Music Televison (CMT).

¢ Read fishing/hunting and home service
magazines.

o Partial to eating at low-cos family restaurants
and drive-ins.

o Use Walmart for all their shopping needs
(groceries, clothing, phamacy, etc.).

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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Douglasville, GA 30135: Population Comparison
Total Population 30135 64,033
This chart shows the total population in I 67,057

an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[ 2020 (Projected)

Douglas Count‘,rl 136,373

Georgia

Population Density

This chart shows the number of people
per square mile in an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[T 2020 (Projected)
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Population Change Since 2010

This chart shows the percentage change
in area's population from 2010 to 2015,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[ 2020 (Projected)
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Average Household Size

This chart shows the average household
size in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[T 2020 (Projected)

Douglas County

Georgia

> RPR

Copyright 2016 Realtors H'%mroe@ LLC. All Rights Reserved. @
i . Equal Housing Opportunity.

Information is not guar: 7/25/2016



@ | REALTORS
@ ’ RPR PROPERTY
RESOURCE

Trade Area Report

Douglasville, GA30135

Population Living in Family
Households

This chart shows the percentage of an
area’s population that livesin a
household with one or more individuals
related by birth, manmiage or adoption,
compared with other geographies.

Douglas County

30135 56,115

58,830
115,378

120,231

Georgial 8,028,692

Data Source: U.S. Census American 8,345,541
Community Survey via Esi, 2015
Update Frequency: Annually

2015

2020 (Projected)
Female / Male Ratio 30135 51.9% 48.1%
This chart shows the ratio of femalesto 51.9% 48.1%
malesin an area, compared with other .
geographies. Douglas County 51.8% 48.2%
Data Source: U.S. Census American 51.7% 458.3%
Community Survey via Esi, 2015 Georgia| 51.0% Es
Update Frequency: Annually

51.0% 49,0%

Women 2015

Men 2015

Women 2020 (Projected)
Men 2020 (Projected)
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Douglasville, GA 30135: Age Comparison
mwssE2

Median Age
This chart shows the median age in an
area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[ 2020 (Projected)
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Georga SR

Population by Age
This chart breaks down the population of
an area by age group.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[T 2020 (Projected)
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Douglasville, GA 30135: Marital Status Comparison

Married / Unmarried Adults
Ratio

This chart shows the ratio of manied to
unmarried adultsin an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually
Married
Unmarried

30135] 53.1% 46.9%
Douglas County S0.1% 48,9%

Georgial 48.4% 51.6%

Married

This chart shows the number of people in
an area who are manied, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 53.1%
Douglas County 50.1%

Georgia 48.4%

Never Married

This chart shows the number of people in
an area who have never been married,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 29.9%
Douglas County| 32.2%

Georgial 34.3%

Widowed

This chart shows the number of people in
an area who are widowed, compared

30135 53%

Douglas County| 4.7%

with other geographies. Georgia| 5:4%
Data Source: U.S. Census American

Community Survey via Esi, 2015

Update Frequency: Annually

Divorced 30135 11.7%

This chart shows the number of people in
an area who are divorced, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

Douglas County 13.1%

Georgial 11.8%
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Douglasville, GA 30135: Economic Comparison
30135

Average Household Income

This chart shows the average household
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[ 2020 (Projected)
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Median Household Income

This chart shows the median houseshold
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[T 2020 (Projected)

Douglas County

Georgia

Per Capita Income
This chart shows per capita income in an
area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[ 2020 (Projected)

Douglas County

Georgia

Average Disposable Income

This chart shows the average disposable
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually
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Unemployment Rate D G 0 0000 B S R B
ThlSChart g’\OV\Bthe unemployment EU% ............................................................................................................................................
trend in an area, compared with other B D10 < ssemessmenenenen s T
geographies. ’
Data Source: Bureau Of Labor StatlﬁlCS ? U% ............................................... B TP B S S BB S S SR SRS EERE S
via 3DL 1 PO - SO N o OO
Update Frequency: Monthly oo
Douglas County . R ——
Georgia Jan Jul Jan Jul Jan Jul Jan Jul
USA 13 "13 14 14 "15 "15 "16 "16
Employment Count by Retail Trade 3,688
IndUStry Manufacturing 2,988
This chart shows industriesin an area Health Care and Social Assistance 2,657
and the number of people employed in
each category. Transportation and Warehousing 2,520
Data Source: Bureau of Labor Statistics Education| 2,274
via Esi, 2015
Update Frequency: Annually Public Administration 2,071
Accommodation and Food | 2,042
Construction 1,860
Administrative Support and Waste Management 1,640
Professional, Scientificand Technical 1,636
Other 1,306
Finance and Insurance | 1,262
Wholesale Trade 1,183
Information | 738
Real Estate, Rental and Leasing 672
Arts, Entertainment and Recreation 554
Utilities 271
Mining @ 36
Business Management 16
Agriculture, Forestry, Fishing and Hunting| ¢
y Copyright 2016 Realtors Pr Resource® LLC. All Rights Resenved.
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Douglasville, GA 30135: Education Comparison

Trade Area Report

Less than 9th Grade

This chart shows the percentage of
people in an area who have lessthan a
ninth grade education, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135] 3.6%
Douglas County 4.3%

Georgia 5.5%

Some High School

This chart shows the percentage of
people in an area whose highest
educational achievement is some high
school, without graduating or passing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 6.1%
Douglas County| 7.5%

Georgia 8.7%

High School GED

This chart shows the percentage of
people in an area whose highest
educational achievement ispassing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135] 5.0%
Douglas County| 4.8%

Georgia 5.0%

High School Graduate

This chart shows the percentage of
people in an area whose highest
educational achievement is high school,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 25.5%
Douglas County 26.1%
Georgial 23.4%

Some College

This chart shows the percentage of
people in an area whose highest
educational achievement issome
college, without receiving a degree,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 24.8%
Douglas County 24.1%

Georgial 21.2%
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Associate Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isan asociate
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135] 8.1%
Douglas County| 8.2%

Georgia 7.6%

Bachelor's Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa bachelor's
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 17.3%
Douglas County 16.2%

Georgia 17.8%

Grad/Professional Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa graduate
or professonal degree, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

30135 9.7%
Douglas County 8.7%

Georgial 10.8%
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Douglasville, GA 30135: Home Value Comparison

Median Estimated Home Value

This chart displays property estimates for
an area and a subject property, where
one hasbeen selected. Estimated home
values are generated by a valuation
model and are not formal appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

30135 §140,930
Douglas County | §128,240
Georgia 5141,820

12-Month Change in Median
Estimated Home Value

This chart shows the 12-month change in
the edimated value of all homesin this
area, the county and the state. Edimated
home values are generated by a
valuation model and are not formal
appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

30135 +2.2%
Douglas County = +2.6%

Geaorgia +6.9%

Median Listing Price

This chart displays the median listing
price for homesin this area, the county
and the date.

Data Source: On- and off-market listings
sources

Update Frequency: Monthly

30135 =188,750
Douglas County | $179,300

Georgia 5205,000

12-Month Change in Median
Listing Price

This chart displaysthe 12-month change
in the median listing price of homesin

thisarea, and comparesit to the county
and date.

Data Source: On- and off-market listings
sources

Update Frequency: Monthly

30135 +8.7%
Douglas County | +13.5%

Georgia +8.68%
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Best Retail Businesses

This chart shows the types of businesses that consumers are leaving an area to find. The business types represented by blue bars are relatively scarce in the area,
S0 consumers go elsewhere to have their needs met. The orange businesstypes are relatively plentiful in the area, meaning there are exising competitors for the
dollarsthat consumers spend in these categories.

Data Source: Retail Marketplace via Esi, 2015
Update Frequency: Annually

Too Many Not Enough

Bars

Other Motor Vehicle Dealers
Vending Machine Operators
Autormobile Dealers

E-Shopping & Mail-Order Houses
Specialty Food Stores

Other General Merchandise Stores
Florists

Gasoline Stations

Direct Selling Establishments
Lawn & Garden Stores

Special Food Services

Electronics & Appliance Stores
Liquor Stores

Auto Parts/Accessories/Tire Stores
Book/Periodical/Music Stores
Grocery Stores

Used Merchandise Stores
Full-Service Restaurants
Sports/Hobby/Musical Instrument Stores
Health & Personal Care Stores
Home Furnishings Stores

Other Misc Retailers

Building Material/Supplies Dealers
Fast-Food Restaurants

Furniture Stores

Department Stores
Jewelry/Luggage/Leather Goods Stares
Office Supply/Stationery/Gift Stores
Shoe Stares

Clothing Stores

=100 -80 -60 40 =20 0 20 40 &0 80 101
Indexed Values From -100 to 100
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