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Top Tapestry Segments

Wealthy Seaboard Suburbs (58.6%)
Retirement Communities (26.6%)
Urban Chic (14.3%)

In Style (0.5%)

]

Percent of Households by Tapestry Segment

Top Tapestry Segments:

Wealthy Seaboard Suburbs

Wealthy Seaboard Suburbs neighborhoods are established quarters of affluence located in coastal metropolitan areas, primarily along the California, New
York, New Jersey, and New England coasts. Neighborhoods are older and slow to change, with a median home value that exceeds $471,252. Households
consist of married-couple families. Over half of employed persons are in management and professional occupations. The median age is 42.3 years. Residents
enjoy traveling and shopping. They prefer to shop at Macy's, and Nordstrom as well as BJ's Wholesale Club and Costco. They also purchase many items
online or by phone. Residents take nice vacations, traveling in the United States and abroad. Europe; Hawaii; Atlantic City, New Jersey; Las Vegas, Nevada;
and Disneyland are popular destinations. Leisure activities include going to the beach, skiing, ice skating, and attending theater performances.

Retirement Communities

Retirement Communities neighborhoods are found mostly in cities scattered across the United States. The majority of households are multiunit dwellings.
Congregate housing, which commonly includes meals and other services in the rent, is a trait of this segment dominated by singles who live alone. This
educated, older market has a median age of 51.4 years. One-third of residents are aged 65 years or older. Although the median household income is a
modest $48,045, the median net worth is $170,490. Good health is a priority; residents visit their doctors regularly, diet and exercise, purchase low-sodium
food, and take vitamins. They spend their leisure time working crossword puzzles, playing bingo, gardening indoors, canoeing, gambling, and taking adult
education classes. They like to spend time with their grandchildren and spoil them with toys. Home remodeling projects are usually in the works.
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Urban Chic

Urban Chic residents are well-educated professionals living an urban, exclusive lifestyle. Most own expensive single-family homes with a median value of
$659,997. Married-couple families and singles comprise most of these households. The median age is 42 years. Urban Chic residents travel extensively, visit
museums, attend dance performances, play golf, and go hiking. They use the Internet frequently to trade or track investments or to shop, buying concert and
sports tickets, clothes, flowers, and books. They appreciate a good cup of coffee while reading a book or newspaper and prefer to listen to classical music,
alltalk, or public radio programs. Civic minded, residents are likely to volunteer in their communities.

In Style

In Style residents live in affluent neighborhoods of metropolitan areas. More suburban than urban, they nevertheless embrace an urban lifestyle. Townhome
ownership is more than double that of the national level; however, more than half of the households are traditional single-family homes. Labor force
participation is high, and professional couples predominate. The median household income is $72,326. Nearly one-third of these households include children.
The median age is 40.3 years. In Style residents are computer savvy; they use the Internet daily to research information, track investments, or shop. They own
a diverse investment portfolio, contribute to retirement savings plans, and hold long-term care and life insurance policies. They enjoy going to the beach,
snorkeling, playing golf, casino gambling, and domestic travel.
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Top Tapestry Segments:

Wealthy Seaboard Suburbs

Wealthy Seaboard Suburbs neighborhoods are established quarters of affluence located in coastal metropolitan areas, primarily along the California, New
York, New Jersey, and New England coasts. Neighborhoods are older and slow to change, with a median home value that exceeds $471,252. Households
consist of married-couple families. Over half of employed persons are in management and professional occupations. The median age is 42.3 years. Residents
enjoy traveling and shopping. They prefer to shop at Macy's, and Nordstrom as well as BJ's Wholesale Club and Costco. They also purchase many items
online or by phone. Residents take nice vacations, traveling in the United States and abroad. Europe; Hawaii; Atlantic City, New Jersey; Las Vegas, Nevada;
and Disneyland are popular destinations. Leisure activities include going to the beach, skiing, ice skating, and attending theater performances.

Pleasant-Ville

Prosperous domesticity distinguishes the settled homes of Pleasant-Ville neighborhoods. Most residents live in single-family homes with a median value of
$339,930; approximately half were built in the 1950s and 1960s. Located primarily in the Northeast and California, these households are headed by
middleaged residents, some nearing early retirement. The median age is 39.8 years. Approximately 40 percent of households include children. Home
remodeling is a priority for residents who live in older homes. Shopping choices are eclectic, ranging from upscale department stores to warehouse or club
stores. Sports fanatics, they attend ball games, listen to sports programs and games on the radio, and watch a variety of sports on TV.
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Connoisseurs

Second in wealth to Top Rung but first for conspicuous consumption, Connoisseurs residents are well educated and somewhat older, with a median age of
47.3 years. Although residents appear closer to retirement than child rearing age, many of these married couples have children who still live at home. Their
neighborhoods tend to be older bastions of affluence where the median home value is $706,720. Growth in these neighborhoods is slow. Residents spend
money for nice homes, cars, clothes, and vacations. Exercise is a priority; they work out weekly at a club or other facility, ski, play golf, snorkel, play tennis,
practice yoga, and jog. Active in the community, they work for political candidates or parties, write or visit elected officials, and participate in local civic issues.

City Lights

City Lights neighborhoods are diverse, situated primarily in the Northeast. This dense, urban market is a mixture of housing, household types, and cultures,
sharing the same city sidewalks. Housing types include single-family homes, townhomes, and apartments. Thirty-five percent of households are apartments in
buildings with two to four units, almost four times the national level. Approximately two-thirds of the housing units were built before 1960. Households include
both families and singles. The median age of 37.8 years is slightly older than the U.S. median. City Lights residents are more likely to spend for household
furnishings than home maintenance. They shop at a variety of stores, especially Macy's, Disney Store, Gap, and BJ's Wholesale Club. They favor overseas
travel. Being conservative investors, they own U.S. savings bonds.

Enterprising Professionals

This fast-growing market is home to young, educated, working professionals, with a median age of 32.4 years. Single or married, they prefer newer
neighborhoods with townhomes or apartments. The median household income is $71,018. This segment is ranked second of all the Community Tapestry
markets for labor force participation, at 75 percent. Their lifestyle reflects their youth, mobility, and growing consumer clout. Residents rely on cell phones and
PCs to stay in touch. They use the Internet to find their next job or home, track their investments, and shop. They own the latest electronic gadgets. Leisure
activities include yoga, playing Frisbee and football, jogging, going to the movies, and attending horse races and basketball games. These residents also travel
frequently, both domestically and overseas.

Retirement Communities

Retirement Communities neighborhoods are found mostly in cities scattered across the United States. The majority of households are multiunit dwellings.
Congregate housing, which commonly includes meals and other services in the rent, is a trait of this segment dominated by singles who live alone. This
educated, older market has a median age of 51.4 years. One-third of residents are aged 65 years or older. Although the median household income is a
modest $48,045, the median net worth is $170,490. Good health is a priority; residents visit their doctors regularly, diet and exercise, purchase low-sodium
food, and take vitamins. They spend their leisure time working crossword puzzles, playing bingo, gardening indoors, canoeing, gambling, and taking adult
education classes. They like to spend time with their grandchildren and spoil them with toys. Home remodeling projects are usually in the works.
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In Style

In Style residents live in affluent neighborhoods of metropolitan areas. More suburban than urban, they nevertheless embrace an urban lifestyle. Townhome
ownership is more than double that of the national level; however, more than half of the households are traditional single-family homes. Labor force
participation is high, and professional couples predominate. The median household income is $72,326. Nearly one-third of these households include children.
The median age is 40.3 years. In Style residents are computer savvy; they use the Internet daily to research information, track investments, or shop. They own
a diverse investment portfolio, contribute to retirement savings plans, and hold long-term care and life insurance policies. They enjoy going to the beach,
snorkeling, playing golf, casino gambling, and domestic travel.

Urban Chic

Urban Chic residents are well-educated professionals living an urban, exclusive lifestyle. Most own expensive single-family homes with a median value of
$659,997. Married-couple families and singles comprise most of these households. The median age is 42 years. Urban Chic residents travel extensively, visit
museums, attend dance performances, play golf, and go hiking. They use the Internet frequently to trade or track investments or to shop, buying concert and
sports tickets, clothes, flowers, and books. They appreciate a good cup of coffee while reading a book or newspaper and prefer to listen to classical music,
alltalk, or public radio programs. Civic minded, residents are likely to volunteer in their communities.

Old and Newcomers

Old and Newcomers neighborhoods are in transition, populated by those who are starting their careers or retiring. The proportion of householders in their 20s
or aged 75 years or older is higher than the national level. The median age is 37.1 years. Spread throughout metropolitan areas of the United States, these
neighborhoods have more single-person and shared households than families. Many residents have moved in the last five years. Over sixty percent of
households are occupied by renters; approximately half live in mid-rise or high-rise buildings. Residents have substantial life insurance policies and
investments in certificates of deposit, bonds, and annuities. Leisure activities include roller skating, using Rollerblades, playing golf, gambling at casinos,
playing bingo, and attending college ball games. They listen to classic hits on the radio. Many residents are members of fraternal orders or school boards.

Top Rung

Top Rung is the wealthiest consumer market, representing less than one percent of all U.S. households. The median household income of $185,415 is three
and one-half times that of the national median, and the median net worth of $614,206 is more than five times that of the national level. The median home
value is approximately $1,078,501. These educated residents are in their peak earning years, 45-64, in married-couple households, with or without children.
The median age is 41.9 years. With the purchasing power to indulge any choice, Top Rung residents travel in style, both domestically and overseas. This is the
top market for owning or leasing a luxury car; residents favor new imported vehicles, especially convertibles. A navigational system in the vehicle is a key
amenity. Avid readers, these residents find time to read two or more daily newspapers and countless books.

Source: ESRI
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Wealthy Seaboard Suburbs neighborhoods are established quarters of affluence located in coastal metropolitan areas, primarily along the California, New
York, New Jersey, and New England coasts. Neighborhoods are older and slow to change, with a median home value that exceeds $471,252. Households
consist of married-couple families. Over half of employed persons are in management and professional occupations. The median age is 42.3 years. Residents
enjoy traveling and shopping. They prefer to shop at Macy's, and Nordstrom as well as BJ's Wholesale Club and Costco. They also purchase many items
online or by phone. Residents take nice vacations, traveling in the United States and abroad. Europe; Hawaii; Atlantic City, New Jersey; Las Vegas, Nevada;

and Disneyland are popular destinations. Leisure activities include going to the beach, skiing, ice skating, and attending theater performances.

Connoisseurs

Second in wealth to Top Rung but first for conspicuous consumption, Connoisseurs residents are well educated and somewhat older, with a median age of
47.3 years. Although residents appear closer to retirement than child rearing age, many of these married couples have children who still live at home. Their
neighborhoods tend to be older bastions of affluence where the median home value is $706,720. Growth in these neighborhoods is slow. Residents spend
money for nice homes, cars, clothes, and vacations. Exercise is a priority; they work out weekly at a club or other facility, ski, play golf, snorkel, play tennis,
practice yoga, and jog. Active in the community, they work for political candidates or parties, write or visit elected officials, and participate in local civic issues.
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Pleasant-Ville

Prosperous domesticity distinguishes the settled homes of Pleasant-Ville neighborhoods. Most residents live in single-family homes with a median value of
$339,930; approximately half were built in the 1950s and 1960s. Located primarily in the Northeast and California, these households are headed by
middleaged residents, some nearing early retirement. The median age is 39.8 years. Approximately 40 percent of households include children. Home
remodeling is a priority for residents who live in older homes. Shopping choices are eclectic, ranging from upscale department stores to warehouse or club
stores. Sports fanatics, they attend ball games, listen to sports programs and games on the radio, and watch a variety of sports on TV.

City Lights

City Lights neighborhoods are diverse, situated primarily in the Northeast. This dense, urban market is a mixture of housing, household types, and cultures,
sharing the same city sidewalks. Housing types include single-family homes, townhomes, and apartments. Thirty-five percent of households are apartments in
buildings with two to four units, almost four times the national level. Approximately two-thirds of the housing units were built before 1960. Households include
both families and singles. The median age of 37.8 years is slightly older than the U.S. median. City Lights residents are more likely to spend for household
furnishings than home maintenance. They shop at a variety of stores, especially Macy's, Disney Store, Gap, and BJ's Wholesale Club. They favor overseas
travel. Being conservative investors, they own U.S. savings bonds.

Urban Chic

Urban Chic residents are well-educated professionals living an urban, exclusive lifestyle. Most own expensive single-family homes with a median value of
$659,997. Married-couple families and singles comprise most of these households. The median age is 42 years. Urban Chic residents travel extensively, visit
museums, attend dance performances, play golf, and go hiking. They use the Internet frequently to trade or track investments or to shop, buying concert and
sports tickets, clothes, flowers, and books. They appreciate a good cup of coffee while reading a book or newspaper and prefer to listen to classical music,
alltalk, or public radio programs. Civic minded, residents are likely to volunteer in their communities.

Sophisticated Squires

Sophisticated Squires residents enjoy cultured country living in newer home developments with low density and a median home value of $268,921. These
urban escapees are primarily married-couple families, educated, and well employed. They prefer to commute to maintain their semi-rural lifestyle. The median
age is 38.3 years. They do their own lawn and landscaping work as well as home improvement and remodeling projects such as installing carpet or hardwood
floors and interior painting. They like to barbeque on their gas grills and make bread with their bread-making machines. This is the top market for owning three
or more vehicles. Vehicles of choice are minivans and full-sized SUVs. Family activities include playing volleyball, bicycling, playing board games and cards,
going to the zoo, and attending soccer and baseball games.
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Top Rung

Top Rung is the wealthiest consumer market, representing less than one percent of all U.S. households. The median household income of $185,415 is three
and one-half times that of the national median, and the median net worth of $614,206 is more than five times that of the national level. The median home
value is approximately $1,078,501. These educated residents are in their peak earning years, 45-64, in married-couple households, with or without children.
The median age is 41.9 years. With the purchasing power to indulge any choice, Top Rung residents travel in style, both domestically and overseas. This is the
top market for owning or leasing a luxury car; residents favor new imported vehicles, especially convertibles. A navigational system in the vehicle is a key
amenity. Avid readers, these residents find time to read two or more daily newspapers and countless books.

Enterprising Professionals

This fast-growing market is home to young, educated, working professionals, with a median age of 32.4 years. Single or married, they prefer newer
neighborhoods with townhomes or apartments. The median household income is $71,018. This segment is ranked second of all the Community Tapestry
markets for labor force participation, at 75 percent. Their lifestyle reflects their youth, mobility, and growing consumer clout. Residents rely on cell phones and
PCs to stay in touch. They use the Internet to find their next job or home, track their investments, and shop. They own the latest electronic gadgets. Leisure
activities include yoga, playing Frisbee and football, jogging, going to the movies, and attending horse races and basketball games. These residents also travel
frequently, both domestically and overseas.

Retirement Communities

Retirement Communities neighborhoods are found mostly in cities scattered across the United States. The majority of households are multiunit dwellings.
Congregate housing, which commonly includes meals and other services in the rent, is a trait of this segment dominated by singles who live alone. This
educated, older market has a median age of 51.4 years. One-third of residents are aged 65 years or older. Although the median household income is a
modest $48,045, the median net worth is $170,490. Good health is a priority; residents visit their doctors regularly, diet and exercise, purchase low-sodium
food, and take vitamins. They spend their leisure time working crossword puzzles, playing bingo, gardening indoors, canoeing, gambling, and taking adult
education classes. They like to spend time with their grandchildren and spoil them with toys. Home remodeling projects are usually in the works.

Trendsetters

These neighborhoods are located primarily on the West Coast. On the cutting edge of urban style, Trendsetters residents are young, diverse, mobile, educated
professionals with substantive jobs. The median age is 35.5 years. More than half of the households are single-person or shared. Most still rent, preferring
upscale, multiunit dwellings in older city districts. The median household income is $64,002. Residents are spenders; they shop in stores, online, and via the
phone. They own the latest laptop computers, cell phones, and MP3 players, and use the Internet daily. Exercise includes playing tennis, volleyball, baseball,
and golf as well as ice skating, snorkeling, and yoga. Leisure activities include traveling, attending rock concerts, and reading biographies. Residents also
enjoy syndicated TV shows such as Access Hollywood and Seinfeld.

Source: ESRI
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI converted 1990 Census data into 2000 geography. ESRI forecasts for 2009 and 2014.

©2009 ESRI

1/27/2010 Page 1 of 1










Retail Market Potential
: prepared by Wayne D'Amico CCIM

Boston 25 Mall Rd Latitude: 42.489776

25 Mall Rd, Burlington, MA, ... Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 1 Miles
Demographic Summary 2009 2014
Population 4,969 5,210
Total Number of Adults 3,886 4,104
Households 2,024 2,134
Median Household Income $96,758 $102,591

Expected

Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI

Apparel (Adults)

Bought any men's apparel in last 12 months 1,941 50.0% 99
Bought any women's apparel in last 12 months 1,899 48.9% 107
Bought apparel for child <13 in last 6 months 1,021 26.3% 93
Bought any shoes in last 12 months 2,021 52.0% 100
Bought costume jewelry in last 12 months 930 24.0% 115
Bought any fine jewelry in last 12 months 923 23.8% 104
Bought a watch in last 12 months 777 20.0% 97

Automobiles (Households)

HH owns/leases any vehicle 1,827 90.3% 104
HH bought new vehicle in last 12 months 197 9.7% 118
Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 3,545 91.3% 105
Bought/changed motor oil in last 12 months 1,661 42.8% 83
Had tune-up in last 12 months 1,390 35.8% 114

Beverages (Adults)

Drank bottled water/seltzer in last 6 months 2,749 70.8% 113
Drank regular cola in last 6 months 1,576 40.6% 78
Drank beer/ale in last 6 months 1,809 46.6% 110

Cameras & Film (Adults)

Bought any camera in last 12 months 570 14.7% 99
Bought film in last 12 months 834 21.5% 91
Bought digital camera in last 12 months 309 8.0% 113
Bought memory card for camera in last 12 months 324 8.3% 110

Cell Phones/PDAs & Service

Bought cell/mobile phone/PDA in last 12 months 1,150 29.6% 101
Avg monthly cell/mobile phone/PDA bill: $1-$49 1,134 29.2% 113
Avg monthly cell/mobile phone/PDA bill: $50-99 1,279 32.9% 104
Avg monthly cell/mobile phone/PDA bill: $100+ 652 16.8% 109

Computers (Households)

HH owns a personal computer 1,639 81.0% 113
HH spent <$500 on home PC 158 7.8% 86
HH spent $500-$999 on home PC 361 17.8% 97
HH spent $1000-$1499 on home PC 385 19.0% 129
HH spent $1500-$1999 on home PC 197 9.7% 117
Spent $2000+ on home PC 208 10.3% 133

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households. ESRI forecasts for 2009 and 2014.
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Retail Market Potential
: prepared by Wayne D'Amico CCIM

Boston 25 Mall Rd Latitude: 42.489776
25 Mall Rd, Burlington, MA, ... Longitude: -71.19926
1-3-5 Ring Site Type: Ring Radius: 1 Miles
Expected
Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI

Convenience Stores (Adults)

Shopped at convenience store in last 6 months 2,170 55.9% 93
Bought cigarettes at convenience store in last 30 days 320 8.2% 56
Bought gas at convenience store in last 30 days 789 20.3% 61
Spent at convenience store in last 30 days: <$20 525 13.5% 139
Spent at convenience store in last 30 days: $20-39 416 10.7% 107
Spent at convenience store in last 30 days: $40+ 938 24.2% 69
Entertainment (Adults)

Attended movies in last 6 months 2,533 65.2% 112
Went to live theater in last 6 months 762 19.6% 156
Went to a bar/night club in last 12 months 788 20.3% 111
Dined out in last 12 months 2,260 58.2% 119
Gambled at a casino in last 12 months 792 20.4% 127
Visited a theme park in last 12 months 987 25.4% 114
DVDs rented in last 30 days: 1 124 3.2% 120
DVDs rented in last 30 days: 2 192 4.9% 106
DVDs rented in last 30 days: 3 142 3.7% 118
DVDs rented in last 30 days: 4 161 4.1% 104
DVDs rented in last 30 days: 5+ 506 13.0% 99
DVDs purchased in last 30 days: 1 186 4.8% 89
DVDs purchased in last 30 days: 2 191 4.9% 94
DVDs purchased in last 30 days: 3-4 152 3.9% 80
DVDs purchased in last 30 days: 5+ 153 3.9% 73
Spent on toys/games in last 12 months: <$50 217 5.6% 89
Spent on toys/games in last 12 months: $50-$99 90 2.3% 85
Spent on toys/games in last 12 months: $100-$199 310 8.0% 112
Spent on toys/games in last 12 months: $200-$499 416 10.7% 103
Spent on toys/games in last 12 months: $500+ 276 7.1% 129

Financial (Adults)

Have home mortgage (1st) 822 21.2% 117
Used ATM/cash machine in last 12 months 2,192 56.5% 111
Own any stock 572 14.7% 164
Own U.S. savings bond 351 9.0% 128
Own shares in mutual fund (stock) 538 13.9% 147
Own shares in mutual fund (bonds) 362 9.3% 162
Used full service brokerage firm in last 12 months 389 10.0% 165
Used discount brokerage firm in last 12 months 136 3.5% 178
Have 401K retirement savings 795 20.5% 124
Own any credit/debit card (in own name) 3,251 83.7% 114
Avg monthly credit card expenditures: <$111 504 13.0% 89
Avg monthly credit card expenditures: $111-225 342 8.8% 98
Avg monthly credit card expenditures: $226-450 414 10.7% 124
Avg monthly credit card expenditures: $451-700 359 9.2% 129
Avg monthly credit card expenditures: $701+ 871 22.4% 164

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 1 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 2,547 65.6% 94
Used bread in last 6 months 3,750 96.6% 100
Used chicken/turkey (fresh or frozen) in last 6 months 2,918 75.1% 101
Used fish/seafood (fresh or frozen) in last 6 months 2,038 52.5% 103
Used fresh fruit/vegetables in last 6 months 3,454 89.0% 103
Used fresh milk in last 6 months 3,522 90.7% 100
Health (Adults)
Exercise at home 2+ times per week 1,296 33.4% 113
Exercise at club 2+ times per week 646 16.6% 144
Visited a doctor in last 12 months 3,267 84.1% 107
Used vitamin/dietary supplement in last 6 months 2,132 54.9% 115
Home (Households)
Any home improvement in last 12 months 717 35.4% 113
Used housekeeper/maid/professional cleaning service in last 12 537 26.5% 169
months
Purchased any HH furnishing in last 12 months 219 10.8% 102
Purchased bedding/bath goods in last 12 months 1,143 56.5% 103
Purchased cooking/serving product in last 12 months 540 26.7% 98
Bought any kitchen appliance in last 12 months 389 19.2% 108
Insurance (Adults)
Currently carry any life insurance 2,008 51.7% 107
Have medical/hospital/accident insurance 3,138 80.8% 111
Carry homeowner insurance 2,435 62.7% 118
Carry renter insurance 220 5.7% 94
Have auto/other vehicle insurance 3,513 90.5% 107
Pets (Households)
HH owns any pet 883 43.6% 92
HH owns any cat 408 20.2% 86
HH owns any dog 593 29.3% 85
Reading Materials (Adults)
Bought book in last 12 months 2,283 58.8% 119
Read any daily newspaper 2,153 55.4% 129
Heavy magazine reader 974 25.1% 126
Restaurants (Adults)
Went to family restaurant/steak house in last 6 mo 3,013 77.6% 106
Went to family restaurant/steak house last mo: <2 times 1,096 28.2% 108
Went to family restaurant/steak house last mo: 2-4 times 1,142 29.4% 107
Went to family restaurant/steak house last mo: 5+ times 775 20.0% 102
Went to fast food/drive-in restaurant in last 6 mo 3,440 88.6% 99
Went to fast food/drive-in restaurant <5 times/mo 1,353 34.8% 114
Went to fast food/drive-in 5-12 times/mo 1,182 30.4% 97
Went to fast food/drive-in restaurant 13+ times/mo 904 23.3% 84
Fast food/drive-in last 6 mo: eat in 1,351 34.8% 90
Fast food/drive-in last 6 mo: home delivery 314 8.1% 73
Fast food/drive-in last 6 mo: take-out/drive-thru 1,752 45.1% 86
Fast food/drive-in last 6 mo: take-out/walk-in 1,168 30.1% 123

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Retail Market Potential
: prepared by Wayne D'Amico CCIM

Boston 25 Mall Rd Latitude: 42.489776
25 Mall Rd, Burlington, MA, ... Longitude: -71.19926
1-3-5 Ring Site Type: Ring Radius: 1 Miles
Expected
Number of Percent of
Product/Consumer Behavior Adults/HHs Adults/HHs MPI

Telephones & Service (Households)

HH owns in-home cordless telephone 1,466 72.4% 113
HH average monthly long distance phone bill: <$16 616 30.4% 109
HH average monthly long distance phone bill: $16-25 267 13.2% 112
HH average monthly long distance phone bill: $26-59 250 12.4% 127
HH average monthly long distance phone bill: $60+ 110 5.4% 124

Television & Sound Equipment (Households)

HH owns 1 TV 368 18.2% 91
HH owns 2 TVs 543 26.8% 101
HH owns 3 TVs 455 22.5% 100
HH owns 4+ TVs 486 24.0% 115
HH subscribes to cable TV 1,553 76.7% 133
HH watched 15+ hours of cable TV last week 1,296 64.0% 107
Purchased audio equipment in last 12 months 156 7.7% 93
Purchased CD player in last 12 months 84 4.2% 79
Purchased DVD player in last 12 months 206 10.2% 96
Purchased MP3 player in last 12 months 207 10.2% 117
Purchased video game system in last 12 months 157 7.8% 89

Travel (Adults)

Domestic travel in last 12 months 2,478 63.8% 121
Took 3+ domestic trips in last 12 months 977 25.2% 121
Spent on domestic vacations last 12 mo: <$1000 490 12.6% 100
Spent on domestic vacations last 12 mo: $1000-$1499 299 7.7% 111
Spent on domestic vacations last 12 mo: $1500-$1999 222 5.7% 142
Spent on domestic vacations last 12 mo: $2000-$2999 257 6.6% 161
Spent on domestic vacations last 12 mo: $3000+ 329 8.5% 175
Foreign travel in last 3 years 1,488 38.3% 153
Took 3+ foreign trips by plane in last 3 years 347 8.9% 198
Spent on foreign vacations last 12 mo: <$1000 293 7.5% 137
Spent on foreign vacations last 12 mo: $1000-$2999 240 6.2% 155
Spent on foreign vacations: $3000+ 388 10.0% 215
Stayed 1+ nights at hotel/motel in last 12 months 1,914 49.3% 119

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Retail Market Potential
: prepared by Wayne D'Amico CCIM

Boston 25 Mall Rd Latitude: 42.489776

25 Mall Rd, Burlington, MA, ... Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Demographic Summary 2009 2014
Population 64,644 65,215
Total Number of Adults 50,077 50,931
Households 25,128 25,440
Median Household Income $91,232 $97,086

Expected

Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI

Apparel (Adults)

Bought any men's apparel in last 12 months 25,828 51.6% 102
Bought any women's apparel in last 12 months 24,348 48.6% 107
Bought apparel for child <13 in last 6 months 13,853 27.7% 98
Bought any shoes in last 12 months 26,772 53.5% 102
Bought costume jewelry in last 12 months 11,717 23.4% 112
Bought any fine jewelry in last 12 months 11,620 23.2% 101
Bought a watch in last 12 months 9,454 18.9% 91

Automobiles (Households)

HH owns/leases any vehicle 22,691 90.3% 104
HH bought new vehicle in last 12 months 2,583 10.3% 125
Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 45,244 90.3% 104
Bought/changed motor oil in last 12 months 21,972 43.9% 85
Had tune-up in last 12 months 17,718 35.4% 112

Beverages (Adults)

Drank bottled water/seltzer in last 6 months 35,432 70.8% 112
Drank regular cola in last 6 months 22,431 44.8% 86
Drank beer/ale in last 6 months 23,774 47.5% 112

Cameras & Film (Adults)

Bought any camera in last 12 months 7,214 14.4% 97
Bought film in last 12 months 11,154 22.3% 94
Bought digital camera in last 12 months 4,172 8.3% 118
Bought memory card for camera in last 12 months 4,248 8.5% 112

Cell Phones/PDAs & Service

Bought cell/mobile phone/PDA in last 12 months 15,017 30.0% 102
Avg monthly cell/mobile phone/PDA bill: $1-$49 13,889 27.7% 107
Avg monthly cell/mobile phone/PDA bill: $50-99 16,984 33.9% 107
Avg monthly cell/mobile phone/PDA bill: $100+ 8,559 17.1% 111

Computers (Households)

HH owns a personal computer 20,740 82.5% 115
HH spent <$500 on home PC 2,025 8.1% 89
HH spent $500-$999 on home PC 4,586 18.3% 100
HH spent $1000-$1499 on home PC 4,518 18.0% 122
HH spent $1500-$1999 on home PC 2,678 10.7% 129
Spent $2000+ on home PC 2,622 10.4% 135

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households. ESRI forecasts for 2009 and 2014.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 months 27,983 55.9% 93
Bought cigarettes at convenience store in last 30 days 4,806 9.6% 65
Bought gas at convenience store in last 30 days 10,340 20.6% 62
Spent at convenience store in last 30 days: <$20 6,276 12.5% 129
Spent at convenience store in last 30 days: $20-39 5,651 11.3% 113
Spent at convenience store in last 30 days: $40+ 12,855 25.7% 73
Entertainment (Adults)
Attended movies in last 6 months 32,380 64.7% 111
Went to live theater in last 6 months 9,549 19.1% 152
Went to a bar/night club in last 12 months 10,189 20.3% 111
Dined out in last 12 months 28,700 57.3% 117
Gambled at a casino in last 12 months 10,008 20.0% 124
Visited a theme park in last 12 months 12,945 25.9% 116
DVDs rented in last 30 days: 1 1,443 2.9% 109
DVDs rented in last 30 days: 2 2,576 5.1% 110
DVDs rented in last 30 days: 3 1,677 3.3% 108
DVDs rented in last 30 days: 4 1,973 3.9% 99
DVDs rented in last 30 days: 5+ 6,686 13.4% 102
DVDs purchased in last 30 days: 1 2,524 5.0% 94
DVDs purchased in last 30 days: 2 2,517 5.0% 96
DVDs purchased in last 30 days: 3-4 2,331 4.7% 95
DVDs purchased in last 30 days: 5+ 2,159 4.3% 80
Spent on toys/games in last 12 months: <$50 2,640 5.3% 84
Spent on toys/games in last 12 months: $50-$99 1,307 2.6% 95
Spent on toys/games in last 12 months: $100-$199 3,593 7.2% 101
Spent on toys/games in last 12 months: $200-$499 5,245 10.5% 101
Spent on toys/games in last 12 months: $500+ 3,844 7.7% 139
Financial (Adults)
Have home mortgage (1st) 11,066 22.1% 122
Used ATM/cash machine in last 12 months 28,670 57.3% 113
Own any stock 6,727 13.4% 149
Own U.S. savings bond 4,689 9.4% 132
Own shares in mutual fund (stock) 6,654 13.3% 141
Own shares in mutual fund (bonds) 4,226 8.4% 146
Used full service brokerage firm in last 12 months 4,291 8.6% 141
Used discount brokerage firm in last 12 months 1,611 3.2% 163
Have 401K retirement savings 10,438 20.8% 126
Own any credit/debit card (in own name) 41,722 83.3% 114
Avg monthly credit card expenditures: <$111 6,508 13.0% 89
Avg monthly credit card expenditures: $111-225 4,526 9.0% 100
Avg monthly credit card expenditures: $226-450 5,199 10.4% 121
Avg monthly credit card expenditures: $451-700 4,780 9.5% 133
Avg monthly credit card expenditures: $701+ 10,787 21.5% 157

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark

Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 33,685 67.3% 97
Used bread in last 6 months 48,441 96.7% 100
Used chicken/turkey (fresh or frozen) in last 6 months 37,800 75.5% 101
Used fish/seafood (fresh or frozen) in last 6 months 26,392 52.7% 103
Used fresh fruit/vegetables in last 6 months 44,469 88.8% 103
Used fresh milk in last 6 months 45,414 90.7% 100
Health (Adults)
Exercise at home 2+ times per week 16,652 33.3% 113
Exercise at club 2+ times per week 8,580 17.1% 148
Visited a doctor in last 12 months 41,957 83.8% 107
Used vitamin/dietary supplement in last 6 months 26,300 52.5% 110
Home (Households)
Any home improvement in last 12 months 9,006 35.8% 115
Used housekeeper/maid/professional cleaning service in last 12 5,910 23.5% 150
months
Purchased any HH furnishing in last 12 months 2,870 11.4% 108
Purchased bedding/bath goods in last 12 months 14,281 56.8% 104
Purchased cooking/serving product in last 12 months 6,918 27.5% 102
Bought any kitchen appliance in last 12 months 4,671 18.6% 105
Insurance (Adults)
Currently carry any life insurance 25,890 51.7% 107
Have medical/hospital/accident insurance 40,134 80.1% 110
Carry homeowner insurance 30,522 61.0% 115
Carry renter insurance 2,827 5.6% 94
Have auto/other vehicle insurance 44,516 88.9% 106
Pets (Households)
HH owns any pet 11,330 45.1% 95
HH owns any cat 5,152 20.5% 88
HH owns any dog 7,680 30.6% 88
Reading Materials (Adults)
Bought book in last 12 months 29,094 58.1% 117
Read any daily newspaper 25,995 51.9% 121
Heavy magazine reader 11,813 23.6% 118
Restaurants (Adults)
Went to family restaurant/steak house in last 6 mo 38,779 77.4% 106
Went to family restaurant/steak house last mo: <2 times 14,173 28.3% 109
Went to family restaurant/steak house last mo: 2-4 times 14,817 29.6% 108
Went to family restaurant/steak house last mo: 5+ times 9,783 19.5% 100
Went to fast food/drive-in restaurant in last 6 mo 44,406 88.7% 99
Went to fast food/drive-in restaurant <5 times/mo 16,649 33.2% 109
Went to fast food/drive-in 5-12 times/mo 15,581 31.1% 99
Went to fast food/drive-in restaurant 13+ times/mo 12,172 24.3% 88
Fast food/drive-in last 6 mo: eat in 17,948 35.8% 93
Fast food/drive-in last 6 mo: home delivery 4,543 9.1% 82
Fast food/drive-in last 6 mo: take-out/drive-thru 23,474 46.9% 90
Fast food/drive-in last 6 mo: take-out/walk-in 14,560 29.1% 118

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Telephones & Service (Households)
HH owns in-home cordless telephone 17,691 70.4% 109
HH average monthly long distance phone bill: <$16 7,167 28.5% 102
HH average monthly long distance phone bill: $16-25 3,289 13.1% 112
HH average monthly long distance phone bill: $26-59 3,020 12.0% 124
HH average monthly long distance phone bill: $60+ 1,240 4.9% 112
Television & Sound Equipment (Households)
HH owns 1 TV 4,311 17.2% 86
HH owns 2 TVs 6,496 25.9% 97
HH owns 3 TVs 5,868 23.4% 104
HH owns 4+ TVs 6,080 24.2% 116
HH subscribes to cable TV 18,330 72.9% 126
HH watched 15+ hours of cable TV last week 15,676 62.4% 104
Purchased audio equipment in last 12 months 2,021 8.0% 97
Purchased CD player in last 12 months 1,032 4.1% 78
Purchased DVD player in last 12 months 2,513 10.0% 95
Purchased MP3 player in last 12 months 3,027 12.0% 138
Purchased video game system in last 12 months 2,180 8.7% 100
Travel (Adults)
Domestic travel in last 12 months 31,578 63.1% 119
Took 3+ domestic trips in last 12 months 12,614 25.2% 121
Spent on domestic vacations last 12 mo: <$1000 6,669 13.3% 105
Spent on domestic vacations last 12 mo: $1000-$1499 3,946 7.9% 114
Spent on domestic vacations last 12 mo: $1500-$1999 2,715 5.4% 135
Spent on domestic vacations last 12 mo: $2000-$2999 3,008 6.0% 146
Spent on domestic vacations last 12 mo: $3000+ 4,114 8.2% 170
Foreign travel in last 3 years 18,849 37.6% 150
Took 3+ foreign trips by plane in last 3 years 4,425 8.8% 195
Spent on foreign vacations last 12 mo: <$1000 3,662 7.3% 133
Spent on foreign vacations last 12 mo: $1000-$2999 3,065 6.1% 154
Spent on foreign vacations: $3000+ 4,702 9.4% 202
Stayed 1+ nights at hotel/motel in last 12 months 23,801 47.5% 115

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark

Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Retail Market Potential
: prepared by Wayne D'Amico CCIM

Boston 25 Mall Rd Latitude: 42.489776

25 Mall Rd, Burlington, MA, ... Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Demographic Summary 2009 2014
Population 173,173 173,835
Total Number of Adults 131,253 133,224
Households 65,228 65,704
Median Household Income $98,278 $103,544

Expected

Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI

Apparel (Adults)

Bought any men's apparel in last 12 months 67,995 51.8% 103
Bought any women's apparel in last 12 months 64,222 48.9% 107
Bought apparel for child <13 in last 6 months 36,355 27.7% 98
Bought any shoes in last 12 months 70,134 53.4% 102
Bought costume jewelry in last 12 months 30,686 23.4% 112
Bought any fine jewelry in last 12 months 31,112 23.7% 103
Bought a watch in last 12 months 24,563 18.7% 90

Automobiles (Households)

HH owns/leases any vehicle 59,304 90.9% 104
HH bought new vehicle in last 12 months 6,950 10.7% 129
Automotive Aftermarket (Adults)

Bought gasoline in last 6 months 119,117 90.8% 104
Bought/changed motor oil in last 12 months 56,741 43.2% 83
Had tune-up in last 12 months 46,581 35.5% 113
Beverages (Adults)

Drank bottled water/seltzer in last 6 months 93,271 71.1% 113
Drank regular cola in last 6 months 57,475 43.8% 84
Drank beer/ale in last 6 months 62,867 47.9% 113

Cameras & Film (Adults)

Bought any camera in last 12 months 19,175 14.6% 98
Bought film in last 12 months 29,482 22.5% 95
Bought digital camera in last 12 months 11,531 8.8% 125
Bought memory card for camera in last 12 months 11,685 8.9% 117

Cell Phones/PDAs & Service

Bought cell/mobile phone/PDA in last 12 months 39,982 30.5% 103
Avg monthly cell/mobile phone/PDA bill: $1-$49 36,599 27.9% 108
Avg monthly cell/mobile phone/PDA bill: $50-99 44,658 34.0% 107
Avg monthly cell/mobile phone/PDA bill: $100+ 23,121 17.6% 115

Computers (Households)

HH owns a personal computer 55,039 84.4% 117
HH spent <$500 on home PC 5,308 8.1% 90
HH spent $500-$999 on home PC 12,060 18.5% 101
HH spent $1000-$1499 on home PC 11,825 18.1% 123
HH spent $1500-$1999 on home PC 7,227 11.1% 134
Spent $2000+ on home PC 7,366 11.3% 146

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households. ESRI forecasts for 2009 and 2014.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Convenience Stores (Adults)
Shopped at convenience store in last 6 months 73,197 55.8% 93
Bought cigarettes at convenience store in last 30 days 12,084 9.2% 62
Bought gas at convenience store in last 30 days 27,253 20.8% 63
Spent at convenience store in last 30 days: <$20 16,691 12.7% 131
Spent at convenience store in last 30 days: $20-39 14,790 11.3% 113
Spent at convenience store in last 30 days: $40+ 33,408 25.5% 72
Entertainment (Adults)
Attended movies in last 6 months 85,763 65.3% 112
Went to live theater in last 6 months 26,045 19.8% 158
Went to a bar/night club in last 12 months 26,769 20.4% 111
Dined out in last 12 months 76,984 58.7% 120
Gambled at a casino in last 12 months 26,045 19.8% 123
Visited a theme park in last 12 months 34,217 26.1% 117
DVDs rented in last 30 days: 1 3,718 2.8% 107
DVDs rented in last 30 days: 2 6,828 5.2% 111
DVDs rented in last 30 days: 3 4,546 3.5% 112
DVDs rented in last 30 days: 4 5,084 3.9% 97
DVDs rented in last 30 days: 5+ 17,957 13.7% 104
DVDs purchased in last 30 days: 1 6,869 5.2% 98
DVDs purchased in last 30 days: 2 6,621 5.0% 96
DVDs purchased in last 30 days: 3-4 6,350 4.8% 99
DVDs purchased in last 30 days: 5+ 5,544 4.2% 78
Spent on toys/games in last 12 months: <$50 6,936 5.3% 84
Spent on toys/games in last 12 months: $50-$99 3,405 2.6% 95
Spent on toys/games in last 12 months: $100-$199 9,518 7.3% 102
Spent on toys/games in last 12 months: $200-$499 13,895 10.6% 102
Spent on toys/games in last 12 months: $500+ 10,299 7.8% 142
Financial (Adults)
Have home mortgage (1st) 30,182 23.0% 127
Used ATM/cash machine in last 12 months 76,295 58.1% 115
Own any stock 18,508 14.1% 157
Own U.S. savings bond 12,466 9.5% 134
Own shares in mutual fund (stock) 18,601 14.2% 151
Own shares in mutual fund (bonds) 11,661 8.9% 154
Used full service brokerage firm in last 12 months 11,780 9.0% 148
Used discount brokerage firm in last 12 months 4,462 3.4% 173
Have 401K retirement savings 27,945 21.3% 129
Own any credit/debit card (in own name) 109,824 83.7% 114
Avg monthly credit card expenditures: <$111 16,489 12.6% 86
Avg monthly credit card expenditures: $111-225 11,998 9.1% 101
Avg monthly credit card expenditures: $226-450 13,385 10.2% 119
Avg monthly credit card expenditures: $451-700 12,535 9.6% 133
Avg monthly credit card expenditures: $701+ 30,194 23.0% 168

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark

Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Grocery (Adults)
Used beef (fresh/frozen) in last 6 months 88,320 67.3% 97
Used bread in last 6 months 127,027 96.8% 100
Used chicken/turkey (fresh or frozen) in last 6 months 99,057 75.5% 101
Used fish/seafood (fresh or frozen) in last 6 months 69,251 52.8% 103
Used fresh fruit/vegetables in last 6 months 117,181 89.3% 103
Used fresh milk in last 6 months 118,997 90.7% 100
Health (Adults)
Exercise at home 2+ times per week 44,122 33.6% 114
Exercise at club 2+ times per week 23,501 17.9% 155
Visited a doctor in last 12 months 110,416 84.1% 107
Used vitamin/dietary supplement in last 6 months 70,102 53.4% 112
Home (Households)
Any home improvement in last 12 months 23,906 36.6% 117
Used housekeeper/maid/professional cleaning service in last 12 16,059 24.6% 157
months
Purchased any HH furnishing in last 12 months 7,442 11.4% 108
Purchased bedding/bath goods in last 12 months 37,003 56.7% 104
Purchased cooking/serving product in last 12 months 18,030 27.6% 102
Bought any kitchen appliance in last 12 months 12,418 19.0% 107
Insurance (Adults)
Currently carry any life insurance 68,067 51.9% 107
Have medical/hospital/accident insurance 105,976 80.7% 111
Carry homeowner insurance 81,232 61.9% 117
Carry renter insurance 7,185 5.5% 91
Have auto/other vehicle insurance 116,741 88.9% 106
Pets (Households)
HH owns any pet 30,427 46.6% 98
HH owns any cat 13,844 21.2% 91
HH owns any dog 20,687 31.7% 92
Reading Materials (Adults)
Bought book in last 12 months 77,462 59.0% 119
Read any daily newspaper 68,830 52.4% 122
Heavy magazine reader 30,962 23.6% 118
Restaurants (Adults)
Went to family restaurant/steak house in last 6 mo 101,240 77.1% 106
Went to family restaurant/steak house last mo: <2 times 37,238 28.4% 109
Went to family restaurant/steak house last mo: 2-4 times 38,878 29.6% 108
Went to family restaurant/steak house last mo: 5+ times 25,334 19.3% 99
Went to fast food/drive-in restaurant in last 6 mo 116,033 88.4% 99
Went to fast food/drive-in restaurant <5 times/mo 43,616 33.2% 109
Went to fast food/drive-in 5-12 times/mo 40,963 31.2% 99
Went to fast food/drive-in restaurant 13+ times/mo 31,665 24.1% 87
Fast food/drive-in last 6 mo: eat in 47,484 36.2% 94
Fast food/drive-in last 6 mo: home delivery 11,931 9.1% 82
Fast food/drive-in last 6 mo: take-out/drive-thru 62,022 47.3% 90
Fast food/drive-in last 6 mo: take-out/walk-in 38,192 29.1% 119

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark
Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail Market Potential
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Expected
Number of Percent of

Product/Consumer Behavior Adults/HHs Adults/HHs MPI
Telephones & Service (Households)
HH owns in-home cordless telephone 46,821 71.8% 112
HH average monthly long distance phone bill: <$16 18,503 28.4% 102
HH average monthly long distance phone bill: $16-25 8,837 13.5% 115
HH average monthly long distance phone bill: $26-59 8,291 12.7% 131
HH average monthly long distance phone bill: $60+ 3,400 5.2% 119
Television & Sound Equipment (Households)
HH owns 1 TV 11,017 16.9% 85
HH owns 2 TVs 16,504 25.3% 95
HH owns 3 TVs 15,349 23.5% 105
HH owns 4+ TVs 16,504 25.3% 121
HH subscribes to cable TV 47,349 72.6% 126
HH watched 15+ hours of cable TV last week 40,026 61.4% 102
Purchased audio equipment in last 12 months 5,315 8.1% 98
Purchased CD player in last 12 months 2,701 4.1% 79
Purchased DVD player in last 12 months 6,435 9.9% 93
Purchased MP3 player in last 12 months 8,071 12.4% 142
Purchased video game system in last 12 months 5,835 8.9% 103
Travel (Adults)
Domestic travel in last 12 months 84,433 64.3% 122
Took 3+ domestic trips in last 12 months 34,575 26.3% 127
Spent on domestic vacations last 12 mo: <$1000 17,485 13.3% 105
Spent on domestic vacations last 12 mo: $1000-$1499 11,168 8.5% 123
Spent on domestic vacations last 12 mo: $1500-$1999 7,321 5.6% 139
Spent on domestic vacations last 12 mo: $2000-$2999 7,944 6.1% 147
Spent on domestic vacations last 12 mo: $3000+ 11,594 8.8% 183
Foreign travel in last 3 years 51,420 39.2% 156
Took 3+ foreign trips by plane in last 3 years 12,794 9.7% 216
Spent on foreign vacations last 12 mo: <$1000 10,010 7.6% 139
Spent on foreign vacations last 12 mo: $1000-$2999 8,296 6.3% 159
Spent on foreign vacations: $3000+ 13,369 10.2% 219
Stayed 1+ nights at hotel/motel in last 12 months 64,347 49.0% 119

Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to exhibit certain consumer behavior or purchasing patterns

compared to the U.S. An MPI of 100 represents the U.S. average.

Source: These data are based upon national propensities to use various products and services, applied to local demographic composition. Usage data were collected by Mediamark

Research & Intelligence LLC. in a nationally representative survey of U.S. households.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 1 Miles
Summary Demographics
2009 Population 4,969
2009 Households 2,024
2009 Median Disposable Income $70,129
2009 Per Capita Income $43,290
Industry Summary Demand Supply Leakage/Surplus Number of
(Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Total Retail Trade and Food & Drink (NAICS 44-45, 722) $83,804,242 $505,356,055 $-421,551,813 -71.6 261
Total Retail Trade (NAICS 44-45) $70,760,109 $361,534,908  $-290,774,799 -67.3 219
Total Food & Drink (NAICS 722) $13,044,133 $143,821,147 $-130,777,014 -83.4 42
Demand Supply Leakage/Surplus  Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Motor Vehicle & Parts Dealers (NAICS 441) $17,151,863 $79,397,440 $-62,245,577 -64.5 6
Automobile Dealers (NAICS 4411) $14,995,759 $78,427,881 $-63,432,122 -67.9 5
Other Motor Vehicle Dealers (NAICS 4412) $1,153,071 $0 $1,153,071 100.0 0
Auto Parts, Accessories, and Tire Stores (NAICS 4413) $1,003,033 $969,559 $33,474 1.7 1
Furniture & Home Furnishings Stores (NAICS 442) $3,183,710 $23,308,316 $-20,124,606 -76.0 14
Furniture Stores (NAICS 4421) $1,667,092 $17,003,011 $-15,335,919 -82.1 10
Home Furnishings Stores (NAICS 4422) $1,516,618 $6,305,305  $-4,788,687 -61.2 4
Electronics & Appliance Stores (NAICS 443/NAICS 4431) $3,149,281  $62,424,562 $-59,275,281 -90.4 69
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) $3,367,023 $3,177,673 $189,350 2.9 7
Building Material and Supplies Dealers (NAICS 4441) $3,158,991 $3,167,585 $-8,594 -0.1 7
Lawn and Garden Equipment and Supplies Stores (NAICS 4442) $208,032 $10,088 $197,944 90.8 1
Food & Beverage Stores (NAICS 445) $14,602,124 $44,636,571 $-30,034,447 -50.7 13
Grocery Stores (NAICS 4451) $12,611,777 $42,299,589 $-29,687,812 -54.1 7
Specialty Food Stores (NAICS 4452) $649,624 $2,097,404  $-1,447,780 -52.7 5
Beer, Wine, and Liquor Stores (NAICS 4453) $1,340,723 $239,578 $1,101,145 69.7 1
Health & Personal Care Stores (NAICS 446/NAICS 4461) $3,930,703 $15,621,290 $-11,690,587 -59.8 16
Gasoline Stations (NAICS 447/4471) $9,467,268 $7,332,900 $2,134,368 12.7 3
Clothing and Clothing Accessories Stores (NAICS 448) $4,436,701  $77,064,173 $-72,627,472 -89.1 45
Clothing Stores (NAICS 4481) $3,557,438 $70,028,340 $-66,470,902 -90.3 29
Shoe Stores (NAICS 4482) $363,934 $3,891,102  $-3,527,168 -82.9 9
Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) $515,329 $3,144,731  $-2,629,402 -71.8 7
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) $1,351,015  $21,423,566 $-20,072,551 -88.1 20
Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) $721,533 $6,175,619  $-5,454,086 -79.1 15
Book, Periodical, and Music Stores (NAICS 4512) $629,482  $15,247,947 $-14,618,465 -92.1 5

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.

Source: ESRI and infoUSA®
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 1 Miles
Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
General Merchandise Stores (NAICS 452) $4,949,328 $22,519,625 $-17,570,297 -64.0 8
Department Stores Excluding Leased Depts.(NAICS 4521) $1,749,591 $19,981,636 $-18,232,045 -83.9 5
Other General Merchandise Stores (NAICS 4529) $3,199,737 $2,537,989 $661,748 115 3
Miscellaneous Store Retailers (NAICS 453) $1,652,793 $4,058,806 $-2,406,013 -42.1 17
Florists (NAICS 4531) $324,428 $188,791 $135,637 26.4 2
Office Supplies, Stationery, and Gift Stores (NAICS 4532) $411,587 $2,719,299 $-2,307,712 -73.7 9
Used Merchandise Stores (NAICS 4533) $62,717 $0 $62,717 100.0 0
Other Miscellaneous Store Retailers (NAICS 4539) $854,061 $1,150,716 $-296,655 -14.8 6
Nonstore Retailers (NAICS 454) $3,518,300 $569,986 $2,948,314 72.1 1
Electronic Shopping and Mail-Order Houses (NAICS 4541) $1,201,410 $0 $1,201,410 100.0 0
Vending Machine Operators (NAICS 4542) $708,953 $569,986 $138,967 10.9 1
Direct Selling Establishments (NAICS 4543) $1,607,937 $0 $1,607,937 100.0 0
Food Services & Drinking Places (NAICS 722) $13,044,133  $143,821,147 $-130,777,014 -83.4 42
Full-Service Restaurants (NAICS 7221) $9,097,061 $36,480,625 $-27,383,564 -60.1 21
Limited-Service Eating Places (NAICS 7222) $2,629,788 $83,413,026 $-80,783,238 -93.9 18
Special Food Services (NAICS 7223) $655,215 $3,485,869 $-2,830,654 -68.4 2
Drinking Places - Alcoholic Beverages (NAICS 7224) $662,069 $20,441,627 $-19,779,558 -93.7 1
Leakage/Surplus Factor by Industry Subsector
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Source: ESRI and infoUSA®
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Boston 25 Mall Rd

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776

25 Mall Rd, Burlington, MA, ... Longitude: -71.19926

1-3-5 Ring

Site Type: Ring Radius: 1 Miles

Leakage/Surplus Factor by Industry Group

NAICS Industry Group

Auto Parts, Accessories, and Tire Stores

Electronics & Appliance Stores
Building Material and Supplies Dealers

Lawn and Garden Equipment and Supplies Stores

Jewelry, Luggage, and Leather Goods Stores
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Book, Periodical, and Music Stores

Department Stores (Excluding Leased Depts.)
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Other Miscellaneous Store Retailers
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Source: ESRI and infoUSA®
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Summary Demographics
2009 Population 64,644
2009 Households 25,128
2009 Median Disposable Income $65,895
2009 Per Capita Income $44,253
Industry Summary Demand Supply Leakage/Surplus Number of
(Retail Potential) (Retail Sales) Retail Gap Factor  Businesses
Total Retail Trade and Food & Drink (NAICS 44-45, 722) $1,053,296,674  $1,312,703,438  $-259,406,764 -11.0 784
Total Retail Trade (NAICS 44-45) $889,086,395  $1,004,124,559  $-115,038,164 -6.1 619
Total Food & Drink (NAICS 722) $164,210,279 $308,578,879  $-144,368,600 -30.5 165
Demand Supply Leakage/Surplus  Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Motor Vehicle & Parts Dealers (NAICS 441) $217,669,366 $190,598,706 $27,070,660 6.6 26
Automobile Dealers (NAICS 4411) $190,351,895 $181,159,101 $9,192,794 2.5 16
Other Motor Vehicle Dealers (NAICS 4412) $14,782,800 $5,784,990 $8,997,810 43.7 2
Auto Parts, Accessories, and Tire Stores (NAICS 4413) $12,534,671 $3,654,615 $8,880,056 54.9 8
Furniture & Home Furnishings Stores (NAICS 442) $40,447,371  $46,907,961 $-6,460,590 -7.4 36
Furniture Stores (NAICS 4421) $21,271,827 $27,789,000 $-6,517,173 -13.3 16
Home Furnishings Stores (NAICS 4422) $19,175,544 $19,118,961 $56,583 0.1 20
Electronics & Appliance Stores (NAICS 443/NAICS 4431) $39,830,870 $146,678,553 $-106,847,683 -57.3 153
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) $42,280,818  $25,494,382  $16,786,436 24.8 43
Building Material and Supplies Dealers (NAICS 4441) $39,688,329  $22,881,952  $16,806,377 26.9 38
Lawn and Garden Equipment and Supplies Stores (NAICS 4442) $2,592,489 $2,612,430 $-19,941 -0.4 5
Food & Beverage Stores (NAICS 445) $181,969,226 $166,277,875 $15,691,351 4.5 55
Grocery Stores (NAICS 4451) $157,044,958 $141,136,264 $15,908,694 5.3 29
Specialty Food Stores (NAICS 4452) $8,092,956 $5,075,523 $3,017,433 22.9 15
Beer, Wine, and Liquor Stores (NAICS 4453) $16,831,312  $20,066,088 $-3,234,776 -8.8 11
Health & Personal Care Stores (NAICS 446/NAICS 4461) $48,217,485  $52,609,651 $-4,392,166 -4.4 44
Gasoline Stations (NAICS 447/4471) $119,049,027 $99,383,727 $19,665,300 9.0 24
Clothing and Clothing Accessories Stores (NAICS 448) $56,255,200 $147,759,225  $-91,504,025 -44.9 101
Clothing Stores (NAICS 4481) $45,029,234 $133,725,131  $-88,695,897 -49.6 63
Shoe Stores (NAICS 4482) $4,610,267 $6,927,201 $-2,316,934 -20.1 17
Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) $6,615,699 $7,106,893 $-491,194 -3.6 21
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) $17,170,601  $43,266,331  $-26,095,730 -43.2 50
Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) $9,161,420  $13,815,271 $-4,653,851 -20.3 38
Book, Periodical, and Music Stores (NAICS 4512) $8,009,181  $29,451,060 $-21,441,879 -57.2 12

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.

Source: ESRI and infoUSA®
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 3 Miles
Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
General Merchandise Stores (NAICS 452) $61,999,700 $43,802,807 $18,196,893 17.2 18
Department Stores Excluding Leased Depts.(NAICS 4521) $22,009,526 $34,107,856 $-12,098,330 -21.6 9
Other General Merchandise Stores (NAICS 4529) $39,990,174 $9,694,951 $30,295,223 61.0 9
Miscellaneous Store Retailers (NAICS 453) $20,692,181 $13,740,559 $6,951,622 20.2 64
Florists (NAICS 4531) $4,040,079 $1,785,354 $2,254,725 38.7 10
Office Supplies, Stationery, and Gift Stores (NAICS 4532) $5,114,006 $7,905,388 $-2,791,382 -21.4 30
Used Merchandise Stores (NAICS 4533) $798,056 $390,536 $407,520 34.3 5
Other Miscellaneous Store Retailers (NAICS 4539) $10,740,040 $3,659,281 $7,080,759 49.2 19
Nonstore Retailers (NAICS 454) $43,504,550 $27,604,782 $15,899,768 22.4 5
Electronic Shopping and Mail-Order Houses (NAICS 4541) $15,020,257 $22,416,645 $-7,396,388 -19.8 1
Vending Machine Operators (NAICS 4542) $8,850,046 $1,809,655 $7,040,391 66.0 2
Direct Selling Establishments (NAICS 4543) $19,634,247 $3,378,482 $16,255,765 70.6 2
Food Services & Drinking Places (NAICS 722) $164,210,279  $308,578,879  $-144,368,600 -30.5 165
Full-Service Restaurants (NAICS 7221) $114,529,451 $95,516,666 $19,012,785 9.1 88
Limited-Service Eating Places (NAICS 7222) $33,083,617  $176,628,284  $-143,544,667 -68.4 61
Special Food Services (NAICS 7223) $8,243,790 $15,992,302 $-7,748,512 -32.0 15
Drinking Places - Alcoholic Beverages (NAICS 7224) $8,353,421 $20,441,627 $-12,088,206 -42.0 1
Leakage/Surplus Factor by Industry Subsector
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Summary Demographics
2009 Population 173,173
2009 Households 65,228
2009 Median Disposable Income $71,143
2009 Per Capita Income $48,011
Industry Summary Demand Supply Leakage/Surplus Number of
(Retail Potential) (Retail Sales) Retail Gap Factor  Businesses
Total Retail Trade and Food & Drink (NAICS 44-45, 722) $3,017,718,970 $2,837,909,562 $179,809,408 3.1 1,800
Total Retail Trade (NAICS 44-45) $2,549,023,480  $2,293,449,034  $255,574,446 5.3 1,398
Total Food & Drink (NAICS 722) $468,695,490 $544,460,528 $-75,765,038 -7.5 402
Demand Supply Leakage/Surplus  Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Motor Vehicle & Parts Dealers (NAICS 441) $630,072,579 $404,540,444  $225,532,135 21.8 79
Automobile Dealers (NAICS 4411) $549,992,901 $359,691,217 $190,301,684 20.9 37
Other Motor Vehicle Dealers (NAICS 4412) $44,133,604  $24,521,969 $19,611,635 28.6 9
Auto Parts, Accessories, and Tire Stores (NAICS 4413) $35,946,074  $20,327,258 $15,618,816 27.8 33
Furniture & Home Furnishings Stores (NAICS 442) $118,085,055 $110,271,087 $7,813,968 3.4 80
Furniture Stores (NAICS 4421) $62,138,410 $67,184,886 $-5,046,476 -3.9 32
Home Furnishings Stores (NAICS 4422) $55,946,645 $43,086,201 $12,860,444 13.0 48
Electronics & Appliance Stores (NAICS 443/NAICS 4431) $115,178,163 $232,743,651 $-117,565,488 -33.8 291
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) $123,180,274 $107,995,954 $15,184,320 6.6 119
Building Material and Supplies Dealers (NAICS 4441) $115,758,219  $97,539,526  $18,218,693 8.5 101
Lawn and Garden Equipment and Supplies Stores (NAICS 4442) $7,422,055  $10,456,428 $-3,034,373 -17.0 18
Food & Beverage Stores (NAICS 445) $516,827,073 $543,186,751  $-26,359,678 -2.5 127
Grocery Stores (NAICS 4451) $445,615,938 $479,704,683  $-34,088,745 -3.7 64
Specialty Food Stores (NAICS 4452) $22,977,333  $11,572,778 $11,404,555 33.0 30
Beer, Wine, and Liquor Stores (NAICS 4453) $48,233,802  $51,909,290 $-3,675,488 -3.7 33
Health & Personal Care Stores (NAICS 446/NAICS 4461) $136,899,054 $143,927,985 $-7,028,931 -2.5 106
Gasoline Stations (NAICS 447/4471) $338,775,678 $234,631,365 $104,144,313 18.2 66
Clothing and Clothing Accessories Stores (NAICS 448) $161,025,773 $181,988,132  $-20,962,359 -6.1 168
Clothing Stores (NAICS 4481) $128,640,625 $160,310,379  $-31,669,754 -11.0 109
Shoe Stores (NAICS 4482) $13,150,435 $11,702,508 $1,447,927 5.8 26
Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) $19,234,713 $9,975,245 $9,259,468 31.7 33
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) $49,554,971  $58,737,928 $-9,182,957 -8.5 100
Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) $26,497,325  $24,022,224 $2,475,101 4.9 78
Book, Periodical, and Music Stores (NAICS 4512) $23,057,646  $34,715,704  $-11,658,058 -20.2 22

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.
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Boston 25 Mall Rd
25 Mall Rd, Burlington, MA, ...

Retail MarketPlace Profile
prepared by Wayne D'Amico CCIM

Latitude: 42.489776
Longitude: -71.19926

1-3-5 Ring Site Type: Ring Radius: 5 Miles
Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
General Merchandise Stores (NAICS 452) $176,995,601 $93,114,754 $83,880,847 31.1 44
Department Stores Excluding Leased Depts.(NAICS 4521) $63,163,160 $66,654,537 $-3,491,377 -2.7 22
Other General Merchandise Stores (NAICS 4529) $113,832,441 $26,460,217 $87,372,224 62.3 22
Miscellaneous Store Retailers (NAICS 453) $59,240,220 $44,348,893 $14,891,327 14.4 190
Florists (NAICS 4531) $11,561,756 $4,778,372 $6,783,384 41.5 37
Office Supplies, Stationery, and Gift Stores (NAICS 4532) $14,661,709 $19,704,280 $-5,042,571 -14.7 67
Used Merchandise Stores (NAICS 4533) $2,308,784 $1,441,319 $867,465 23.1 18
Other Miscellaneous Store Retailers (NAICS 4539) $30,707,971 $18,424,922 $12,283,049 25.0 68
Nonstore Retailers (NAICS 454) $123,189,039  $137,962,090 $-14,773,051 -5.7 28
Electronic Shopping and Mail-Order Houses (NAICS 4541) $43,038,657 $28,857,263 $14,181,394 19.7 2
Vending Machine Operators (NAICS 4542) $25,142,928 $51,583,574 $-26,440,646 -34.5 7
Direct Selling Establishments (NAICS 4543) $55,007,454 $57,521,253 $-2,513,799 -2.2 19
Food Services & Drinking Places (NAICS 722) $468,695,490  $544,460,528 $-75,765,038 -7.5 402
Full-Service Restaurants (NAICS 7221) $326,636,259  $195,085,387  $131,550,872 25.2 205
Limited-Service Eating Places (NAICS 7222) $94,243,498  $290,880,523  $-196,637,025 -51.1 160
Special Food Services (NAICS 7223) $23,484,668 $38,052,991 $-14,568,323 -23.7 36
Drinking Places - Alcoholic Beverages (NAICS 7224) $24,331,065 $20,441,627 $3,889,438 8.7 1
Leakage/Surplus Factor by Industry Subsector
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