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Executive Summary           
	
The West Side Community Organization is a neighborhood-
based, action oriented organization working in the 
community of the West Side neighborhood in St. Paul.   The 
organization engages with both residents and city staff in an 
effort to ensure equitable development, planning, and 
policies are implemented on the West Side.  The Stryker 
Ave Study grew out of the desire to achieve these priorities 
by helping to revitalize a neighborhood commercial corridor 
and provide better opportunities and access for residents 
living in this community.  The neighborhood has long 
served as both a residential and mixed-use district, with the 
built landscape still containing remnants of these past land 
uses in the design of the built form.   
 
Corridor Background 
The Stryker-George corridor contains a mixture of land 
uses and is located within a medium-to-low density 
residential district.  Much of the community is designated as 
being an area of concentrated poverty, further exacerbating 
the difficulties that accompany developing effective 
neighborhood corridor retail revitalization strategies.  The 
corridor contains mostly medium to low density residential 
and commercial properties, with an area of higher commercial activity at Stryker-George and the 
potential for increasing commercial density along Stryker Ave between King St and Baker St.   
 
Approximately 45% of the commercial buildings are vacant (5 of 11), while those in operation seem 
to not be meeting many needs of the community.  Businesses currently in operation include a small 
corner store, auto mechanic, laundry mat, bar, and ice cream/fast dining option.  Available 
commercial space for sale or for lease exceed 15,000 square feet altogether among the 5 vacant 
properties.  Two of these vacant properties are not for lease, with the land use of one not 
compatible with a future mixed-use corridor (see Figure 8, page 13).   
 
Public Participation Process 
Community outreach was conducted using a four-pronged approach to effectively ensure public 
participation during the process.  One-on-one interviews with property owners were conducted to 
gather data regarding building conditions, past/present/future improvements, future business plans, 
and land use or building regulation constraints.  Events in the community were attended as part of 
the public participation process, with survey in the form of a “dotmocracy” conducted at the West 
Side Farmer’s Market and at Shadey’s Bar Customer Appreciation Day.  
 

Figure 1: Map showing current land use patterns near 
Stryker and George 
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Door-to-door survey canvassing was conducted on numerous occasions for the ¼ mile-area 
surrounding Stryker-George, with leave-behinds directing doors that went unanswered to a link for 
the survey through WSCOs website.  The survey was hosted online through the WSCOs website, 
and the link was emailed to the WSCO server list as well as being posted on their social media 
sites in an effort to gather additional responses.  The survey was also administered by block group 
leaders during National Night Out as a final attempt to engage residents seeking to provide their 
input.   
 
Survey findings include access to healthy food options and a neighborhood coffeeshop are the 
types of businesses people would like to see along Stryker Ave.  Increasing feelings of safety was 
a very important component as to why people did not frequent businesses, as was product quality 
and product availability.  Serious gaps exist in not only what the community desires, but in 
providing basic necessities in a comfortable environment are major challenges.  An interest in 
shopping and supporting local businesses could easily be identified through comments gathered as 
part of the survey outreach.   
 
Research Methodology 
The report begins with an overview of community demographic information, followed by an analysis 
of the current conditions of the Stryker and George mixed-use corridor and input gathered during 
the community engagement processes, finishing with a brief overview of the strategies and best 
practices that have been used effectively in recent years.  The review of best practices is included 
to provide background literature and insight on neighborhood corridor revitalization strategies, 
focusing on the context of the Stryker-George mixed-use corridor and applicable tactics to be used 
by the City of St. Paul as a model for corridor and neighborhood revitalization in the future.  Urban 
renewal tactics related to neighborhood corridor revitalization, commercial corridor revitalization, 
affordable/senior housing, transit service/TOD development, and neighborhood revitalization were 
variables researched as part of this project in applying within the Stryker and George corridor.  
With assistance from St. Paul PED, available tools and resources were identified to narrow the 
focus of the project to both short-term and long-term attainable strategies and goals.   
 
Esri Business Analyst was used to conduct a market analysis, which was analyzed at three 
different levels: a 5-minute drive to Stryker-George, a 10-minute drive to Stryker-George, and a 15-
minute drive to Stryker-George.  A detailed analysis of the demographics, business profile 
summary, and local expenditures were provided, as well as other characteristics useful in 
examining the existing demographics and business profile.   
 
Tools and resources provided by the St. Paul PED are highlighted to develop actionable steps and 
strategies WSCO can follow.  
 
Building and corridor conditions were examined both through field research and interviews with 
property owners.  
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Neighborhood Background          
 
The West Side neighborhood in St. Paul sits 
atop the bluffs of the Mississippi River, with 
scenic views overlooking both the river and 
downtown St. Paul.  These breathtaking 
views, along with ease of access and 
proximity to downtown St. Paul, has resulted 
in the West Side neighborhood being an 
important residential district within St. Paul.  
The neighborhoods have served a mixed-
community in regards to the variety of 
different income levels, ethnic groups, and wide range of age groups that are in need of 
different services and facilities.  Concerns regarding the existing condition of commercial 
properties, vacant storefronts, potential market gaps in existing businesses present, housing an 
aging community, and changes in the interests and desires of the community have led to 
renewed interest in the redevelopment and revitalization possibilities near Stryker and George.     

 
Planning Efforts 
Beginning in 2005, the Stryker George Precinct Plan was developed to help guide and 
influence future development and land use around an approximately 12-block mixed-use 
corridor centered near the Stryker-George intersection.  The plan was adopted just over 10 
years ago by the St. Paul City Council on April 26, 2006 with a recommendation from the 
Planning Commission, and has since been applied as a mechanism in the implementation of 
improvements and development within the neighborhood.  The major objectives of the original 
planning effort were in addressing the Ecology and Public Realm, Environmental Context, Built 
Form, Land Use and Economic Development, Public Safety, and Movement Networks.   
 
Completed in 2013, the West Side Community Plan is an addendum to the official St. Paul 
comprehensive plan and applies for the entire West Side community.  The plan contains visions 
and implementations strategies for the entire West Side neighborhood, adopting elements from 
the original Stryker George Precinct Plan.  Developed by input taken from the community, nine 
distinctive themes were identified that should be considered as to how development proceeds 
near Stryker and George.  The plan identifies particular strategies which have been given either 
a timeframe or prioritized by the community to help guide the order in which certain 
improvements will be pursued.   
 
With much of the vision from the original plan yet to be implemented, along with the social and 
economic changes following the global recession, an opportunity to reexamine the future 
development and rehabilitation strategies for this mixed-use corridor now exists.  An updated 
assessment of the existing building conditions, neighborhood demographics, and needs of the 

Figure 2: Views overlooking downtown St. Paul from the West Side 
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community was conducted to analyze and reassess the future of this corridor.  Working in 
conjunction with the City of St. Paul PED will help to ensure that actionable steps and 
strategies will be developed over both the short and long term.  Community outreach to identify 
potential opportunities and challenges existing in the neighborhood near Stryker and George 
while gathering community feedback and visions was conducted as part of the public 
participation process.  Public participation has emerged as a very concept in professional 
planning and community organization for developing equitable strategies with visions shaped 
by the community in which changes and new development will have the greatest impact1.   
 
Stryker Ave currently contains a mix of land uses from commercial properties to institutional 
uses to a mixture of single and multi-family residential properties.  Vacant storefronts and 
empty lots exist along Stryker Ave, serving as a potential opportunity for leveraging specific 
neighborhood corridor strategies to develop effective and equitable commercial, housing, and 
transit development efforts.  
 
Over the past 10 years since the completion of the Stryker George Precinct Plan, many of the 
projects identified for addressing community wants and needs have not come to fruition as a 
result of both the recession and a lack of investment from the City of St. Paul.  Planning efforts 
and community engagement should thus be updated to ensure that it reflects the actual desires 
of the community before new development occurs.   
 
Three Priorities for City Action were identified by the community as priorities requiring a 
partnership or considerable participation by the City.   

• Redesign and reconstruct Stryker Ave to calm traffic and improve the pedestrian 
environment along the street including wider sidewalks, crosswalks and bumpouts at 
key intersections, on-street parking, increased landscaping, street furniture and 
pedestrian-scaled ornamental lighting.  The realignment of Stryker/Dodd intersection for 
improving safety and sightlines should also be included as part of this project.   

• Encourage the reuse of the vacant lot at 617 Stryker Ave for a mix of residential and 
commercial uses that meet the design guidelines in the Stryker George Precinct Plan  

• Design and construct a pedestrian connection from the top of the Elizabeth Hill to 
Stryker Ave 

 
Minor improvements along Stryker Ave that have included wider sidewalks, bumpouts, 
inclusion of on-street parking, and the redesign of the Stryker/Dodd intersection have been 
completed.  Aspects such as increased landscaping, street furniture, and pedestrian-scaled 
ornamental lighting have been implemented very sparingly and sporadically, which leads to 
specific properties, though not the whole corridor, beginning to develop an aesthetic quality.  
The lot at 617 Stryker Ave (city-owned property) temporarily hosts the West Side Community 
Garden and has not been redeveloped with any residential or commercial units.  Disinvestment 
of this nature may have resulted in further private and public investment being stalled. Other 
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projects dependent on the increased population density and pedestrian foot traffic, such as the 
rehabilitation and/or reuse of nearby commercial properties or the increase in public transit 
frequency, have been stalled as well.   
 
The following list provides a brief overview of improvements that have been made since the 
creation and adoption of the Stryker George Precinct Plan in 2006.   
 
Completed 

ü Redesign Stryker/Dodd intersection 
ü Calm traffic as it enters and moves through the neighborhood (bump-outs, redesign of 

Dodd to divert traffic to Stryker) 
ü Provide opportunities for public art 
ü Design a safe way to direct pedestrian traffic from the top of Elizabeth Hill to Stryker Ave 
ü Create a strong boulevard system and design for Stryker Ave 
ü Ensure through design and enforcement that traffic does not divert to Winslow, Hall, and 

Humboldt avenues 
 
Not Completed 

o Create a natural buffer between residences and commercial parking 
o Plant street trees and gardens 
o Provide opportunities for public art 
o Incorporate street furniture, such as benches and bus shelters 
o Implement the use of rain gardens to beautify the streetscape and provide an 

ecologically efficient way to address stormwater management 
o Focus on rehabilitating vacant structures 
o Replace the vacant lot at 617 Stryker Ave with new residential and retail uses 
o Street furniture, bus shelters, pedestrian-scaled lighting, eyes on the street 
o Enhance existing transit services 
o Incorporate transit-oriented design 
o Strategically direct infill development to relate to adjoining structures.   
o Plant trees along Stryker Ave to create a network of green pathways from the 

neighborhood to main arteries of the West Side and river bluffs 
o Incorporate native plantings in the rain gardens to facilitate their growth and improve 

stormwater management 
 
Building upon past work and planning efforts, future implementation strategies will be identified 
specific to Stryker and George from the West Side Community Plan and Stryker-George 
Precinct Plan.  Corridor revitalization strategies entail a healthy public-private sector 
relationship over the long term for leveraging private and public funding into community assets, 
cultivating a thriving mixed-use corridor, and serving as a catalyst for attracting future 
investment into the corridor.  Increasing the capacity of WSCO entails developing these types 
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relationships, which is reflected in the desire of WSCO to include both the City of St. Paul and 
property developers on the West Side during the Stryker Ave Study.   
 
Demographics 
The West Side community demographics differ from the City of St. Paul in many different 
regards (Table 1).  A lower median income, along with higher populations of 17 years and 
younger and 65 years and older residents compared to citywide demographics provides 
difficulties in creating a retail environment and pedestrian experience that caters to all needs 
and takes these discrepancies into account.  A complete breakdown of the neighborhood 
demographics is provided as an appendix at the end of this report (Appendix D).  
 

Table 1 Total 
Population 

Median 
Income 

Median 
Rent 

17 years and 
younger 

18-64 years  65 years 
and older 

West Side 15,723 $42,711 $721 4491 (28.6%) 9639 
(61.3%) 

1593 
(10.1%) 

St. Paul 291,728 $50,885 $817 73,594 
(25.2%) 

191,968 
(65.8%) 

26,166 
(9.0%) 

      Source: MN Compass, 2016 
 

The community has both a lower median income in comparison to the rest of St. Paul, as well 
as a declining median income over the past 10 years, both indicators of changing economic 
conditions. Despite this trend, median household income is expected to substantially increase 
from 2015-2020 at an annual growth rate of 2.71%, including an increase in the rate of the 
population making $75k+ and a decline in percent of population making less than $75k1.  
 
A greater number of residents in which the highest level of education is a high school degree or 
less exists in comparison to the city overall.  Much of the community is designated as being an 
area of concentrated poverty, further exacerbating the difficulties that accompany developing 
effective neighborhood corridor retail revitalization strategies.  
 
Residents living on the West Side also utilize automobiles higher in comparison to other areas 
in the city for commuting to work, as well as having much lower percentages who either walk, 
bike, or use public transportation for their commute.   Considering the neighborhood 
demographics, increasing transit frequency along Stryker Ave would be a useful strategy for 
improving access to basic goods and services while developing a more equitable environment. 
 
A map identifying daily ridership statistics for both the 62 and 75 Metro Transit Bus along 
Stryker Ave has been included to help identify daily ridership patterns and potential gaps that 
exist (Fig. 3 on the following page). 
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Figure 3: Daily ridership statistics along Stryker Ave for the 75 and 62 
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Residential Property Information 
	A total of 88% of the properties have a taxable EMV less than $200k, in comparison to the City 

of St. Paul at closer to 69%1.  
Since 2006 and the past 
planning efforts conducted, 
the average EMV for 
properties included in this 
analysis has decreased by 
$37,174.91 (Fig. 4).  Both 
property owners and renters 
also struggle with much higher 
cost-burdened household 
rates than other communities 
and neighborhoods city-wide1.  
A higher portion of cost-
burdened households and 
lower median income 
contribute to a portion of the 
West Side being dedicated an 
area of concentrated poverty, 
and may at times deter private 
investment into the community 
as a result.  Disinvestment of 
this nature often leads to the 
challenges currently present 
along Stryker Ave, and will 
take a joint effort between 
various actors to serve as a 
catalyst for further investment 

and activity.  The West Side community has declined in population over the past 10 years, 
suggesting that the housing stock may not be meeting the needs of residents.  Using the same 
area analyzed in Fig. 4, the table below shows the total number of residential units by property 
type (Table 2).  There are a total of 491 residential units between Winifred St and Winona St. 
	

Property Type # of Units Property Type # of Units 
1-Unit Residential 193 10-Unit Residential 10 
2-Unit Residential 94 12-Unit Residential 12 
3-Unit Residential 12 20-Unit Residential 20 
4-Unit Residential 16 22-Unit Residential 22 
6-Unit Residential 12 29-Unit Residential 29 
7-Unit Residential 21 42-Unit Residential 42 

Figure 4: Change in EMV from 2006 to 2016 along Stryker Ave  

Table 2 

Total -$40,211.73 
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Commercial Property Information 
283 properties in this same area (Fig. 4), including 11 total commercial properties, of which all 
are located along Stryker Ave.  The table below provides a brief overview of the different types 
of properties along, and adjacent to, Stryker Ave between Winifred St and Winona St.   

Property Type # of Properties 
1 Unit Residential 193  

2-3 Unit Residential 51 
4+ Units (Mixed Use) 19 (4) 

Commercial 11 
Church 3 
Other 7 

 

Available vacant commercial space along Stryker Ave totals 13,500 square feet excluding the 
vacant property at 62 Winifred St.  Of the 11 commercial properties, five are currently vacant, 
making it very difficult in cultivating an active and vibrant commercial corridor.  Reactivating 
these spaces may require public-private partnerships, particularly if mixed-use, transit-oriented 
development is pursued to provide a greater range of housing and public transit opportunities 
and options.  Increasing retail density through mixed use commercial/residential development 
would provide an increase in both commercial density and population density, along with 
potentially increasing pedestrian foot traffic along this corridor.   
 

There are currently four mixed use residential/commercial buildings along Stryker Ave, most 
having minimum setback from the curb, brick façade, and located within close proximity to other 
active commercial spaces.   
 

     
 
Commercial space is available in 3 of the 4 properties, with Sammi’s Market currently 
occupying the commercial space of the fourth property.  The two other vacant commercial 
properties include two different auto body shops.   

   

     Figure 6: 61 Winifred St     Figure 7: 637-639 Stryker Ave       Figure 5: 567 Stryker Ave 

       Figure 8: 584 Stryker Ave        Figure 9: 62 Winifred St 

Table 3 
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Current Conditions           
 
By analyzing the existing corridor 
building conditions, potential strengths, 
weaknesses, opportunities, and threats 
may be identified to better understand 
where to focus efforts most effectively.   
The corridor is a mix of low to medium 
density residential units, with with an 
assortment of commercial properties 
along Stryker from Winifred St to just 
south of Baker St.  Multi-unit apartment 
complexes and vacant properties dot the 
landscape, often leading to large parking 
lots or a street environment in which the 
buildings are setback far from the curb, 
leaving pedestrians feeling somewhat as 
though they are wandering through a 
desolate environment.  Despite recent 
renovations by many commercial 
property owners on the interior, many 
building facades have outdated 
appearances and take away from the 
aesthetics of the environment.    
 
The Stryker Market (now known as West 
Side Groceries) is a vacant store located at 605 Stryker Ave that has a bit of a troubled history 
in recent years.  Residents mention somewhat typical nuisance problems, such as loitering and 
drug activity, along with other issues such as spoiled milk and goods that make this location 
more a detriment than attraction for the neighborhood.  A pending new tenant (property owner) 
is set to open the Stryker Market, which has resulted in curiosity and backlash as to how this 
business will operate.   
 
A community forum hosted by WSCO was held on August 10, 2016 to address these concerns.  
Attendees included the current property owner, Councilwoman Rebecca Noecker, 
representatives from the Department of Agriculture and Department of Health & Safety, St. 
Paul Police, media representatives, and approximately 45-50 concerned citizens.  The forum 
was intended to provide an open space for dialogue between the community and 
property/business owner to identify strategies, outcomes, and methods of evaluation in regards 
to how the new business will operate and address community concerns.  Both the Department 
of Health & Safety and Department of Agriculture representatives conveyed that the property 

Figure 10: Existing building footprint near Stryker and George 
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owner and building met the minimum standards for operation, and thus their hands were tied.  
Community oversight, market forces, and/or public policy are tools and strategies that may be 
needed to ensure compliance and/or the transition of this property to a new use.   
 
At the intersection of Stryker and George where commercial activity is the highest, the Icy Cup 
serves as the focal point for neighborhood gatherings and hosts the West Side Farmer’s Market 
during the summer months.  Recent improvements include attractive landscaping that serves 
as a buffer for pedestrians from automobiles along the sidewalks, along with multiple 
implementations of public art along the building and fence.  Sami’s Market and Stryker Auto are 
also located at the intersection of Stryker and George.  The owners of Stryker Auto have also 
made minor improvements along the sidewalk that includes updated streetscape elements.  
Sami’s Market is located in a mixed-use commercial/residential space, and is a typical 
neighborhood convenience store selling food and tobacco products.  No recent major façade 
improvements have been made nor are planned for this property.   
 
584 Stryker Ave is a vacant commercial space that was formerly the Professional Auto Body 
Shop.  The property is currently listed for sale.   
 
The West Side Community Garden at 617 Stryker Ave is another community focal point, though 
it’s location along Stryker Ave makes it difficult in developing a higher density commercial and 
residential mixed-use corridor.  617 Stryker Ave is a city-owned property that should be 
developed using transit-oriented development principles as the mixture of uses and activity 
along the corridor transitions.   
 
625 Stryker Ave, 631 Stryker Ave, 637 Stryker Ave, and 639 Stryker Ave are a string of 
commercial spaces located just south of the community garden along Stryker Ave.  A 
laundromat and food shelf currently occupy two of the spaces, while the commercial space of 
the mixed-use building is unoccupied.   
 
Shadey’s Bar at 674 Stryker Ave caps off commercial activity along Stryker Ave.  Shadey’s Bar 
occupies a space at the intersection of Stryker and Dodd.  A large parking lot and on-street 
space satisfy most parking needs. 
 
The following maps provide an overview of existing commercial properties, vacant commercial 
properties, and city-owned land along Stryker Ave to better understand where priority nodes or 
other opportunities and threats may exist.  Figure 6 presents an overview of existing gaps along 
the corridor which generally take away from the pedestrian experience, with the exception of 
the temporary community garden at 617 Stryker Ave.  Figure 7 provides an overview of city-
owned properties and structures.  Figure 8 provides an overview of the existing active 
commercial properties.  Figure 9 provides an overview of the existing vacant commercial 
properties and structures.   
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Gaps Along Stryker Ave 

Figure 11: Existing building footprint and major gaps along Stryker Ave 
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City Owned Property 

Figure 12: Property owned by the City of St. Paul 
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Active Commercial Properties 

Figure 13: Active commercial properties along Stryker Ave 
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Vacant Commercial Properties 

Figure 14: Vacant commercial properties along Stryker Ave 
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Current Land Use 

Figure 15: Current land use along Stryker Ave 

Land Use 
The corridor contains 
mostly medium to low 
density residential and 
commercial properties, 
with an area of higher 
commercial activity at 
Stryker-George and the 
potential for increasing 
commercial density 
along Stryker Ave 
between King St and 
Baker St (Fig. 15).  
Vacant property exists 
directly within the 4 
block stretch in which 
commercial activity is 
greatest (from George 
St. south to Baker St.).   
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Stryker Ave is slated to become a mixed-use corridor in the future per the St. Paul 
Comprehensive Plan (Fig. 16), which should in turn generate higher densities and pedestrian 
activity if properly developed and addresses the current zoning constraints.  A change in land 
use of this nature will need to be guided by city planning and policy efforts to ensure 
development proceeds in a manner desirable to local residents and neighborhood 
organizations, and not at the whims of private investors with a narrow scope and/or vision of 
their own property or the corridor in general.     
 
Zoning 
One of the greatest challenges currently existing in cultivating a more thriving commercial 
corridor along Stryker Ave are the zoning constraints that direct housing off of Stryker Ave and 
limit the placement of commercial activity.  The impact can be seen in the numerous large 
parking surfaces along Stryker Ave, remnants of a built landscape developed largely in favor of 
the automobile.   
 

Figure 16: Future planned land use for the West Side neighborthood 
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Transit Oriented Development 
Development opportunities along Stryker Ave should consider the transition to a mixed-use 
corridor, along with including different transit-oriented development (TOD) strategies and 
principles.  Much of the West Side is designated as an area of concentrated poverty; 13% of 
the population is disabled; 13.4% have no vehicle and 37.6% have one vehicle; 44% of the 
households are cost-burdened; 41.8% make under $35,000 per year; 10.7% are unemployed; 
37.1% travel 10-19 minutes to work, 24.3% travel 20-29 minutes to work, and 28.8% travel 30 
minutes or longer to work although the majority (70.3%) live less than 10 miles from their place 
of employment.  These statistics, combined with the close proximity of the neighborhood to 
downtown St. Paul and other employment opportunities across the Mississippi River, suggest 
transit-oriented development is a necessity to address both inequities that exist within the city 
for providing access to employment, recreation, and shopping opportunities.   
 
A grocery store does not exist within walking distance for most residents living in the 
neighborhood, so access to fresh food is limited to the farmer’s market once a week, a few 
months a year, or when the sparingly frequent public transit passes through the neighborhood 
along Stryker Ave.   Walking around the neighborhood while survey canvassing and during 
community events, access to fresh food was a common theme often mentioned that was only 
further intensified as a result of the limited public transit options.  Increasing housing density 
through the use of transit-oriented development strategies and an understanding of the future 
of Stryker-George as a mixed-use commercial corridor should guide both how properties along 
Stryker Ave are redeveloped, specifically 617 Stryker Ave.   
 
A partnership with Saint Paul PED is imperative for development of this nature.  Outside of 
improvements made by individual property owners on their homes, it seemed this was an area 
that had been neglected by public sector investment.  Much of the neighborhood lacked basic 
streetscape elements such as curbs or crosswalks, public transit ran sparingly, neglected and 
troublesome properties were in operation, and many residents felt adequate housing options 
were not available.  Framing Stryker Ave  
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Market Analysis            
 
Esri Business Analyst is an extension through Esri ArcGIS that provides users to examine 
areas at specified thresholds.  A 5-minute drive time, 10-minute drive time, and 15-minute drive 
time threshold were used to examine the local demographics, summary of businesses, and 
local expenditures (Figure 17).  The threshold can be adjusted accordingly as to pertain to 
larger or smaller commercial corridors and neighborhood retail centers. Conducting a market 
analysis of this nature helps determine what businesses may be feasible based on the market. 

 
 
Within a 5-minute drive of Stryker-George, four food stores exist, though do not appear to be 
capturing as much of the market as expected considering the limited competition.  The entire 
summary is included in Appendix C.  
 
Esri Business Analyst separates these results into what are referred to as Tapestry Segments.  
Front Porches and Fresh Ambitions scored the highest, well other categories such as Parks 
and Rec, Metro Renters, Emerald City, and Social Security Set were other categories in which 
the West Side scored high on the index level (Appendix C).   

Figure 17: Esri Business Analyst 5, 10, and 15 minute drive-times from intersection of Stryker and George 
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Community Outreach           
 
Community outreach was conducted using a multi-pronged approach.  One-on-one interviews 
with property owners were conducted to gather data regarding building conditions, 
past/present/future improvements, future business plans, zoning and/or building regulation 
constraints, and ways in which WSCO and St. Paul PED could serve as a resource in the 
growth of their business or improvement of their property.  Events in the community were 
attended as part of the public participation process, with both a “dotmocracy” (see Appendix A) 
and traditional survey tool (see Appendix B) administered at the West Side Farmer’s Market 
Shadey’s Bar Customer Appreciation Day.  The survey was also administered by block group 
leaders during National Night Out to engage residents who may not have given input.     
 
Door-to-door survey canvassing was conducted on numerous occasions for the ¼ mile-area 
surrounding Stryker-George, with leave-behinds directing doors that went unanswered to a link 
for the survey through WSCOs website.  The survey was hosted online through the WSCOs 
website, and the link was emailed to the WSCO server list as well as being posted on their 
social media sites in an effort to gather additional responses.   
 
In total, 180 survey responses were gathered as part of the community outreach process: 
approximately 75 total engaged through the “dotmocracy” survey and 105 through the paper 
and online survey tools.  Approximately 175 written comments were also gathered as part of 
the survey canvassing and outreach efforts, which will be useful qualitative data in identifying 
community wants and needs.   
 
Property Owner Interviews 
Interviews were conducted with property owners to gather data regarding building conditions, 
past/present/future improvements, future business plans, zoning and/or building regulation 
constraints, and ways in which WSCO and St. Paul PED could serve as a resource in the 
growth of their business or improvement of their property.   
 
Property owners were also given a brief survey to identify strategies they believed would be 
most beneficial for their individual properties and the Stryker Ave corridor as a whole. 
 
Consistent themes identified through these interviews that was an interest for most property 
owners was increasing housing density along Stryker Ave.  Mixed opinions were given 
regarding the next initiative WSCO should attempt when given the options of examining efforts 
to increase transit frequency, conducting a market analysis, a corridor rezoning study, and 
business technical assistance programs.  Property owners saw value in each, with studies to 
increase transit frequency and an in depth market analysis garnering more positive responses.   
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“Dotmocracy” Survey Outreach 
Events in the community were attended as part of the public participation process, with a 
survey in the form of a “dotmocracy” tool was administered at the West Side Farmer’s Market 
and at Shadey’s Bar Customer Appreciation Day.  
 
The West Side Farmer’s Market is an ongoing weekly event held Saturday mornings from 
8:30am until 12:30pm at the Icy Cup, a neighborhood fixture located at the intersection of 
Stryker & George.  The July 16, 2016 date resulted in record attendance, providing the 
opportunity to engage with many local residents and families.  Approximately 60-65 responses 
were gathered during this event.  Respondents were somewhat reflective of the neighborhood 
demographics, though a higher rate from Caucasians was noticeable.   
 
Shadey’s Bar hosted a customer appreciation day on July 31st, 2016, which was well attended 
by local neighborhood residents.  Approximately 15-20 responses were gathered during this 
event.  Respondents again were somewhat reflective of the overall neighborhood 
demographics, though most respondents were either Caucasian or Latino. 
 
“Dotmocracy” Survey Results 
Respondents at both events identified a need for increasing business activity, along with the 
desire for easier access to fresh and local food options otherwise not being provided on the 
West Side, though a slight contradiction existed as to what type of grocery store respondents 
would like to see.  Developing a neighborhood business identity, and certain types of local 
businesses (health/beauty, retail/clothing, and professional services) consistently ranked low at 
both events, suggesting these are not improvements residents would like to see or believe 
would enhance Stryker Ave.   
 

Other feedback addressed both the 
difficulties in attracting new businesses, 
the rate at which improvements 
occurred, the length of time properties 
sat vacant, and comments that a large 
number of these businesses would not 
be sustainable in the neighborhood for 
one reason or another.   Overall, people 
were mostly excited at the thought of 
revitalizing Stryker Ave into a more 
active and friendly space.   
 
 
 

  Figure 18: Outreach at West Side Farmer’s Market 



Stryker-George: Plan for Action 
	

	 	
														

	
25	

 
Tables 4 and 5 provide results from the “dotmocracy” survey, reflecting similar findings from the 
traditional survey instrument regarding the type of improvements the community desires.  
 

Table 4   
What would you like to 
see along Stryker Ave? 

West Side Farmer’s 
Market Shadey’s Bar 

Co-op Grocery 32 7 
Coffee/Cafe 31 4 

Child-Oriented Retail 14 3 
Big-Box Grocery 7 10 

Professional Services: Legal, Tax, 
Clinic 3 1 

Bicycles/Recreational Activities 11 2 
Health and Beauty Supplies and 

Services 0 2 

Small/Independent Businesses 11 0 
Artist Gallery 12 3 

Retail/Clothing 5 2 
Bars/Restaurants 27 6 
Hardware/Repair 11 4 

 
Table 5   

What would help Stryker Ave 
be more pedestrian friendly? 

West Side 
Farmer’s Market Shadey’s Bar 

More Businesses /Commercial Activity 27 5 
Attractive Landscaping 22 7 
Increased Foot Traffic 23 2 

Improved Sidewalks, Crosswalks, Lighting, 
and/or Bus Shelters 20 9 

Neighborhood Business Identity 4 1 
Additional Housing at a Range of Income 

Levels 11 5 

 
Survey Outreach 
Door-to-door survey canvassing was conducted on numerous occasions for the ¼ mile-area 
surrounding Stryker-George, with leave-behinds directing doors that went unanswered to a link 
for the survey online through WSCOs website.  The survey link was emailed to the WSCO 
server list as well, along with being posted on their social media sites in an effort to gather 
additional responses.  The paper survey was also administered by block group leaders during 
National Night Out as a final attempt to engage residents seeking to provide their input.   
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Survey Results 
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1. What is your relationship to 
the West Side? Do you...

Shop Here
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Live Here
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Retail/Clothing
Big-Box Grocery Store

Professional Services (Tax, Legal, Clinic)
Health/Beauty

Child-Oriented Retail
Bicycle Shop/Recreational Activities

Hardware/Repair
Artist/Gallery

Independent Businesses
Restaurant/Bar

Coffee/Café
Co-op Grocery Store

2.  What types of products or services do you think are 
needed along Stryker Ave? (Choose up to 3) 
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Total Sum of Weighted Rankings      Total 

Increasing Feelings of Safety 
(less vacant space; more pedestrian traffic) 1 12 18 68 335 434 

Making it More Attractive 
(building appearances and signage; parks/green spaces) 0 6 21 124 270 421 

Making it More Pedestrian Friendly 
(street lighting; sidewalk/street improvements) 1 10 33 120 250 414 

Adding More Businesses 
(more retail, dining, and entertainment options) 4 6 45 80 260 395 

 
 

Increasing 
Feelings of 

Safety 

Making it More 
Attractive 

Making it More 
Pedestrian 

Friendly 

Adding More 
Businesses 

We need to 
reduce/eliminate the 
amount of drug dealing 
that happens. 

Well kept public space; 
boulevards, city owned 
property, existing 
businesses 

Take out the turnabouts.  
Traffic is out of control 

No bars - restaurant/grocery/coffee 
shop (jerabeks old space?) 

safety for who? fools, 
racist 

I'd rather see 
unused/deteriorating 
properties be torn down 
rather than sit vacant.  
Empty space is better than 
blight.  If it's unused or 
neglected for a year or 
more, tear it down before it 
becomes an eyesore (i.e. 
Stryker Market). 

Already pedestrian friendly? A child care center would be great 
during day time homework in the 
evening for older kids. 

1

0

1

4

5

4

7
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12

7
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Making it More Pedestrian Friendly (street lighting; sidewalk/street 
improvements)

Making it More Attractive (building appearances and signage; 
parks/green spaces)

Increasing Feelings of Safety (less vacant space; more pedestrian 
traffic)

Adding More Businesses (more retail, dining, and entertainment 
options)

3.  How important are each of the following to improving 
Stryker Ave? (5=very important, 3=doesn't matter too 

much, 1=not important at all):

5 4 3 2 1
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kids need to be safe Professional signage for the 
community garden and the 
auto shop on 
Stryker/George 

street lighting and 
sidewalk/street 
improvements 

A coffee shop or cafe/restaurant 
would give the community a 
gathering place sorely needed 
after Jerabek's closed two years 
ago. 

drug dealing? Stryker looks like a slum. 
The city could pay more 
attention to enforcing 
ordinances regarding 
upkeep of lots, (overgrown 
grass), barking dogs, use of 
illegal fireworks, graffito, 
after hour loitering in the 
streets, backyard burning 
and providing more police 
presence. 

I dislike street 
improvements between 
George & Baker and at 
Dodd & Morton 

Require/strongly encourage 
building to join farmers market and 
community programming  - it would 
be great to create a mini 
'downtown' hub with SAFE, 
independent small businesses that 
support the community 

It's a wonderful spot 
but Stryker is too 
sketchy to walk down 
sometimes. 

There are too many boarded 
up businesses. I feel that the 
people who have purchased 
buildings on George are 
only interested in in getting 
the income from the rentals 
on the second floor and not 
interested in filling the first 
floors with businesses that 
the community needs. 
(specifically the buildings 
that formerly held Mazatlan 
and Jerabek's)  

 need to be supportive of 
businesses, people forget we have 
really good neighbors 

 Improving the appearance of 
all businesses along Stryker 
would be helpful. It would be 
nice if the city invested a 
little money in improving the 
street and boulevards. And 
the bus stops! 

 Courting businesses that we want 
to see (i.e. Boca Chica, Taco 
House, Frias family) to take a 
chance and open shop at a vacant 
spot on Stryker. Frias family 
opened Peppers & Fries on Lake 
street in an old 7-11 store. 

 attractive for whom? need to 
avoid gentrification 

 Noooooo big box. Local and small 
business priority. Food coop is 
necessary to support an important 
focus and accessibility to small, 
sustainable producers. 

 Let's get more people 
knowing how nice the West 
Side is! 
It needs to look pretty too 

 Honestly don't thing Stryker Ave 
needs any large-scale retail. 
There's a market two blocks away 
at George and Stryker, so why 
have one there? The only other 
business that would fit the scale 
and probably zoning wise would be 
an Amore type coffee shop, a 
small scale hardware store or 
some other small (preferably 
independent) business. 

 Stryker Ave. is 
embarrassing. Commercial 
owners show little interest in 

 These options are all inter-related; 
fewer vacancies indicate more 
business, attractiveness, and 
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maintaining their properties. 
The convenience stores are 
the worst. In particular, 
Stryker Market is awful--
either finish that mural or 
paint over it. Fix the window 
rather than covering it with 
vinyl siding. Use signage 
from this century. Maybe call 
the police when drug 
dealers are hanging out in 
front of the store, or hire an 
off-duty officer for the 
evenings. The place 
reduces property values and 
there will never be 
meaningful change for the 
avenue until it's dealt with. 

safety. Though I think these all 
follow each other with local 
businesses and foot traffic from 
local residents driving major 
change. 

 just cleaning streets and 
sidewalks of the trash and 
weeds would help! 

 More stores, more foot traffic. 
Locals and independent, avoid 
chains. 

 Stryker currently looks a 
little dilapidated and 
unloved.  Some attention to 
cleaning the street up and 
revitalizing the vacant 
spaces would go a long 
way. 

 There must be a good reason for 
people to visit the Stryker Corridor 
area. 

   I would like for there to be things to 
do with my children and I want to 
be proud of the neighborhood I live 
in.  
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4. If you only had to choose one of the areas of improvement 
listed in Question 3, which ONE would you choose and why? 
 

#1: Adding More Businesses 
#2: Increasing Feelings of Safety 
#3: Making it More Attractive 
#4: Making it More Pedestrian Friendly 

 
Adding More 
Businesses 

Increasing 
Feelings of Safety 

Making it More 
Attractive 

Making it More 
Pedestrian 

Friendly 
this will help improve the 
other items 

this ensures the rest falls 
into place. 

Add professional signage to 
the existing biz's - except Icy 
Cup. Their space is great. 

Less vacant space/more 
POSITIVE foot traffic 

Do something with the 
vacant spaces 

so we can walk down the 
street and not have to worry 
about our safety. 

For anyone who lives East of 
Baker Playground, Stryker 
makes it look like the West 
Side is the slums. 

Making it more pedestrian 
friendly- easier to achieve 

I think neighborhood cafes 
help build community and 
improve neighborly-ness, 
which also improves safety 
and increases foot traffic. 

if people feel safe, they will 
come out of their houses 
more and walk more which, 
in itself, makes things more 
safe.  Also, people who feel 
safe outside will plant 
flowers and trees on the blvd 
and get out and talk to 
neighbors more freely. 

I would do an analysis of the 
open space, and develop a 
plan for developing a "green 
infrastructure," including 
daylighting Mendota Creek, 
which formerly ran through 
the middle of the district. 

The street are dangerous to 
cross, seen too many close 
calls, by both myself and 
others 

because I think it would 
effect all the areas that need 
improvement. Bring the right 
businesses and it will be 
more attractive, pedestrian 
friendly and more foot traffic 

Increasing feelings of safety, 
because with less vacant 
space= more businesses 
and less vacant homes 

If it looked better, it would be 
better 

 

the owners will take care of 
the space in front of the 
business and buildings being 
occupied will increase foot 
traffic and safety. 

maybe multi-use housing 
instead of retail 

more attractive with green 
spaces that invite all 
residents and guests to 
engage 

 

I would love to be able to 
walk to a "quaint" 
neighborhood restaurant for 
dinner.  If it's interesting and 
attractive it would draw not 
only from the neighborhood, 
but from downtown and 
surrounding neighborhoods 
as well.  Quite some time 
ago, I heard a rumor that 

Historically the area around 
Stryker Market and Brown 
Derby/Mazatlan not safe- 
gun fire and drug activity 
common 

great starting point to build 
off.  People will come if it 
looks good. 
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Minneapolis' Sample Room 
wanted to open a restaurant 
on the West Side. 
Something like that would be 
awesome. 
More businesses, 
specifically a coffee 
cafe/restaurant (or 
microbrewery). Adding a 
place where people can 
gather and interact would, I 
think, have a domino effect 
on the other areas of 
improvement. I don't find 
Stryker to be unsafe per se, 
but rather that there's 
currently no reason for me 
and my family to be there, 
except for evenings at Icy 
Cup and the Saturday 
Farmer's Market, both of 
which are only in the 
summer months. 
Winner's/Shady's is really a 
bar for regulars, not an 
inviting/welcoming place to 
gather or for families to go to 
together. We tend to go to 
West Saint Paul for places 
like that (Amore, Taste of 
Love and Cherokee for 
example). 

Safety- public disturbances 
 
 

Make it more attractive. It's 
not THAT unsafe (other than 
around the convenience 
stores), although it could feel 
safer. 

 

Adding more businesses, 
without that no reason to go 
out 

Safety is #1- concerned for 
kids, need more police 
officers. Drug dealing all the 
time and speeding 

we need to keep the West 
Side beautiful for residents. 

 

brings more revenue and 
increases tax base 

nothing will produce if people 
don't feel safe near 
commercial stores, not as 
concerned with overall 
neighborhood safety 

will make it easier to 
add/retain businesses 

 

People renting or buying in 
this neighborhood are 
looking for a good 
coffeeshop, fresh food 
(market is great  but need 
more), good restaurants with 
healthy and affordable food 

I believe this will invite more 
businesses and promote 
those businesses to invest in 
beautification of this area 

less likely crime and bad 
element congregate 

 

Adding more businesses so I 
can get the types of goods I 
need 

More traffic might make it 
safer. 

looks like a dump!!  
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Adding more businesses, 
preferably family-friendly so 
that other parts of St. Paul 
recognize us 

Increasing feelings of safety, 
mainly the drug traffic and 
the people it brings to the 
neighborhood.   

The unkempt look makes it 
hard to imagine a business 
investing.  It's hard to walk-- 
especially along east side of 
Stryker across from garden.  
The neighborhood has a real 
feeling of neglect by the city. 

 

Adding more businesses- it 
will bring the rest of it 

Safety with the use of 
housing, and possible limited 
retail on the first floor: such 
as a child care center, 
beautician for residents, 
coffee shop for residents 

Fixing the buildings so they 
are presentable. 

 

Adding businesses- 
otherwise, I have no reason 
to come down here.  

I know quite a few high 
school kids who have been 
robbed around Stryker & 
George area 

  

Local businesses-feelings of 
community 

With the past issues at 
Stryker Market and having 
seen drug deals happen in 
broad daylight, services that 
would increase foot traffic 
would at least make it less 
desolate and reduce open 
air dealing. 

  

More businesses- likely the 
catalyst for the others, 
though all probably go 
together 

Foot traffic and more window 
shops would help with 
safety. 

  

Adding more businesses- 
more businesses= more 
people. more people= safer 
communities 

Increase feelings of safety. If 
this is done I would hope the 
rest will follow. 

  

Adding retail, maybe 
specialty retail such as 
handcrafted art- would bring 
ownership and new attention 
to the area (pride) 

Safety; also- multifamily 
market/senior housing to fill 
in more 

  

More businesses, the other 
improvements might follow 

with safety will come the rest   

This would solve the other 
problems and bring foot 
traffic, vibrancy to our 
neighborhood 

I would improve safety and 
the feeling where people 
want to come to these 
streets.  Business 
investments will follow the 
people. 

  

Adding more locally owned 
and co-operative businesses 
as these will have the 
greatest effect in improving 
the other points. The key is 
to keep management local: 
preferably West-Siders living 
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and working in the 
community. 

A retail business, like a large 
supermarket, which draws 
families to this area. 

   

More businesses will attract 
local and other customers 

   

I would like to see something 
for the younger generation to 
do and be engaged in. 

   

businesses will generate 
more people which will 
increase feelings of 
safety.etc; will help make the 
street more attractive and 
more ped friendly 

   

Adding more businesses 
would help all of the others, 
particularly safety 

   

Because adding in these 
legitimate and positive 
businesses will help with 
other initiatives. 

   

Cafe, a bubble tea/ coffee 
place with sandwiches. With 
icy cup only being seasonal 
it would be nice to have a 
coffee shop nearby where 
you could also grab a bite to 
eat. Think more of a 
ChaiTime or Bubble Tea 
than a coffee shop (a bit 
different than Amore on 
Smith) 

   

Adding more businesses - by 
adding more businesses and 
owners who are invested in 
their work many of the others 
will come along naturally.   
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6. If a product was the same price 
across the options below, how/where 

would you purchase the item?

Local Store Online Big-Box Retailer No Preference
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7. Please list your reasons for not using local stores to purchase goods and/or using 
services: 

Price Product Availability Safety Product 
Quality Other 

Do not have the 
groceries 
needed at 
affordable prices 

o Limited availability on the west 
side 

 
o With an exception of the 

hardware store or two of the 
restaurants, there is nothing I 
use that the West Side sells. 

Safety 
and high 
prices 

I support small 
business; more quality 
and passion concerning 
the products. 

Unaware of the 
local businesses 

It varies, 
sometimes 
distance is a 
factor, but the 
main hindrance 
is prices 

o Selection and availability. 
 

o Options are slim to none 
 

o range of products 

Safety, 
drugs, 
raid on 
market 

Rotten food or way to 
expensive I would pay 
higher price if it was 
worth it. 

There aren't any 
local stores worth 
visiting north of 
Annapolis 

Price 
 
Price 
 
Price 
 

o No selection 
 

o Nowhere to shop 
 

o Not enough options 

Drug 
dealing at 
stores, 
don't feel 
safe. 

Quality of Products and 
Services not up to par, 

hours of operation 
 
Convenience, price 

Price, 
convenience, or 
availability 

o There are no stores on Stryker!! 
 

o Products unavailable, cost 

 Lack of safe, quality 
options that people 
provide what I 
need/want within 
walking distance 

The character of 
the management 
and employees 

Money 
 
Prices high, less 
selection 
 
always local 
when price isn't 
an issue 
 
I shop on a 
budget and I 
purchase stuff 
on sale! 
 

o Other than Icy Cup there aren't 
really any business I wish to 
use. 

 
o Higher prices and unavailability 

of Halal grocery in area 
 

o hat local stores? 
 

o Not what I need nearby 
 

o Limited offerings, no stores 
have what I need 

 
o limited offering 

 
o Don't have what I need nearby 

 
o IF they don't have what I need 

 There is no local 
grocery on Stryker. 
SAMI market is dirty 
and last time I visited, 
dairy products were 
expired and produce 
was moldy. 
 
sometimes convenience 
store food is of poor 
quality 
 
Food always outdated 
or spoiled, not enough 
healthy food options 

First, the local 
stores are typically 
not local.  They are 
big box retailers.  
So I am really not 
buying local.  But 
this also depend 
upon the item and 
how soon I need it.  
If I can wait I would 
rather order online 
because West St. 
Paul roads are less 
than satisfactory. 

 
 
 

o We don't really have local 
stores in my neighborhood that 
offer what I want. 

 
o Selection and price. 

 

 Outdated/expired food 
at grocery mart at 
George. Quality food is 
lacking at markets. 

Often, it's too far to 
travel to a local 
store for an item or 
I can find it cheaper 
online. 
Convenience goes 
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o What stores? 
 

o Not enough options 

a long way when 
you're balancing 
work and raising a 
young family. 

 o Usually because they do not 
carry what I'm looking for. 

   

 o none available    
 o I generally do do this, but 

Stryker Ave does not feature 
businesses that I use regularly. 

   

 o There's nothing available to 
shop for on Stryker. We go for 
ice cream but that's the only 
thing available on that street 
other than the bar and 
laundromat. 

   

 o not much around 
o There aren't any! 

   

 o lack of variety of products    
 o Nowhere to shop    
 o lack of offerings 

o Not available 
   

 o Convenience and the fact that 
local stores don't exist 

   

 o There is no truly store for fresh 
produce, bread and cheese 

   

 o Nothing available; uninviting 
appearance 

   

 o Not everything I purchase is 
available locally on the West 
Side. However, if you are to 
expand to St. Paul local, then I 
prefer purchasing local at that 
level 

   

 o What I need isn't sold locally.  I 
go to the Mississippi Market to 
buy groceries 

   

 o Don't have what I need- 
additional sales tax also 
disincentive to shop local 

   

 o Some items not available; I do 
consider West St. Paul local, 
but I have a car 

   

 o We are in a food desert. With 
the exception of Oxendale's in 
WSP and Cooper's on W7th, 
we don't have many food 
markets. A Mississippi Market 
small satellite store would be 
brilliant! 

   

 o There are none! We shop at 
Seward coop and Mississippi 
market (not wealthy, poor grad 
students who value the coop 
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mindset), and drive to the ace 
hardware in Mac-Grove land.  
We do eat out locally. 

 o I try to shop locally when 
possible, but the West Side has 
some service gaps in some of 
my needed areas. 

   

 o PRODUCT 
SELECTION/VARIETY 

   

 o Lack of availability/selection.  
We buy local whenever 
possible. 

   

 o Few local stores are available 
that provide everyday products 

   

 o There really are no stores within 
walking distance.  I use the 
library every week.  I do shop at 
the Icy Cup occasionally but 
choose not to go into the 
market across the street. 

   

 o don't have goods and services 
that I need 

   

 o They don't exist, or don't have 
enough selection/quality 
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8. Please list any additional comments or thoughts on the shopping experience along 
Stryker Ave:	

What Shopping 
Experience? 

Transit Options Positive Negative 

Please tell me what stores 
you are referring to. How can 
I have an experience if there 
are no businesses to 
experience? 

It doesn't come often 
enough- I would absolutely 
use it more if it was more 
often available.  For 1.5 
years I didn't have a car 
and it was tough to use 
buses here. Also, people 
renting or buying here want 
to have easy commutes to 
downtown.  It's not easy 
when it only comes once an 
hour on weekends! 

The Icy Cup is a perfect 
example of a business 
that has taken a closed 
up place and turned it 
into a thriving business.  
It's nicely landscaped 
and kept clean.  Other 
than that there is no 
shopping experience on 
Stryker.   

Please do not allow that 
owner to open the Stryker 
Market/West Side Grocery 
on Stryker and King.  He has 
a history of allowing, if not 
running, lascivious activity 
out of that store and others 
that he owns.  I would 
appreciate a co-op, a 
daycare/homework center, a 
park...  Or what if we had a 
solar park there that could 
contribute to our energy 
efficiency? 

Currently, there is no 
shopping experience along 
Stryker Ave. 

needs earlier service and 
more frequency 

Shopping needs to be 
integrated into a "green 
infrastructure" to 
augment the aesthetics 
and opportunity for  
walking/biking/exercise. 

Further up Stryker Ave is 
really sketchy.  gang activity 
and drug lords all the time 
 

Miss Jerabek's.  Other than 
the Icy Cup there is nothing 
else on Stryker that I visit. 

I work in Minneapolis and 
drive to fort snelling 
because there aren't 
enough bus options to get 
me out of the neighborhood 
and into downtown to 
transfer. 

The Farmer's Market is 
great, and so is Icy Cup. 
The only other place to 
"shop" is the corner store 
on Stryker/George. I 
don't purchase things 
there since prices are 
generally higher than a 
grocery or gas station, 
and it's not a very 
pleasant place to shop. 

I don't really want to have 
the West Side, especially 
Stryker Ave, to be a Grand 
Ave experience. It feels like 
a neighborhood now- keep it 
that way;  I like to walk to the 
Green Line Train- knowing I 
can ride the bus to the train if 
weather requires.. 

Really, there is nowhere to 
shop 

Lack of public 
transportation to shopping 
outside Stryker Ave area 
(times and bus schedule) 

Want more Icy Cup Empty places 
Driving is out of control, 
excessive speeding. Safety 
for kids is not good at all.  
More police needed on the 
streets- otherwise fears kids 
might get hit by a car. 

I'd love to have a good 
coffee shop return 

has to stop at Hardy 
 

laundromat is good/clean Empty places 

No shopping experience 
lately 

NO WEEKEND Food coop. The 
neighborhood would 
embrace it!!! Look at the 
success of the Seward 
friendship store. 

Only at night are there 
issues 

Everything moves slow, 
vacancies stay vacant too 
long 
 

Not enough frequency. 
Staggering the 62 & 75 by 
15 minutes would help. 

While moving to the 
area, a co-worker 
advised me to "stay 
away" from Stryker Ave. 

Some of the vacant buildings 
(and slumlord owners) are 
contributing to the problem 
and de-valuing their own 
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 The fact that this is a 
project in motion, is 
exciting. 

properties by not getting 
them in shape and leasing 
them out to good tenants. 
They don't seem to see the 
potential value of the real 
estate they're sitting on. 

Where is there to shop on 
Stryker? Outside of Icy Cup, 
a troubled market and a 
laundry mat, it is a bunch of 
vacant buildings. We need to 
bring in legitimate 
businesses, cafes, etc . to 
improve the walkability of the 
neighborhood and attract 
responsible home owners 
and renters. 
 

 It seems like it was once 
vibrant and has been 
neglected, but the area 
feels like it could start to 
support local businesses 
again provided owners 
are reliable and 
respectful of the 
community and their 
patrons. 

It's dire. 

What shopping experience? 
It's a couple of convenience 
stores and Icy Cup (not 
counting Winners). The 
convenience stores are 
gross and Icy Cup is only 
open part of the year. 

 Again, shopping on 
Stryker should be small 
scale and walkable. Big 
box is not good for our 
neighborhood 

 

There is no shopping 
experience along Stryker. As 
for all of the options listed in 
#2, some have been tried 
and failed, and many of the 
others seem somewhat self-
serving to me. 

 Love the Icy Cup!  

Where's the shopping?  I 
don't see it.  Must go to 
Doddway or S. Robert 
Street. 

 Any business needs 
community support 

 

I've been in retail at least 15 
years and don't think the 
street gets enough traffic to 
support most types of stores. 

   

There isn't one!    
Except for Icy Cup/Farmer's 
Market, there are no 
businesses I use 

   

What shopping experience?  
Are referencing the grocery 
store?  Why not go to Cub? 

   

Currently, there aren't many 
shopping places along 
Stryker Ave.  And frankly, 
those that do exist do not 
seem very friendly or 
welcoming. 
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9.  Does the current frequency of the 75 
Metro Transit Bus along Stryker Ave meet 
your needs for getting to work, shopping, 

or other activities?

Hardly any, or no needs are met by current service

Some needs are met by current service

Most needs are met by current service

All my needs are met by current service

And how frequently do you use public 
transportation?

Hardly any, or none of my travel is done using public transportation

Some of my travel is done using public transportation

Most of my travel is done using public transportation

All my travel is done using public transportation
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10. What is your 
gender?

Male Female

11. What is your age?

Under 18 18-24 25-44 45-64 Over 64

12. What is your race?

African American Asian
Caucasian Latino
Middle Eastern Other

13. What is your household’s 
annual gross income?

Under $25,000 $25,000-$50,000

$50,000-$100,000 Over $100,000

14. How long have you lived on the West 
Side?                                   

Under 1 year 1-2 years 2-5 years 5-10 years Over 10 years
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Survey Findings 
Most survey respondents were residents of the neighborhoods (see survey question #1), with 
just a small portion (2%) who identified shopping in the neighborhood as their only connection.  
A fairly good split between females (61%) and males (39%) occurred (survey question #10).  
Lower rates of respondents under 24 and over 65 years old also occurred (survey question 
#11), while 64% made $50,000 annually or more (survey question #13).  
 
The percent of Caucasian respondents at 76% was higher than neighborhood demographics 
(see survey question #12), while other races had lower response rates in relation to the total 
population on the West Side.  47% have lived on the West Side over 10 years, with a fairly 
mixed proportion making up the remaining 53% (see survey question #14).  
 
40 % said hardly any needs met by current transit, but 59% said hardly any travel is done by 
public transit (see survey question #9).  Only 13% responded that all or most of their travel is 
done using public transportation.    
 
97% have traveled outside of the West Side more than 5 times for shopping, with only 1 
respondent having all their shopping needs met within the West Side neighborhood over the 
past 30 days (see survey question #5).  Despite the high total of people having traveled outside 
of the neighborhood to shop, 90% would prefer to shop local over using online or big-box 
retailers (survey question #6).  Only 1 respondent preferred a big-box store over the other 
options.  
 
Additional outreach should be conducted to get a better grasp regarding the community’s 
opinion of the existing transit service.  Specifically, targeted outreach at large multi-unit rental 
properties and at bus stops along Stryker Ave. may be useful to engage with more people likely 
to be riding and reliant on the bus.   
 
A Co-op grocery store was the most desired business, followed by coffee/café, restaurant/bar, 
independent businesses, and an artist gallery as the top five choices (see survey question #2).  
Healthy food options was a theme consistently mentioned while at community events or 
canvassing the neighborhood, which aligns well with findings from this survey.   The closing of 
Jerabek’s — which was a neighborhood fixture for years operating as a coffeeshop — was 
mentioned as being a major loss for the community.  The choices ranking the lowest were 
retail/clothing, big-box grocery store, and professional services, which seeming fitting 
considering the desire of respondents to have better access to healthy foods in a small-scale 
neighborhood environment.   
 
Increasing feelings of safety followed by making the corridor more attractive were the most 
desired improvements by the community (see survey question #3).  Adding more businesses 
received the most 1s (not important at all).  Although, when followed up and asked to only pick 
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one area of improvement between the four options, adding more businesses had the highest 
total of responses (see survey question #4), followed by increasing feelings of safety, making it 
more attractive, and finally making it more pedestrian friendly.  Making it more pedestrian 
friendly by using improvements such as street lighting or sidewalk improvements was also not a 
common theme discussed while attending community events.     
 
High prices, product availability, product quality, and crime/safety issues were mentioned as 
deterrence’s as to why people did not shop on Stryker Ave (survey question #7).  Many of the 
comments focused on both product availability and product quality, which was also common 
theme discussed at community events and the Stryker Market community forum.   
 
A lack of any shopping experience, inadequate transit services, and support for Icy Cup (see 
survey question #8) were themes identified regarding any additional comments or thoughts of 
the shopping experience along Stryker Ave.  With Icy Cup only in operation seasonally, losing 
the community developed during the summer was another theme mentioned within survey 
comments and during outreach at community events.   
 
Contradictions to some of these findings were identified in the “dotmocracy” results from the 
event at Shadey’s Bar.  A big-box grocery store was the most desired business, and making 
the environment more pedestrian friendly with improved crosswalks, street lighting, bus stops 
was the most desired improvement. 
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Equitable Development Strategies & Tools       
 
Many examples and best practices from the around the nation can be used to identify potential 
redevelopment strategies and opportunities as to how to best revitalize existing urban 
neighborhood corridors through equitable commercial corridor, housing, and transit 
development strategies.   
 
The Urban Land Institute highlights ten principles included in the table below which the 
organization identified as essential for developing neighborhood corridor rebuilding strategies1, 
many of which can be applied along the Stryker Ave corridor.   
 

Table 6  
Urban Land Institute:  10 Principles for Rebuilding Neighborhood Retail 

• Great streets need great 
champions 

• It takes a vision 
• Think residential 
• Honor the pedestrian 
• Parking is power 

• Merchandise and lease 
proactively 

• Make it happen 
• Be clean, safe, and friendly 
• Extend day into night 
• Manage for change 

 Urban Land Institute  
 
Mentioned as part of the Daniel Rose Fellowship Land Use Challenge, strategies along the 
Broadway Commercial Corridor in Oakland, CA emphasize the tactic of, “strengthening, 
seeding, and connecting its assets.”   
 
The ability and capacity of the organization (WSCO) to enact positive and effective change is 
an extremely important variable in developing effective strategies for corridor redevelopment 
initiatives, along with strong partnerships with St. Paul PED, property owners, and other 
neighborhood organizations.  Some principles will require residents to be proactive, such as 
maintaining a clean, safe, and friendly environment, making it happen, or managing for change, 
while others such as think residential or parking is power will require policy initiatives to 
implement.   
 
A report analyzing strategies and tactics for commercial corridor revitalization develops further 
upon the 10 Principles detailed by ULI.  These steps outline a detailed strategy to follow in 
attempting to implement strategies and theories, and are provided in the table below as 
important concepts to consider during the planning and development stages (Table 7).   
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Table 7 
Understanding Strategies and Tactics in Commercial Corridor Revitalization 

• Identify and Map Community Assets 
• Include Community Input and Public Participation in Planning Processes 
• Create Strategic Partnerships 
• Understand and Adhere to Governmental Policies 
• Incorporate Cultural Economic Development/Progressive Cultural Development 
• Create Designated Zones or Districts, including Cultural Heritage Corridors 
• Business Improvement Districts, etc. 
• Strategically Plan and Compose Organizational Documents 

Center of Urban and Regional Affairs- Diana Catherine Dyste, 2012 
 
The City of St. Paul PED provides various resources applicable for the revitalization of Stryker 
Ave, not limited to the Commercial Vitality Program (CVP)5, the Neighborhood STAR Program6, 
and a package of homebuyer & homeowner tools. 
 
CVP is a program specific to commercial properties intended to serve as a catalyst for 
investment and revitalization for commercial areas in need of revitalization.  The program is 
administered annually, based upon recommendations from the planning staff, and ultimately 
sent to city council for final review as part of the selection process.  For commercial properties, 
certain corridors are candidates for receiving funding to help revitalize  
 
The Neighborhood STAR Program is a competitive application process intended to help private 
property owners rehabilitate and renovate their properties.  These funds can be used for both 
commercial and residential properties,  
 
Neighborhood STAR Program: 
Eligible Activities:  

• Rehabilitation and/or construction of residential, commercial, and industrial property 
• Most permanently affixed interior and exterior improvements to commercial or residential facilities 

including: walls, ceilings, floors, lighting, windows, doors, entrances, electrical, and plumbing 
• HVAC, energy, and security improvements, handicapped accessibility, and building code 

corrections 
• Minor public improvements (major public improvements should be referred to the city’s Capital 

Improvement Budget (CIB) process) 
• Beautification of public or private open space, including trees and shrubs, permanently installed 

benches, play equipment, and lighting 
• Non-profit neighborhood organizations providing a funding program to local businesses, 

homeowners and condominium or townhome owners for capital improvement activities 
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Recommendations           
Stryker Ave presents numerous challenges in cultivating a more active and thriving commercial 
corridor.  Vacant commercial spaces and undesired retail activity result in basic retail needs not 
being met within the community.  Inadequate access to basic goods and services, such as 
fresh and healthy food options, is only further exacerbated by limited public transit opportunities 
and frequency.  A lack of public investment is having substantial negative costs as result, as 
private investment is stymied while the community remains underserved and unaddressed.  
Current retail and housing density along Stryker Ave doesn’t support increasing transit 
frequency or options, while also making it difficult to attract new retail tenant’s dependent on a 
steady stream of pedestrian foot traffic and active commercial corridor.     
 
The commercial viability of the corridor is thus in decline, with vacant commercial spaces 
scattered at many places along the corridor.  The neglect of public and private sector 
investment has developed an environment in which crime and safety are consistent concerns 
identified by people within the community.  A few properties were identified as being “troubled” 
properties, which can be confirmed by data7 from Saint Paul PED staff and a quick Google 
search of the “Stryker Market.”  567 Stryker Ave, 65 George St, 605 Stryker Ave, and 637 
Stryker Ave are commercial properties with multiple complaints in 2016, ranging from garbage 
and abandoned vehicles to graffiti and mice infestations. 	
 
Implementing specific small-scale strategies to not only attract new tenants, but also in 
developing a safer environment through the use of urban design principles such as “eyes on 
the street,” activity generators such as new public spaces, or increasing population density 
through new housing should be initiatives pursued by WSCO.   
 
The St. Paul Comprehensive Plan8 identifies ways to develop mixed-use corridors that include: 

• LU 1.21  Balance the following objectives for Mixed-Use Corridors through the density and scale of 
development: accommodating growth, supporting transit use and walking, providing a range of 
housing types, and providing housing at densities that support transit.  

• LU 1.28  Promote conditions that support those who live and work along Mixed-Use Corridors, 
including frequent transit service, vibrant business districts, and a range of housing choices.  

• LU 1.40  Promote the development of housing that provides choices for people of all ages, 
including singles and young couples, families, empty-nesters, and seniors.  

• LU 1.42  Promote the development of housing in Mixed-Use neighborhoods that supports walking 
and the use of public transportation.  

• LU 1.46  Encourage the expansion of compact commercial areas in Neighborhood Centers and 
Mixed-Use Corridors to further the objectives of both categories of neighborhoods.  

• LU 1.52  Prioritize the development of compact commercial areas accessible by pedestrians and 
transit users over commercial areas more readily accessed by automobile. Discourage new and 
expanded auto-oriented uses.  

• LU 1.53  Encourage changes to the design of existing auto-oriented commercial buildings and 
areas with elements of traditional urban form to minimize impacts on the pedestrian realm.  
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Taking these strategies into consideration, an approach should be followed that focuses not 
only on attracting new tenants, but developing a corridor that includes increasing housing 
density, expanding public transit options, and other improvements that guide Stryker Ave while 
transitioning into a more identifiable mixed-use commercial corridor.  Rezoning the corridor 
would help address any land use regulations limiting opportunities to increase both commercial 
and residential density along Stryker Ave.     
 

Priority Nodes 
Focusing improvements and guiding higher-density development and activities should be 
specific to “priority nodes,” particularly intersections where commercial and pedestrian activity 
are already the greatest.  The intersections of Stryker & George and Stryker & Elizabeth are 
areas in which current commercial density is highest, though the topography near Elizabeth Hill 
on the eastern side of Stryker Ave and Elizabeth St place major constraints on development 
opportunities (Fig. 19).  Stryker & Winifred and and the portion of Stryker Ave between 
George and King St are the next two locations in which focused improvements may be most 
beneficial. 
	

Following findings from the survey, seeking 
out businesses offering healthy food options 
or places to dine (coffee/café, restaurant/bar) 
should be pursued.  Developing a safer 
environment by adding more businesses and 
increasing pedestrian traffic along Stryker 
Ave should be focused on select nodes, 
while also addressing large gaps in the 
infrastructure that make the pedestrian 
experience unnerving.   
 
 

 
Certain elements could be included as new development occurs to help address community 
concerns along Stryker Ave:   

• “Eyes on the street” to address safety/crime concerns (Crime Prevention Through 
Environmental Design) 

• Promote arts and culture to attract businesses and make a more attractive environment 
• Add density (housing) and public spaces to increase pedestrian traffic 
• Activity generators to increase pedestrian traffic 
• “Lowest hanging fruit”  
• Compatible mixed land uses 
• Social capital 
• Leverage cultural assets 

Figure 19: East side of Stryker Ave shown on left of photo 
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Property Information 
	
Properties in red are vacant, while properties in green are active commercial properties.  Point 
A corresponds with 61 Winifred St W, Point B with 62 Winifred St W, and so forth moving down 
the list.  
	
	

Address Business Name Telephone Email Property Use Vacant? 
Sale/Lease? 

61 
Winifred 
St W 
 

n/a Mez Capital   Commercial & 
Residential 

Yes- 
Space for Lease 
(1,800 Sq. Ft.) 

62 
Winifred 
St W 
 

n/a Liquid 
Properties 
Llc 

  Commercial Yes- 
For Sale  

65 
George 
St W  
 

Sami’s Market David 
Epstein 
(Manager) 
 

651-457-6022 
 

david@totalfreedomrealty.com 
 

Commercial & 
Residential 

No 

63 
George 
St W 

Icy Cup Pompeyo 
Sanchez 
(Manager) 

612-876-7769 
 

 Commercial- 
Restaurant- 
Fast-Casual 

No 

542 
Stryker 
Ave 

Stryker Auto 
 

Dong Van 
Vo 
 

651-222-5284 
 

SAS@strykerauto.comcastbiz.
net 
 

Commercial- 
Auto Repair 

No 

567 
Stryker 
Ave 

Verburgt Holdings Llc 
 

Tom 
Verburgt 
 

612-309-3361 
 

tom@verburgt.com 
 

Commercial- 
Vacant 

Yes- 
Space for Lease 
(1,500 Sq. Ft.) 

584 
Stryker 
Ave 
 

Professional Auto Body 
Huuki Holdings Llc  
 

Neil Huuki 
 

Brent Lundell- 
Listing 
Agent/Broker 
952-261-7617 

brent@lundellbrokerage.com Commercial- 
Auto Repair 

Yes- 
For Sale- 
$535,000 
 

605 
Stryker 
Ave 

Stryker Market 
A & A Market Llc 
A & M Development Llc 
West Side Groceries 

Ahmad Al-
Hawari 
 

763-439-9611 loonexpress@msn.com Commercial- 
Grocery 

Yes- 
Pending opening 
10/16 

625 
Stryker 
Ave 

Stryker Laundry Llc Randall Felt   Commercial-
Laundry 

No 

637 
Stryker 
Ave 

n/a Cheryl Lake 651-330-2227 mscheryl657@gmail.com Commercial/ 
Residential 

Yes-  
Commercial & 
Residential 
For Sale- 
$549,900 

674 
Dodd 
Road 

Shadey’s Bar Tammi 
Theresa 
Vasquez 

651-431-8800 vtammi24@yahoo.com Commercial- 
Bar/Restaurant 

No 
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Red= Monitor   Yellow= Work With  Green= Support 
Address Business Challenges My Recommendations 

61 Winifred 
St W 
 

Vacant 
(1,800 sq. 
ft.) 

• Vacant commercial space • Attract tenant to fill space and function 
once filled by Jerabek’s 

• Locate tenant who has desire to invest in 
community and neighborhood 

62 Winifred 
St W 
 

Vacant • Vacant building 
• Façade in need of major 

renovation 
• Former commercial use limit 

future use 

• Identify opportunities to reimagine this 
commercial space unrelated to former use 

• Another possible space for WSCO, which 
would boost activity along Stryker Ave 
between Icy Cup and any new businesses 
at 61 Winifred St W 

65 George St 
W  

Sami’s 
Market 

• History of complaints 
• Community perception 

• Engage and educate business owner on 
benefits of providing goods/services 
desired by community 

• Help alter community perception of 
business operation 

• Assist with new signage 
63 George St 
W 

Icy Cup • Business is only in operation 
seasonally 

• Consult with manager to submit 
Neighborhood STAR application 

• Continued support of business while 
offering community gathering space for 
West Side Farmer’s Market 

542 Stryker 
Ave 

Stryker 
Auto 
 

• Building setback far from sidewalk 
• Auto-oriented business increases 

auto traffic in-and-out of parking 
lot at important commercial node 

• Support streetscape improvements at 
intersection of Stryker and George 

567 Stryker 
Ave 

Vacant 
(1,500 sq. 
ft.) 

• Commercial pace has been 
vacant for extended period of time 

• Community perception of former 
businesses located here 

• Consult with property owner to examine 
future development potential 

• Attract tenant that has interest in opening 
business that “activates” Stryker Ave 

584 Stryker 
Ave 
 

Vacant 
(8,000 sq. 
ft.) 

• Vacant building 
• Façade in need of renovation 
• Former commercial use limits 

future use 

• WSCO should seek opportunity to 
purchase building as community space 

• Would serve as activity-generator for 
Stryker Ave (food, community-building, 
consistent presence along Stryker Ave 
during the daytime hours) 

605 Stryker 
Ave 
 

Stryker 
Market 
 

• Hisotry of problems 
• Community perception 
• Disconnect between community & 

business  

• Monitor property to ensure new business 
complies with community input received at 
forum 

 
625 Stryker 
Ave 

Stryker 
Laundry 

• Limited goods/services available 
• Adjacent to food shelf (noticeable 

from back parking lot) 

• Assist with application for façade and/or 
streetscape improvements 

• Tie-in improvements with new 
development at 617 Stryker Ave 

637 Stryker 
Ave 

Vacant 
(3,500 sq. 
ft.) 

• Property is for sale, resulting in 
commercial space not being 
available for lease 

• Opportunity for City of Saint Paul to invest 
in both the Stryker Ave corridor and the 
West Side neighborhood 

674 Dodd 
Road 

Shadey’s 
Bar 

• Limited dining options without 
build-out of kitchen 

• Typical nuisance activity 
associated with drinking alcohol 

• Support business in their efforts to engage 
and support community 

• Potential Neighborhood STAR applicant 
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What would you like to see along Stryker Ave?
Co-op Grocery Store Coffee/Cafe Big-Box Grocery StoreChild-Oriented Retail

Professional Services: 
Legal, Taxes, Clinic

Bicycle/Recreational    
Activities

Health and Beauty     
Supplies and Services

Small/Independent           
Businesses

Artist Gallery Retail/Clothing Bars/Restaurants Hardware/Repair

What would help Stryker Ave be more 
pedestrian friendly?

Increased Foot TrafficAttractive LandscapingMore Businesses/
Commercial Activity

Added Housing at a 
Range of Income Levels

Neighborhood Business IdentityImproved Sidewalks, Crosswalks, 
Lighting, and/or Bus Shelters
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West Side Community Organization	
	
	

Thank you for taking this survey!	
	
WSCO is working with the City of Saint Paul and our Councilmember, Rebecca Noecker, to 
bring more vitality to Stryker Avenue between Winona and Winifred. 	
	
In partnership with the city, current property owner and other organizations, we hope to 
attract more business to this corridor, and make it more pedestrian friendly. The best way to 
do that is know what residents like YOU want to see, which is why we’re asking you to 
complete this survey. 	
	
We will post the results of the survey for all to see in Fall 2016.  	
	
If you have any questions, please contact WSCO’s Community Organizer, Monica Bravo, at 
monica@wsco.org.	
	
	
	
	
	
	
Yes, keep me updated on this project! 	 	

	
Name: ________________	
	

	
Address:	
______________________________________	
______________________________________	
	
Email:___________________	
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Resident Survey          	
Shopping Habits	
             	
1. What is your relationship to the West Side? Do you...	
� Live here � Work here � Shop here � Other      	
	
Please provide the intersection where you reside: _____________________________  
             	
2. What types of products or services do you think are needed along Stryker Ave? 	
(Choose up to 3)	
� Restaurant/Bar  � Child-Oriented Retail � Co-op Grocery Store � Professional Services (legal, clinic)	
� Health/Beauty  � Big-Box Grocery Store � Coffee/Cafe  � Retail/Clothing	
� Independent Business � Hardware/Repair � Bicycle Shop/Recreation � Artist Gallery	
             	
3. How important are each of the following to improving Stryker Ave? 	
(5=very important, 3=doesn’t matter too much, 1=not important at all)	
	
Adding more businesses    � 1 � 2 � 3 � 4 � 5	
(More retail, dining, and entertainment options)  (Additional comments ______________________________)	
	
Increasing feelings of safety   � 1 � 2 � 3 � 4 � 5  
(Less vacant space, more foot traffic)   (Additional comments______________________________) 
	
Making it more attractive    � 1 � 2 � 3 � 4 � 5 	
(Building appearances & signage, parks/ green spaces)  (Additional comments______________________________)	
	
Making it more pedestrian friendly   � 1 � 2 � 3 � 4 � 5 	
(Street lighting; Sidewalk/street improvements)  (Additional comments______________________________)	
             	
4. If you only had to choose one of the areas of improvement listed in Question 3, which ONE would you 
choose and why? 	
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________	
             	
5. In the last 30 days, how many times did you…	
Visit businesses along Stryker Ave     � Not once � Less than 5 times � More than 5 times	
Visit the West Side Farmers Market     � Not once � Less than 5 times � More than 5 times	
Travel outside of the West Side for shopping   � Not once � Less than 5 times � More than 5 times	
Make an online purchase     � Not once � Less than 5 times � More than 5 times	
             	
6. If a product was the same price across the options below, how/where would you purchase the item?	
� Local store � Online � Big-Box Retailer � No preference	
             	

--Over--	
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7. Please list your reasons for not using local stores to purchase goods and/or using services:	
             
              	
             	
8. Please list any additional comments or thoughts on the shopping experience along Stryker Ave:	
            	
            	
            	
9. Does the current frequency of the 75 Metro Transit Bus along Stryker Ave meet your needs for getting to 
work, shopping, or other activities?   	
	
� All my needs are met by current service	
� Most needs are met by current service	
� Some needs are met by current service 	
� Hardly any, or no needs are met by current service	
	
And how frequently do you use public transportation?	
� All my travel is done by public transportation	
� Most of my travel is done by public transportation	
� Some of my travel is done by public transportation 	
� Hardly any, or none of my travel is done by public transportation	
             	
	
We need to know a little more about you	
             	
10. What is your gender?    � M   � F      	
	
11. What is your age?       � Under 18   � 18-24     � 25-44 � 45-64      � Over 64	
             	
12. What is your race? � African � African-American � Asian  �Caucasian	
                   � Latino   �Middle Eastern    � Native Am. �              	
             	
13. What is your household’s annual gross income? � Under $25,000   � $25,000- $50,000	
       � $50,000-$100,000 � over $100,000 
             	
14. How long have you lived in the West Side?	
� Under 1 year � 1-2 years � 2-5 years � 5-10 years � over 10 years	
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Executive Summary
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
Population

2000 Population 29,533 139,832 386,020
2010 Population 29,518 139,608 388,982
2015 Population 29,882 141,887 396,507
2020 Population 30,768 146,233 410,258
2000-2010 Annual Rate -0.01% -0.02% 0.08%
2010-2015 Annual Rate 0.23% 0.31% 0.37%
2015-2020 Annual Rate 0.59% 0.61% 0.68%
2015 Male Population 48.7% 48.9% 49.0%
2015 Female Population 51.3% 51.1% 51.0%
2015 Median Age 35.0 35.4 34.0

In the identified area, the current year population is 396,507. In 2010, the Census count in the area was 388,982.  The rate of change since 
2010 was 0.37% annually. The five-year projection for the population in the area is 410,258 representing a change of 0.68% annually from 
2015 to 2020. Currently, the population is 49.0% male and 51.0% female. 

Median Age

The median age in this area is 35.0, compared to U.S. median age of 37.9.
Race and Ethnicity

2015 White Alone 66.0% 64.3% 62.5%
2015 Black Alone 11.5% 14.3% 13.8%
2015 American Indian/Alaska Native Alone 1.5% 1.0% 0.9%
2015 Asian Alone 6.5% 10.3% 14.0%
2015 Pacific Islander Alone 0.1% 0.1% 0.1%
2015 Other Race 8.6% 5.4% 4.4%
2015 Two or More Races 5.8% 4.6% 4.3%
2015 Hispanic Origin (Any Race) 23.4% 13.4% 10.5%

Persons of Hispanic origin represent 10.5% of the population in the identified area compared to 17.6% of the U.S. population.  Persons of 
Hispanic Origin may be of any race. The Diversity Index, which measures the probability that two people from the same area will be from 
different race/ethnic groups, is 65.1 in the identified area, compared to 63.0 for the U.S. as a whole.

Households
2000 Households 11,306 56,215 152,648
2010 Households 11,739 57,966 154,850
2015 Total Households 12,072 59,530 158,838
2020 Total Households 12,541 61,695 164,837
2000-2010 Annual Rate 0.38% 0.31% 0.14%
2010-2015 Annual Rate 0.53% 0.51% 0.49%
2015-2020 Annual Rate 0.77% 0.72% 0.74%
2015  Average Household Size 2.42 2.32 2.43

The household count in this area has changed from 154,850 in 2010 to 158,838 in the current year, a change of 0.49% annually.  The five-
year projection of households is 164,837, a change of 0.74% annually from the current year total.  Average household size is currently 2.43, 
compared to 2.45 in the year 2010. The number of families in the current year is 89,414 in the specified area. 

Data Note: Income is expressed in current dollars
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.

July 19, 2016
Made with Esri Business Analyst

©2015 Esri www.esri.com/ba 800-447-9778 Try it Now! Page 1 of 2



Executive Summary
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
Median Household Income

2015 Median Household Income $49,002 $49,479 $50,898
2020 Median Household Income $56,007 $56,009 $57,634
2015-2020 Annual Rate 2.71% 2.51% 2.52%

Average Household Income

2015 Average Household Income $62,221 $67,230 $67,533
2020 Average Household Income $70,928 $76,562 $76,717
2015-2020 Annual Rate 2.65% 2.63% 2.58%

Per Capita Income
2015 Per Capita Income $25,615 $28,475 $27,225
2020 Per Capita Income $29,434 $32,567 $30,979
2015-2020 Annual Rate 2.82% 2.72% 2.62%

Households by Income
Current median  household income is $50,898 in the area, compared to $53,217 for all U.S. households. Median household income is 
projected to be $57,634 in five years, compared to $60,683 for all U.S. households

Current average household income is $67,533 in this area, compared to $74,699 for all U.S. households.  Average household income is 
projected to be $76,717 in five years, compared to $84,910 for all U.S. households

Current per capita income is $27,225 in the area, compared to the U.S. per capita income of $28,597.  The per capita income is projected to 
be $30,979 in five years, compared to $32,501 for all U.S. households
     
Housing

2000 Total Housing Units 11,681 58,154 157,353
2000 Owner Occupied Housing Units 6,725 30,515 90,477
2000 Renter Occupied Housing Units 4,581 25,701 62,171
2000 Vacant Housing Units 375 1,938 4,705

2010 Total Housing Units 13,060 63,321 167,301
2010 Owner Occupied Housing Units 6,593 30,339 87,334
2010 Renter Occupied Housing Units 5,146 27,627 67,516
2010 Vacant Housing Units 1,321 5,355 12,451

2015 Total Housing Units 13,503 65,165 171,775
2015 Owner Occupied Housing Units 6,653 30,892 89,115
2015 Renter Occupied Housing Units 5,420 28,638 69,724
2015 Vacant Housing Units 1,431 5,635 12,937

2020 Total Housing Units 14,017 67,330 178,032
2020 Owner Occupied Housing Units 6,822 31,825 92,114
2020 Renter Occupied Housing Units 5,719 29,870 72,723
2020 Vacant Housing Units 1,476 5,635 13,195

Currently, 51.9% of the 171,775 housing units in the area are owner occupied; 40.6%, renter occupied; and 7.5% are vacant.  Currently, in 
the U.S., 55.7% of the housing units in the area are owner occupied; 32.8% are renter occupied; and 11.6% are vacant.  In 2010, there 
were 167,301 housing units in the area - 52.2% owner occupied, 40.4% renter occupied, and 7.4% vacant.  The annual rate of change in 
housing units since 2010 is 1.18%. Median home value in the area is $197,353, compared to a median home value of $200,006 for the U.S. 
In five years, median value is projected to change by 3.97% annually to $239,721.  

Data Note: Income is expressed in current dollars
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.

July 19, 2016
Made with Esri Business Analyst

©2015 Esri www.esri.com/ba 800-447-9778 Try it Now! Page 2 of 2



Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5 minutes Longitude: -93.088114

Population Households
2010 Total Population 29,518 2015 Median Household Income $49,002
2015 Total Population 29,882 2020 Median Household Income $56,007
2020 Total Population 30,768 2015-2020 Annual Rate 2.71%
2015-2020 Annual Rate 0.59%

        Census 2010          2015          2020
Housing Units by Occupancy Status and Tenure Number Percent Number Percent Number Percent

Total Housing Units 13,060 100.0% 13,503 100.0% 14,017 100.0%
Occupied 11,739 89.9% 12,073 89.4% 12,541 89.5%

Owner 6,593 50.5% 6,653 49.3% 6,822 48.7%
Renter 5,146 39.4% 5,420 40.1% 5,719 40.8%

Vacant 1,321 10.1% 1,431 10.6% 1,476 10.5%

         2015          2020
Owner Occupied Housing Units by Value Number Percent Number Percent

Total 6,652 100.0% 6,823 100.0%
<$50,000 68 1.0% 62 0.9%
$50,000-$99,999 418 6.3% 332 4.9%
$100,000-$149,999 1,308 19.7% 670 9.8%
$150,000-$199,999 2,317 34.8% 1,759 25.8%
$200,000-$249,999 1,495 22.5% 1,872 27.4%
$250,000-$299,999 479 7.2% 801 11.7%
$300,000-$399,999 287 4.3% 593 8.7%
$400,000-$499,999 107 1.6% 268 3.9%
$500,000-$749,999 100 1.5% 290 4.3%
$750,000-$999,999 10 0.2% 94 1.4%
$1,000,000+ 63 0.9% 82 1.2%

Median Value $183,060 $215,718
Average Value $205,761 $257,020

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 

July 19, 2016
Made with Esri Business Analyst
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Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5 minutes Longitude: -93.088114

Census 2010 Owner Occupied Housing Units by Mortgage Status Number Percent
Total 6,593 100.0%

Owned with a Mortgage/Loan 5,202 78.9%
Owned Free and Clear 1,391 21.1%

Census 2010 Vacant Housing Units by Status
Number Percent

Total 1,321 100.0%
For Rent 493 37.3%
Rented- Not Occupied 43 3.3%
For Sale Only 200 15.1%
Sold - Not Occupied 29 2.2%
Seasonal/Recreational/Occasional Use 116 8.8%
For Migrant Workers 1 0.1%
Other Vacant 388 29.4%

Census 2010 Occupied Housing Units by Age of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 11,740 6,594 56.2%

15-24 589 82 13.9%
25-34 2,510 1,075 42.8%
35-44 2,221 1,280 57.6%
45-54 2,348 1,519 64.7%
55-64 1,986 1,349 67.9%
65-74 1,038 676 65.1%
75-84 685 429 62.6%
85+ 363 184 50.7%

Census 2010 Occupied Housing Units by Race/Ethnicity of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 11,739 6,593 56.2%

White Alone 9,241 5,832 63.1%
Black/African American 
Alone

967 137 14.2%
American Indian/Alaska 
Native Alone

152 49 32.2%
Asian Alone 391 134 34.3%
Pacific Islander Alone 3 1 33.3%
Other Race Alone 671 317 47.2%
Two or More Races 314 123 39.2%

Hispanic Origin 1,768 845 47.8%

Census 2010 Occupied Housing Units by Size and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 11,740 6,594 56.2%

1-Person 4,216 1,789 42.4%
2-Person 3,390 2,214 65.3%
3-Person 1,599 1,029 64.4%
4-Person 1,252 793 63.3%
5-Person 636 410 64.5%
6-Person 310 183 59.0%
7+ Person 337 176 52.2%

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 
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Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 10 minutes Longitude: -93.088114

Population Households
2010 Total Population 139,608 2015 Median Household Income $49,479
2015 Total Population 141,887 2020 Median Household Income $56,009
2020 Total Population 146,233 2015-2020 Annual Rate 2.51%
2015-2020 Annual Rate 0.61%

        Census 2010          2015          2020
Housing Units by Occupancy Status and Tenure Number Percent Number Percent Number Percent

Total Housing Units 63,321 100.0% 65,165 100.0% 67,330 100.0%
Occupied 57,966 91.5% 59,530 91.4% 61,695 91.6%

Owner 30,339 47.9% 30,892 47.4% 31,825 47.3%
Renter 27,627 43.6% 28,638 43.9% 29,870 44.4%

Vacant 5,355 8.5% 5,635 8.6% 5,635 8.4%

         2015          2020
Owner Occupied Housing Units by Value Number Percent Number Percent

Total 30,889 100.0% 31,824 100.0%
<$50,000 322 1.0% 286 0.9%
$50,000-$99,999 2,199 7.1% 1,884 5.9%
$100,000-$149,999 4,968 16.1% 2,616 8.2%
$150,000-$199,999 8,427 27.3% 6,116 19.2%
$200,000-$249,999 5,691 18.4% 6,261 19.7%
$250,000-$299,999 2,693 8.7% 3,786 11.9%
$300,000-$399,999 2,639 8.5% 4,055 12.7%
$400,000-$499,999 1,372 4.4% 2,591 8.1%
$500,000-$749,999 1,469 4.8% 2,215 7.0%
$750,000-$999,999 474 1.5% 1,170 3.7%
$1,000,000+ 635 2.1% 844 2.7%

Median Value $197,202 $240,010
Average Value $257,614 $315,609

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 
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Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 10 minutes Longitude: -93.088114

Census 2010 Owner Occupied Housing Units by Mortgage Status Number Percent
Total 30,339 100.0%

Owned with a Mortgage/Loan 23,373 77.0%
Owned Free and Clear 6,966 23.0%

Census 2010 Vacant Housing Units by Status
Number Percent

Total 5,355 100.0%
For Rent 2,244 41.9%
Rented- Not Occupied 131 2.4%
For Sale Only 880 16.4%
Sold - Not Occupied 145 2.7%
Seasonal/Recreational/Occasional Use 471 8.8%
For Migrant Workers 1 0.0%
Other Vacant 1,473 27.5%

Census 2010 Occupied Housing Units by Age of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 57,965 30,339 52.3%

15-24 3,417 386 11.3%
25-34 11,921 4,320 36.2%
35-44 9,940 5,219 52.5%
45-54 11,467 6,905 60.2%
55-64 10,142 6,534 64.4%
65-74 5,358 3,534 66.0%
75-84 3,740 2,409 64.4%
85+ 1,980 1,032 52.1%

Census 2010 Occupied Housing Units by Race/Ethnicity of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 57,966 30,339 52.3%

White Alone 44,603 26,878 60.3%
Black/African American 
Alone

6,678 1,207 18.1%
American Indian/Alaska 
Native Alone

500 137 27.4%
Asian Alone 2,941 1,055 35.9%
Pacific Islander Alone 23 7 30.4%
Other Race Alone 1,942 650 33.5%
Two or More Races 1,279 405 31.7%

Hispanic Origin 4,764 1,787 37.5%

Census 2010 Occupied Housing Units by Size and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 57,966 30,340 52.3%

1-Person 22,166 8,516 38.4%
2-Person 17,064 10,712 62.8%
3-Person 7,443 4,455 59.9%
4-Person 5,586 3,501 62.7%
5-Person 2,841 1,686 59.3%
6-Person 1,373 739 53.8%
7+ Person 1,493 731 49.0%

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 
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Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 15 minutes Longitude: -93.088114

Population Households
2010 Total Population 388,982 2015 Median Household Income $50,898
2015 Total Population 396,507 2020 Median Household Income $57,634
2020 Total Population 410,258 2015-2020 Annual Rate 2.52%
2015-2020 Annual Rate 0.68%

        Census 2010          2015          2020
Housing Units by Occupancy Status and Tenure Number Percent Number Percent Number Percent

Total Housing Units 167,301 100.0% 171,775 100.0% 178,032 100.0%
Occupied 154,850 92.6% 158,839 92.5% 164,837 92.6%

Owner 87,334 52.2% 89,115 51.9% 92,114 51.7%
Renter 67,516 40.4% 69,724 40.6% 72,723 40.8%

Vacant 12,451 7.4% 12,937 7.5% 13,195 7.4%

         2015          2020
Owner Occupied Housing Units by Value Number Percent Number Percent

Total 89,097 100.0% 92,096 100.0%
<$50,000 1,120 1.3% 1,043 1.1%
$50,000-$99,999 6,040 6.8% 5,505 6.0%
$100,000-$149,999 15,537 17.4% 8,727 9.5%
$150,000-$199,999 23,073 25.9% 17,452 18.9%
$200,000-$249,999 15,844 17.8% 16,768 18.2%
$250,000-$299,999 8,866 10.0% 11,702 12.7%
$300,000-$399,999 8,750 9.8% 13,055 14.2%
$400,000-$499,999 4,197 4.7% 7,470 8.1%
$500,000-$749,999 3,517 3.9% 6,237 6.8%
$750,000-$999,999 847 1.0% 2,390 2.6%
$1,000,000+ 1,306 1.5% 1,747 1.9%

Median Value $197,353 $239,721
Average Value $246,774 $300,541

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 
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Housing Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 15 minutes Longitude: -93.088114

Census 2010 Owner Occupied Housing Units by Mortgage Status Number Percent
Total 87,333 100.0%

Owned with a Mortgage/Loan 67,364 77.1%
Owned Free and Clear 19,969 22.9%

Census 2010 Vacant Housing Units by Status
Number Percent

Total 12,451 100.0%
For Rent 5,368 43.1%
Rented- Not Occupied 302 2.4%
For Sale Only 2,187 17.6%
Sold - Not Occupied 406 3.3%
Seasonal/Recreational/Occasional Use 776 6.2%
For Migrant Workers 2 0.0%
Other Vacant 3,345 26.9%

Census 2010 Occupied Housing Units by Age of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 154,850 87,334 56.4%

15-24 10,047 1,111 11.1%
25-34 31,487 12,242 38.9%
35-44 27,800 15,752 56.7%
45-54 31,532 20,717 65.7%
55-64 26,633 18,803 70.6%
65-74 13,388 9,594 71.7%
75-84 9,330 6,500 69.7%
85+ 4,633 2,615 56.4%

Census 2010 Occupied Housing Units by Race/Ethnicity of Householder and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 154,851 87,334 56.4%

White Alone 117,291 76,518 65.2%
Black/African American 
Alone

18,034 3,513 19.5%
American Indian/Alaska 
Native Alone

1,257 397 31.6%
Asian Alone 10,738 4,306 40.1%
Pacific Islander Alone 62 26 41.9%
Other Race Alone 4,260 1,427 33.5%
Two or More Races 3,209 1,147 35.7%

Hispanic Origin 10,052 3,789 37.7%

Census 2010 Occupied Housing Units by Size and Home Ownership
            Owner Occupied Units

Occupied Units Number % of Occupied
Total 154,848 87,333 56.4%

1-Person 52,422 22,837 43.6%
2-Person 47,161 30,593 64.9%
3-Person 21,697 13,377 61.7%
4-Person 17,154 11,043 64.4%
5-Person 8,345 5,017 60.1%
6-Person 3,841 2,166 56.4%
7+ Person 4,228 2,300 54.4%

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Census Bureau, Census 2010 Summary File 1. 
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Market Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
Population Summary 

2000 Total Population 29,533 139,832 386,020
2010 Total Population 29,518 139,608 388,982
2015 Total Population 29,882 141,887 396,507

2015 Group Quarters 704 3,650 9,759
2020 Total Population 30,768 146,233 410,258

2015-2020 Annual Rate 0.59% 0.61% 0.68%
Household Summary

2000 Households 11,306 56,215 152,648
2000 Average Household Size 2.55 2.42 2.47

2010 Households 11,739 57,966 154,850
2010 Average Household Size 2.45 2.34 2.45

2015 Households 12,072 59,530 158,838
2015 Average Household Size 2.42 2.32 2.43

2020 Households 12,541 61,695 164,837
2020 Average Household Size 2.40 2.31 2.43
2015-2020 Annual Rate 0.77% 0.72% 0.74%

2010 Families 6,493 30,592 88,068
2010 Average Family Size 3.27 3.21 3.22

2015 Families 6,543 31,022 89,414
2015 Average Family Size 3.25 3.19 3.21

2020 Families 6,706 31,861 92,173
2020 Average Family Size 3.24 3.19 3.21
2015-2020 Annual Rate 0.49% 0.54% 0.61%

Housing Unit Summary
2000 Housing Units 11,681 58,154 157,353

Owner Occupied Housing Units 57.6% 52.5% 57.5%
Renter Occupied Housing Units 39.2% 44.2% 39.5%
Vacant Housing Units 3.2% 3.3% 3.0%

2010 Housing Units 13,060 63,321 167,301
Owner Occupied Housing Units 50.5% 47.9% 52.2%
Renter Occupied Housing Units 39.4% 43.6% 40.4%
Vacant Housing Units 10.1% 8.5% 7.4%

2015 Housing Units 13,503 65,165 171,775
Owner Occupied Housing Units 49.3% 47.4% 51.9%
Renter Occupied Housing Units 40.1% 43.9% 40.6%
Vacant Housing Units 10.6% 8.6% 7.5%

2020 Housing Units 14,017 67,330 178,032
Owner Occupied Housing Units 48.7% 47.3% 51.7%
Renter Occupied Housing Units 40.8% 44.4% 40.8%
Vacant Housing Units 10.5% 8.4% 7.4%

Median Household Income
2015 $49,002 $49,479 $50,898
2020 $56,007 $56,009 $57,634

Median Home Value
2015 $183,060 $197,202 $197,353
2020 $215,718 $240,010 $239,721

Per Capita Income
2015 $25,615 $28,475 $27,225
2020 $29,434 $32,567 $30,979

Median Age
2010 34.0 34.6 33.2
2015 35.0 35.4 34.0
2020 35.7 36.2 34.7

Data Note: Household population includes persons not residing in group quarters.  Average Household Size is the household population divided by total households.  
Persons in families include the householder and persons related to the householder by birth, marriage, or adoption.  Per Capita Income represents the income received by 
all persons aged 15 years and over divided by the total population.
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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Market Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
2015 Households by Income

Household Income Base 12,072 59,530 158,838
<$15,000 13.4% 14.8% 13.4%
$15,000 - $24,999 10.8% 10.1% 9.9%
$25,000 - $34,999 10.9% 10.5% 10.6%
$35,000 - $49,999 15.8% 15.0% 15.1%
$50,000 - $74,999 18.5% 18.4% 18.7%
$75,000 - $99,999 13.6% 12.2% 12.7%
$100,000 - $149,999 12.1% 11.3% 12.1%
$150,000 - $199,999 3.0% 4.0% 4.4%
$200,000+ 2.0% 3.7% 3.2%

Average Household Income $62,221 $67,230 $67,533
2020 Households by Income

Household Income Base 12,541 61,695 164,837
<$15,000 12.5% 14.0% 12.7%
$15,000 - $24,999 8.2% 7.7% 7.5%
$25,000 - $34,999 9.5% 9.0% 9.0%
$35,000 - $49,999 14.0% 13.5% 13.7%
$50,000 - $74,999 17.8% 18.0% 18.2%
$75,000 - $99,999 16.2% 14.3% 14.9%
$100,000 - $149,999 15.4% 14.3% 15.1%
$150,000 - $199,999 3.8% 4.8% 5.2%
$200,000+ 2.5% 4.3% 3.8%

Average Household Income $70,928 $76,562 $76,717
2015 Owner Occupied Housing Units by Value

Total 6,653 30,891 89,097
<$50,000 1.0% 1.0% 1.3%
$50,000 - $99,999 6.3% 7.1% 6.8%
$100,000 - $149,999 19.7% 16.1% 17.4%
$150,000 - $199,999 34.8% 27.3% 25.9%
$200,000 - $249,999 22.5% 18.4% 17.8%
$250,000 - $299,999 7.2% 8.7% 10.0%
$300,000 - $399,999 4.3% 8.5% 9.8%
$400,000 - $499,999 1.6% 4.4% 4.7%
$500,000 - $749,999 1.5% 4.8% 3.9%
$750,000 - $999,999 0.2% 1.5% 1.0%
$1,000,000 + 0.9% 2.1% 1.5%

Average Home Value $205,761 $257,614 $246,774
2020 Owner Occupied Housing Units by Value

Total 6,822 31,824 92,096
<$50,000 0.9% 0.9% 1.1%
$50,000 - $99,999 4.9% 5.9% 6.0%
$100,000 - $149,999 9.8% 8.2% 9.5%
$150,000 - $199,999 25.8% 19.2% 18.9%
$200,000 - $249,999 27.4% 19.7% 18.2%
$250,000 - $299,999 11.7% 11.9% 12.7%
$300,000 - $399,999 8.7% 12.7% 14.2%
$400,000 - $499,999 3.9% 8.1% 8.1%
$500,000 - $749,999 4.3% 7.0% 6.8%
$750,000 - $999,999 1.4% 3.7% 2.6%
$1,000,000 + 1.2% 2.7% 1.9%

Average Home Value $257,020 $315,609 $300,541

Data Note: Income represents the preceding year, expressed in current dollars.  Household income includes wage and salary earnings, interest dividends, net rents, 
pensions, SSI and welfare payments, child support, and alimony.  
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
2010 Population by Age

Total 29,514 139,605 388,979
0 - 4 8.0% 7.3% 7.6%
5 - 9 7.0% 6.5% 6.7%
10 - 14 6.4% 6.3% 6.4%
15 - 24 13.2% 13.9% 15.6%
25 - 34 17.1% 16.6% 16.2%
35 - 44 13.3% 12.5% 12.6%
45 - 54 13.6% 13.8% 13.6%
55 - 64 10.7% 11.4% 10.8%
65 - 74 5.3% 5.8% 5.3%
75 - 84 3.5% 3.9% 3.5%
85 + 1.9% 2.1% 1.7%

18 + 74.6% 75.9% 75.2%
2015 Population by Age

Total 29,881 141,887 396,508
0 - 4 7.5% 6.9% 7.2%
5 - 9 7.4% 6.6% 6.9%
10 - 14 6.4% 6.1% 6.2%
15 - 24 13.1% 13.6% 14.8%
25 - 34 15.7% 16.3% 16.6%
35 - 44 13.3% 12.3% 12.3%
45 - 54 12.6% 12.4% 12.2%
55 - 64 11.9% 12.3% 11.8%
65 - 74 6.5% 7.5% 6.9%
75 - 84 3.6% 3.8% 3.3%
85 + 2.0% 2.2% 1.8%

18 + 75.2% 76.7% 76.0%
2020 Population by Age

Total 30,768 146,231 410,259
0 - 4 7.3% 6.9% 7.2%
5 - 9 6.9% 6.3% 6.6%
10 - 14 6.9% 6.2% 6.4%
15 - 24 11.8% 12.6% 13.8%
25 - 34 16.0% 16.2% 16.4%
35 - 44 14.0% 13.3% 13.3%
45 - 54 11.4% 11.1% 11.0%
55 - 64 11.6% 12.0% 11.5%
65 - 74 8.3% 9.0% 8.4%
75 - 84 3.7% 4.2% 3.7%
85 + 2.0% 2.2% 1.7%

18 + 75.4% 77.2% 76.3%
2010 Population by Sex

Males 14,387 68,113 189,991
Females 15,131 71,495 198,991

2015 Population by Sex
Males 14,561 69,451 194,248
Females 15,321 72,436 202,259

2020 Population by Sex
Males 15,034 71,666 201,224
Females 15,734 74,567 209,035

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
2010 Population by Race/Ethnicity

Total 29,518 139,608 388,981
White Alone 69.1% 67.3% 65.9%
Black Alone 10.4% 13.5% 13.0%
American Indian Alone 1.5% 1.0% 0.9%
Asian Alone 5.5% 8.9% 12.0%
Pacific Islander Alone 0.0% 0.1% 0.1%
Some Other Race Alone 8.2% 5.0% 4.2%
Two or More Races 5.3% 4.2% 3.9%

Hispanic Origin 22.4% 12.6% 10.0%
Diversity Index 68.0 62.7 61.9

2015 Population by Race/Ethnicity
Total 29,882 141,889 396,506

White Alone 66.0% 64.3% 62.5%
Black Alone 11.5% 14.3% 13.8%
American Indian Alone 1.5% 1.0% 0.9%
Asian Alone 6.5% 10.3% 14.0%
Pacific Islander Alone 0.1% 0.1% 0.1%
Some Other Race Alone 8.6% 5.4% 4.4%
Two or More Races 5.8% 4.6% 4.3%

Hispanic Origin 23.4% 13.4% 10.5%
Diversity Index 70.9 65.8 65.1

2020 Population by Race/Ethnicity
Total 30,767 146,233 410,258

White Alone 62.6% 61.0% 58.9%
Black Alone 12.9% 15.5% 14.9%
American Indian Alone 1.4% 1.0% 0.8%
Asian Alone 7.6% 11.6% 16.0%
Pacific Islander Alone 0.1% 0.1% 0.1%
Some Other Race Alone 9.1% 5.8% 4.6%
Two or More Races 6.3% 5.1% 4.7%

Hispanic Origin 25.1% 14.5% 11.2%
Diversity Index 74.1 69.2 68.4

2010 Population by Relationship and Household Type
Total 29,518 139,608 388,982

In Households 97.6% 97.3% 97.4%
In Family Households 75.1% 73.0% 75.5%

Householder 22.1% 22.0% 22.6%
Spouse 13.9% 14.2% 15.0%
Child 31.6% 30.2% 30.9%
Other relative 4.3% 3.9% 4.3%
Nonrelative 3.1% 2.7% 2.7%

In Nonfamily Households 22.5% 24.4% 22.0%
In Group Quarters 2.4% 2.7% 2.6%

Institutionalized Population 1.0% 1.3% 0.8%
Noninstitutionalized Population 1.4% 1.4% 1.7%

Data Note: Persons of Hispanic Origin may be of any race.  The Diversity Index measures the probability that two people from the same area will be from different race/
ethnic groups.
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
2015 Population 25+ by Educational Attainment
Total 19,625 94,682 257,200

Less than 9th Grade 7.3% 6.1% 5.9%
9th - 12th Grade, No Diploma 6.9% 6.1% 5.6%
High School Graduate 22.4% 19.7% 20.5%
GED/Alternative Credential 4.0% 3.4% 3.4%
Some College, No Degree 19.0% 20.6% 20.2%
Associate Degree 8.2% 8.8% 8.2%
Bachelor's Degree 20.5% 22.1% 22.6%
Graduate/Professional Degree 11.8% 13.3% 13.5%

2015 Population 15+ by Marital Status
Total 23,532 114,009 315,909

Never Married 40.1% 41.3% 41.2%
Married 41.5% 41.0% 42.7%
Widowed 5.8% 5.6% 4.8%
Divorced 12.6% 12.2% 11.3%

2015 Civilian Population 16+ in Labor Force
   Civilian Employed 94.1% 94.2% 94.6%
   Civilian Unemployed 5.9% 5.8% 5.4%
2015 Employed Population 16+ by Industry
Total 14,906 70,418 201,405
   Agriculture/Mining 1.0% 0.7% 0.7%
   Construction 5.0% 4.0% 3.9%
   Manufacturing 11.2% 10.5% 11.3%
   Wholesale Trade 2.1% 2.4% 2.3%
   Retail Trade 11.4% 10.7% 10.9%
   Transportation/Utilities 4.2% 4.5% 4.4%
   Information 2.4% 2.7% 2.6%
   Finance/Insurance/Real Estate 8.0% 8.4% 7.9%
   Services 49.8% 51.0% 51.5%
   Public Administration 4.9% 5.0% 4.5%
2015 Employed Population 16+ by Occupation
Total 14,905 70,418 201,405
   White Collar 62.8% 63.9% 63.0%
      Management/Business/Financial 14.1% 15.0% 14.4%
      Professional 24.2% 24.4% 24.3%
      Sales 11.1% 10.7% 10.2%
      Administrative Support 13.4% 13.7% 14.1%
   Services 18.6% 19.0% 18.8%
   Blue Collar 18.5% 17.2% 18.2%
      Farming/Forestry/Fishing 0.7% 0.4% 0.5%
      Construction/Extraction 4.3% 3.6% 3.5%
      Installation/Maintenance/Repair 2.0% 2.0% 2.4%
      Production 6.4% 5.7% 6.5%
      Transportation/Material Moving 5.2% 5.4% 5.3%

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
2010 Households by Type

Total 11,740 57,966 154,850
Households with 1 Person 35.9% 38.2% 33.9%
Households with 2+ People 64.1% 61.8% 66.1%

Family Households 55.3% 52.8% 56.9%
Husband-wife Families 34.6% 34.2% 37.9%

With Related Children 16.4% 15.2% 17.5%
Other Family (No Spouse Present) 20.7% 18.6% 19.0%

Other Family with Male Householder 5.0% 4.5% 4.9%
With Related Children 2.7% 2.5% 2.8%

Other Family with Female Householder 15.7% 14.0% 14.1%
With Related Children 11.3% 9.9% 9.9%

Nonfamily Households 8.8% 9.0% 9.3%

All Households with Children 30.7% 28.0% 30.5%

Multigenerational Households 4.0% 3.1% 3.3%
Unmarried Partner Households 9.0% 8.1% 8.1%

Male-female 8.0% 7.1% 7.1%
Same-sex 0.9% 0.9% 0.9%

2010 Households by Size
Total 11,739 57,966 154,851

1 Person Household 35.9% 38.2% 33.9%
2 Person Household 28.9% 29.4% 30.5%
3 Person Household 13.6% 12.8% 14.0%
4 Person Household 10.7% 9.6% 11.1%
5 Person Household 5.4% 4.9% 5.4%
6 Person Household 2.6% 2.4% 2.5%
7 + Person Household 2.9% 2.6% 2.7%

2010 Households by Tenure and Mortgage Status
Total 11,739 57,966 154,850

Owner Occupied 56.2% 52.3% 56.4%
Owned with a Mortgage/Loan 44.3% 40.3% 43.5%
Owned Free and Clear 11.8% 12.0% 12.9%

Renter Occupied 43.8% 47.7% 43.6%

Data Note: Households with children include any households with people under age 18, related or not.  Multigenerational households are families with 3 or more 
parent-child relationships. Unmarried partner households are usually classified as nonfamily households unless there is another member of the household related to the 
householder. Multigenerational and unmarried partner households are reported only to the tract level. Esri estimated block group data, which is used to estimate 
polygons or non-standard geography.
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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Market Profile
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5, 10, 15 minutes Longitude: -93.088114

0 - 5 minutes 0 - 10 minutes 0 - 15 minutes
Top 3 Tapestry Segments

1. Front Porches (8E) Front Porches (8E) Emerald City (8B)
2. Parks and Rec (5C) Emerald City (8B) Front Porches (8E)
3. Emerald City (8B) Parks and Rec (5C) Parks and Rec (5C)

2015 Consumer Spending 
Apparel & Services:  Total $ $23,864,127 $127,970,185 $341,652,021

Average Spent $1,976.82 $2,149.68 $2,150.95
Spending Potential Index 85 93 93

Computers & Accessories: Total $ $2,698,423 $14,374,171 $38,578,317
Average Spent $223.53 $241.46 $242.88
Spending Potential Index 88 95 95

Education:  Total $ $16,539,578 $87,999,480 $231,067,216
Average Spent $1,370.08 $1,478.24 $1,454.74
Spending Potential Index 90 97 95

Entertainment/Recreation:  Total $ $32,561,125 $173,144,897 $466,265,374
Average Spent $2,697.24 $2,908.53 $2,935.48
Spending Potential Index 81 88 89

Food at Home:  Total $ $53,074,786 $284,161,087 $757,413,475
Average Spent $4,396.52 $4,773.41 $4,768.47
Spending Potential Index 84 91 91

Food Away from Home:  Total $ $33,578,089 $179,439,530 $480,692,836
Average Spent $2,781.49 $3,014.27 $3,026.31
Spending Potential Index 85 92 92

Health Care:  Total $ $44,998,647 $240,051,659 $647,511,778
Average Spent $3,727.52 $4,032.45 $4,076.55
Spending Potential Index 79 85 86

HH Furnishings & Equipment:  Total $ $18,078,391 $96,650,091 $261,822,501
Average Spent $1,497.55 $1,623.55 $1,648.36
Spending Potential Index 81 88 90

Investments:  Total $ $26,082,233 $134,532,264 $358,463,484
Average Spent $2,160.56 $2,259.91 $2,256.79
Spending Potential Index 78 82 82

Retail Goods:  Total $ $248,766,923 $1,328,686,338 $3,586,726,548
Average Spent $20,606.94 $22,319.61 $22,581.04
Spending Potential Index 81 88 89

Shelter:  Total $ $176,390,219 $936,159,731 $2,474,494,198
Average Spent $14,611.52 $15,725.85 $15,578.73
Spending Potential Index 89 96 95

TV/Video/Audio: Total $ $13,308,429 $71,362,628 $190,271,302
Average Spent $1,102.42 $1,198.77 $1,197.90
Spending Potential Index 84 92 92

Travel:  Total $ $19,208,056 $101,648,500 $274,495,392
Average Spent $1,591.12 $1,707.52 $1,728.15
Spending Potential Index 81 87 88

Vehicle Maintenance & Repairs: Total $ $11,169,394 $59,313,065 $159,980,443
Average Spent $925.23 $996.36 $1,007.19
Spending Potential Index 83 89 90

Data Note: Consumer spending shows the amount spent on a variety of goods and services by households that reside in the area.  Expenditures are shown by broad 
budget categories that are not mutually exclusive.  Consumer spending does not equal business revenue. Total and Average Amount Spent Per Household represent annual 
figures. The Spending Potential Index represents the amount spent in the area relative to a national average of 100.
Source: Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. Esri.
Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020. Esri converted Census 2000 data into 2010 geography.
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5 minutes Longitude: -93.088114

Top Tapestry Segments Percent Demographic Summary 2015 2020
Front Porches (8E) 30.9% Population 29,882 30,768
Parks and Rec (5C) 16.7% Households 12,072 12,541
Emerald City (8B) 11.1% Families 6,543 6,706
Metro Renters (3B) 9.0% Median Age 35.0 35.7
Fresh Ambitions (13D) 7.2% Median Household Income $49,002 $56,007

Spending Potential Average Amount
Index Spent Total

Apparel and Services 85 $1,976.82 $23,864,127
Men's 85 $370.69 $4,475,030
Women's 85 $684.88 $8,267,843
Children's 86 $323.08 $3,900,219
Footwear 86 $394.55 $4,763,005
Watches & Jewelry 84 $121.06 $1,461,481
Apparel Products and Services (1) 85 $82.55 $996,550

Computer
Computers and Hardware for Home Use 85 $184.44 $2,226,569
Portable Memory 89 $4.77 $57,592
Computer Software 91 $18.48 $223,040
Computer Accessories 83 $15.84 $191,222

Entertainment & Recreation 81 $2,697.24 $32,561,125
Fees and Admissions 84 $544.23 $6,569,990

Membership Fees for Clubs (2) 82 $140.51 $1,696,196
Fees for Participant Sports, excl. Trips 83 $100.58 $1,214,142
Admission to Movie/Theatre/Opera/Ballet 88 $145.18 $1,752,649
Admission to Sporting Events, excl. Trips 80 $53.09 $640,887
Fees for Recreational Lessons 85 $104.24 $1,258,399
Dating Services 107 $0.64 $7,718

TV/Video/Audio 84 $1,102.42 $13,308,429
Cable and Satellite Television Services 83 $746.05 $9,006,373
Televisions 85 $126.21 $1,523,648
Satellite Dishes 83 $1.31 $15,844
VCRs, Video Cameras, and DVD Players 87 $9.58 $115,599
Miscellaneous Video Equipment 79 $8.51 $102,773
Video Cassettes and DVDs 86 $27.71 $334,543
Video Game Hardware/Accessories 89 $20.58 $248,488
Video Game Software 88 $24.23 $292,508
Streaming/Downloaded Video 91 $5.26 $63,446
Rental of Video Cassettes and DVDs 86 $20.34 $245,535
Installation of Televisions 78 $0.87 $10,446
Audio (3) 87 $107.39 $1,296,359
Rental and Repair of TV/Radio/Sound Equipment 81 $4.38 $52,866
Pets 76 $434.11 $5,240,608
Toys and Games (4) 86 $106.13 $1,281,151
Recreational Vehicles and Fees (5) 70 $151.47 $1,828,505
Sports/Recreation/Exercise Equipment (6) 76 $143.03 $1,726,631
Photo Equipment and Supplies (7) 85 $68.88 $831,517
Reading (8) 83 $125.71 $1,517,610
Catered Affairs (9) 89 $21.26 $256,683

Food 84 $7,178.00 $86,652,876
Food at Home 84 $4,396.52 $53,074,786

Bakery and Cereal Products 84 $615.43 $7,429,513
Meats, Poultry, Fish, and Eggs 84 $964.43 $11,642,595
Dairy Products 83 $468.75 $5,658,770
Fruits and Vegetables 86 $846.32 $10,216,775
Snacks and Other Food at Home (10) 84 $1,501.58 $18,127,133

Food Away from Home 85 $2,781.49 $33,578,089
Alcoholic Beverages 88 $491.40 $5,932,175
Nonalcoholic Beverages at Home 84 $419.53 $5,064,546

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5 minutes Longitude: -93.088114

Spending Potential Average Amount
Index Spent Total

Financial
Investments 78 $2,160.56 $26,082,233
Vehicle Loans 80 $3,404.96 $41,104,642

Health
Nonprescription Drugs 77 $100.05 $1,207,838
Prescription Drugs 76 $377.60 $4,558,407
Eyeglasses and Contact Lenses 79 $71.53 $863,518

Home
Mortgage Payment and Basics (11) 78 $7,274.99 $87,823,729
Maintenance and Remodeling Services 74 $1,244.38 $15,022,189
Maintenance and Remodeling Materials (12) 69 $206.49 $2,492,729
Utilities, Fuel, and Public Services 82 $4,138.35 $49,958,108

Household Furnishings and Equipment
Household Textiles (13) 86 $84.29 $1,017,574
Furniture 83 $426.92 $5,153,779
Rugs 79 $19.51 $235,515
Major Appliances (14) 77 $207.32 $2,502,823
Housewares (15) 83 $59.77 $721,528
Small Appliances 84 $38.56 $465,444
Luggage 84 $7.74 $93,459
Telephones and Accessories 81 $40.82 $492,734

Household Operations
Child Care 89 $398.85 $4,814,934
Lawn and Garden (16) 73 $318.78 $3,848,303
Moving/Storage/Freight Express 94 $69.53 $839,370

Housekeeping Supplies (17) 81 $585.56 $7,068,850
Insurance

Owners and Renters Insurance 73 $369.01 $4,454,665
Vehicle Insurance 83 $1,010.22 $12,195,351
Life/Other Insurance 72 $333.37 $4,024,386
Health Insurance 79 $2,086.67 $25,190,270

Personal Care Products (18) 83 $387.09 $4,672,981
School Books and Supplies (19) 86 $155.25 $1,874,196
Smoking Products 84 $392.75 $4,741,276
Transportation

Vehicle Purchases (Net Outlay) (20) 79 $3,186.73 $38,470,241
Gasoline and Motor Oil 80 $2,824.13 $34,092,857
Vehicle Maintenance and Repairs 83 $925.23 $11,169,394

Travel
Airline Fares 87 $414.94 $5,009,169
Lodging on Trips 79 $355.58 $4,292,607
Auto/Truck/Van Rental on Trips 83 $28.02 $338,210
Food and Drink on Trips 81 $375.99 $4,538,942

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 5 minutes Longitude: -93.088114

                                                                                                                                                                                                                
          

          (1) Apparel Products and Services includes material for making clothes, sewing patterns and notions, shoe repair and other shoe services, apparel laundry and dry 
cleaning, alteration, repair and tailoring of apparel, clothing rental and storage, and watch and jewelry repair.

(2) Membership Fees for Clubs includes membership fees for social, recreational, and civic clubs.

(3) Audio includes satellite radio service, sound components and systems, digital audio players, records, CDs, audio tapes, streaming/downloaded audio, tape recorders, 
radios, musical instruments and accessories, and rental and repair of musical instruments.

(4) Toys and Games includes toys, games, arts and crafts, tricycles, playground equipment, arcade games, and online entertainment and games.

(5) Recreational Vehicles & Fees includes docking and landing fees for boats and planes, purchase and rental of RVs or boats, and camp fees.

(6) Sports/Recreation/Exercise Equipment  includes exercise equipment and gear, game tables, bicycles, camping equipment, hunting and fishing equipment, winter 
sports equipment, water sports equipment, other sports equipment, and rental/repair of sports/recreation/exercise equipment.

(7) Photo Equipment and Supplies includes film, film processing, photographic equipment, rental and repair of photo equipment, and photographer fees.    
                                                                                                                                                                                                                                                           
(8) Reading includes digital book readers, books, magazine and newspaper subscriptions, and single copies of magazines and newspapers..

(9) Catered Affairs includes expenses associated with live entertainment and rental of party supplies.

(10) Snacks and Other Food at Home includes candy, chewing gum, sugar, artificial sweeteners, jam, jelly, preserves, margarine, fat, oil, salad dressing, nondairy cream 
and milk, peanut butter, frozen prepared food, potato chips, nuts, salt, spices, seasonings, olives, pickles, relishes, sauces, gravy, other condiments, soup, prepared salad, 
prepared dessert, baby food, miscellaneous prepared food, and nonalcoholic beverages.

(11) Mortgage Payment and Basics includes mortgage interest, mortgage principal, property taxes, homeowners insurance, and ground rent.

(12) Maintenance and Remodeling Materials includes supplies/tools/equipment for painting and wallpapering, plumbing supplies and equipment, electrical/heating/AC 
supplies, materials for hard surface flooring, materials for roofing/gutters, materials for plaster/panel/siding, materials for patio/fence/brick work, landscaping materials, and 
insulation materials for owned homes.

(13) Household Textiles includes bathroom linens, bedroom linens, kitchen linens, dining room linens, other linens, curtains, draperies, slipcovers, decorative pillows, and 
materials for slipcovers and curtains.

(14) Major Appliances includes dishwashers, disposals, refrigerators, freezers, washers, dryers, stoves, ovens, microwaves, window air conditioners, electric floor cleaning 
equipment, sewing machines, and miscellaneous appliances.

(15) Housewares includes plastic dinnerware, china, flatware, glassware, serving pieces, nonelectric cookware, and tableware.

(16) Lawn and Garden includes lawn and garden supplies, equipment and care service, indoor plants, fresh flowers, and repair/rental of lawn and garden equipment.

(17) Housekeeping Supplies includes soaps and laundry detergents, cleaning products, toilet tissue, paper towels, napkins, paper/plastic/foil products, stationery, giftwrap 
supplies, postage, and delivery services.

(18) Personal Care Products  includes hair care products, nonelectric articles for hair, wigs, hairpieces, oral hygiene products, shaving needs, perfume, cosmetics, skincare, 
bath products, nail products, deodorant, feminine hygiene products, adult diapers, and personal care appliances.

(19) School Books and Supplies includes school books and supplies for College, Elementary school, High school, Vocational/Technical School, Preschool/Other Schools, and 
Other School Supplies.

(20) Vehicle Purchases (Net Outlay)  includes net outlay for new and used cars, trucks, vans, motorcycles, and motor scooters.

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 10 minutes Longitude: -93.088114

Top Tapestry Segments Percent Demographic Summary 2015 2020
Front Porches (8E) 10.9% Population 141,887 146,233
Emerald City (8B) 10.4% Households 59,530 61,695
Parks and Rec (5C) 10.2% Families 31,022 31,861
Metro Renters (3B) 10.0% Median Age 35.4 36.2
Fresh Ambitions (13D) 8.2% Median Household Income $49,479 $56,009

Spending Potential Average Amount
Index Spent Total

Apparel and Services 93 $2,149.68 $127,970,185
Men's 92 $400.87 $23,863,610
Women's 93 $749.78 $44,634,329
Children's 93 $348.83 $20,766,015
Footwear 94 $429.25 $25,553,533
Watches & Jewelry 91 $131.49 $7,827,727
Apparel Products and Services (1) 92 $89.45 $5,324,970

Computer
Computers and Hardware for Home Use 92 $199.56 $11,879,778
Portable Memory 96 $5.16 $307,151
Computer Software 98 $19.77 $1,176,911
Computer Accessories 89 $16.97 $1,010,331

Entertainment & Recreation 88 $2,908.53 $173,144,897
Fees and Admissions 90 $583.71 $34,748,216

Membership Fees for Clubs (2) 89 $152.89 $9,101,671
Fees for Participant Sports, excl. Trips 89 $107.57 $6,403,568
Admission to Movie/Theatre/Opera/Ballet 94 $155.67 $9,267,310
Admission to Sporting Events, excl. Trips 87 $57.79 $3,440,276
Fees for Recreational Lessons 89 $109.07 $6,493,132
Dating Services 118 $0.71 $42,259

TV/Video/Audio 92 $1,198.77 $71,362,628
Cable and Satellite Television Services 91 $812.71 $48,380,629
Televisions 93 $137.31 $8,173,967
Satellite Dishes 91 $1.43 $85,023
VCRs, Video Cameras, and DVD Players 95 $10.41 $619,606
Miscellaneous Video Equipment 88 $9.49 $565,121
Video Cassettes and DVDs 94 $30.09 $1,791,100
Video Game Hardware/Accessories 97 $22.48 $1,338,274
Video Game Software 96 $26.48 $1,576,615
Streaming/Downloaded Video 97 $5.56 $331,201
Rental of Video Cassettes and DVDs 93 $21.96 $1,306,992
Installation of Televisions 83 $0.93 $55,136
Audio (3) 93 $115.24 $6,859,948
Rental and Repair of TV/Radio/Sound Equipment 87 $4.69 $279,018
Pets 82 $468.30 $27,878,141
Toys and Games (4) 93 $113.87 $6,778,870
Recreational Vehicles and Fees (5) 73 $158.73 $9,448,908
Sports/Recreation/Exercise Equipment (6) 81 $153.82 $9,156,708
Photo Equipment and Supplies (7) 91 $73.81 $4,393,778
Reading (8) 89 $135.10 $8,042,742
Catered Affairs (9) 94 $22.42 $1,334,907

Food 92 $7,787.68 $463,600,616
Food at Home 91 $4,773.41 $284,161,087

Bakery and Cereal Products 92 $668.07 $39,770,032
Meats, Poultry, Fish, and Eggs 91 $1,048.34 $62,407,801
Dairy Products 90 $507.23 $30,195,557
Fruits and Vegetables 93 $915.86 $54,521,437
Snacks and Other Food at Home (10) 91 $1,633.90 $97,266,259

Food Away from Home 92 $3,014.27 $179,439,530
Alcoholic Beverages 96 $532.63 $31,707,642
Nonalcoholic Beverages at Home 91 $456.59 $27,180,741

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 10 minutes Longitude: -93.088114

Spending Potential Average Amount
Index Spent Total

Financial
Investments 82 $2,259.91 $134,532,264
Vehicle Loans 87 $3,681.00 $219,130,158

Health
Nonprescription Drugs 84 $109.07 $6,492,824
Prescription Drugs 83 $411.67 $24,506,604
Eyeglasses and Contact Lenses 86 $77.12 $4,591,156

Home
Mortgage Payment and Basics (11) 81 $7,596.61 $452,226,165
Maintenance and Remodeling Services 78 $1,319.76 $78,565,510
Maintenance and Remodeling Materials (12) 72 $217.04 $12,920,229
Utilities, Fuel, and Public Services 89 $4,482.08 $266,818,415

Household Furnishings and Equipment
Household Textiles (13) 92 $91.06 $5,420,832
Furniture 90 $466.48 $27,769,812
Rugs 85 $21.04 $1,252,445
Major Appliances (14) 83 $222.43 $13,241,058
Housewares (15) 90 $64.69 $3,851,157
Small Appliances 91 $41.50 $2,470,456
Luggage 90 $8.31 $494,520
Telephones and Accessories 89 $44.58 $2,654,113

Household Operations
Child Care 95 $423.60 $25,216,711
Lawn and Garden (16) 79 $341.81 $20,348,054
Moving/Storage/Freight Express 103 $76.17 $4,534,106

Housekeeping Supplies (17) 88 $636.30 $37,879,087
Insurance

Owners and Renters Insurance 78 $394.97 $23,512,311
Vehicle Insurance 90 $1,090.72 $64,930,378
Life/Other Insurance 78 $361.57 $21,524,404
Health Insurance 85 $2,254.81 $134,229,135

Personal Care Products (18) 90 $422.57 $25,155,648
School Books and Supplies (19) 94 $169.78 $10,106,740
Smoking Products 93 $434.26 $25,851,657
Transportation

Vehicle Purchases (Net Outlay) (20) 86 $3,461.05 $206,036,292
Gasoline and Motor Oil 87 $3,062.72 $182,323,611
Vehicle Maintenance and Repairs 89 $996.36 $59,313,065

Travel
Airline Fares 93 $443.95 $26,428,355
Lodging on Trips 84 $381.18 $22,691,897
Auto/Truck/Van Rental on Trips 90 $30.23 $1,799,777
Food and Drink on Trips 87 $404.31 $24,068,758

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 10 minutes Longitude: -93.088114

                                                                                                                                                                                                                
          

          (1) Apparel Products and Services includes material for making clothes, sewing patterns and notions, shoe repair and other shoe services, apparel laundry and dry 
cleaning, alteration, repair and tailoring of apparel, clothing rental and storage, and watch and jewelry repair.

(2) Membership Fees for Clubs includes membership fees for social, recreational, and civic clubs.

(3) Audio includes satellite radio service, sound components and systems, digital audio players, records, CDs, audio tapes, streaming/downloaded audio, tape recorders, 
radios, musical instruments and accessories, and rental and repair of musical instruments.

(4) Toys and Games includes toys, games, arts and crafts, tricycles, playground equipment, arcade games, and online entertainment and games.

(5) Recreational Vehicles & Fees includes docking and landing fees for boats and planes, purchase and rental of RVs or boats, and camp fees.

(6) Sports/Recreation/Exercise Equipment  includes exercise equipment and gear, game tables, bicycles, camping equipment, hunting and fishing equipment, winter 
sports equipment, water sports equipment, other sports equipment, and rental/repair of sports/recreation/exercise equipment.

(7) Photo Equipment and Supplies includes film, film processing, photographic equipment, rental and repair of photo equipment, and photographer fees.    
                                                                                                                                                                                                                                                           
(8) Reading includes digital book readers, books, magazine and newspaper subscriptions, and single copies of magazines and newspapers..

(9) Catered Affairs includes expenses associated with live entertainment and rental of party supplies.

(10) Snacks and Other Food at Home includes candy, chewing gum, sugar, artificial sweeteners, jam, jelly, preserves, margarine, fat, oil, salad dressing, nondairy cream 
and milk, peanut butter, frozen prepared food, potato chips, nuts, salt, spices, seasonings, olives, pickles, relishes, sauces, gravy, other condiments, soup, prepared salad, 
prepared dessert, baby food, miscellaneous prepared food, and nonalcoholic beverages.

(11) Mortgage Payment and Basics includes mortgage interest, mortgage principal, property taxes, homeowners insurance, and ground rent.

(12) Maintenance and Remodeling Materials includes supplies/tools/equipment for painting and wallpapering, plumbing supplies and equipment, electrical/heating/AC 
supplies, materials for hard surface flooring, materials for roofing/gutters, materials for plaster/panel/siding, materials for patio/fence/brick work, landscaping materials, and 
insulation materials for owned homes.

(13) Household Textiles includes bathroom linens, bedroom linens, kitchen linens, dining room linens, other linens, curtains, draperies, slipcovers, decorative pillows, and 
materials for slipcovers and curtains.

(14) Major Appliances includes dishwashers, disposals, refrigerators, freezers, washers, dryers, stoves, ovens, microwaves, window air conditioners, electric floor cleaning 
equipment, sewing machines, and miscellaneous appliances.

(15) Housewares includes plastic dinnerware, china, flatware, glassware, serving pieces, nonelectric cookware, and tableware.

(16) Lawn and Garden includes lawn and garden supplies, equipment and care service, indoor plants, fresh flowers, and repair/rental of lawn and garden equipment.

(17) Housekeeping Supplies includes soaps and laundry detergents, cleaning products, toilet tissue, paper towels, napkins, paper/plastic/foil products, stationery, giftwrap 
supplies, postage, and delivery services.

(18) Personal Care Products  includes hair care products, nonelectric articles for hair, wigs, hairpieces, oral hygiene products, shaving needs, perfume, cosmetics, skincare, 
bath products, nail products, deodorant, feminine hygiene products, adult diapers, and personal care appliances.

(19) School Books and Supplies includes school books and supplies for College, Elementary school, High school, Vocational/Technical School, Preschool/Other Schools, and 
Other School Supplies.

(20) Vehicle Purchases (Net Outlay)  includes net outlay for new and used cars, trucks, vans, motorcycles, and motor scooters.

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 15 minutes Longitude: -93.088114

Top Tapestry Segments Percent Demographic Summary 2015 2020
Emerald City (8B) 8.7% Population 396,507 410,258
Front Porches (8E) 8.7% Households 158,838 164,837
Parks and Rec (5C) 7.9% Families 89,414 92,173
Bright Young Professionals (8C) 7.8% Median Age 34.0 34.7
Metro Fusion (11C) 6.2% Median Household Income $50,898 $57,634

Spending Potential Average Amount
Index Spent Total

Apparel and Services 93 $2,150.95 $341,652,021
Men's 92 $401.26 $63,735,529
Women's 93 $749.58 $119,061,577
Children's 94 $350.50 $55,672,226
Footwear 94 $427.46 $67,896,596
Watches & Jewelry 92 $133.23 $21,162,256
Apparel Products and Services (1) 91 $88.92 $14,123,836

Computer
Computers and Hardware for Home Use 93 $200.78 $31,891,587
Portable Memory 96 $5.17 $821,253
Computer Software 98 $19.77 $3,139,940
Computer Accessories 90 $17.16 $2,725,537

Entertainment & Recreation 89 $2,935.48 $466,265,374
Fees and Admissions 91 $589.57 $93,646,463

Membership Fees for Clubs (2) 90 $154.92 $24,607,735
Fees for Participant Sports, excl. Trips 91 $109.78 $17,437,430
Admission to Movie/Theatre/Opera/Ballet 94 $155.37 $24,678,086
Admission to Sporting Events, excl. Trips 89 $58.96 $9,364,623
Fees for Recreational Lessons 89 $109.86 $17,449,769
Dating Services 115 $0.69 $108,820

TV/Video/Audio 92 $1,197.90 $190,271,302
Cable and Satellite Television Services 91 $810.20 $128,690,978
Televisions 93 $138.23 $21,956,755
Satellite Dishes 92 $1.45 $229,993
VCRs, Video Cameras, and DVD Players 95 $10.43 $1,656,681
Miscellaneous Video Equipment 93 $9.97 $1,583,845
Video Cassettes and DVDs 94 $30.34 $4,818,754
Video Game Hardware/Accessories 97 $22.47 $3,568,793
Video Game Software 97 $26.65 $4,233,335
Streaming/Downloaded Video 97 $5.60 $889,135
Rental of Video Cassettes and DVDs 95 $22.28 $3,538,984
Installation of Televisions 86 $0.96 $152,626
Audio (3) 93 $114.64 $18,208,848
Rental and Repair of TV/Radio/Sound Equipment 87 $4.68 $742,577
Pets 84 $478.22 $75,959,022
Toys and Games (4) 93 $113.58 $18,040,613
Recreational Vehicles and Fees (5) 75 $164.11 $26,067,678
Sports/Recreation/Exercise Equipment (6) 84 $159.46 $25,328,106
Photo Equipment and Supplies (7) 93 $75.19 $11,943,679
Reading (8) 89 $135.18 $21,471,079
Catered Affairs (9) 93 $22.27 $3,537,431

Food 92 $7,794.77 $1,238,106,310
Food at Home 91 $4,768.47 $757,413,475

Bakery and Cereal Products 91 $665.30 $105,674,446
Meats, Poultry, Fish, and Eggs 91 $1,047.98 $166,459,366
Dairy Products 90 $507.49 $80,608,474
Fruits and Vegetables 92 $910.04 $144,549,719
Snacks and Other Food at Home (10) 91 $1,637.65 $260,121,469

Food Away from Home 92 $3,026.31 $480,692,836
Alcoholic Beverages 95 $529.48 $84,101,993
Nonalcoholic Beverages at Home 91 $456.62 $72,528,416

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 15 minutes Longitude: -93.088114

Spending Potential Average Amount
Index Spent Total

Financial
Investments 82 $2,256.79 $358,463,484
Vehicle Loans 89 $3,786.32 $601,412,131

Health
Nonprescription Drugs 85 $110.27 $17,515,477
Prescription Drugs 84 $417.21 $66,268,985
Eyeglasses and Contact Lenses 87 $78.00 $12,389,548

Home
Mortgage Payment and Basics (11) 84 $7,837.41 $1,244,877,874
Maintenance and Remodeling Services 80 $1,357.76 $215,664,041
Maintenance and Remodeling Materials (12) 75 $226.23 $35,934,658
Utilities, Fuel, and Public Services 89 $4,514.47 $717,068,800

Household Furnishings and Equipment
Household Textiles (13) 92 $90.81 $14,424,551
Furniture 91 $472.23 $75,008,354
Rugs 85 $21.01 $3,336,908
Major Appliances (14) 85 $229.03 $36,378,550
Housewares (15) 90 $65.21 $10,358,225
Small Appliances 91 $41.49 $6,589,664
Luggage 91 $8.34 $1,324,399
Telephones and Accessories 90 $44.97 $7,143,202

Household Operations
Child Care 95 $423.89 $67,330,311
Lawn and Garden (16) 81 $350.67 $55,699,380
Moving/Storage/Freight Express 101 $74.87 $11,892,307

Housekeeping Supplies (17) 89 $641.09 $101,829,192
Insurance

Owners and Renters Insurance 81 $407.46 $64,720,355
Vehicle Insurance 91 $1,099.70 $174,674,395
Life/Other Insurance 81 $374.34 $59,458,917
Health Insurance 86 $2,278.38 $361,893,119

Personal Care Products (18) 91 $426.91 $67,809,509
School Books and Supplies (19) 95 $170.69 $27,111,798
Smoking Products 92 $428.51 $68,064,416
Transportation

Vehicle Purchases (Net Outlay) (20) 88 $3,544.12 $562,941,578
Gasoline and Motor Oil 89 $3,119.67 $495,522,478
Vehicle Maintenance and Repairs 90 $1,007.19 $159,980,443

Travel
Airline Fares 93 $443.21 $70,398,077
Lodging on Trips 86 $388.41 $61,695,003
Auto/Truck/Van Rental on Trips 92 $30.89 $4,906,685
Food and Drink on Trips 88 $409.95 $65,115,652

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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Retail Goods and Services Expenditures
Evaluate Site Drive Time 1 Prepared By Business Analyst Desktop
-93.088114 44.929718 Latitude: 44.929718
Drive Time: 15 minutes Longitude: -93.088114

                                                                                                                                                                                                                
          

          (1) Apparel Products and Services includes material for making clothes, sewing patterns and notions, shoe repair and other shoe services, apparel laundry and dry 
cleaning, alteration, repair and tailoring of apparel, clothing rental and storage, and watch and jewelry repair.

(2) Membership Fees for Clubs includes membership fees for social, recreational, and civic clubs.

(3) Audio includes satellite radio service, sound components and systems, digital audio players, records, CDs, audio tapes, streaming/downloaded audio, tape recorders, 
radios, musical instruments and accessories, and rental and repair of musical instruments.

(4) Toys and Games includes toys, games, arts and crafts, tricycles, playground equipment, arcade games, and online entertainment and games.

(5) Recreational Vehicles & Fees includes docking and landing fees for boats and planes, purchase and rental of RVs or boats, and camp fees.

(6) Sports/Recreation/Exercise Equipment  includes exercise equipment and gear, game tables, bicycles, camping equipment, hunting and fishing equipment, winter 
sports equipment, water sports equipment, other sports equipment, and rental/repair of sports/recreation/exercise equipment.

(7) Photo Equipment and Supplies includes film, film processing, photographic equipment, rental and repair of photo equipment, and photographer fees.    
                                                                                                                                                                                                                                                           
(8) Reading includes digital book readers, books, magazine and newspaper subscriptions, and single copies of magazines and newspapers..

(9) Catered Affairs includes expenses associated with live entertainment and rental of party supplies.

(10) Snacks and Other Food at Home includes candy, chewing gum, sugar, artificial sweeteners, jam, jelly, preserves, margarine, fat, oil, salad dressing, nondairy cream 
and milk, peanut butter, frozen prepared food, potato chips, nuts, salt, spices, seasonings, olives, pickles, relishes, sauces, gravy, other condiments, soup, prepared salad, 
prepared dessert, baby food, miscellaneous prepared food, and nonalcoholic beverages.

(11) Mortgage Payment and Basics includes mortgage interest, mortgage principal, property taxes, homeowners insurance, and ground rent.

(12) Maintenance and Remodeling Materials includes supplies/tools/equipment for painting and wallpapering, plumbing supplies and equipment, electrical/heating/AC 
supplies, materials for hard surface flooring, materials for roofing/gutters, materials for plaster/panel/siding, materials for patio/fence/brick work, landscaping materials, and 
insulation materials for owned homes.

(13) Household Textiles includes bathroom linens, bedroom linens, kitchen linens, dining room linens, other linens, curtains, draperies, slipcovers, decorative pillows, and 
materials for slipcovers and curtains.

(14) Major Appliances includes dishwashers, disposals, refrigerators, freezers, washers, dryers, stoves, ovens, microwaves, window air conditioners, electric floor cleaning 
equipment, sewing machines, and miscellaneous appliances.

(15) Housewares includes plastic dinnerware, china, flatware, glassware, serving pieces, nonelectric cookware, and tableware.

(16) Lawn and Garden includes lawn and garden supplies, equipment and care service, indoor plants, fresh flowers, and repair/rental of lawn and garden equipment.

(17) Housekeeping Supplies includes soaps and laundry detergents, cleaning products, toilet tissue, paper towels, napkins, paper/plastic/foil products, stationery, giftwrap 
supplies, postage, and delivery services.

(18) Personal Care Products  includes hair care products, nonelectric articles for hair, wigs, hairpieces, oral hygiene products, shaving needs, perfume, cosmetics, skincare, 
bath products, nail products, deodorant, feminine hygiene products, adult diapers, and personal care appliances.

(19) School Books and Supplies includes school books and supplies for College, Elementary school, High school, Vocational/Technical School, Preschool/Other Schools, and 
Other School Supplies.

(20) Vehicle Purchases (Net Outlay)  includes net outlay for new and used cars, trucks, vans, motorcycles, and motor scooters.

Data Note: The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100.  Detail 
may not sum to totals due to rounding.   
Source: Esri forecasts for 2015 and 2020; Consumer Spending data are derived from the 2011 and 2012 Consumer Expenditure Surveys, Bureau of Labor Statistics. 
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