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  MARKET PROFILE 

 Banksville Road Commercial District 

 Banksville 

2016 Business Summary 
(2 Minute Drive Time) 

 

Number of Businesses: 
154 

 

Number of Employees: 
1,529 

 

Employees/Residen*al 

Popula*on Ra*o*: 
0.43:1 

 

Major Industries: 
Motor Vehicle & Parts Dealers, Food 

Services & Drinking Places, Gasoline 

Sta*ons 

 

For more informa*on on the 

neighborhood, visit: 
 

 

 

 

 

Marketplace Profile** 
Retail Poten*al 

(Demand) 

Retail Sales 

(Supply) 
Retail Gap 

Leakage/ Surplus 

Factor 

Number of 

Business 

Motor Vehicle & Parts Dealers $10,362,838 $3,213,665 $7,149,173 52.7 2 

Furniture & Home Furnishing Stores $1,345,029 $479,205 $865,887 47.5 1 

Electronics and Appliance Stores $2,395,924 $1,913,608 $482,316 11.2 2 

Building Materials, Garden Equip. & Supply Stores $2,082,348 $1,427,301 $655,047 18.7 1 

Food and Beverage Stores $9,244,147 $36,765,043 -$27,520,896 -59.8 5 

Health and Personal Care Stores $2,124,290 $4,179,884 -$2,055,994 -32.6 4 

Gasoline Sta*ons $3,172,982 $4,419,211 -$1,246,229 -16.4 3 

Clothing  & Clothing Accessories Stores $2,250,691 $0 $2,250,691 100.0 0 

Spor*ng Goods / Hobby / Music / Book Stores $1,409,144 $543,415 $865,729 44.3 1 

General Merchandise Stores $7,583,096 $0 $7,582,096 100.0 0 

Nonstore Retailers $1,553,351 $0 $1,553,351 100.0 0 

Food Services & Drinking Places $4,682,528 $4,259,111 $423,417 4.7 11 

**Supply (retail sales) es*mates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail poten*al) es*mates the expected amount spent by consumers at 

retail establishments. The Leakage/Surplus Factor measures the rela*onship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A posi*ve value 

represents 'leakage' of retail opportunity outside the trade area. A nega*ve value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. 

The Retail Gap represents the difference between Retail Poten*al and Retail Sales. The NAICS is used to classify businesses by their primary type of economic ac*vity. 

*This ra*o indicates the number of employees working in the area versus the number of residents. A higher ra*o indicates more commercial presence. 
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Demographic Data 2010 2015 
2020 

(Projected) 

Annual Rate of 

Change 

(2015-2020) 

Population 
3,570 3,571 3,591 0.11% 

Households 
1,635 1,656 1,674 0.22% 

Median Age 
38.3 39.6 41.1 0.76% 

Median Household Income 
*** $46,703 $52,897 2.65% 

Average Household Income 
*** $55,390 $61,870 2.34% 

Per Capita Income 
*** $25,747 $28,894 2.44% 

Total Housing Units 
1,832 1,857 1,874 0.18% 

    % Owner Occupied Units 53.2% 50.1% 50.1% 0.00% 

    % Renter Occupied Units 36.1% 39.1% 39.2% 0.05% 

    % Vacant Housing Units 10.8% 10.8% 10.7% -0.19% 

Median Home Value 
*** $120,44

0 

$131,940 1.91% 

     % 0-9 10.3% 10.1% 9.8% -0.59% 

     % 10-14 4.2% 4.6% 5.0% 1.74% 

     % 15-24 12.9% 10.4% 10.5% 0.19% 

     % 45-54 14.8% 12.9% 11.7% -1.86% 

     % 35-44 12.2% 13.2% 14.4% 1.82% 

     % 25-34 18.2% 18.5% 15.6% -3.14% 

     % 55-64 12.4% 13.6% 13.8% 0.29% 

     % 65+ 15.0% 16.7% 19.3% 3.11% 

 

Apparel and Services 74 

Computers and Accessories 74 

Education 72 

Entertainment / Recreation 74 

Spending Poten*al Index 

Food at Home 76 

Food Away from Home 74 

Health Care 77 

Household Furnishing and Equipment 74 

Investment 58 

Retail Goods 75 

Shelter 74 

TV / Video / Sound Equipment 77 

Travel 71 

Vehicle Maintenance and Repair 75 

Total Expenditures 73 

<$15,000 12.0% 

$15,000—$24,999 15.2% 

$25,000—$34,999 11.8% 

$35,000—$49,999 13.3% 

$50,000—$74,999 20.7% 

$75,000—$99,999 15.0% 

$100,000—$149,999 19.4% 

$150,000+ 2.6% 

Median Disposable Income $37,405 

2015 Households by Disposable Income 

No High School Diploma 5.1% 

High School Diploma or Some College 50.6% 

Associates Degree 13.5% 

Bachelor’s Degree 19.4% 

2015 Educa*onal AHainment (Ages 25+) 

Graduate or Professional Degree 11.3% 

Note: Disposable income is aIer-tax household income. 

Note: The Spending Poten*al Index  is household-based, and 

represents the asset value or amount spent for a product or service 

rela*ve to the na*onal average of 100. Values higher than 100 indicate 

spending above the na*onal average, and values lower than 100 

indicate lower spending than the na*onal average. 

Traffic Count 

Profile 

Closest Cross-

Street 
Count 

Broadway Ave Crosby Ave 2,146 

Carnahan Rd Woodcove Pl 5,107 

Wenzell Ave Broadway Ave 7,162 

Banksville Rd Goldstrom Ave 24,610 

McFarland Rd Banksville Rd 15,585 

Note: This profile measures the number of vehicles which travel 

through streets nearest to commercial corridor epicenter on a daily 

basis. All counts from 2012 unless otherwise noted. 

Banksville Road Commercial District 
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This market features singles’ lifestyles, on a budget. The focus is more on convenience than consumerism, economy over acquisi*on. Old and Newcomers is 

composed of neighborhoods in transi*on, populated by renters who are just beginning their careers or re*ring. Some are s*ll in college; some are taking 

adult educa*on classes. They support environmental causes and Starbucks. Age is not always obvious from their choices.  

Tradi�onal Living  

Residents in this segment live primarily in low-density, seHled neighborhoods in the Midwest. The households are a mix of married-couple families and 

singles. Many families encompass two genera*ons who have lived and worked in the community; their children are likely to follow suit. The manufacturing, 

retail trade, and health care sectors are the primary sources of employment for these residents. This is a younger market—beginning householders who are 

juggling the responsibili*es of living on their own or a new marriage, while retaining their youthful interests in style and fun.  

Old and Newcomers  

Midlife Constants  

Midlife Constants residents are seniors, at or approaching re*rement, with below average labor force par*cipa*on and above average net worth. Although 

located in predominantly metropolitan areas, they live outside the central ci*es, in smaller communi*es. Their lifestyle is more country than urban. They 

are generous, but not spendthriIs.  

Note: ESRI is an independent geographic informa*on systems (GIS) corpora*on and is not affiliated with the Urban Redevelopment Authority of PiHs-

burgh. This analysis u*lizes socioeconomic and marke*ng data to iden*fy dis*nct segments of the popula*on, map where they reside, and describe their 

socioeconomic quali*es and consumer preferences. More informa�on on tapestry segments and segment descrip�ons can be found at: h)p://

www.esri.com/library/whitepapers/pdfs/community 

ESRI Tapestry Segmenta�on 

Area Profile 

TAPESTRY SEGMENT DESCRIPTIONS 

Neighborhood Quick Facts* 
 

• Number of bus lines in neighborhood: 1 

 

• Walk Score: 32 

 

 

 

 

* The Walk Score is a measure between 0 and 100 that measures the ease of 
accessing amenities and running errands by walking. For more information, see 
http://www.walkscore.com/ 
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Contacts 
 

Urban Redevelopment 

Authority of PiHsburgh: 

www.ura.org 

All data from ESRI Business Analyst 2015 unless otherwise noted. 

¹Data applies to neighborhood boundary and not study area. Source: PGHSNAP, Dept. of City Planning 

 

For More Informa�on: 
For addi*onal market value analysis data, contact JoseHe Fitzgibbons at jfitzgibbons@ura.org 

Department of City Planning SNAP Neighborhood Data: hHp://www.piHsburghpa.gov/dcp/snap/ 

PiHsburgh Neighborhood Community Indicator Systems (PNCIS) ACS 2005-2009 Neighborhood Profiles:  

hHp://www.ucsur.piH.edu/neighborhood_reports_acs.php 

Business District Programs 

Banksville Road Commercial District 

The PiHsburgh Biz Buzz Small Grant Program 
 

This program is designed for community organiza*ons that are working to spur 

neighborhood business district revitaliza*on using the 48x48x48 strategy of short and 

medium term achievable projects, determining what you can do in 48 hours, 48 days 

and 48 weeks.  

The program aims to bring newcomers  into your neighborhood business district and 

create a “buzz” about your business district through media and word of mouth. 

 

For more informa*on about applica*ons and eligibility, visit: 

hHp://www.ura.org/business_owners/mainstreets.php 

 

Façade Improvement Programs 
 

Restored storefronts improve the pedestrian environment, aHract more customers, 

and encourage economic development and investment. The URA offers several 

different façade improvement programs designed for commercial building owners and 

tenants to improve their storefronts. Your loca*on determines your building’s façade 

improvement program eligibility. 

 

For more informa*on about applica*ons and eligibility, contact Quianna Wasler at 

(412) 255-6550 or visit: 

hHp://www.ura.org/business_owners/facade_program.php 

Neighborhood Business District Program 
 

This program strives to ensure the health of the City’s tradi*onal neighborhood 

commercial districts using the Na*onal Main Street Center’s Four Point Approach 

which considers: economic restructuring, promo*on, design and sustainability.  

To learn more about this program, contact JoseHe Fitzgibbons at   

(412) 255-6686 or visit: 

hHp://www.ura.org/business_owners/mainstreets.php 

 

 

 

 

Blitz on Banksville 


