
 MARKET PROFILE  

 Point Breeze Commercial Area 

 Point Breeze 

2013 Business Summary 
 

Number of Businesses: 
200 

 

Number of Employees: 
637 

 

Employees/Residential 
Population Ratio*: 

0.17 

 

Major Industries: 
Real Estate, Edcuational Servicesm 
Food Services & Drinking Places 

 
For more information on the 

neighborhood, visit: 
 
 
 
 
 

Marketplace Profile** 
Retail Potential 

(Demand) 
Retail Sales 
(Supply) 

Retail Gap 
Leakage/ Surplus 

Factor 
Number of 
Business 

Motor Vehicle & Parts Dealers $13,235,568 $0 $13,235,568 100.0 0 

Furniture & Home Furnishing Stores $11,414,356 $0 $11,414,356 100.0 0 

Electronics and Appliance Stores $2,035,390 $0 $2,035,390 100.0 0 

Building Materials, Garden Equip. & Supply Stores $2,918,180 $0 $29,181,810 100.0 0 

Food and Beverage Stores $12,954,115 $539,239 $12,414,876 92.0 1 

Health and Personal Care Stores $4,522,673 $51,499 $4,471,174 97.7 0 

Gasoline Stations $7,108,082 $0 $7,108,082 100.0 0 

Clothing  & Clothing Accessories Stores $4,473,849 $104,444 $4,369,405 95.4 1 

Sporting Goods / Hobby / Music / Book Stores $2,166,903 $130,200 $2,036,703 88.7 2 

General Merchandise Stores $10,616,776 $0 $10,616,776 100.0 0 

Nonstore Retailers $7,110,570 $11,389 $7,099,181 99.7 0 

Food Services & Drinking Places $7,818,059 $574,070 $7,243,988 86.6 2 

**Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount spent by consumers at 
retail establishments. The Leakage/Surplus Factor measures the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value 
represents 'leakage' of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The 
Retail Gap represents the difference between Retail Potential and Retail Sales. The NAICS is used to classify businesses by their primary type of economic activity. 
*This ratio indicates the number of employees working in the area versus the number of residents. A higher ratio indicates more commercial presence. 
 



Demographic Data 2010 2013 
2017 

(Projected) 

Annual Rate 
of Change 
(2013-2017) 

Population 3,784 3,757 3,705 -0.28% 

Households 1,743 1,720 1,711 -0.10% 

Median Age 41.3 41.7 42.7 0.48% 

Median Household Income $68,205 $89,098 $105,004 3.57% 

Average Household Income $104,595 $116,188 $139,885 4.08% 

Per Capita Income $46,945 $51,911 $63,034 4.29% 

Total Housing Units 1,858 1,845 1,832 -0.14% 

    % Owner Occupied Units 62.3% 60.0% 60.6% 0.20% 

    % Renter Occupied Units 31.5% 33.2% 32.7% -0.30% 

    % Vacant Housing Units 6.2% 6.8% 6.6% -0.59% 

Median Home Value $263,062 $261,556 $289,767 2.16% 

     % 0-9 11.1% 11.2% 11.0% -0.36% 

     % 10-14 5.3% 5.1% 5.2% 0.39% 

     % 15-24 10.2% 10.0% 9.1% -1.80% 

     % 45-54 14.2% 13.8% 12.6% -1.74% 

     % 35-44 13.3% 12.9% 12.4% -0.78% 

     % 25-34 14.9% 15.0% 15.0% 0.00% 

     % 55-64 15.6% 16.1% 16.8% 0.87% 

     % 65+ 15.4% 15.9% 18.0% 2.64% 

 

Apparel and Services 115 

Computers and Accessories 179 

Education 187 

Entertainment / Recreation 176 

Spending Potential Index 

Food at Home 162 

Food away from Home 169 

Health Care 166 

Household Furnishing and Equipment 152 

Investment 311 

Miscellaneous 171 

Shelter 181 

Transportation 162 

Travel 189 

Total Expenditures 169 

<$15,000 8.3% 

$15,000—$24,999 10.3% 

$25,000—$34,999 8.5% 

$35,000—$49,999 11.3% 

$50,000—$74,999 14.8% 

$75,000—$99,999 13.0% 

$100,000—$149,999 20.5% 

$150,000+ 13.3% 

Median Disposable Income $67,900 

2013 Households by Disposable Income 

No High School Diploma 5.4% 

High School Diploma or Some College 20.4% 

Associates Degree 2.6% 

Bachelor’s Degree 24.0% 

2013 Educational Attainment (Ages 25+) 

Graduate or Professional Degree 47.3% 

Note: Disposable income is after-tax household income. 

Note: The Spending Potential Index  is household-based, and represents 

the asset value or amount spent for a product or service relative to the 

national average of 100. Values higher than 100 indicate spending 

above the national average, and values lower than 100 indicate lower 

spending than the national average. 

Traffic Count 
Profile 

Closest Cross-
Street 

Count 

S Dallas Ave Reynolds St 7,442 

5th Ave Elysian St 23,223 

Penn Ave S Linden Ave 12,237 

Wilkins Ave Kinsman Rd 7,968 

Penn Ave 5th Ave 16,121 

Shady Ave Devereaux Ln 14,390 

5th Ave Simonton St 21,053 

S Dallas Ave Northumberland 
St 

7,769 

N Dallas Ave Simonton St 4,722 

Note: This profile measures the number of vehicles which travel 
through streets nearest to commercial corridor epicenter on a daily 
basis. All counts from 2009 unless otherwise noted. 
*Year of count: 2009 

Point Breeze Commercial Area 



Urban Chic residents focus more on their lifestyle than ambience. They travel extensively, visit museums, attend dance performances, shop at upscale stores, and do 
volunteer work. To stay fit, they downhill ski; go backpacking, hiking, and biking; practice yoga; do aerobics; play tennis; and lift weights. They buy natural or organic 
food and take a multitude of vitamins and dietary supplements. They drink imported wine and truly appreciate a good cup of coffee. These busy, tech-savvy residents 
use PCs extensively. This is a top segment to own an Apple computer. They go online to arrange travel; get the latest news; check their investment portfolios; trade 
stocks; and buy books, clothes, flowers, and tickets to concerts and sports events. They use credit cards, often charging more than $700 a month. They also own shares 
in stocks, tax-exempt funds, mutual funds, and money market funds. They will occasionally use a financial planner or brokerage firm. Urban Chic is one of Tapestry 
Segmentation’s top segments for radio listening; these residents tune in to classical music, all-talk, and public radio. They are also avid readers of newspapers; books; 
and general editorial, news and entertainment, business, and home service magazines. They seldom watch TV; however, their favorite channels broadcast news pro-
grams and documentaries.  
 

Connoisseurs (30.2%) 

Connoisseurs residents may be second to Top Rung in wealth, but they are tops for conspicuous consumption. Their homes include the latest upgrades. Not do-it-
yourselfers, residents hire contractors for home improvement and remodeling projects, lawn care, landscaping services for property upkeep, and professional house-
cleaning services. Households have burglar alarms for home security, and residents belong to the AAA auto club for vehicle security. They grind their own coffee 
beans, particularly Starbucks. This is one of the top markets for owning or leasing a luxury car or convertible equipped with a navigational system. Exercise is a prior-
ity: they work out weekly at a club or other facility, ski, play golf and tennis, practice yoga, and jog. They also buy the latest sports attire to look good while exercis-
ing. They travel abroad and in the United States, go to museums, and attend theater and dance performances. They go online to make travel plans, track and trade their 
investments, and shop. They order from high-end catalogs and shop in person at service-oriented department stores. Connoisseurs residents are well read. They read 
history books; mysteries; biographies; two or more daily newspapers; and epicurean, travel, finance, and business magazines. Residents listen to classical music as 
well as public, all-news, news/talk, and all-talk radio. Active in their communities, they work for political candidates or parties, write or visit elected officials, and 
participate in local civic issues. Connoisseurs eat out several times a week, but, for fun, will cook at home occasionally. 
 

Urban Chic (37.5%) 

Metropolitans (20.6%) 

Metropolitans residents are no different from other owners of older homes who incur costs for maintenance and remodeling. They will contract for lawn maintenance 
and professional housecleaning services. Many will own or lease a station wagon. Planning for the future, residents own shares in investment funds, contribute to IRA 
savings accounts, and hold large life insurance policies. These residents pursue an active, urbane lifestyle. They travel frequently for business and pleasure. They listen 
to jazz, classical, public, and alternative music radio. They go to rock concerts, watch foreign films on DVD, read women’s fashion magazines, and play a musical 
instrument. They also practice yoga and go kayaking, hiking/backpacking, and water and snow skiing. Active members of their communities, Metropolitans residents 
join civic clubs, volunteer for environmental causes, address public meetings, and work for a political party or candidate. They also belong to business clubs and con-
tribute to PBS. They prefer to own and use a laptop computer, preferably an Apple. They go online daily to download music and buy books, airline tickets, CDs, and 
clothes. They also order merchandise by mail or over the phone.  

Note: ESRI is an independent geographic information systems (GIS) corporation and is not affiliated with the Urban Redevelopment Authority of Pitts-
burgh. This analysis utilizes socioeconomic and marketing data to identify distinct segments of the population, map where they reside, and describe their 

socioeconomic qualities and consumer preferences. More information on tapestry segments and segment descriptions can be found at: http://

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

ESRI Tapestry Segmentation 

Area Profile 

TAPESTRY SEGMENT DESCRIPTIONS 

Neighborhood Quick Facts* 

 
• Highest median income in Pittsburgh 
• 3rd highest % of college graduates 
• Number of bus lines in neighborhood: 6 
• Persons per sq. mile: 5,316 (City 

average: 5,646) 
 
 

* 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/ 

Point Breeze Commercial Area 



Contacts 
 
 

Urban Redevelopment 
Authority of Pittsburgh: 

www.ura.org 

All data from ESRI Business Analyst 2013 unless otherwise noted. 

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

 

For More Information: 

For additional market value analysis data, contact Josette Fitzgibbons at jfitzgibbons@ura.org 

Department of City Planning SNAP Neighborhood Data: http://www.pittsburghpa.gov/dcp/snap/ 

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

http://www.ucsur.pitt.edu/neighborhood_reports_acs.php 

Business District Programs 

Point Breeze Commercial Area 

The Pittsburgh Biz Buzz Small Grant Program 
 

This program is designed to spur neighborhood business district revitalization 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 information about applications and eligibility, visit: 
http://www.ura.org/business_owners/mainstreets.php 
 
 

Façade Improvement Programs 
 

Restored storefronts improve the pedestrian environment, attract 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 location determines your building’s façade 
improvement program eligibility. 
 
For more information about applications and eligibility, contact Quianna Wasler, a 
URA Mainstreets Development Specialist, at (412) 255-6550 or visit: 
http://www.ura.org/business_owners/facade_program.php 

Mainstreets Program 
 

This program strives to ensure the health of the City’s traditional neighborhood 
commercial districts using the National Main Street Center’s Four Point Approach 
which considers: economic restructuring, promotion, design and sustainability. 
Every $1 invested by Mainstreets Pittsburgh produces $31 in private investment for 
Pittsburgh neighborhoods. 
 
To learn more about this program, contact Josette Fitzgibbons at   
(412) 255-6686 or visit: 
http://www.ura.org/business_owners/mainstreets.php 
 
 

Point Breeze business district 


