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BACKGROUND 
With the development of both the Northwest Lancaster 

County River Trail and the Susquehanna Riverland 

Conservation Landscape Initiative, Marietta Borough is 

uniquely positioned to leverage the benefits of the 

growing cultural, heritage, and eco-tourism in the region. 

In 2016, Marietta Borough proposed to utilize an asset 

based planning process to launch the Marietta 

Placemaking Readiness Initiative. This effort endeavored 

both to cultivate viable working relationships among local 

government and business leaders, residents, community 

based organizations, and regional agencies and to enact a 

plan that benefits the community and economic 

development future of Marietta Borough.  

The planning process and outcomes detailed in this 

report included: (a) considerable outreach to and 

communication with community stakeholders; (b) 

capacity building to enable various groups and individuals 

to coalesce around a common plan of action; (c) data 

collection via primary research/surveys; and, (d) 

development of an implementation-based plan with 

realistic strategies and tactics. Now...as Marietta 

completes this planning project, residents and businesses 

are ready to collaborate on plan implementation as they 

prepare for and welcome cultural, heritage, and outdoor 

recreation visitors.  

Asset Based Planning 

With its historic properties and location along the 

Susquehanna River, Marietta understands the 

exceptional opportunities it has to leverage their natural, 

cultural and recreational resources to realize positive 

community and economic development benefits. The 

Borough also understands that a sustainable effort will 

require a thoughtful plan to guide the investment of 

limited resources. To that end, Marietta Borough used an 

asset based planning process to identify and mobilize 

existing as well as unrecognized resources and to build on 

what they already have (i.e., their physical, human, social, 

financial, environmental, political, and cultural assets).  

The key to asset based planning is to start by using what 

already exists in the community (and region). The assets 

that Marietta possesses are many; however, it is this 

historic and culturally rich community’s location along 

the Susquehanna River and the recent completion of the 

Northwest Lancaster County River Trail through the town 

that make this an opportune time for this plan to take 

shape. In addition to the “hard” assets, Marietta is also 

endowed as a community of residents and organizations 

(whether formal institutions or informally gathered) with  

the capacity—and desire—to contribute to the future of 

the community. Armed with the knowledge of its assets, 

Marietta has developed a plan to both improve overall 

quality of life for the community and sustain the 

powerful sense of place that Marietta holds within the 

Susquehanna Riverlands. 

Marietta Borough acknowledges the importance of both 

the process and the outcomes of the Marietta 

Placemaking Readiness Initiative. The community 

approached this project with a focus on the following: 

• Communication: Good communication is critical to 

building trust and reaching out to involve all in the 

community. Through this process, the community 

will implement a formal communication plan to 

inform and engage all. The plan will then serve as a 

communication framework as implementation 

begins. 

• Collaboration: Collaboration must both take hold 

among borough organizations and businesses and 

take root with the county, regional and statewide 

entities that can participate actively in community 

and economic development. 
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• Implementation: The community will develop a plan 

that identifies the resources and leadership needed 

for implementation. Implementation will require 

active participation by all community stakeholders. 

• Sustainability: The intent of the project is to cultivate 

relationships, practices, and procedures that become 

a lasting part of the community. Marietta recognizes 

that accounting for the sustainability of this initiative 

with respect to projects, programming, and financing, 

will increase its impact over the long term. 

PLANNING CONTEXT 

The Marietta Placemaking Readiness Initiative seeks to 

both fulfill the goals of the Susquehanna Riverlands 

Conservation Landscape Initiative and achieve numerous 

objectives of existing county and regional plans: 

Susquehanna Riverlands Conservation  

Landscape Initiative  

Through the completion of this project, Marietta is 

working toward improving public access to the river. First 

they developed an understanding of the current/future 

users of the Northwest Lancaster County River Trail. With 

that understanding, they are able to plan and implement 

policies, projects, and programming to ensure that both 

residents and visitors can access the trail, the river, and 

the lands and resources within the Susquehanna 

Riverlands. 

With the Northwest Lancaster County River Trail being 

developed as a linear park along the Susquehanna River, 

Marietta is positioned to provide recreational 

opportunities, important conservation benefits, and 

tourism that can help spur revitalization in Marietta 

Borough. With the completion of the proposed project, 
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the community will be prepared to work collaboratively 

to provide enhanced land and water based recreational 

opportunities both to residents of the community and 

visitors to the region.  

The Susquehanna Riverlands Conservation Landscape 

Initiative seeks to revitalize the Rivertown communities 

of Marietta, Columbia and Wrightsville. By engaging 

business leaders, Marietta will work to offer retail shops 

and restaurants access to both increased traffic from 

cultural, heritage, and eco-tourism and additional 

support from local and regional markets. The efforts will 

also strive to increase the community’s attractiveness to 

young families, career professionals and empty nesters. 

Residents, property owners, merchants, community 

organizations, and local government will all benefit from 

increased community and economic development as a 

result of plan implementation. 

Envision Lancaster County  

The Envision Lancaster Comprehensive Plan is comprised 

of three components: a policy element, a growth 

management element, and six functional elements.  

From the perspective the county’s vision and goals 

contained in the current planning policy element 

“Revisions”, the proposed Marietta Placemaking 

Readiness Initiative directly addresses and will help the 

county achieve the following stated 

objectives 

• Protecting and preserving our natural 

and cultural heritage 

• Revitalizing our urban communities 

• Developing livable communities 

• Creating a sustainable economy 

• Celebrating, investing in, and mobilizing 

the talents of our human resources 

• Promoting strong leadership, 

awareness, responsibility, and 

involvement in community issues 

“Balance”, the county’s growth 

management element is both a guide for 

growth and preservation in Lancaster County and a 

framework for future land use and development in both 

urban and rural areas.  Once implemented, the proposed 

planning effort in Marietta will work to directly 

implement the following key objectives: 

• Emphasize compatible reinvestment, infill, and 

redevelopment. 

• Improve the character and form of new development 

and infrastructure in urban growth areas. 

• Increase employment opportunities. 

Finally, the planning project also supports many of the 

specific goals and objectives of the following functional 

elements of the Lancaster County Comprehensive Plan: 

Blueprints: In keeping with the County’s efforts to 

promote watershed-based integrated water resources 

planning and management, the Borough’s seeks to 

identify ways to protect, conserve, and improve water 

resources in Marietta.  

Greenscapes: The plan is aligned with this green 

infrastructure element of the county plan as Marietta will 

endeavor to develop tools to preserve, conserve, restore, 

and enhance its natural assets and resources. Most 

notably stakeholders will be working to protect the 

connectivity of Marietta to the rest of the Susquehanna 
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Riverlands and providing sustainable growth and 

economic benefits through the development of outdoor 

recreation and related eco-tourism activities. 

Heritage: By working to get the public, private, and 

nonprofit sectors to work cooperatively to discover, 

interpret, protect, and celebrate Marietta’s historic and 

cultural resources, the plan encourages implementation 

of the following goals of the county’s heritage plan.  

• Identify, conserve, and preserve the county’s 

heritage resources as a basis for retaining and 

enhancing strong community character and sense of 

place 

• Integrate the conservation and preservation of 

heritage resources in the economic development and 

revitalization of the county's towns, villages, and 

rural working landscapes 

• Ensure that new development respects and 

complements the patterns, character, and scale of 

the county’s traditional communities  

• Promote strong leadership, collaboration, awareness, 

and responsibility in the conservation of the county’s 

heritage resources among the public, private, and 

non-profit sectors 

Tourism: To implement the county’s tourism plan, 

Marietta can use this plan to focus on increasing the 

economic, social, and environmental benefits of tourism 

in the Borough, with attention to the following goals as 

they benefit not only visitors, but also enhance local 

residents’ quality of life:  

• Build off of the county’s strength as a tourism 

destination.  

• Make activities easy for visitors. 

• Focus on Marietta’s brand and engage in niche 

marketing to increase overall visitation and attract 

more overnight visitors. 

• Educate and involve the community in tourism 

planning and promotion. 

• Focus on leadership, identify resources, and 

collaborate.  
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 development “niche” or “brand” for the community. 

Translate the brand identity into outreach tools and 

strategies for tourism and economic development. 

• Encourage coordinated marketing among purveyors 

of cultural and hospitality experiences, including 

restaurants and entertainment venues. 

• Leverage historic character, unique setting and 

recreational amenities for tourism-oriented 

development.  

Donegal Regional Comprehensive Plan 

A rising national interest in greenways and trails provides 

an opportunity to build on the region’s existing assets 

and develop target businesses and a “Marietta brand” to 

support the local and regional economy. The proposed 

Marietta Placemaking Readiness Initiative capitalizes on 

the community’s location along the Susquehanna River 

and the Northwest Lancaster County River Trail as it 

seeks to both directly implement a number of strategies 

of the Donegal Regional Comprehensive Plan and aid in 

the achievement of the plan’s goals and objectives as 

follows: 

• Develop open space linkages between the Northwest 

Lancaster County River Trail and Marietta.  

• Participate in regional tourism efforts to attract 

visitors to the Northwest Lancaster County River Trail 

and the larger Susquehanna Greenway.  

• Develop a concentration of recreational stores, 

restaurants, and retailers within walking distance of 

the trail.  

• Partner with the Susquehanna Greenway 

Partnership, Lancaster County, and the Lancaster-

York Heritage Region to promote tourism to the 

region. 

• Develop improved bicycle and pedestrian 

connections between the Northwest Lancaster 

County River Trail and Maytown and Marietta 

Borough 

• Work with the Lancaster County Planning 

Commission, West Hempfield Township, and 

Columbia Borough to complete the Northwest 

Lancaster County River Trail between Marietta and 

Columbia, where cyclists could connect with transit 

service to Lancaster and York. 

• Work with stakeholders and other communities to 

extend the Northwest Lancaster County River Trail to 

the Capital Area Greenbelt trail network in Harrisburg 

as part of the broader Susquehanna Greenway vision. 

• Develop and market a strategic economic 



Figure 1: Used at events and online to share basic information about the Placemaking 

Readiness Initiative, this graphic was created early on in the Our Marietta planning process. 
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SURVEY DATA  
Public participation was a critical component of the 

Marietta Placemaking Readiness Initiative. The Project 

Team developed three custom surveys to help identify 

the views and desires of three stakeholder groups: 

Marietta Residents, Marietta Business Owners and Users 

of the Northwest Lancaster County River Trail.  In 

addition, a community building activity was held to solicit 

more subjective feedback from participants regarding 

their impressions of the Marietta built environment. The 

primary goal of the surveys is to understand the 

community assets that positively contribute to quality of 

life and identify areas of opportunity to build upon those 

assets. 

Resident Survey 

 A twenty-question questionnaire was developed to gain 

insight into the collective opinions, characteristics and 

needs of Marietta residents. The survey contained 

questions designed to find out what residents liked about 

their neighborhoods and the types of community-focused 

activities in which they currently participated, and those 

in which they would enjoy participating in the future. 

The survey was available on the OurMarietta.com 

website and paper copies were available at local 

businesses and distributed in person at community 

events. Approximately 40% of the responses 

were provided online, while the remaining 60% 

were collected via paper surveys. 

Two hundred and fifty-four (254) residents 

provided information via the questionnaire. 

Out of approximately 2,600 residents and 

approximately 1,100 households, this 

represents a meaningful sample size. 

Some of the findings of the resident survey 

that include opportunities to build upon 

existing assets include: 

What residents like about Marietta: their home 

(69%), sense of place (small town feel) (69%), 

Susquehanna River (67%), local restaurants and 

pubs (63%) and walkability of the town (62%). 

58% of residents also identified the Northwest Lancaster 

County River Trail as a significant asset as well as the 

interesting historic streetscapes (56%). 

Outdoor recreation participation centered primarily 

around passive recreation opportunities such as walking 

(74%), biking on trails (53%), walking a dog (52%), hiking 

(43%), biking on roads (35%), fishing (26%), walking with 

children/stroller (22%), running/jogging (21%) and 

paddling (19%).  Only one of the top ten activities did 

not involve the River Trail or pedestrian/biking 

infrastructure – playing at municipal playgrounds at 21% 

of respondents. It is no surprise that desired 

improvements include facilities directly related to these 

activities: streets (56%), sidewalks (50%), pedestrian/

bike friendly facilities (43%) street lighting (27%). 

Over half of residents indicated that they would like to 

see more variety in the selection of local businesses. An 

opportunity may exist for new local businesses whose 

services focus on the needs of outdoor recreation 

participants. Services such as a small grocery store, bike 

shop, athletic apparel shop or ice cream shop may 

appeal to recreation-minded residents. Existing 

businesses may find opportunities to tailor a portion of 

their services to this segment of the population. 

Another common interest among residents is building 

upon the existing communication network (eg. Borough 
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Figure 2: The first pages of the Resident, Trail  
User, and Business Owner Surveys are shown here.  

Complete copies of each of the three   
survey instruments as well as survey    
results can be found in: 

• Appendix A—Resident Survey 

• Appendix B—Trail User Survey 

• Appendix C—Business Owner Survey 
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website/newsletter, Marietta Traveler, social media, etc.) 

59% of residents would like better information about 

local businesses and contractors while 37% would like 

more community information. 42% of residents 

appreciate the Borough newsletter enough to desire 

more frequent issues. Coordinating the distribution of 

information among these various outlets may result in 

positive results, especially when calls to action are 

considered. 

Most residents feel confident in the safety of the 

community and the services provided by emergency 

personnel. 58% of respondents indicated that feeling 

“generally safe on the streets” is one of the things they 

like about Marietta. A minority of respondents desired 

faster response times for emergency services – 22% for 

police, 12% for EMS, 9% for fire. General satisfaction with 

emergency services and a pervasive feeling of safety are 

invaluable assets for promoting general quality of life as 

well as for encouraging outdoor recreational and 

community activities (such as Marietta Days.) 

Full results of the Resident Survey are included as 

Appendix A of this Report. The project team encourages 

the Marietta community to make frequent use of this 

information on an ongoing basis when considering which 

community improvements to prioritize and carry out. 

Trail User Survey 

Users of the Lancaster County Northwest River Trail were 

asked to complete a twenty-eight-question questionnaire 

to identify their views on the trail itself and its relation to 

Marietta Borough. Four hundred and fifty-three (453) 

individual responses were submitted. The survey was 

available on the OurMarietta.com website and paper 

copies were distributed to trail users in person at various 

locations along the trail. Most paper copies were 

distributed at the Decatur Street and Furnace Road 

parking lots. Approximately 25% of the responses were 

provided online, while the remaining 75% were collected 

via paper surveys. 
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The survey contained questions designed to find out 

some of the general demographics of trail users and the 

types of activities that they enjoy participating in (on and 

off the trail). 

Some of the findings of the trail user survey that include 

opportunities to build upon existing assets include: 

Approximately 18% of trail users are residents of Marietta 

Borough. Of those that are not residents, 44% are 

residents or employees in the area, while the remaining 

56% are visitors from outside the area. The largest 

segment of trail users fall within the 50-70 year old range 

and are fairly evenly split between male (48%) and 

female (51%) users.  

Most trail users access the trail from one of the 

designated access points, with Decatur Street (30%) and 

Furnace Road (24%) being the most popular with 

Columbia Borough (20%) rounding out the top three. 

Providing services to trail users close to the two Marietta 

parking areas is an opportunity to build on the popularity 

of these areas. 

Many users regularly frequent the trail with 33% using it 

weekly and 25% using it monthly. The heaviest activity is 

on weekends with only 10% saying that they only used 

the trail on weekdays. Only 10% of respondents said they 

use the trail in the evening, so opportunities to serve trail 

users should concentrate on the daylight hours. 

75% of respondents say that they stop in 

Marietta as part of their trail experience. 

Restaurants (67%), park and recreation facilities 

(41%), visitor center (28%), historic site/

museum/attraction (21%), convenience store 

(16%), coffee shop (15%) and antique shop 

(10%) are the most popular destinations for 

trail users who visit trail towns. Trail users also 

indicated the desire to purchase food/

beverages (58%), attend outdoor music events 

(42%) and visit a bike shop/outfitter (36%).  

Possibilities for developing establishments 

similar to and complementary to these types of 

destinations likely exist, especially during 

daytime hours.  

There is an opportunity to provide basic amenities that 

support trail users and enhance their experience while 

visiting the trail and Marietta. A significant portion of trail 

users (76%) believe that restrooms would be a welcome 

addition. Water fountains (47%), benches (30%) and 

picnic areas (26%) offer lower cost possibilities to 

increase user satisfaction and support longer stays.  

An overwhelming majority of trail users consider the trail 

maintenance (98.5%), trail safety and security (93.5%) 

and trail cleanliness (98.0%) to be excellent or good. 

These factors are critical for maintaining a reputation as a 

welcoming community with high quality facilities.  

Full results of the Trail User Survey are included as 

Appendix B of this Report.  

Business Owner Survey 

The questionnaire for business owners consisted of 

fifteen questions ranging from demographic information 

to challenges and opportunities that they currently face. 

The surveys were again available in online and paper 

form and thirty nine responses were provided by 

Marietta business owners. 

Some of the relevant findings of the business owner 

survey regarding opportunities to build upon existing 

asses include: 

Many business owners agree (22%) or strongly agree 

(39%) that trail users are a good fit for their business, 



Figure 3: Displayed at local business and shared via social media, this graphic was created 

to promote the Community Event held during the Our Marietta planning process. 
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while only 17% of businesses run promotions to 

encourage trail users to patronize their business. Only 

33% of business owners actively accommodate bike 

riders with a safe place to store their bicycles. Finding 

ways to market to and accommodate trail users 

represents a substantial opportunity for existing business 

to expand their client base without a significant 

investment. 

Business owners also welcome additional networking 

events (63%), marketing of Marietta as a destination 

(50%) and Marietta business directories, brochures and 

maps (63%). Each of these outcomes could result in 

increased collaboration and partnering among business 

owners to share successful practices for reaching trail 

users. These actions again would require an investment 

in time and cooperation without requiring a significant 

financial burden. 

Interestingly, businesses primarily rely on social media 

(68%) and their business website (59%) for advertising, 

while the trail user survey indicated that only 8% found 

out about the trail on social media. Local knowledge 

(55%) and word of mouth (26%) are the two primary 

ways that trail users find out about the trail. Additional 

networking, partnering and collaboration among local 

businesses may represent an effective way to increase 

local knowledge and word of mouth. Effective signage 

would provide another opportunity to draw trail users to 

available services and direct them appropriately. 

Full results of the Business Owner Survey are included as 

Appendix C of this Report.  

 

Community Building Activity 

On June 25, 2017 the Project Team conducted a 

Community Building Activity that included a walking tour 

with a focused questions designed to encourage 

participants to view Marietta with “fresh eyes”. Upon 

completion of the walking tour, a follow up workshop 

was held to discuss the impressions of participants and 

other findings that they observed during their walking 

tours. There were six (6) separate walking groups, 

focused on different aspects of the Marietta Community. 

Each group was provided with a survey form with 

questions designed to spark conversation about 

Marietta’s strengths and how to build upon them. 

First Impressions 

This group generally provided favorable impressions of 

Marietta’s historic streetscapes and buildings and its 

small town charm. Context-sensitive signage to direct 

visitors unfamiliar to restrooms, parking areas, trail 

access points, businesses and historical sites may help 

acclimate visitors more quickly and allow them to enjoy 

all that Marietta has to offer. 

Historic Preservation 

This group highlighted the fact that they did not see any 

historical markers and few interpretive signs. The 

historical assets of Marietta offer possibilities for 

increased appreciation of Marietta’s past through 

effective story-telling. Opportunities exist to integrate 

Marietta’s story into local businesses, including 

restaurants and shops. 
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Trail Access Areas 

Maps are currently available at both the Decatur and 

Furnace trail access points, however directional signage is 

lacking. Participants noted that opportunities exist for 

providing water fountains, trash receptacles, restrooms, 

benches and picnic areas. The trailheads offer excellent 

opportunity for promotion Marietta’s brand as a historic, 

welcoming and safe trail town and inviting trail users to 

experience the town. The tunnel/bridge access and 

wooded entrance are distinctive features that contribute 

to a unique trailhead. 

Public Amenities 

The fact that downtown streetscapes currently have 

pedestrian facilities (sidewalks, trees, curb ramps, 

crosswalks, etc.) is an asset for visitors. Further 

developing this infrastructure to include directional 

signage, additional landscaping (including green 

infrastructure), public restrooms and bike lanes would 

help improve the experience for non-motorized users. 

Maintaining sidewalks, signage and landscaping is 

imperative to encouraging non-motorized transportation, 

which also helps reduce motor vehicle congestion, noise, 

air pollution, etc. As a side note, participants indicated 

that education for cyclists to encourage use of better 

etiquette and following the rules of the road would be 

beneficial. 

Shops and Amenities 

Marietta offers a small-town shopping environment in 

which many types of businesses can thrive. Participants 

indicated that welcome additions would be an ice cream 

shop, antique shops and a bike shop. Creative shops for 

artists and makers would fit with Marietta. Perhaps a few 

central business directories in town or at trail heads 

would be effective for directing visitors to existing 

businesses. Low cost amenities that would contribute to 

the downtown experience are street trees, benches and 

bike racks. 

To wrap up the Community Event, the participants shared 

their thoughts from their walks within a SWOT 

(Strengths, Weaknesses, Opportunities, and Threats)  

framework  

The completed survey instruments from the June 2017 

Community Event / Walking Tour are included as 

Appendix D of this Report. 

The SWOT Lists are included as Appendix E of this Report 



Figure 4: Displayed at local business and shared via social media, this graphic was created 

to promote the event where Our Marietta shared initial data findings with the community.  
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MARKET DATA  
An important source of key data about the local market 

was provided by the Pennsylvania Downtown Center 

(PDC). The data source, Nielson PRIZM, is the same 

information used by national retail chains, shopping mall 

management companies, and other major consumer-

based businesses. By making this data available along 

with the necessary training to understand it, PDC is 

providing communities and small business owners an 

opportunity to benefit from the same data as their large 

competitors.  

Demographics 

The initial data is focused on basic demographic profile of 

population, age, race, households, education, income, 

and housing. This data is important for small business 

owners who are looking at the local market and the 

amount of disposable income available. Banks look for 

this information in business plans to show that the 

business owner has done their due diligence in assessing 

the local market. A simple infographic was created for 

this study that highlights the basic demographic 

information. This is a good summary to be shared with 

businesses considering the viability of Marietta Borough 

as a potential location for opening or expanding a 

business.  

• Among the outstanding  demographic data points 

that bode well for the Marietta trade area is that the 

population is stable with well-paying jobs: 

 94.8% of the local population is employed 

with 56.0% hold white-collar occupations, 

26.2% hold blue-collar occupations and 

17.7% are occupied as service or farm 

workers.  

 Across the categories of job types, the largest 

segment is Office and Administrative Support 

at 14.4%. Transportation and Moving employ 

9.5%, Management employs 8.6%, 

Production employs 8.4%, Sales and related 

services employ 8.4%, and Healthcare 

Practitioners and Technicians employ 7.4%.   



Our Marietta | Placemaking Readiness Initiative Report        Page 18 

 This represents a broad spectrum of 

employment types that bodes well for the 

long-term employability of the workforce. 

With no one employer type dominating the 

workforce, the local economy is not at the 

mercy of a single employer and the 

devastation that creates if it closes.  

• The income levels for the Marietta trade area 

average $77,380.23 with a projected increase to 

$86,391.66 in the next five years.  

• The local population has grown from 69,683 to 

74,344 from 2010 to the current year with an 

increase of an additional 3.1% projected.  

• The number of households has grown from 27,261 

to 29,376 resulting in a 7.8% increase from 2010 to 

current year and anticipated to grow an additional 

3.7%. The current median age is 40.1 with the 

average age is 40.3.  

The Pop-Facts Household Income Chart (found in 

Appendix F) looks at the income levels of the different 

age cohorts and compares it in three charts from 2010, 

current and projected out to 2022. This will be an 

invaluable resource for business owners looking to 

identify the potential growth for their target market.  

 

Business Development Opportunity 

Retail Market Power 

One of the most valuable reports from this data is the 

Retail Store Opportunity. This report, known as a Gap 

Analysis (shown on pages 20-22) compares the current 

demand for various retail store types and the aggregate 

dollars that are currently being spent each category.   

Simply put, a Gap Analysis compares retail sales 

(“Supply”) with what consumers spend (“Demand”) 

within a market area. When consumers spend more 

than businesses earn (demand > supply) in the market 

area, consumers are spending dollars outside of the 

area. This is referred to as “leakage.” Typically, market 

areas with leakage are potential opportunities for 

growth, as local demand for these goods and services 
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already exists but is unmet by existing supply.  

Conversely, when retail sales are more than consumers 

spend (supply > demand) in a market area, the market is 

saturated with customers from both within and outside 

the area. This is referred to as a “surplus”. As the market 

is oversupplied with spending, a retail category with 

surplus is challenging for new retail development.  

For the purposes of looking at the potential for Marietta 

Borough businesses to capitalize on the foot traffic 

provided by the Northwest Lancaster County River Trail, 

this report has good news. The three largest 

opportunities are directly related to businesses that 

provide goods and services traditionally  serving trail 

users.  

• The largest opportunity is in the Snack and Non-

alcoholic Beverage category with an opportunity of 

$13,351,540. This means that there is room for coffee 

shops, ice cream shops and other businesses that 

provide snacks and non-alcoholic beverages. This 

should serve an incentive for existing businesses in 

this category or close to this category to reconsider 

their marketing opportunities to pull some of those 

dollars into their own establishments.  

• The second largest category is Full-Service 

Restaurants with $9,960,470 in untapped need in the 

market. This is the kind of data that banks like to see 

when a business owner approaches them about a 

loan to expand. Trail users are definitely a target 

market for full-service restaurants, especially those 

with outdoor dining. After an afternoon riding or 

hiking in the heat, trail users appreciate outdoor 

dining option.  

• The final of the top three categories with a 

substantial gap is the Sporting Goods category with 

$6,287,665. This is an opportunity for bike shops and 

shops that cater to specific outdoor sports such as 

soccer, football or baseball. Once again, this is a type 

of shop that would thrive with easy access to trail 

users.  

The Retail Market Power (Retail Opportunity) charts are 

on the following three pages of this report. 

Sales & Employment 

The sales and employment data for the Marietta Trade 

Area is broken down into detail on the following charts: 

• Pop-Facts Demographics - Summary 

• Business Facts Summary-Retail 

• Business Facts Summary-Occupation 

• Business Facts Summary-3-digit NAICS 

• Effective Buying Income-2018 

• Effective Buying Income-2023 

 

Each data set is broken down by 10-, 15- and 20-mile 

drive times. Depending on the type of business 

development opportunity, this data can provide good 

insight into potential customer base. The sales and 

employer data provides a profile of the customers who 

may be in the community during the day with an 

opportunity to attract them for lunch or dinner. On the 

other hand, a non-profit may find the data on the local 

employers helpful with creating a campaign for 

donations or other partnerships. In other words, this 

report is full of opportunities for a wide variety of local 

partners.  

See the Sales and Employment Charts in Appendix G 
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Retail Market Power | Retail Stores Opportunity   

Trade Area: 17547 (Marietta, PA)    

Demand by Store Type 2017 Demand 2017 Supply 2017 Opportunity 
Gap / Surplus 

  
(Consumer          

Expenditures) 
 (Retail Sales) 

Total Retail Sales Including Eating & Drinking Places $5,971,099,468 $6,630,731,773 $659,632,305 

Total Retail Sales $5,276,291,281 $5,856,962,061 $580,670,780 

    

Motor Vehicle & Parts Dealers-441 $1,212,419,784 $1,522,889,262 $310,469,478 

Automotive Dealers-4411 $1,033,802,561 $1,325,193,840 $291,391,279 

Other Motor Vehicle Dealers-4412 $78,094,726 $33,644,846 $44,449,880 

Automotive Parts/Accessories, Tire Stores-4413 $100,522,497 $164,050,576 $63,528,079 

    

Furniture & Home Furnishings Stores-442 $121,456,955 $170,165,405 $48,708,450 

Furniture Stores-4421 $64,837,734 $59,616,919 $5,220,815 

Home Furnishing Stores-4422 $56,619,221 $110,548,486 $53,929,265 

    

Electronics & Appliance Stores-443 $100,192,968 $104,171,004 $3,978,036 

Household Appliances Stores-443141 $14,526,228 $25,331,339 $10,805,111 

Electronics Stores-443142 $85,666,740 $78,839,665 $6,827,075 

    

Building Material & Garden Equipment & Supply Dealers-444 $638,495,371 $598,043,727 $40,451,644 

Building Material & Supply Dealers-4441 $587,873,891 $573,426,311 $14,447,580 

Lawn/Garden Equipment/Supplies Stores-4442 $50,621,480 $24,617,416 $26,004,064 

    

Building Material & Supply Dealers-444       

Home Centers-44411 $235,599,408 $289,552,589 $53,953,181 

Paint & Wallpaper Stores-44412 $12,093,649 $13,732,747 $1,639,098 

Hardware Stores-44413 $59,449,121 $86,938,366 $27,489,245 

Other Building Materials Dealers-44419 $280,731,713 $183,202,609 $97,529,104 

Building Materials, Lumberyards-444191 $105,951,132 $68,353,295 $37,597,837 

Outdoor Power Equipment Stores-44421 $9,924,074 $6,702,335 $3,221,739 

Nursery & Garden Centers-44422 $40,697,406 $17,915,081 $22,782,325 

    

Food & Beverage Stores-445 $782,178,271 $872,960,168 $90,781,897 

Grocery Stores-4451 $707,907,422 $775,708,876 $67,801,454 

Supermarkets, Grocery Stores-44511 $659,937,681 $757,072,901 $97,135,220 

Convenience Stores-44512 $47,868,741 $18,635,962 $29,232,779 

Specialty Food Stores-4452 $26,372,400 $17,603,117 $8,769,283 

Beer, Wine & Liquor Stores-4453 $47,898,449 $79,648,175 $31,749,726 
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Retail Market Power | Retail Stores Opportunity   

Trade Area: 17547 (Marietta, PA)    

Demand by Store Type 2017 Demand 2017 Supply 2017 Opportunity 
Gap / Surplus 

  
(Consumer           

Expenditures) 
 (Retail Sales) 

Health & Personal Care Stores-446 $326,223,909 $313,139,139 $13,084,770 

Pharmacies & Drug Stores-44611 $267,021,274 $257,661,730 $9,359,544 

Cosmetics, Beauty Supplies, Perfume Stores-44612 $26,746,851 $15,190,467 $11,556,384 

Optical Goods Stores-44613 $12,435,719 $23,979,135 $11,543,416 

Other Health & Personal Care Stores-44619 $20,020,065 $16,307,807 $3,712,258 

    

Gasoline Stations-447 $358,344,470 $362,188,156 $3,843,686 

Gasoline Stations with Convenience Stores-44711 $180,181,887 $338,646,052 $158,464,165 

Other Gasoline Stations-44719 $178,162,583 $23,542,104 $154,620,479 

    

Clothing & Clothing Accessories Stores-448 $268,113,337 $340,591,047 $72,477,710 

Clothing Stores-4481 $200,248,032 $250,548,272 $50,300,240 

Men's Clothing Stores-44811 $8,811,882 $11,345,103 $2,533,221 

Women's Clothing Stores-44812 $44,080,308 $46,654,130 $2,573,822 

Children's, Infants' Clothing Stores-44813 $11,438,806 $20,767,477 $9,328,671 

Family Clothing Stores-44814 $109,389,501 $134,052,289 $24,662,788 

Clothing Accessories Stores-44815 $10,283,244 $16,247,983 $5,964,739 

Other Clothing Stores-44819 $16,244,291 $21,481,290 $5,236,999 

Shoe Stores-4482 $36,305,574 $64,054,989 $27,749,415 

Jewelry, Luggage, Leather Goods Stores-4483 $31,559,731 $25,987,786 $5,571,945 

Jewelry Stores-44831 $28,617,590 $25,936,982 $2,680,608 

Luggage & Leather Goods Stores-44832 $2,942,141 $50,804 $2,891,337 

    

Sporting Goods, Hobby, Book, Music Stores-451 $113,384,344 $161,047,667 $47,663,323 

Sporting Goods, Hobby, Musical Instrument Stores-4511 $96,371,686 $135,935,090 $39,563,404 

Sporting Goods Stores-45111 $66,832,288 $60,544,623 $6,287,665 

Hobby, Toys & Games Stores-45112 $21,323,421 $54,756,210 $33,432,789 

Sewing, Needlework & Piece Goods Stores-45113 $2,896,899 $7,281,696 $4,384,797 

Musical Instrument & Supplies Stores-45114 $5,319,078 $13,352,561 $8,033,483 

Book, Periodical & Music Stores-4512 $17,012,658 $25,112,577 $8,099,919 

Book Stores-451211 $14,651,773 $23,326,514 $8,674,741 

News Dealers & Newsstands-451212 $2,360,885 $1,786,063 $574,822 
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Retail Market Power | Retail Stores Opportunity   

Trade Area: 17547 (Marietta, PA)    

Demand by Store Type 2017 Demand 2017 Supply 2017 Opportunity 
Gap / Surplus 

  
(Consumer           

Expenditures) 
 (Retail Sales) 

Miscellaneous Store Retailers-453 $169,836,379 $219,292,893 $49,456,514 

Florists-4531 $7,829,323 $7,673,567 $155,756 

Office Supplies, Stationery, Gift Stores-4532 $57,266,141 $100,536,103 $43,269,962 

Office Supplies & Stationery Stores-45321 $32,652,635 $58,943,966 $26,291,331 

Gift, Novelty & Souvenir Stores-45322 $24,613,506 $41,592,137 $16,978,631 

Used Merchandise Stores-4533 $21,343,031 $17,472,125 $3,870,906 

Other Miscellaneous Store Retailers-4539 $83,397,884 $93,611,098 $10,213,214 

    

Non-Store Retailers-454 $522,930,254 $204,729,029 $318,201,225 

    

Foodservice & Drinking Places-722 $694,808,187 $773,769,712 $78,961,525 

Special Foodservices-7223 $51,947,975 $57,884,714 $5,936,739 

Drinking Places Alcoholic Beverages-7224 $22,694,171 $39,635,829 $16,941,658 

Full-Service Restaurants-722511 $343,025,572 $333,065,102 $9,960,470 

Limited Service Eating Places-722513 $237,836,996 $304,205,767 $66,368,771 

Cafeterias. Grill Buffets, and Buffets-722514 $6,266,067 $19,292,434 $13,026,367 

Snack and Non-alcoholic Beverage Bars-722515 $33,037,406 $19,685,866 $13,351,540 

    

GAFO* $1,323,128,984 $1,864,255,790 $541,126,806 

*General Merchandise Stores-452    

*Clothing & Clothing Accessories Stores-448    

*Furniture & Home Furnishings Stores-442    

*Electronics & Appliance Stores-443    

*Sporting Goods, Hobby, Book, Music Stores-451    

*Office Supplies, Stationery, Gift Stores-4532    

* GAFO (General merchandise, Apparel, Furniture & Other) represents sales at stores that sell merchandise normally sold in 
department stores. This category is not included in Total Retail Sales Including Eating & Drinking Places. 

Nielsen's RMP data is derived from two major sources of information. The demand data is derived from the Consumer Expenditure Survey (CE 
Survey or CEX), which is fielded by the U.S. Bureau of Labor Statistics (BLS). The supply data is derived from the Census of Retail Trade (CRT), which 
is made available by the U.S. Census. Additional data sources are incorporated to create both supply and demand estimates. 

The difference between demand and supply represents the opportunity gap or surplus available for each merchandise line in the specified re-
porting geography. When this difference is positive (demand is greater than the supply), there is an opportunity gap for that merchandise line; 
when the difference is negative (supply is greater than demand), there is a surplus. 

Copyright © 2018 by  Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2017, Claritas - Retail Market Power 2017, Claritas - PRIZM 
Premier 2017. 
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Market Segmentation 

The last section of the market-based data is the most 

interesting in many ways. The Nielson Claritas PRIZM®  

Premier Segmentation System (and corresponding 

narratives) is a completely different way of looking at the 

potential market for local businesses. For the purposes of 

this study, the trade area of 17547 for Marietta, PA was 

used to define the potential market for the Borough.   

Claritas PRIZM® Premier is a segmentation system that 

classifies every U.S. household into one of 68 consumer 

segments based on household preferences for a broad 

range of products and behaviors.   The companion 

segmentation system—Workplace PRIZM® Premier—

tracks the adult residential population of every census 

tract into its associated tracts of employment, covering 

private sector workers, public sector workers, 9-to-5 

workers, swing shift and night shift workers. 

Workplace PRIZM® Premier is estimated using tract-to-

tract commuting data produced by the U.S. Census 

Bureau. Both PRIZM® Premier and Workplace PRIZM® 

Premier will enable current and potential business 

owners to create a better portrait of their customers by 

answering these important questions:  

• Who are my ideal customers?  

• What are they like?  

• Where can I find them?  

• How can I best reach them?   

• Where do they work?  

 

For an in-depth review of the methodology, see Claritas 

PRIZM Premier Segment Narratives in Appendix H.  

The categories that represent approximately 80% of the 

Marietta trade area—for both PRIZM® Premier and 

Workplace PRIZM® Premier—are provided in charts on 

the following pages.   

• The Trade Area Percentage represents how much of 

the market area contains that particular segment. A 

quick scan down the percentages, the first notable 

detail is how much variety of segments can be found 

in the trade area. No one group dominates.  

• The Trade Area Index represents how closely the 

local residents fit the description in the Segment 

Narratives. With 100 as the mean, the higher the 

index number the more that group matches the 

description and the further under 100, the less 

strongly they fit.  

The pages that immediately follow each of the charts 

provide additional information on the top three segments 

in the PRIZM® Premier and Workplace PRIZM® Premier 

lists, including the percentage of each segment,  

expanded descriptions, and a number of indicators that 

are used to create the segments: 

• % (of each segment) 
• Segment Name 
• Income  
• Lifestage 
• Family 
• Drive (Preference) 
• Dine (Preference) 
• Shop (Preference) 
• Leisure (Preference) 
• Travel (Preference) 
• Online/TV (Preference) 
• Music (Preference) 
• Age (General Range) 
• Own/Rent (Home) 
• Investment (Income Producing Assets) 
• Technology (Level of Use/Interaction) 
 

Segmentation of markets is an ever-changing process. At 

this point, they are not looking closely at whether people 

are living an active lifestyle that does not involve boats, 

recreational vehicles, and campers. With the rapid 

growth of interest in outdoor activities (e.g., walking, 

hiking, biking, birding, fishing, and paddling sports) more 

data within these segments will be available going 

forward. The outdoor recreation industry is only just 

starting to track the impact of the customers on the 

national economy.  

 

The complete data sets for the PRIZM® Premier and 

Workplace PRIZM® Premier Segments and Narratives can 

be found in Appendix I. 
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Segment 
Code 

Segment Name Base Count Base % 
Trade Area 

Count 
Trade Area % 

Trade Area 
Index 

22 Middleburg Managers 3,030,409 2.46 6,736 5.1 208 

12 Cruisin' to Retirement 2,988,826 2.42 6,192 4.69 194 

36 Toolbelt Traditionalists 3,023,367 2.45 5,689 4.31 176 

24 Pickup Patriarchs 1,245,184 1.01 5,477 4.15 411 

54 Struggling Singles 1,624,819 1.32 5,441 4.12 313 

49 American Classics 2,060,719 1.67 5,419 4.1 246 

20 Empty Nests 1,959,970 1.59 5,366 4.06 256 

15 New Homesteaders 1,262,375 1.02 5,142 3.89 381 

32 Traditional Times 1,711,553 1.39 4,559 3.45 249 

59 New Melting Pot 1,734,072 1.41 4,368 3.31 235 

29 White Picket Fences 1,895,977 1.54 4,310 3.26 212 

50 Metro Grads 1,766,231 1.43 4,272 3.23 226 

37 Bright Lights, Li'l City 1,715,175 1.39 4,154 3.15 226 

9 Big Fish, Small Pond 2,008,816 1.63 3,979 3.01 185 

10 Executive Suites 1,618,840 1.31 3,603 2.73 208 

26 Home Sweet Home 1,590,302 1.29 3,183 2.41 187 

41 Domestic Duos 1,202,742 0.97 3,123 2.37 243 

51 Campers & Camo 2,236,170 1.81 2,920 2.21 122 

64 Family Thrifts 1,128,136 0.92 2,860 2.17 237 

25 Up-and-Comers 1,839,107 1.49 2,778 2.1 141 

53 Lo-Tech Singles 1,740,409 1.41 2,601 1.97 140 

48 Generation Web 2,072,963 1.68 2,554 1.93 115 

38 Hometown Retired 1,684,879 1.37 2,422 1.83 134 

47 Striving Selfies 1,756,874 1.42 2,383 1.8 127 

66 New Beginnings 1,211,584 0.98 2,190 1.66 169 

61 Second City Generations 1,335,199 1.08 2,100 1.59 147 

58 Golden Ponds 2,314,188 1.88 2,076 1.57 84 

Household PRIZM Premier | Top Segments (80% of Trade Area) 

The Full Household Prizm Premier List and corresponding segment descriptions is in Appendix X 
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%  5.10%  4.69%  4.31% 

Segment  
Middleburg    
Managers 

 
Cruisin' to          

Retirement 
 

Toolbelt             
Traditionalists 

Income  Upscale  Upscale  Midscale  

Lifestage  Middle Age  Older  Older  

Family  Family Mix  Mostly without Kids  Mostly without Kids 

   

Middleburg Managers 
arose when empty nesters 
settled in satellite commu-
nities, which offered a 
lower cost of living and 
more relaxed pace. Resi-
dents tend to be middle 
class with solid whitecollar 
jobs or comfortable retire-
ments. In their older 
homes, they enjoy reading 
and needlecrafts while 
time outside the homes is 
spent at club activities and 
cultural events. 

 

With their children mostly 
grown and out of the 
house, these older couples 
are Cruisin' to Retirement. 
They remain in the neigh-
borhoods where they 
raised their families, en-
joying the suburban life-
style. They vacation often, 
watch golf on television, 
and listen to talk radio.  

 

Like many other older seg-
ments, Toolbelt Tradition-
alists have empty nests. If 
something needs to be 
fixed, they are likely to do 
the work themselves with 
their own power tools or 
paint. They enjoy the ben-
efits of AARP and are fre-
quent QVC and HSN shop-
pers. 

Drive  Owns a Subaru  Owns a Volvo  Owns a Buick 

Dine  Eats at Chipotle  Eats at Bonefish Grill  Eats at Bob Evans 

Shop  
Uses cloth/reusable shopping 

bags 
 Shops at Chico's  Shops at Chico's 

Leisure  Plays softball/baseball  Follows PGA/LPGA  Follows PGA/LPGA  

Travel  Stays at Hyatt  Visits Alaska  Cruises on Royal Caribbean 

Online/TV  Visits MLB.com  Watches Fox Business  Visits AARP 

Music  Listens to Alternative   Listens to Talk radio   Listens to Gospel 

Age  Age Under 55  Age 55+   Age 55+  

Own/Rent  Mostly Owners   Mostly Owners   Mostly Owners  

Investment  Elite IPA  Elite IPA   Low IPA 

Technology   Average Tech  Average Tech   Average Tech 
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Segment 
Code 

Segment Name Base Count Base % 
Trade Area 

Count 
Trade Area 

% 
Trade Area 

Index 

36 Toolbelt Traditionalists 3,756,775 2.6 11,636 6.42 247 

38 Hometown Retired 2,064,750 1.43 11,539 6.37 446 

24 Pickup Patriarchs 1,640,560 1.13 11,426 6.3 556 

29 White Picket Fences 2,113,983 1.46 10,373 5.72 392 

20 Empty Nests 2,479,817 1.71 10,237 5.65 330 

27 Big Sky Families 3,953,912 2.73 10,005 5.52 202 

32 Traditional Times 2,177,588 1.5 9,864 5.44 362 

50 Metro Grads 2,160,250 1.49 8,677 4.79 321 

26 Home Sweet Home 2,080,830 1.44 7,483 4.13 287 

23 Township Travelers 1,478,229 1.02 6,410 3.54 346 

37 Bright Lights, Li'l City 2,286,669 1.58 5,987 3.3 209 

39 Kid Country, USA 1,651,257 1.14 5,810 3.21 281 

28 Country Casuals 2,971,149 2.05 4,477 2.47 120 

22 Middleburg Managers 4,159,150 2.87 4,031 2.23 77 

54 Struggling Singles 1,987,316 1.37 4,014 2.21 161 

30 Pools & Patios 2,224,692 1.54 3,689 2.04 132 

12 Cruisin' to Retirement 4,189,603 2.9 3,592 1.98 68 

15 New Homesteaders 1,375,019 0.95 3,429 1.89 199 

9 Big Fish, Small Pond 2,523,531 1.74 3,341 1.84 106 

48 Generation Web 2,339,282 1.62 3,220 1.78 110 

49 American Classics 2,553,223 1.76 3,144 1.74 98 

59 New Melting Pot 2,037,721 1.41 3,115 1.72 122 

Workplace PRIZM Premier | Top Segments (80% of Trade Area) 

The Full Workplace Prizm Premier List and corresponding segment descriptions is in Appendix X 
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%  6.42%  6.37%  6.30% 

Segment  
Toolbelt              

Traditionalists 
 

Hometown         
Retired 

 Pickup Patriarchs 

Income  Midscale   Midscale    Upscale 

Lifestage  Older   Older  Older 

Family  Mostly without Kids  Mostly without Kids  Mostly without Kids 

   

Like many other older seg-
ments, Toolbelt Tradition-
alists have empty nests. If 
something needs to be 
fixed, they are likely to do 
the work themselves with 
their own power tools or 
paint. They enjoy the ben-
efits of AARP and are fre-
quent QVC and HSN shop-
pers. 

 

Hometown Retired con-
sists of older, midscale 
couples with no kids at 
home. Somewhat set in 
their ways, they are slow 
to adopt and below aver-
age in their use of technol-
ogy. They watch the news 
on television and enjoy 
reading and eat out occa-
sionally at places that they 
deem to offer a good val-
ue. 

 

Pickup Patriarchs, an up-
scale segment found in 
exurban areas, are country 
chic. They live in areas that 
are somewhat rural but 
they have more suburban 
tastes. They are frequent 
golfers and boaters, heavy 
shoppers and savvy inves-
tors. 

Drive  Owns a Buick  Owns a Chrysler  Owns a GMC 

Dine  Eats at Bob Evans  Eats at Cracker Barrel  Eats at Bob Evans 

Shop  Shops at Chico's  
Visits finance /               invest-

ment sites on PC 
 Shops at Eddie Bauer 

Leisure  Follows PGA/LPGA   Follows NASCAR  Goes boating  

Travel  Cruises on Royal Caribbean  Stays at Quality Inn  Stays at Radisson 

Online/TV  Visits AARP  Watches CNN Headline News  Visits NASCAR.com 

Music  Listens to Gospel  Listens to Classic Country  Listens to NASCAR 

Age  Age 55+   Age 55+   Age 45-64 

Own/Rent  Mostly Owners   Mostly Owners    Mostly Owners 

Investment  Low IPA  Low IPA    High IPA 

Technology   Average Tech  Below Average Tech   Average Tech 
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Placemaking Readiness | 

Action Plan 
The concept of place is a bit abstract. It’s difficult to 

describe. And yet, you know it when you are there.  An 

area with a "sense of place" typically includes a variety of 

shops and places of employment, plenty of people out 

and about,  a public park or town square, and probably 

more than a few planned events or activities.  

But, a place is more than a sum of its parts. A place has a 

shared personality or identity...in other words, character. 

And the one common element running through each 

place—its people! No one knows more about a place 

than the folks that live there, experience it every day, 

and make it their own. The residents and business 

owners in (...and the visitors to) Marietta already know 

that this community is a special place.  

Placemaking as a community development tool has been 

around since the 1961 groundbreaking book, “The Death 

and Life of Great American Cities” recognized that 

“public spaces regularly inhabited by diverse people are 

safer, more prosperous, more enjoyable for residents, 

and more attractive to visitors.”  

Placemaking is not just the act of building or fixing up a 

space. It is a thoughtful process that fosters the creation 

of dynamic destinations: the kind of places where people 

feel a strong connection to their communities and a 

commitment to making things better. Placemaking 

generates both positive social outcomes as well as 

economic benefits. Simply put, Placemaking capitalizes  

on a local community's existing assets, inspiration, and 

potential, ultimately creating good public spaces that 

promote health, happiness, and well-being.  

Placemaking–as a process—by its very nature is dynamic 

and iterative. Marietta’s Placemaking Readiness Initiative 

allowed for a shift from the regular construct of a “plan-

then-deliver” approach to one that seeks to enable and 

engage community from the start. Going forward, this 

framework for Our Marietta will be a platform for the 

community to work together in an appropriate and 

sustainable manner giving everyone a sense of belonging.  

The Our Marietta Project Team understood the 

importance of process over product. That’s not to say 

that this group wasn’t focused on delivering solid results 

at the end of their initial work. They were! But they also 

appreciated the broader implications of understanding 

both the current dynamics of the community and how 

lifting up the good works of existing groups and 

individuals could prove far more meaningful than trying 

to create new projects or advance new initiatives. To that 

end, the resulting Action Plan for Our Marietta is one that 

focuses on how and where the community can invest 

their resources to continue to build on existing assets.  

The following Action Plan categorizes action items into 

the following four categories: 

• Organize  

• Communicate  

• Partner  

• Develop 

Each action item is briefly described and assigned to a 

lead entity/organization. A timing for implementation of 

immediate, mid-term, or long-term is proposed for each 

item along with a high, medium, or low level of priority. 

It is important to understand that Placemaking Initiatives 

do not happen overnight, they will develop and evolve 

over time. Our Marietta—in it’s work to support 

community-wide efforts—will need to stay focused and 

remember to take small steps instead of attempting to 

tackle everything all at once.  

The Benefits of Placemaking include: 

• Fosters meaningful social interaction 

• Builds capacity and capability  

• Engages stakeholders  

• Creates goodwill  

• Supports the local economy 

• Provides a sense of comfort and safety 

• Creates places designed for people  

• Attracts the right uses to the right places  



Our Marietta | Plan for Action
Understanding and Using the Plan for Action

Recommended Action/Tactic


 

Priority
  High 
  Medium
  Low

Implementation Timeframe
  Ongoing
  Short 1-3 Years
  Medium 4-6 Years
  Long 6-10+ Years

Lead Entity
 

 

 

The Our Marietta Placemaking Readiness Initiative was first and foremost a planning process that enabled Marietta 
to gather information, build understanding, and prepare for action. The resulting Plan for Action,  presented on the 
following pages, represents the activities and tactics called for by residents, businesses, and visitors through the 
planning process. The recommendations are grouped into four categories: Organize; Communicate; Partner; and 
Develop. As with most Action Plans, implementation is expected to occur incrementally. The plan should be seen as 
a flexible instrument that guides conversations, facilitates collaboration among the many groups and individuals 
active in the community, and helps in the decision making process of allocating (often limited) resources. Additional 
explanation on the plan elements are provided below.

Most of the high priority, short term (ongoing) activities - especially those in the Organize, Communicate, and 
Partner categories - should be looked upon as those needed to build a solid foundation for the Borough and 
Marietta's non-profit groups to work together to achieve progress on their overall placemaking and 
community development goals.

Some the activities provide specific actions for the lead entity (or other collaborating groups) to take while 
others allow for the individuals and groups involved to discuss and consider options before launching into 
implementation.

Each Recommended Action/Tactic identifies one organization that it is believed will bear the primary 
responsibility for implementation. It is possible that as the Plan for Action is reviewed and implementation 
gets underway, the Lead Entity could change based on available capacity, resources, and other factors. 

While one entity is identified as the "lead," it is understood that most activities will require collaboration 
among any number of partners - including other Marietta-based organizations as well as entities from the 
region, county, and state. The final page of the Plan for Action lists the potential Implementation Partners.

If an organization named as Lead Entity does not have the capacity to implement a priority activity, Our 
Marietta should consider providing the resources ncessary to help with implementation.
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Organize (…and build capacity!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

O-1

Establish a community-wide Collaborative of 
Borough and Non-profit Community Development 
Organizations. The primary purpose of the 
informal group is to improve communication both 
between these entities and from the entities out 
to residents, the business community, and visitors 
to Marietta.

High Short Our Marietta

O-2

Convene an initial gathering of Borough and Non-
profit Community Development Organizations to 
discuss the use of the Collaborative to support 
their efforts, to identify priority efforts among the 
groups represented, and to determine the 
frequency and manner of ongoing interaction 
through the Collaborative.

High Short Our Marietta

O-3

Identify a leader to manage the Collaborative*. 
This person will be responsible for bringing the 
group together on a regular basis to share 
information and review progress on 
implementation of the Action Plan. *Alternatively, 
the responsibility of leading / managing the work 
of the Collaborative could rotate annually among 
(or an individual representing) the organizations 
involved. 

High Short/Ongoing Our Marietta

O-4
Schedule regular interaction - both via email and 
in-person - with the Organizations and Individuals 
active in the Collaborative.

Medium Short/Ongoing Our Marietta

O-5

Build and maintain a database of contact 
information for the Collaborative. The database 
should be used for general communication, 
volunteer and resource development, as well as 
general information sharing. All contacts must be 
made aware that their contact information will 
only be shared with local organizations. Offer an 
opt-out option on an annual basis.

High Short/Ongoing Our Marietta
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Organize (…and build capacity!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

O-6

Based on the desire to move forward with (larger 
and/or more complex) planning, programming, or  
public infrastructure initiatives, consider 
increasing the capacity of the borough to develop 
project partnerships/resources and manage 
projects. This capacity could come through the 
addition of staff or through a formalized 
partnership with another entity. 

High Medium Marietta Borough

O-7

Form partnerships with the existing organizations 
active in the immediate River Towns Region to 
advance Marietta-based initiatives (e.g., 
Rivertownes PA, Susquehanna Valley Chamber of 
Commerce, Susquehanna Heritage)

High Short/Ongoing Our Marietta

O-8

Build and maintain a database of contact 
information for the Implementation Partners 
identified in the Action Plan. Commit to updating 
the database annually.

Medium Short/Ongoing Our Marietta
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Communicate (…and celebrate!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

C-1

Develop a simple (one-page) communication plan 
for the Collaborative. The plan will establish the 
optimal internal and external communication 
channels, methods, frequencies, etc for the work 
of the Collaborative. 

High Short Our Marietta

C-2

Develop and maintain the "Our Marietta" website 
as a one-stop shop for the ongoing work of the 
Collaborative and a primary tool for the  
dissemination of community  information. 

High Short/Ongoing Our Marietta

C-3

Encourage community-wide support and 
utilization of The Marietta Traveler for 
communication. The use of the Marietta Traveler 
was widely cited as a resource valued by the 
community at large. 

High Short/Ongoing
Marietta Restoration 

Associates

C-4

Promote better understanding of the Borough 
Council Committee System (purpose, schedule, 
public participation protocols, etc.) to encourage  
participation at the monthly committee meetings 
by residents. 

High Short Marietta Borough

C-5

Post/publish agendas (in advance) and minutes 
(upon adoption) from all Marietta Borough 
Council Meetings as well as Committees of 
Borough Council 

High Short/Ongoing Marietta Borough

C-6

Publicize the community efforts and successes of 
the Collaborative (i.e., all Marietta-based 
organizations) on at least a biannual (if not 
quarterly) basis

High Short/Ongoing Our Marietta

C-7

Create and maintain a community calendar to 
provide information on meetings, events, and 
other activites of interest to residents, business 
owners, and visitors

High Short/Ongoing Our Marietta
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Communicate (…and celebrate!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

C-8

Create a visitor friendly map and associated 
graphics to enhance people's ability to find trail 
access points and make connections from the  trail 
to local businesses. 

High Short/Ongoing
Marietta Area 

Business Association

C-9

Develop and publish an annual "Year In Review" 
report to share news of progress made and goals 
accomplished of the Borough and  Non-profit 
Community Development Organizations.

Medium Medium/Ongoing Our Marietta

C-10

With the initial Business Owner Survey as a 
starting point, develop a more indepth survey 
instrument to gather information on local business 
conditions and needs.

Medium Medium
Marietta Area 

Business Association

C-11

With the initial Trail User Survey as a starting 
point, issue a biennial survey of trail users to gain 
insight into trail usage trends. Disseminate trail 
user information through the Collaborative and to 
all local businesses.

Medium Medium Our Marietta

C-12

With the initial Resident Survey as a starting point, 
issue a biennial survey of Marietta residents to 
gain insight into community issues and needs. 
Disseminate survey information through the 
Collaborative and to all local residents

Medium Medium Marietta Borough
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Partner (…and cultivate resources!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

P-1

Using the Collaborative as the primary volunteer 
recrutiment and retention vehicle for community 
based organizations, reach out at least annually to 
the Borough and Community Non-Profits to gather 
information on their volunteer and resource 
needs (i.e., time, talent, and treasure).

High Short Our Marietta

P-2

Issue an annual "Call for Community" for the 
specific needs identified by the Collaborative 
Partners via local media, websites, social media, 
and local newsletters)

High Short/Ongoing Our Marietta

P-3
Maintain a database of local residents willing to 
provide short-term volunteer capacity or other 
resources for projects and programs.

Medium Short/Ongoing Our Marietta

P-4

Publicize volunteer opportunities on a regular 
basis through the Our Marietta Website, on social 
media, and in the Marietta Traveler. This should 
be a consistent (branded) "volunteer corner"  link 
and corresponding written article.

High Short/Ongoing Our Marietta

P-5

Publicize a community resource request list on a 
regular basis through the Our Marietta Website, 
on social media, and in the Marietta Traveler. This 
should be a consistent (branded) "community 
wish list"  link and corresponding written article.

Medium Medium/Ongoing Our Marietta

P-6

Look to join regional efforts working to develop 
the Susquehanna Riverlands as a regional / 
national cultural/heritage/nature-based 
recreation tourism destination

High Short/Ongoing Marietta Borough
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Partner (…and cultivate resources!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

P-7

With input from all Collaborative Partners, 
develop an annual communication piece on the 
priority projects/initiatives in Marietta. 
Disseminate the communication piece to potential 
implementation partners and follow up with 
requests for specific assistance and/or resources 
to aid implementation

Medium Short/Ongoing Our Marietta

P-8
Hold an annual volunteer recognition event to 
celebrate the gifts of time, talent, and treasure 
given by all volunteers in the community

Medium Short/Ongoing Marietta Borough

P-9

Establish one/more volunteer recognition awards 
to be voted on by the Collaborative Partners and 
awarded at the annual volunteer recognition 
event. 

Medium Medium/Ongoing Marietta Borough
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Develop (...and work to get things done!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

D-1

Develop a 5-Year Capital Improvement Program 
(CIP) to  identify, define, prioritize, and budget for 
capital projects and purchases. The use and 
management of the CIP is key to understanding 
both the projects coming out of the Borough 
Council Committee system, but also the needs of 
community organizations that may look to the 
Borough to partner with them to complete 
projects (e.g., Emergency Service Providers, 
Community Development Groups, etc.)

High Short/Ongoing Marietta Borough

D-2

Use the data gathered through the initial Our 
Marietta planning process to help educate and 
inform decision making among Collaborative 
Partners. Commit to updating the data sets on a 
regular basis.

High Ongoing Our Marietta

D-3

Identify the top properties (parcels / buildings) for 
redevelopment. Maintain basic information on the 
properties to share with realtors and/or potential 
business owners looking for Marietta locations.

High Short Our Marietta

D-4

Partner with the Lancaster County Housing & 
Redevelopment Authority through the Land Bank 
to identify and rehab/redevelop blighted 
properties

High Short/Ongoing Marietta Borough

D-5

Develop and implement a plan to provide 
amenities and improvements for general trail-
related purposes as identified through the Trail 
User Survey, such as water fountains, trash 
receptacles, restrooms, benches and picnic areas. 

High Medium Marietta Borough

D-6

Develop and implement a plan to provide 
amenities and improvements for bicyle-specific 
purposes as identified through the Trail User 
Survey, such as bike repair stations, water-bottle 
filling amenities, bike racks and/or storage areas.  

High Medium Marietta Borough
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Develop (...and work to get things done!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

D-7

Create and implement a plan for parking 
improvements. Initial activity should include an 
invitation to Lancaster Parking Authority's Larry 
Cohen to walk the downtown and trail area and 
make recommendations to the community for 
moving forward on crafting parking strategies and 
projects as well as associated policy and legislation 
as needed.

High Short/Ongoing Marietta Borough

D-8

Create a Marietta-specific business directory 
graphic both for posting at strategic locations and 
for disemmination  in town or at trail heads that 
would be effective for directing visitors to existing 
businesses. 

High Short
Marietta Area 

Business Association

D-9

Inventory all Borough wayfinding related signage, 
assess their condition, sizes and usefulness. 
Complete, expand on, and improve the existing 
wayfinding sign system, to mark trail head 
facilities, parking, NWLCRT, river /boat access 
areas, business areas, and to encourage 
movement to/from the river/trail and town. 
Create a plan to fill in signage gaps. Establish a 
policy for adding, removing or improving 
wayfinding signage.

High Short Marietta Borough

D-10

Continue to develop and install interpretive 
panels/signage at select locations along the trail 
and in town that provide important history of the 
community and give context as to how Marietta 
fits into the larger story of the Susquehanna 
Riverlands

Medium Medium Rivertownes PA USA

D-11

Fully develop a visitor and/or welcome center to 
provide information and amenities such as public 
restrooms, publicity materials, and a calendar of 
events as well as the center for promotion of 
Marietta’s brand as a culturally rich, historic, 
welcoming, and safe trail town and inviting trail 
users to experience everything the community has 
to offer. Consider the Musseman/Vesta Furnace 
Center as the location for the visitory/welcome 
center.

Medium Medium Rivertownes PA USA
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Develop (...and work to get things done!)
Recommended Action / Tactic Priority

Implementation 
Timeframe

Lead Entity

D-12

Per the the Lower Susquehanna River Segment 
Implementation Plan (LSRSIP) for the Captain John 
Smith National Historic Trail, develop canoe/kayak 
racks and/or storage area at the Decatur Street 
Access area to enhance public use of the assets

Medium Medium Marietta Borough

D-13

Per the the Lower Susquehanna River Segment 
Implementation Plan (LSRSIP) for the Captain John 
Smith National Historic Trail, update the walking 
tour to fit in the stories of the Chesapeake Trail 
and refer visitors to other significant sites in the 
area.

Medium Medium
Marietta Restoration 

Associates

D-14

Develop a visitor readiness initiative for both 
businesses and residents. Provide educational and 
informational materials to residents and offer 
training to frontline businesses (especially 
hospitality and retail establishments) that interact 
with visitors on a regular basis. 

Medium Medium Our Marietta
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Implementation Partner Type
Borough 
Eater Family Foundation Foundation

Marietta Beneficial Associations Private Club

Marietta (American) Legion Post 466 Community Organization

Marietta Area Business Association Business Community

Marietta Boat Club Private Club

Marietta Borough (Borough Council & Committees) Government Agency

Marietta Community House Community Organization

Marietta Lions Club Community Organization

Marietta Restoration Associates Community Organization

Rivertownes PA USA Community Organization

The Waldorf School Educational Institution

Local/Regional
Columbia Borough Government Agency

Conoy Township Government Agency

Donegal Chapter of Trout Unlimited Community Organization

Donegal School District Educational Institution

East Donegal Township Government Agency

Elizabethtown College Educational Institution

Lancaster Newspapers Media

Millersville University Educational Institution

Mount Joy Borough Government Agency

Northwest Lancaster County River Trail Committee Community Organization

Rapho Township Government Agency

Red Rose Transit Authority Government Agency

SCORE Business Community

Small Business Development Center Business Community

Susquehanna Heritage Community Organization

Susquehanna Stage Company Community Organization

Susquehanna Valley Chamber of Commerce Business Community

West Hempfield Township Government Agency

Wrightsville Borough Government Agency



Implementation Partner Type
County
ASSETS Lancaster Business Community

Community Action Program Community Organization

Community First Fund Community Organization

Economic Development Company of Lancaster County Community Organization

Lancaster Bicycle Club Community Organization

Lancaster Chamber of Commerce and Industry Business Community

Lancaster County Government Agency

Lancaster County Association of Realtors Business Community

Lancaster County Clean Water Consortium Community Organization

Lancaster County Community Foundation Foundation

Lancaster County Conservancy Community Organization

Lancaster County Conservation District Community Organization

Lancaster County Council of Churches Religious Organization

Lancaster County GIS Department Government Agency

Lancaster County Housing & Redevelopment Authority Government Agency

Lancaster County Parks Department Government Agency

Lancaster County Planning Commission Government Agency

Lancaster County Solid Waste Management Authority Government Agency

Lancaster Housing Opportunity Partnership Community Organization

Lancaster Parking Authority Government Agency

Lighten Up Lancaster / Lancaster General Health-Penn Medicine Healthcare Organization

United Way of Lancaster County Community Organization

Workforce Investment Board Business Community

State/Federal
PA Department of Community and Economic Development Government Agency

PA Department of Conservation and Natural Resource Government Agency

PA Downtown Center Government Agency

PA Fish & Boat Commission Government Agency

PA Historical and Museum Commission Government Agency

United States Department of Agriculture Government Agency
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Resident Survey—Survey
Instrument and Results



Report for Our Marietta - Resident
Survey 2017

Complet ion Rat e: 70 .7%

 Complete 251

 Partial 104

T ot als: 355

Response Counts
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Value  Percent Responses

My home 69.8% 194

Susquehanna River 68.0% 189

Sense of place (small town feel) 65.1% 181

Walkability of the town (ability to walk to Borough Office, Post

Office, Parks/T rail, Businesses, Restaurants, etc.)

64.4% 179

Northwest Lancaster County River T rail 60.1% 167

Feel generally safe on the streets 59.7% 166

Local restaurants and pubs 58.6% 163

Interesting historic streetscapes 56.1% 156

My neighbors 40.6% 113

Scale of the town 38.5% 107

Quality of life 35.6% 99

Willingness of individuals to improve the community 29.5% 82

Cost of living 26.6% 74

Parks 24.5% 68

Local businesses 24.1% 67

Community organizations 20.9% 58

Schools 19.1% 53

Churches 10.1% 28

Other - Write In 6.8% 19
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Rebecca
Typewritten text
What is it that you like about Marietta? Check all that apply.



Other - Write In: What is it that you like about Marietta?
Alley walks

everything

Family

Fire company

general friendliness

home

It 's a nice town people walk down the street and say hi

its weird

Just wanted to comment on the 2 I didn 't check. Schools don 't apply to me since I don 't have kids.
And I do like some of my neighbor 's, but not all of them.

live music and large number of local musicians

Nature, TREES, Birds

Place where I grew up.

police

sense of history

Susquehanna Waldorf School

The train horns and the wonderful fire siren.. It music to my ears!!
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2. Does your household participate in outdoor recreation in Marietta?   Check
all that apply

Value  Percent Responses

Walking 73.7% 196

Biking on trails 51.1% 136

Walking a dog 50.8% 135

Hiking 39.8% 106

Biking on roads 36.5% 97

Fishing 24.8% 66

Walking with children/ stroller 22.6% 60

Playing at municipal playgrounds 21.1% 56

Running /jogging 18.0% 48

Paddling 15.8% 42

Skateboarding 8.3% 22

Soccer 6.0% 16

Little League baseball 4.9% 13

Other - Write In 4.5% 12

Basketball 3.8% 10

Cross country skiing 3.4% 9

Rollerblading 3.0% 8

T ennis 1.5% 4
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Other - Write In: Does your household participate in outdoor
recreation in Marietta?
Activities we enjoy cant be gotten too due to traffic and parking

Baseball

fun in our own back yard

gardening

Kayak

Kayaking

New to the area

walking with family on trail

would love to swim here
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Value  Percent Responses

Marietta Day Street Fair (May) 81.1% 223

Market (farmers / antique / flea) 69.8% 192

Fireworks 68.0% 187

Festivals 54.9% 151

Holiday parades (Memorial Day) 52.7% 145

Outdoor concerts (free) 50.2% 138

Historic walking tours 45.8% 126

Pub crawls 42.9% 118

Block parties 40.4% 111

Library 38.5% 106

Live professional and/or community theater 37.5% 103

Art exhibits 36.0% 99

Garden T ours 33.8% 93

Bike race 33.5% 92

Live indoor music 31.6% 87

Outdoor movie night 25.8% 71

Indoor concerts (ticketed) 18.5% 51

T riathlons, bike, and 5K races 16.0% 44

Culture/Education/Rec for teens 13.1% 36

Other - Write In 6.5% 18
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Typewritten text
3. What kind of  art and cultural events do you now and/or would you or yourhousehold most likely attend in Marietta?  Check all that apply



Other - Write In: What kind of art and cultural events do you now
and/or would you or your household most likely attend in Marietta?

A public or private skate park

anything that brings the town out

Candel light tour

clean up with free pick up of large items, i.e. appliances - poker runs

educational talks

fishing tournament

Historic home tours, Movies at the historic theater!

if movie were fri night

Legion baseball games

literary events, lectures

Marietta Day is the best!!

no pub crawls

Outdoor Movies - YES!!! And not just for kids.

Skateboard Park

talks of local interest

Winter Ice Carving Festival
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4. In what ways does your household support the local economy?  Check all that
apply

Value  Percent Responses

We would patronize a small grocery store in town 78.4% 214

We would like to see more variety in the selection of

businesses.

54.6% 149

We would patronize local businesses if there were more

variety.

54.6% 149

We would patronize a food and dry-goods co-op in town 49.1% 134

We would like to see more personal services in the Borough 48.7% 133

When we need a project quote (e.g. electrician, plumber,

exterminator, landscaper) we check first for a local business.

41.8% 114

We would like to see more restaurants in the Borough 26.7% 73

We prefer to use a local municipal business for personal

services such as salon, barber shop, dry cleaner.

26.0% 71

We prefer the retail selection elsewhere. 23.4% 64

I have visited the local Marietta Business Association’s website

to find a local business (www.mariettapabusiness.com)

21.2% 58

Someone in my household belongs to a local social club. 21.2% 58

We like the current selection of businesses within the

borough.

20.1% 55

Someone in my household works in the borough of Marietta 8.8% 24

Other - Write In 7.3% 20
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Other - Write In: In what ways does your household support the
local economy?

A grocery store that is competitively priced with the bigger chain stores.

A grocery store/liquor store would be Fabulous!

A library would be wonderful

bike rental, coffee shop

dog store in town is great, but too expensive

drug store (for personal services question)

Expand Herrs Market!

Ice cream parlor

if it were an Aldi 's

local artists and mechanics

Mechanics

None.

Own Two Businesses

Taxes

The town needs more small stores, like art, coffee shops, restaurants, Ext.

There are too many bars encouraging alcoholism but no community garden

Vegetarin/Vegan Options

We need a grocery store in Marietta

would like to see a wine shop in town.
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5. What impacts your decision to patronize a business in the Boroug h?   Check
all that apply

Value  Percent Responses

Customer service 78.7% 211

Quality of Products / Services 76.1% 204

Hours of Operation 62.3% 167

Price 61.6% 165

Cleanliness 59.0% 158

Awareness of businesses 55.2% 148

Variety of Products / Services 52.2% 140

Exterior appearance 31.7% 85

Interior appearance 31.0% 83

Parking 24.3% 65

Other - Write In 4.5% 12
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Other - Write In: What impacts your decision to patronize a business
in the Borough?

close to home

Convenience

customer word of mouth

Dollar tree would be great in town

friendliness of owners

Friendliness of staff

unique products

Vegan Options

Walking distance.

Willing to give back to community

word of mouth/recommendation from neighbors
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6. What would you chang e about Marietta in terms of COMMUNITY
DEVELOPMENT?   Check all that apply

Value  Percent Responses

A Local library 43.7% 107

More for teenagers to do outside of school 41.2% 101

More community spirit and pride 38.4% 94

Community-wide wi-fi 33.5% 82

More opportunities to interact with my neighbors 31.0% 76

Increase in community volunteers 25.3% 62

Community garden 24.9% 61

Other - Write In 14.3% 35
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Other - Write In: What would you change about Marietta in terms of
COMMUNITY DEVELOPMENT?

A proper farmer 's market

Allow chickens

Better communication

Close private all white clubs

Dog Park

fix sidewalks

Get rid of drug houses

Get rid of the siren

Get rid of the siren!!! Move it away from residential zone!!!

Get the LFL back

Grocery store

If we 're talking community wifi, I suggest we make the jump to municip broadband internet

keep the kids off the streets

little free libraries

Little Free Library

local grocery store where people often meet or farmers market

Make it smell/stink less

more communication, newsletters?, better website?

more cultural events

More police presence in town instead of hanging out at Sheetz

More police presence. The speeding through town is out of control.

More small activities overall and not big events that attract outsiders
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Other - Write In: What would you change about Marietta in terms of
COMMUNITY DEVELOPMENT?

More support for new businesses and entrepreneurs.

More support of the Marietta fire company

no section 8

people made to follow codes about upkeep of property

Repeal the open container law.

SKATEPARK!!, BETTER BASKETBALL COURT

Social activities at reasonable prices for families and adults

some homesites need cleaned up

Spa would be nice!

The way the town looks. As a new resident the town looks poor and outdated. I think a fresh look is
needed.

There are supposedly  'beneficial ' assoc in town and belive that they do make contributions to the
town, but how do you justify having/supporting organizations that discriminate against minorities.

Wi-fi is a private matter and should not be addressed. Are you going to pay for our electric bills as
well? Bring back the little free libraries!
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7. What would you chang e about Marietta in terms of ECONOMIC /
BUSINESS DEVELOPMENT?   Check all that apply

Value  Percent Responses

Better information about local businesses and contractors 51.5% 119

Other - Write In 35.9% 83

Improved parking for businesses 34.6% 80

More community information on Borough website 27.3% 63

More chain businesses 14.3% 33
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Other - Write In: What would you change about Marietta in terms of
ECONOMIC / BUSINESS DEVELOPMENT?

Active focus in attracting businesses

Better advertising/communication

develop the Market street area with more businesses

GROCERY STORE

Improved variety, specifically for basic needs (I.e. Hardware, grocery, etc)

Less taxes.

local businesses

more businesses

More businesses geared toward families (not bars)

More businesses on Market St. that should have a store front. Too many now that are rarely open (or
abandoned right now) and make the street look sad.

More local business

More local businesses

more local businesses live CVS or grocery store

More support of the Marietta fire company

More unique businesses

NO CHAIN BUSINESSES! But we do need more businesses to attract visitors. We need a more vibrant
Market St

Take .down the parking meters

Take out some of the bars and replace with more positive businesses

The town could use more small specialty businesses
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8. What would you chang e about Marietta in terms of GOVERNMENT
SERVICES / PUBLIC OUTREACH?   Check all that apply

Value  Percent Responses

More frequent Borough Newsletters 44.9% 96

More community information on Borough website 44.9% 96

More enforcement of local building and/or property

ordinances

40.7% 87

Better access to local officials 23.4% 50

Less enforcement of local building and/or property ordinances 22.4% 48

Other - Write In 13.6% 29
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Other - Write In: What would you change about Marietta in terms of
GOVERNMENT SERVICES / PUBLIC OUTREACH?

A return of the mini corner libraries.

Able to pay for trash sewer on website

Actually enforcing laws!!

Allow chickens, compost, etc (I.e. Self-sufficient lifestyle)

better boro officials

borough needs manager

Borough newsletter should be a page in Marietta Travelor, residents actually read that.

bring back the tiny libraries

electronic sign board

Equal enforcement of local building and/OR property ordinances

Follow thru with residents complaints.

Food bank, awareness of the programs in our county and state

hire grant writer

How about more EQUAL enforcement of ordinances. Some things one person gets cited for other
folks do not!  Property appearance, boats/cars in yards for years, snow removal

Making people aware of the new fire ordinance

More attention to community/resident concerns. More availabilty for seating at Borough Meetings.
Expression that the community should attend the monthly meetings and become more involved in
the government services.

More communication from the borough council and the indivisuals their decisons affect

more diverse arts and cultural events that bring outsiders in to our  "charming " town. Many people
only know of Marietta for the bars. That needs to change.

More personal interaction with the municipal government.

More police presence. The police need to enforce speed limits within the borough
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Other - Write In: What would you change about Marietta in terms of
GOVERNMENT SERVICES / PUBLIC OUTREACH?

office open Fri afternoon

open boro office on sat a.m.

remove/improve parking meters

Respectful borough/council meetings

stop the speeding

term limits
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9. What would you chang e about Marietta in terms of PLANNING / ZONING /
ENVIRONMENT?   Check all that apply

Value  Percent Responses

Plant more street trees 45.7% 107

Improved Parks 45.3% 106

Develop green infrastructure (e.g. rain gardens, swales, etc.) 43.6% 102

Improved parking for parks / trail access 36.3% 85

More active recreational opportunities 34.6% 81

Improved parking for residents 31.6% 74

Other - Write In 10.7% 25
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Other - Write In: What would you change about Marietta in terms of
PLANNING / ZONING / ENVIRONMENT?

A few more small  'pocket parks '

Allow backyard chickens

Allow chickens

allow residents to have chickens and rabbits kept outside. Less strict then the current laws for who
can keep chickens

better accomodations for cyclists/street markings, signs

crackdown on property maintenance

Definitely more street trees! And repaved roads throughout!

Develop parking for trail outside of borough limits so that residents are not impacted directly from
the influx of people. Too many people at one time on such a small area and residents are feeling
pushed out of their home town.

especially around resturants (McCleary 's) or making front st one way

flood plan for front street

focus on educating public about value of trees and  (?) of curb appeal

garbage containers - I continually pick up trash along the trail

Hanging flower baskets in business district

keep parking areas eco friendly, save greed areas and don 't pave everything.  Improve what is already
paved.

Less parks

Lines for E Market St

need to protect trees and pant trees in downtown--Market

open a dog park

park on west end of town

repave streets and alleys
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Other - Write In: What would you change about Marietta in terms of
PLANNING / ZONING / ENVIRONMENT?

several mini-parks

Signs along the trail reminding visitors to take their garbage with them.

Spend tax money more wisely

swimming opportunities

Zoning for chickens!
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10. What would you chang e about Marietta in terms of PUBLIC
INFRASTRUCTURE / PUBLIC WORKS?   Check all that apply

Value  Percent Responses

Improved Streets 52.3% 123

Improved Sidewalks 48.5% 114

Better snow removal/salting 43.0% 101

Pedestrian / Bike friendly facilities 41.3% 97

Flood Mitigation 32.3% 76

Better street lighting 28.1% 66

Improved Storm Sewers 14.5% 34

Other - Write In 7.2% 17
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Other - Write In: What would you change about Marietta in terms of
PUBLIC INFRASTRUCTURE / PUBLIC WORKS?

Bike lanes put in if the bikes are going to continue to ride along motor vehicles or designated bike
paths within the town. Bikes are NOT obeying the rules of the road which is creating many hazards.

bring back brick sidewalks

Bycicle lanes on ALL streets

Especially on Front street. They are in horrible condition and are a hazard when used

fix furnace road

FIX THE ROADS! MARKET STREET IS A BLOODY NIGHTMARE!

FLOOD CONTROL

improve appearence of  "gateways " to town ie Gay St.

Levee - if only putting flapper gates on existing drains

make room for skateboarding on the streets

Metal plate removed on West Hazel!

Need snow removal when totals are over a foot - impedes on-street parking and creates one lane.
Also stop piling snow at side alley entrances! It 's a safety hazard!

Put utilities underground

Speed bumps in the alleys to slow down speeders

street cleaning

The brick sidewalks are a wonderful part of this town, but they do present some risks to pedestrians
in their current implementation. If brick sidewalks were to be improved and standardized town side, I
would strongly support it.

trail signs more visible to visitors. people constantly ask me where it picks back up once they get to
the end of Front street
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11. What would you chang e about Marietta in terms of PUBLIC
SAFETY?   Check all that apply

Value  Percent Responses

Reduction in the loudness of the train whistles 61.2% 104

Find alternative to Fire Siren 40.6% 69

Faster response time for Police 22.9% 39

Other - Write In 18.8% 32

Faster response time for EMS 11.8% 20

Faster response time for Fire 10.0% 17
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Other - Write In: What would you change about Marietta in terms of
PUBLIC SAFETY?

actual police presence in town and not hanging out at Sheetz

anytime you try this, the make it louder

Better response by Fire (especially when cordoning off areas)

Bike lanes to prevent bikes from taking up both sides of road, providing both the riders and drivers a
safer roadway.

drug enforcement

Enforce traffic /bike laws

Establish our own police department, save thousands.

Figure out a better solution to access the trail parking at the bottom of Chickies

furnace road intersection dangerous

Get kids out of the roads while riding bikes and scooters. Again actually enforcing pa bicycle laws.

Get rid of siren!!!

Get rid of the siren

I feel this is a solid area and needs no change.

I would change, that the Boro council members treat the fire company better, I would not turn the
house siren off at all!

Instead of asking faster response time it should be how can we help our local emergency responders.
These men and women DONATE so much time and effort to protect and serve the borough.  The fire
siren is key in alerting VOLUNTEERS.

Leave the sirens alone. It is beneficial in warning of emergency activity in the borough.

more police

More police presence

More police presence for reckless drivers

more police presence/patrolling
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Other - Write In: What would you change about Marietta in terms of
PUBLIC SAFETY?

No issues with this

Please can the fire siren situation be upgraded so as not to disturb the peace in our homes and
community! Thank you!!!

Police officers ACTUALLY in town.

Stop trying to get rid of the fire siren, and better support of the fire department from the boro and
boro council especially from the boro president.

support the fire company better.  Maybe with a fire tax

The current ems is expensive and agressive. please provide ems that accepts insurance.

They are doing fine!

Train whistles are needed for safety issues, especially with all the bars on front street near the tracks

train whistles interrupt sleep and may be harmful to hearing

Train whistles -Reality - that a safety issue. This is a Rivertown with tracks and trains.  It comes with
the town.

Use our local constable. The borough uses him for nothing. He is a law enforcement officer.
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12. What kind of interaction / experience have you and your household had
with Marietta local g overnment?  Check all that apply

Value  Percent Responses

I know who the mayor is in Marietta 67.7% 157

I vote in local elections 64.2% 149

I have visited the borough website for information 58.6% 136

I follow the social media feeds on community and local

government

46.1% 107

I know my local Council representatives 36.6% 85

I have attended a municipal meeting in the past 2 years. 34.5% 80

I know where to report a problem I see in the community. 34.5% 80

I think that the municipal staff at the Borough office provide

good customer service.

32.3% 75

I think that the public works staff takes pride in their work. 32.3% 75

I am signed up for Swift Robo Calls for notification of Borough

emergencies via www.boroughofmarietta.org

29.3% 68

I belong to a Marietta-based civic organization 22.4% 52

I think that the municipal council and the mayor are responsive

to feedback

16.4% 38

Other - Write In 7.3% 17
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Other - Write In: What kind of interaction / experience have you and
your household had with Marietta local government?

council and mayor hear you, that all!

Council is not progressive.

Council should be serving on council to help the town NOT personal agenda

i believe that the mayor takes pride in his work while the council are a bunch of downright bullies and
should be replaced

Just move here 3 wks ago

mayor can 't do anything

Need council turnover for new fresher outlooks and ideas and not afraid to implement them

Nothing good, the local government for the Boro is absolutely horrible!

secretaries are OK

The mayor tries to support the community whilst the council tries to hinder the mayor. Let him do his
job!

This is a small town, there should be little or no drama related to local government- please eleminate
the drama- Council meeting should be 1 hour max

unresponsive council
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#1

#2

#3

13. In 5 years, what FIVE WORDS do you hope will best describe Marietta?
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#4

#5
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14. I would like opportunities to volunteer for community events in Marietta.

Value  Percent Responses

No 56.0% 98

Yes 44.0% 77

  T ot als: 175
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15. What would encourag e you to become more active in the Community?
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What would encourage you to become more active in the
Community?
I would like to be active in community based projects that would beautify the area. Also art projects
would be interesting. Cooking we're having cooking classes would also be an area of interest.

A good cause that directly affected the community.

A less pessimistic view of the community as a whole

A more positive attitude from the social clubs in Marietta and a community that comes together like
on Bike Race Day and does whatever it takes to bring people for positive healthy living.

Activities I am interested in

already active in church & community events and organizations (MCH/MRA)

Awareness

Being a new resident.

believe I am becoming more active through the Heart Cafe as a place where the community can come
together

better and more basketball courts and a skatepark! Kids have been asking about a skatepark for years,
kids would also volunteer to raise money and to contruct the skatepark.

Better communication when there are needs for planning committees or specific events.

Better municipal council. Council to show strong support for the future, not the past

Better sense of community and small town. Many residents are negative, judgemental, and complain.
I don't want to be a part of that so I avoid community involvement.

better sidewalks

Clean the town up. The current process of a resident must file a complaint before anything is down is
ridiculous. When Council or staff see a violation ex. Weeds, high grass, junk - take care of it.

Cooperation

Dog related events

Finding time on my end.

Fireworks More community/social service

Friendly welcoming people

Having the issues brought up at council meetings taken care of whether it is a complaint about
someone's friends property or not.
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What would encourage you to become more active in the
Community?
Having the money go back into making the town more updated and attractive. Having more
community events worth going to

Honesty

I already am

I already am. I don't want to bite off more than I can chew.

I already am. Maybe who came up with this survey should get more involved.

I am active in my church which is apart of the community.

I am already trying to do so!

I am getting too old.

I am very active already

I don't volunteer because I've a bad back.

I just don't have the time...

I volunteer all I am able.

I will be more active once my house is almost finished being "renovated"

I would be more active but I work a lot of hours in my job, but I do volunteer through my local service
organizations

i would volunteer if 1-i didn't have such a random work schedule. And 2-The MRA actually knew what
they were doing.

I'd volunteer if I knew where to find the opportunities to do so.

If I could take part in something unique that impacted the town

If i saw more people care and do it too

If I truly believed that it would make a difference I would be more active.

If I was not working

If my neighbors were planning something together. If I had more time to put towards something that
excites me.

If people would make you feel welcome and open to Ideas

if the community was more open to change.

Improved communication about upcoming events.
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What would encourage you to become more active in the
Community?
Increased.community opportunities

knowing that people (council) will listen, cooperate, get things done, work together

Knowing that the changes that are made through the projects I am involved in would be appreciated
and enjoyed by the community.

Knowing what's going on and knowing others care about what's going on.

Knowledge is what is needed

Knowledge of all the projects needing help.

Less governmental influence Less Friction in opinions More give & take

Live music, family friendly, beer

Maintenance Code

More active information campaigns

More activities for youth and teens. I would be happy to volunteer for those activities.

More activities in whichI'm interested

More activities.

more community activities

more environment-friendly activities

more family activities

More free time

more info

More information

more information on how to become more active

More personal free time

more recreational events

more time

more volunteers to work with

More welcoming atmosphere to people that are new to volunteering, and new to the group.

MRA needs to decide if they are a social club for millennials or an historic preservation organization. If
they can figure it out I would become active.
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What would encourage you to become more active in the
Community?
my health

My personal lack of availability because of working out of town but if/as I am available, less divide in
political climate and the overlapping of community organizations mission/goals.

N/A

Neighborhood block parties, art exhibits, concerts. Start on neighborhood level and grow

not sure

Nothing

Nothing. I haven't the time.

opportunity and information (especially in summer)

places for teenagers to go

Removal of rude bike riders and forced parking at either end of town forcing those vehicles not to
disrupt parking. Forced bike path through town

Respect and fairness from Borough Council. Transparency from Borough Leaders. Ecological focus for
Marietta's future. Sound fiscal responsibility

Retirement

retirement !

retirement!

School

Seeing my neighbors and others in community becoming active.

seeing progress encouraged

Something I am interested in

teen activities

The Boro treats the fire company 10x better, the council president doesn't make rude comments
about the firemen or talk behind their backs

The local government for many years was stagnant & ineffective and it caused me to feel apathetic
about trying to get involved. I see positive things coming from our newer members of government,
and so it remains to be seen.

The possibility of more places that will draw people to Marietta from outside our community.

The town officials need to stop trying to make this town a big metropolis that will never exist.
Without money and interest in businesses it will remain a quiet little town. Merge with East Donegal
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What would encourage you to become more active in the
Community?
and maybe we can better the quality of life. Everyone wants it to be a thriving community. Not going
to happen. Wr do not want a high tax to pay for it.

Time efficient, getting to know my neighbors, and fun.

Time to do so

to be younger

Unfortunately my husband has Alzheimers and requires a lot of time, so I don't have much available
time for community activity.

Usefulness, I will be more involved if I know what I am doing is helping someone.

Was/am (?) Respect from all police officers. Council/police be on same "page"
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16. What means do you most frequently rely on to obtain Boroug h news and
information?   Check all that apply

Value  Percent Responses

T he Marietta T raveler 67.2% 164

Word of mouth in general 56.1% 137

Marietta-based Facebook pages 52.9% 129

Borough Website 35.7% 87

Merchandiser 33.6% 82

Borough Newsletter 30.7% 75

Word of mouth while at restaurants and local businesses 28.7% 70

Lancaster Newspaper 24.2% 59

Borough Staff 13.9% 34

Other - Write In 4.9% 12
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Other - Write In: What means do you most frequently rely on to
obtain Borough news and information?

Borough Website needs improvement

Copy of council minutes

Council meetings

elected officials

Elizabethtown Advocate

lots of rumors

love it

social media

The firefighter

Word of mouth- neighbor who attends meetings
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17. How would you like to receive Boroug h news and information?   Check all
that apply

Value  Percent Responses

Check a Website 58.1% 136

Receive Email 39.3% 92

Receive Postal Service Mail 32.5% 76

Check Electronic Sign Board 16.2% 38

Other - Write In 9.0% 21
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Other - Write In: How would you like to receive Borough news and
information?

although website is outdated

Borough of Marietta facebook page. Other towns use them. Could use for important info even to
notify of trash delays or road detours. Yes we have other pages but officials should inform in a timely
manner. This cost nothing but somebody 's time.

Facebook

Facebook page

have kiosks with bulletin boards of events, etc.

local events listed in local papers BEFORE events happen.

Make the Traveler more comprehensive, put the Borough newsletter info in there.

Marietta Traveler is a great source of info

newsletter

Newsletter monthly

Put a simple page in the traveler no one reads your newsletter

Signboards

social media

Social media, Facebook

Text

Texting

Traveler
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18. Do you feel like you are adequately informed about what’s happening  in
Marietta Boroug h?

Value  Percent Responses

I feel somewhat informed 63.4% 151

I do not feel adequately informed 29.8% 71

I feel fully informed 6.7% 16

  T ot als: 238
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19. In what areas would you like to receive additional information?   Check all
that apply

Value  Percent Responses

Community Events 78.9% 180

Community Organizations 52.6% 120

Businesses 46.9% 107

Government 43.9% 100

Emergency Alerts 36.8% 84

Where to go in times of emergency 32.9% 75

Schools 18.4% 42

Other - Write In 2.2% 5
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Other - Write In: In what areas would you like to receive additional
information?

changes in zoning laws

police log

public works

services - trash, recycle yard waste
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Thanks so much for taking this survey - your feedback is important
to us! Please feel free to provide additional thoughts, questions, or
comments below.

I enjoyed living in Marietta. However it would be wonderful if we could add perhaps a movie theater,
more restaurants, grocery store, a spa or beauty shop, gardening for the community to have a plot,
arts such as pottery classes glassblowing etc.  also, it would be nice to have Mary other day more than
once a year perhaps at the beginning of the fall too.  Thank you!

A council that supports the town without raising taxes, and doesnt have personal agendas with no
interest of the town in mind.

crossing guard at Middle school on Fridays a community pool for residents only

Fix up store-fronts & windows

great place to live & raise a family.

I Love this town. Would like to see more business n blooming down town

I feel the major hurdles facing Marietta's future are: 1.lack of an adequate tax base to support
borough services - keeping Marietta a "quiet little town" will mean its end. Perhaps the borough
would be better served by relinquishing control to the township. 2. The same ill that affects our
country at large, just now, is magnified in the dynamics of this borough. Namely, ??, lack of respectful
dialogue and attempts to understand, and unwillingness to compromise.

I find the trail to be disruptive to those who use to use it for quiet peaceful walks there is no more
quiet

I hope the results of this survey are used to benefit community

I wish I was made aware of the ordinance. The fire police and police dept. had to fill me in and asked
if I retrieved a book.

I wish the property and real estate taxes to be fair

I would like to see a wine shop open in town.

I would love to see the Borough with a 5-year plan for how we will provide amenities for tourists,
direct them through our town. Find a way to get grants written for residents and businesses to use for
building facade improvement, maybe sidewalk improvement too. People will be coming, so let's
present well.

In thinking about businesses to attract to Marietta, I think it could do double duty to court old-timey
artisans to the store fronts so that people can watch a craftsman working at their trade. Some could
give demonstrations, classes, etc. We have a clock repair shop and a plasterer, and it might be good
to have a bakery, a bookbinder, a florist, a woodworker, a haberdasher -- interesting trades that have
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Thanks so much for taking this survey - your feedback is important
to us! Please feel free to provide additional thoughts, questions, or
comments below.
been more or less forgotten but could find a home in this old town. It might also be interesting to
convert one of the former B&Bs to artists' studios.   Also it would be awesome to have a karaoke
place in Marietta.

Incentives for building maintenance

It would be nice if somehow the borough could enforce some type of  ordinance concerning all the
junk getting piled up on front porches sidewalks, yards when I first moved here people took pride in
their homes. It doesn't take money to clean up! it makes are town look awful! And is Dangerous with
chemicals and trash laying everywhere. motorcycles being parked on sidewalks as elementary
students are walking to school

look @ other historical towns and build on them, ie brick sidewalks, cobblestone streets, a return to
older house siding ie wood or brick not vinyl, aluminium.

Love the bike/hike trail. Need more parking areas.

Marietta has the potential to grow into a destination location. The trails provides the feeder for the
current businesses and potentially new ones. Sure parking is an issue along front street for those
visiting the restaurants. Go to any city and parking can be an issue. So maybe a biking valet where
guests are dropped off and then a designated parking area  they park their car and are biked back to
the restaurant. Has there been open discussion and a format beyond this survey to get people to
communicate?

Marietta is a friendly small town, but it does look very poor. I just feel a little updating would be nice
considering you have the beautiful River Trail. The sidewalks need to be fixed and new trees planted
along Main Street that are ACTUALLY maintained by a garden club or the local government.
Something.  We need a better verity of small businesses to bring more people in and to spend money
in our community. Maybe bike friendly parking so people will hang out in Marietta instead of just
walking the trail.

Marietta is a lovely place, with beautiful old houses, the one thing I could do without is the incessant
and unnecessary noise from the train at night. It is in my opinion uncalled for. If we need to have it
please let's turn it down.

Marietta was a happening place many years ago! It'd be nice to see that small town, Norman
Rockwell-ish vibe again but with technology our world is not so small anymore. We should utilize the
great Susquehanna River more for activities. I love the history of this town, but am not excited about
its present status. Seems small businesses are not allowed to thrive around here. Hours are
inconvenient, not enough advertising - plus people go elsewhere for what they need. Would love to
see the town embrace more of its historical setting - too much has been lost.

Mayor on street talking to citizens, other than Marietta Day & Election day Get to know the citizens
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Thanks so much for taking this survey - your feedback is important
to us! Please feel free to provide additional thoughts, questions, or
comments below.

more speed enforcement throughout the borough please. School signs near Waldorf schools.

My child will not EVER be aloud to play on the side walks due to NO speed limit being enforced. We
live right behind the riverview school in the 15 MPH zone and cars zip by my house doing 30 to even
50-60 MPH. I have had my vehicles hit about literally 10 TIMES. The last time it was totaled... in a 25
MPH zone. Something needs to be done about speed limit enforcement. I have witnessed constant
traffic violations (people smoking weed, rolling blunts, drinking beer and even kids without seat belts
on hanging out of windows) from my front porch and again nothing ever gets done. The parks have
become completely run down by kids within the community. I had to sit my child down and explain to
her what small baggies of drugs and needles look like. We no longer visit any parks because of this.
My family and I personally feel like this town is starting to become more like inner city communities
and not a quiet small town. Not acceptable

My lack of participation stems from watching years of stagnant politics preventing this town from
becoming the vibrant community it could be. The siren is another deterrent to quality of life for those
of us that live near it and have historic homes we love and take care of.

Notes from other pages: Keep fire siren Keep train whistles (want) drug store, grocery store

Parts of infrastructure (roads incl) ignored for 50+ years; shame for a historic town.Most officers are
polite & helpful, but we should have more visibility of enforcement in town.

Permanent marked parking spaces in all Marietta streets to Maximize vehicle street parking.

Please push to get the section of trail between the boat ramp and Bank Street open and paved

Post at Express Laundry

question #6 paper, Biz development : Other: Tax incentives

Some regulations on dogs in the community would be nice. Too many dogs have terrified my niece
when we go for walks that we have to avoid walking certain areas of town. Nobody has friendly dogs
here. A dog park would be nice ( with proper requirements of dogs), because paying for the one in
Mount Joy is a little ridiculous.

speed/drug enforcement (from question 8, paper survey)

Start by supporting our businesses in town.  Support Fire Company.  Start letting town people know of
upcoming council events, decision making issues. Better office hours in office.

Stop outlawing skateboarding! When the people of this town were growing up what did they do as
kids? They skated, they rode their bikes, they rollerskated! But all these are in the midst of being
outlawed. REALLY?! How about we focus on the Heroine problem in town versus what the kids are
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Thanks so much for taking this survey - your feedback is important
to us! Please feel free to provide additional thoughts, questions, or
comments below.
doing in town? Stop focusing on the wrong problems and address the REAL issues we have in the
borough or we wont have a borough to live in!

Stop,making this town out to be something ot will never be. Business will never thrive because
nobody will support it. It is not historic like Williamsburg. Let the town be. More police presence and
more support to the dire company is needed. Merge with E Donegal and push for, retail space on 441
including a major grocery store. Trails and bars do nothing. No tax hikes so council can do dumb
projects that do not bring revenue.  Could go on and on but our current board does not care.

take a look at New Hope Pa. see if we can imitate any of their successes. Beautiful, historic small
town.

Thank you!

Thanks for doing this, great idea!

Thanks for the opportunity to be heard!

The Borough needs more staff to devote to future planning.

The council needs new members that care about the community.  They need to stop worrying about
themselves.   They should be trying to make it a better place and not run it into the ground, like they
are now.

The trail is very important and I wish it were completed.

The trail while being a great resource has also brought negativity. Residents who use the trail as well
have been verbally attacked, forced off the pathways, given the finger by bike riders. This has caused
many residents to refuse to use the trail that is right in the town they live. There are many people
who don't use the trail for exercise but to get to the river to enjoy it or fish but parking to get to it has
become impossible. It isn't fair to the many residents who live here who are put out due to the trail.
The riders are utterly disrespectful of residents, and refuse to follow the rules of the road when using
the roadways that go through town, this is and can be a very serious safety issue.

The trees of Marietta are our heritage as well.  There are some remarkably beautiful and old trees
here.    It makes Marietta a green and comforting place to be.   The trees and birdlife mean a lot to
many people here.

Think about the future.  We need to have more positive interactions with our youth, young ones and
especially teens.  Maybe if we involved them in our community, respect would come back. Respect
works both ways.  This is the only town that doesn't have anything for youth to do.  Try fire hall
dances, movies, helping the elderly, etc.
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Thanks so much for taking this survey - your feedback is important
to us! Please feel free to provide additional thoughts, questions, or
comments below.

This borough is an amazing place to live.  There are some changes that need to be made.  The fire
company and road crew need to be treated better.  The fire company is 100% volunteer and donate a
lot of time and effort.  The road crew is over worked and under paid.

This town is very set in their ways and needs to open up to new ideas and new directions for this
borough. As a town we need to provide options for things for children to do in this town without
belittling them. Kids need things to do. if not they will get bored and this partially adds to the drug
problem we have in this town.

We have a beautiful downtown but so many empty store fronts. I'd love to see the borough actively
provide incentives for businesses to open in those store fronts. A focused effort on a type of business
makes sense. Given the trail and the bike shop, maybe more focusing on more outdoorsy businesses
makes sense.

We just moved here several months ago, and love Marietta already! I hope to become more informed
and involved as I'm able. I'm thankful people care about, and are planning for this town's future.

We live close to 441, Bank street, and Front st. In the past 2-3 years it has started to smell like a port-
a-potty outside,  The stench is stomach turning.  It didn't used to be like this.  I would suggest looking
into how to improve that.

We need to support out fire company.  We also need to take down or stop using parking meters in
town. This is a small town.  How can we bring business to town when we don't have adequate parking
spaces. Also, this is a small friendly based town.  Do we really need to nickel and dime our customers
bringing business to town?

We should all work together. No old guard versus new people, no intellectuals versus rednecks, no
insults and personal stigmatizing--hear all views and work together. More regard for natural setting,
more trees, public gardens, and events to preserve and celebrate natural environment

We truly do need better sidewalks. While I don't agree with local government enforcing what type of
material to use, etc, some sidewalks are barely walkable anymore. I understand that it falls to
individuals to fix their own, but it doesn't seem like anyone is putting any effort into their sidewalks
anymore. Also, there are also way too many tree branches and shrubs on Apple that scrape vehicles
as they drive past. We also have quite an issue with vehicles apparently without mufflers in this town
(3 on our corner alone). It would be appreciated for police to crack down on that as well as speeders.
Thanks for the survey!

Would love to see fireworks return
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Report for Our Marietta - Trail User
Survey 2016-2017

Complet ion Rat e: 90 .5%

 Complete 412

 Partial 43

T ot als: 455

Response Counts
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1. What is your zip code?

1% 170111% 17011

4% 170224% 17022

1% 170331% 17033

1% 170571% 17057

1% 173561% 17356

1% 173681% 17368

3% 174023% 17402

1% 174031% 17403

2% 174042% 17404

2% 174062% 17406

5% 175125% 17512

1% 175381% 17538

3% 175433% 17543

5% 175455% 17545

25% 1754725% 17547

2% 175512% 17551

8% 175528% 17552

3% 175543% 17554

1% 175551% 17555

1% 175621% 17562

1% 175791% 17579

1% 175821% 17582

8% 176018% 17601

2% 176022% 17602

5% 176035% 17603

1% 195601% 19560

1% 196061% 19606

1% 197091% 19709
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2. Are you a Marietta Boroug h resident?

79% Yes79% Yes

21% No21% No

Value  Percent Responses

Yes 78.8% 82

No 21.2% 22

  T ot als: 10 4

Our Marietta - 2017 Trail User Survey - Page 3



3. If not a Marietta Boroug h resident, are you a…

56% Visitor from outside the area56% Visitor from outside the area

44% Resident/Employee in the
area
44% Resident/Employee in the
area

Value  Percent Responses

Visitor from outside the area 55.6% 202

Resident/Employee in the area 44.4% 161

  T ot als: 363
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4. What is your g ender?

51% Female51% Female48% Male48% Male

1% Rather Not Specify1% Rather Not Specify

Value  Percent Responses

Female 50.9% 224

Male 47.7% 210

Rather Not Specify 1.4% 6

  T ot als: 440
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5. How young  are you?
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6. How did you find out about the Northwest Lancaster County River Trail?

55% Local Knowledge55% Local Knowledge

26% Word of Mouth26% Word of Mouth

8% Social Media8% Social Media

5% Newspaper5% Newspaper

4% Other - Write In (Required)4% Other - Write In (Required)

3% Road Sign3% Road Sign

0% Tourism Office0% Tourism Office

Value  Percent Responses

Local Knowledge 54.9% 237

Word of Mouth 25.7% 111

Social Media 7.9% 34

Newspaper 4.6% 20

Other - Write In (Required) 3.9% 17

Road Sign 2.8% 12

T ourism Office 0.2% 1

  T ot als: 432
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Other - Write In (Required) Count

Internet 2

BIKES AND BREWZ!!!! �♀�� 1

Club 1

Google Maps 1

Google search 1

Googled "rails to trails" 1

I live next to it 1

Internet search for local rail-trails 1

Lancaster Bike Shop 1

Noticed it from Rte. 30 1

Online 1

Walk 1

just figured it out about 18 yrs ago 1

online Google 1

rock climber 1

word of mouth 1

T otals 17
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7. How do you g et to the trail?

65% Drive65% Drive

17% Walk17% Walk

16% Bike16% Bike

1% Other - Write In1% Other - Write In

Value  Percent Responses

Drive 65.4% 283

Walk 17.1% 74

Bike 16.2% 70

Other - Write In 1.4% 6

  T ot als: 433
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Other - Write In Count

? 1

All options 1

Bike, walk, longboard 1

Run 1

Walk, Bike, and Drive 1

T otals 5
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8. How long  did it take you to g et to the trail today?

44% Approximately 30 minutes44% Approximately 30 minutes

43% Less than 10 minutes43% Less than 10 minutes

8% Approximately 1 hour8% Approximately 1 hour

5% Over 1 hour5% Over 1 hour

Value  Percent Responses

Approximately 30 minutes 44.3% 191

Less than 10 minutes 43.2% 186

Approximately 1 hour 7.7% 33

Over 1 hour 4.9% 21

  T ot als: 431
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9. Where did you access the trail today?

30% Decatur Street30% Decatur Street

25% Furnace Road25% Furnace Road

20% Columbia Borough20% Columbia Borough

15% Other Marietta Access Point15% Other Marietta Access Point

6% Bainbridge6% Bainbridge

4% Other - Write In4% Other - Write In

Value  Percent Responses

Decatur Street 30.0% 127

Furnace Road 24.8% 105

Columbia Borough 19.9% 84

Other Marietta Access Point 15.4% 65

Bainbridge 6.4% 27

Other - Write In 3.5% 15

  T ot als: 423
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Other - Write In Count

Donegal 2

Maytown 2

Riverfront Park 2

other Marietta Access Point 2

Falmouth boat access 1

Falmouth boat launch 1

Not certain 1

River front park 1

Vinegar Ferry Road 1

T otals 13
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10. How many times have you used the Northwest Lancaster County River
Trail?

39% 2-10 Times39% 2-10 Times

26% Over 30 Times26% Over 30 Times

18% 11-30 Times18% 11-30 Times

16% First Time16% First Time

Value  Percent Responses

2-10 T imes 39.2% 168

Over 30 T imes 26.3% 113

11-30 T imes 18.4% 79

First T ime 16.1% 69

  T ot als: 429
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11. On averag e, how often will you use the Northwest Lancaster County River
Trail?

36% Several times a year36% Several times a year

33% Weekly33% Weekly

25% Monthly25% Monthly

4% Daily4% Daily

3% Other - Write In3% Other - Write In

Value  Percent Responses

Several times a year 36.0% 153

Weekly 32.7% 139

Monthly 24.9% 106

Daily 3.8% 16

Other - Write In 2.6% 11

  T ot als: 425
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Other - Write In Count

1-2 times per year 1

2 times a year 1

3 times per week 1

3-5x/week 1

3x weekly 1

4 x wk 1

4-5 times/wk except cold months 1

Several times per week. 1

annually 1

once every few years 1

several times per week 1

T otals 11
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12. Generally, when do you use this trail?  (Check one)

45% Weekends45% Weekends

45% Both45% Both

10% Weekdays10% Weekdays

Value  Percent Responses

Weekends 45.2% 193

Both 44.7% 191

Weekdays 10.1% 43

  T ot als: 427
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13. Generally, what time of day do you use this trail?  (Check one)

37% Varies37% Varies

33% Afternoon33% Afternoon

20% Morning20% Morning

10% Evening10% Evening

Value  Percent Responses

Varies 36.7% 157

Afternoon 33.2% 142

Morning 20.3% 87

Evening 9.8% 42

  T ot als: 428
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14. What is your primary activity on the Northwest Lancaster County River
Trail?

57% Biking57% Biking
30% Walking / Hiking30% Walking / Hiking

5% Running / Jogging5% Running / Jogging

4% Dog Walking4% Dog Walking

3% Other - Write In3% Other - Write In

1% Fishing1% Fishing

0% Kayaking0% Kayaking

Value  Percent Responses

Biking 57.1% 244

Walking / Hiking 30.2% 129

Running / Jogging 4.9% 21

Dog Walking 4.2% 18

Other - Write In 2.8% 12

Fishing 0.5% 2

Kayaking 0.2% 1

  T ot als: 427
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Other - Write In Count

climbing 5

Biking, longboarding,walking/running 1

Rock Climbing 1

Rock climbing 1

Street Strider 1

Walk, bike, dog walk 1

commuting 1

paddle board 1

T otals 12
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15. Generally, how much time do you spend on the Northwest Lancaster
County River Trail during  each visit?

51% 1 to 2 hours51% 1 to 2 hours

24% 30 minutes to 1 hour24% 30 minutes to 1 hour

23% More than 2 hours23% More than 2 hours

2% Less than 30 minutes2% Less than 30 minutes

0% Other - Write In0% Other - Write In

Value  Percent Responses

1 to 2 hours 51.4% 217

30 minutes to 1 hour 23.5% 99

More than 2 hours 23.2% 98

Less than 30 minutes 1.7% 7

Other - Write In 0.2% 1

  T ot als: 422

Other - Write In Count

6-7 Hours 1
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 Yes No Responses

Marietta

Count

Row %

303

75.9%

96

24.1%

399

Columbia

Count

Row %

231

61.8%

143

38.2%

374

Bainbridge

Count

Row %

143

41.2%

204

58.8%

347

T otals

T otal Responses 399

16. Do you ever stop in the following  communities as part of your Northwest
Lancaster County River Trail experience?
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17. What do you visit when you are using  the trail in those communities?  Select
all that apply.
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Value  Percent Responses

Restaurant 67.2% 205

Park & Recreation Facility 40.7% 124

Visitor Center 28.2% 86

Historic Site / Museum / Attraction 21.0% 64

Convenience Store 15.7% 48

Coffee Shop 15.1% 46

Antique Shop 10.2% 31

Other - Write In 9.2% 28

Art Gallery 3.3% 10

Gift Shop 2.0% 6

Other - Write In 1.3% 4

Other - Write In Count

Bar 2

Bars 2

Ice cream 2

Beer. 1

Burger King 1

Catholic Church 1

Church 1

Family 1

T otals 25
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Friend's home in Marietta 1

Ice cream shop 1

Just walk around town 1

Legions 1

Marietta Boat Club 1

N/A 1

Noiny YCI 1

Nothi g yet. Eill in future 1

Pub 1

T he Great Benches provided in East Donegal T ownship 1

What convience stores? 1

cemeteries 1

family 1

visit friend 1

T otals 25

Other - Write In Count

Other - Write In Count

Gas 1

Residence 1

T he Great view from Benches provided in front of the pavilion at East Donegal

T ownship River Front Park. And the Great pavilion in Columbia

1

What coffee shops? 1
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18. Why aren't you choosing  to stop in any of the towns along  the trail?
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Count Response

1 Exercise not eating out or shopping

1 I live beside the trail

1 I'm using the trail for exercise and don't want to stop.

1 Just go to work out and then come home

1 Limited time

1 May do so in the future.

1 NO NEED T O ST OP

1 Never visit anywhere else.

1 No comment

1 Not usually on my route.

1 Only eatieries available along the trail towns.

1 Riding for exercise; not far from home so we don't bother. We do occasionally eat at a

restaurant in Marietta, other than when we're biking. Nice town and eateries.

1 T ime constraint

1 Using the trail for bike riding. I am familiar with the area and am not a tourist

1 We just learned about the trail but loved it, hope to come back and support the

community too!

1 We stop at sheetz

1 busy riding bikes

1 first time

1 just haven't had the opp yet...

1 live locally
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19. Which of the following  local restaurants / businesses you patronize when
using  the trail in Marietta. (Choose all that apply)
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Value  Percent Responses

McCleary's Public House 65.2% 152

Shank's T avern 43.3% 101

Pig Iron Brewery 29.6% 69

Nick's Bistro 22.3% 52

Railroad House Inn 21.5% 50

Stanley's T railside Cafe 19.3% 45

Other - Write In 15.9% 37

Marco's Restaurant 11.6% 27

Chiques Rock Outfitters 11.2% 26

Cafe Capricco 10.3% 24

Subway 10.3% 24

Parma Pizza and Grill 9.4% 22

Bron's Deli 5.6% 13

Chen's House 4.7% 11

Other - Write In 0.4% 1
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Other - Write In Count

Heart Cafe 12

Bainbridge Inn 5

Sheetz 4

American Legion 1

Cafe Cappriccio 1

Chiques Rock Outfitters 1

Columbia Kettle Works 1

Hinkles 1

Legion 1

Little Italy in Bainbridge 1

N/A 1

None 1

None at this time 1

Nuthin 1

Pizza resturant in Bainbridge 1

Station Grille 1

Will stop somewhere. 1

bainbridge inn 1

gigi 1

T otals 37
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Other - Write In Count

McLearys Pub 1

T otals 1
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20. What type of businesses and/or attractions would you like to see near the
trail in Marietta?
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Value  Percent Responses

Food / Beverage 57.6% 205

Outdoor Music Events 42.1% 150

Bike Shop / Outfitters 35.4% 126

Historic Site / Museum / Attraction 22.8% 81

Convenience Store 21.1% 75

Visitor Center 20.2% 72

Other - Write In 15.7% 56

Antique Shop 10.1% 36

Gift Shop 4.8% 17

Other - Write In 1.4% 5

Other - Write In Count

Art Gallery 7

Ice Cream 3

art gallery 3

ice cream 3

Ice cream shop 2

none 2

ADDIT IONAL REST ROOMS , NOT  JIFFY JOHNS 1

All suggestions you listed. ( Marietta anyway) 1

Bathroom 1

T otals 56

Our Marietta - 2017 Trail User Survey - Page 34



Bathrooms at parking lot 1

Book Store 1

Brewery 1

Coffee shop 1

Diner! 1

Dog Friendly Restaurant 1

Don't need anything, we like the nature 1

Ice cream 1

Ice cream shop. 1

Ice cream! 1

Keep it rural 1

Leave natural environment 1

N/A 1

Natural enviroment 1

None 1

Outside eateries 1

Parking on Front 1

Signs for town's history and attractions. 1

Station for filling bike tires 1

Strip Club 1

Other - Write In Count

T otals 56
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T iki Bar 1

T iki Bar. ? 1

T rail serves all our needs, but for those who are from further away bike shop, con. store

might be nice

1

Vegan Food Options 1

"a good breakfast place, with good coffee" 1

bait shop 1

bike repair shop 1

craft or car show 1

first aid station 1

first aid, benches or picnic tables, restrooms with running water 1

no additions 1

park area near the River 1

signage on each end of Front Street describing other businesses in town. 1

T otals 56

Other - Write In Count

Other - Write In Count

Ice Cream 1

Movie theater 1

N/A 1

flea market 1

race on the trail/river 1
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21. As you may know, the section of the Northwest Lancaster County River
Trail as it g oes throug h Marietta has two paths: one stays in the natural setting
and one diverts you from the trail onto a “In Town Route” using  Boroug h
streets. If (once) the trail in the natural setting  is paved, which route would you
prefer to use?  

59% Paved Trail in the Natural
Setting
59% Paved Trail in the Natural
Setting

38% Combination of both
Natural and In Town Routes
38% Combination of both
Natural and In Town Routes

3% In Town Route Using
Borough Streets
3% In Town Route Using
Borough Streets

Value  Percent Responses

Paved T rail in the Natural Setting 58.9% 238

Combination of both Natural and In T own Routes 38.1% 154

In T own Route Using Borough Streets 3.0% 12

  T ot als: 40 4
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Count Response

2 Less traffic

2 Love nature

2 No traffic

2 Prefer nature setting

2 no traffic

1 Avoid traffic

1 Avoid traffic and safer

1 Avoid traffic.

1 Avoid vehicle traffic

1 Awesome side of the tracks that needs used. It is beautiful over here.

22. Why do you prefer the paved trail in the natural setting  over the In Town
route on Boroug h Streets?

Our Marietta - 2017 Trail User Survey - Page 38



1 Beauty and convenience.

1 Because I live here, if I want to walk on the sidewalks I would be doing that. If we are on

the trail, I want to stay on the trail. Also, when I'm driving on Front Street, I don't like

having to navigate around the bikes that are all over the road.

1 Because I live in Marietta, and use the trail mainly for exercise as opposed to recreation.

1 Because it looks prettier and is relaxing.

1 Because the town looks poor and is not as attractive as the natural setting. Maybe if the

town was adorable and attractive it wouldn't be so bad.

1 Because you can see more nature

1 Bikes shouldn't be on streets. T he sidewalks in town are too bumpy and broken to ride

a bike on. When walking my dog the peace and quiet of a natural walk is great, too.

1 Biking for enjoyment, not dealing with traffic

1 Biking on the road can be intimating and comes at a higher risk than riding in the natural

setting. And the hill on N. Porter Street is a killer (difficult to ride up on my bike). BUT  I do

see myself from time-to-time continue to use front street if I am seeking out

restaurants.

1 Came to enjoy nature. Can ride town streets at home in Manheim.

1 Cars

1 Cleaner

1 Closer to the river. It is essential for the section between Bank Street and the boat ramp

to be completed and opened to the public in order to provide a chance to ride the

entire section of the river along Marietta

1 Don't enjoy biking through town

1 Don't have to worry about cars

1 Don't like riding in traffic

1 Don't like traffic

Count Response
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1 Ease of travel.

1 Easier riding and safer

1 Easier to bike on.

1 Easier, safer and being in a natural sitting.

1 Enjoy the nature

1 Enjoy the outdoors.

1 Enjoy the solitude and natural setting

1 Enjoying nature and no traffic.

1 Faster and safer.

1 Followed my fiance

1 Heart condition and cars.

1 Helmet would be needed for in town route

1 I can walk on a paved street anywhere but prefer the paved trail through the natural

setting as it is more peaceful and unique.

1 I dislike being on roads with vehicles.

1 I do not like going into towns.

1 I don't like cars ---- I don't mind cars; its the people in them.

1 I don't like going through town. Hills, traffic, no shade (in warmer weather)

1 I don't like the ride up the hill to Marietta

1 I enjoy the natural setting more than in town.

1 I feel safer no worries about cars

1 I just enjoy riding along Front Street.

Count Response
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1 I like the coolness of the trees

1 I like to walk along the river.

1 I like trail riding in natural setting

1 I prefer a natural trail altogether and do not prefer paved trails which seem to encourage

bicyclists too travel too quickly.

1 I prefer dedicated paths when cycling, but like to be able to access services.

1 I prefer nature walks and biking

1 I prefer riding bike on the trail and not on the streets in town.

1 I prefer to have a view of the river as much as possible.

1 I prefer to stay off the roads

1 I preferred the dirt surface over the stones or paved

1 I really like the nature and the paved makes it easy to ride

1 I usually use the trail to bike - so riding in town isn't ideal.

1 I would like to avoid traffic.

1 IT  IS SAER AND MORE REAXING

1 It feels safer and I enjoy nature

1 It's easier for my Mom and I. We both have bad backs.

1 It's more interesting to ride/run

1 It's more peaceful

1 Less busy, like natural

1 Less traffic to deal with.

1 Like nature

Count Response
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1 Like the outdoorsy feeling

1 Like to avoid traffic

1 Like viewing nature areas

1 Likes woods.

1 Love natural.

1 Love the natural setting and prefer pavement

1 Marietta is already a mile walk by itself.

1 More peaceful and easier for dog walking - fewer distractions for him.

1 More peaceful. No cars.

1 More relaxing

1 More scenic walk. Nice to have connection to Front Street.

1 More scenic, quiet and peaceful. River view with wildlife surrounding the trail is a major

bonus.

1 Natural setting

1 Natural setting.

1 Nature

1 Nature Bath. T hen to restaurant/bar

1 Nature and shaded in parts.

1 Nature is nice

1 Nature lover!

1 Never thought of going towards town

1 Nicer to stay in nature

Count Response
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1 No cars River view. Natural serring

1 No traffic and nature - closer to the river

1 No vehicle traffiic and nice scenery

1 Not all drivers are alert and looking for people riding bike.

1 Outdoor/woods feel, easier for running

1 Outdoors

1 Personal preference. We went through town on the way up & natural setting on the

way back. I love riding on a trail vs road

1 Prefer nature

1 Prefer to be off the streets

1 Prefer trees to buildings.

1 Pulling young children in bike trailer

1 Quiet getaway with great outdoors

1 Recumbent bike easier to pedal.

1 Relaxing

1 Safer

1 Safer for biking.

1 Safer for my little guys that I ride with. Get nervous on the main roads with the kids.

1 Safer, more beautiful.

1 Safer; we did walk through Marietta - loved the different archectural styles on Main St.

1 Safety and signage was very poor thru town

1 Shade and see river and birds

Count Response
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1 Softer for bikes

1 Softer surface to run on; natural aesthetics

1 Sometimes I really don't like cars

1 Stay off streets, I like trail riding in natural setting

1 T here is a lot of traffic on Market Street and a lot of cars travel in excess speed of the

speed limit. Also, parts of Market Street make it difficult for cars to pass bikes. T he

sidewalks are not the greatest for running. Its just a lot easier to stay on the trail. Also

its more continuity.

1 T o experience nature and travel safely with my family.

1 T raffic

1 T raffic - You have to watch

1 Walking through town is fine, but we go hiking to enjoy the river and woods.

1 We enjoy the relative quiet, and no traffic. We can get to the food establishments at the

points, where the trail accesses front st.

1 We need to be working toward an off-street system of trails. While bike lanes and

routes should certainly be identified within urban communities, it's equally important to

have separate trails - they provide a different type of experience.

1 We need to move bike traffic off the streets as much as possible- especially on Front

Street

1 While I appreciate going through Marietta, it seems like it would just "be easier" to have

the trail paved and be continuous instead of having to take a slight detour.

1 actually prefer non-paved in nature

1 avoid traffic

1 bike traffic on the streets can be very annoying and irritating that being said the trail

would have been better off unpaved and dirt.

1 don't want to compete with autos...and it's quieter

Count Response
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1 easier to bike

1 handicap - partial motor assist skooter/bike

1 hiking preference

1 i live in marietta so would prefer something different. if i didnt live here i would prefer in

town

1 i love a good nature bath!

1 i would prefer no paving of the trail at all

1 less traffic

1 less/no traffic; more beautiful

1 like nature

1 like the quiet

1 like walking in nature

1 love nature

1 prefer nature

1 preferred

1 safety from trains and car traffic

1 we love outdoors

1 when i use the trail as a cyclist, I prefer to avoid car traffic

Count Response
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Count Response

1 Becuz we stop at the barzzzzzz

1 Historic

1 I live in the town of Marietta

1 Like quaint buildings

1 Scenery and houses.

1 See what's going on, go to restaurant

1 T he enjoyment of seeing and experiencing the varied charms of a wonderful small town

1 Your town is a real gem with a clean and friendly atmosphere and a nice variety of small

shops.

1 like going through town - liked stopping at the pub

23. Why do you prefer the In Town route on Boroug h Streets over the paved
trail in the natural setting ?
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Count Response

3 Variety

1 Actually I hate the paved trail, I'd rather it was not paved.

1 Because options are always good and I don't always feel the same way- I'd use both at

different times, depending on mood.

1 Because we cycle, we like the different surfaces of riding

1 Being a Marietta Borough resident, in the evenings I enjoy walking/biking loops that

uses both the trail and streets. I like the natural setting as well as the well kept

architecture of the homes.

1 Best of both worlds

1 Both interesting.

1 Change of scenery

1 DIFFERENT  ROUT ES T O MIX UP T HE SCENERY

24. Why do you like have the option of both the paved trail in the natural
setting  and the In Town Route when on the Northwest River Trail in Marietta?
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1 Depends on if we stop at a restaurant

1 First visit...didn't know there was a natural setting path - so next time a combo of both

1 Food & drink

1 For biking

1 Gives a different experience,in town route allows me to stop for drinks and food easily

1 I am a touring cyclist with local historic interests. I enjoy riding through both natural

settings and through historic small towns.

1 I enjoy both

1 I enjoy seeing the older houses

1 I like surprises and discoveries of river towns. Architecture. Shops. T own personality.

Ambience.

1 I like the bike trail with bars

1 I like the change of scenery.

1 I like the town but would also use the trail.

1 I like the variety of experiences and the ability to get away from the crowds if I need to.

1 I like the way it is now!

1 I like variety

1 I live in Marietta and would want to access the trail at different spots.

1 I love seeing the river and the town

1 I love the nature mostly, but its fun to be part of the towns too.

1 I mountain bike as well

1 I would like to stay in nature at times BUT  we love going through town...the only part

we don't like is Hazel Street
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1 I'm a girl...I need choices LOL.

1 I've always liked Marietta -had a child at Susquehanna Waldorf long ago.

1 If I am with my kids, I bypass the bar/restaurants in Marietta. When I'm with adults we

always hit a bar for a beer.

1 If I want to treat myself with ice cream or stop for lunch, I want the option to go into

town on local streets, not wait till I get to Columbia.

1 It would make for a nice variety

1 It's nice to have options.

1 It's nice to see different things coming and going.

1 It's nice to see the town of Marietta and would probably stop in town for food or

beverage.

1 Its good to have choises

1 Just to enjoy it.

1 Like natural scenery but option of town is nice

1 Like the restaurants Like the nature

1 Like to access the beautiful town and sight see

1 Love seeing houses and will bring money next time to stop at pub.

1 Make it a longer ride.

1 Marietta is such a beautiful town with a lot of history which many overlook by driving

through the town. It's best seen walking or riding a bike.

1 More options

1 Nature is beautiful but it would also be nice to see the town

1 Nice & easy trail
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1 Nice to use both.

1 No strong preference

1 On occasion could stop for something to eat while on In T own Route.

1 One route may be busier than the other, and having both options allows the trail

crowds to be mitigated.

1 Options

1 Our home is directly accessible to both the paved and the In T own Route

1 Paved trail is easier to follow.

1 Paved trail is good for just passing through, town route is good if I'm planning to stop

somewhere to eat.

1 People get to know our town and help the businesses thrive by going through it.

1 Ride one way on trail, on the way back ride in town for drinks/food.

1 Seeing the historic, quaint town was very sweet; nice change, but dislike the cars

1 Since it's an out and back trail, having a choice of both in and near Marrietta gives you an

option to keep on riding or use the route in town to explore restaurants and other

businesses and attractions.

1 Some days I just want to stay on the trail but if I get hungry or want to take a rest, I like

the option of being able to go into Marietta.

1 Sometimes it is a perfect opportunity to grab a beer....sometimes just to ride

1 Sometimes its nice to stop for a bite to eat

1 Sometimes we like to stop at the restaurants. Sometimes we just want the natural

experience.
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1 T he trail in the natural setting definitely needs paved for access by handicap

wheelchairs and walker assisted people, it is definitely not safe for older persons to

walk on the gravel. T he young parents with children love the paved sections due to

teaching tots to ride bike in a safe place. I definitely look for bike and walking trails that

lead me to restaurants. Railroad crossings are a must. I will definitely patronize the

restaurants in Marietta Borough. Now it's more convenient for me to drive to a

restaurant elseware than walk on the stones to one from the trail. I love the trail where

it makes the view of the river possible. I thought I remember someone in the Borough

leaving money in their will for the trail to be paved. Hope it gets done soon.

1 T he trail is safer than going through town but we also have to bring people into the

town to help small business and restaurants.

1 T rail is a beautiful ride and easy with kids. Walking through towns and stopping for a

beverage is great with adults.

1 T ry something different.

1 T ypically paved trail in nature...but beer calls!

1 Use Borough streets to get to and from the trail, prefer to ride on paved natural setting.

1 Variety; Ease of access to local spots

1 Vary the trip to do one way out and one way back. On days when the route is crowded

it is nice to have options.

1 Visit restaurants. At least access to restaurants.

1 We enjoy seeing the town as well as going through the woods.

1 We like one way in natural setting to bike and then return in town to enjoy a meal and

beer

1 We like the variety - also the trail in town is very interesting - homes are beautiful and

historic.

1 We were wondering n the in town route today, after a lot of riding on trails (ex from

Columbia) it's nice to have a different view, see what's going on in town!

1 When out for a walk you want solitude and some have to sight see new things and be

wowed!
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1 biking pref (preference?)

1 depends on the day

1 for the natural environment , flora and fauna and for the beer

1 for variety

1 trail going out, town route going back

1 variety

1 variety also you get ideas from passing peoples homes for landscaping/decorating your

own
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25. What amenities, if any, would you like to see added to this trail?
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Value  Percent Responses

Restrooms 75.5% 284

Water Fountains 47.6% 179

Benches 30.1% 113

Picnic Areas 25.5% 96

T rail Surface Improvements 12.5% 47

Campgrounds 11.7% 44

Parking 11.4% 43

Other - Write In 11.4% 43

Other - Write In 1.1% 4
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Other - Write In Count

T rash receptacles 4

A porta-potty at Decatur Street Parking Area would be nice 1

A water fountains for pets, trashcans 1

Better directions in Marietta from Front Street to North Section toward Bainbridge. 1

Bicycle Repair Stations 1

Bike racks 1

Bike stations - pumps, etc. 1

Campgrounds because, I believe it would possibly add to the trail traffic and be of

benefit to both Marietta and Columbia.

1

Designated river access path from the trail if possible, to allow for a swim or fishing 1

Dog watering stations 1

Environmental Center. On the trail. Not the Marietta old buildings. 1

Everything is good 1

Finish Marietta portion 1

First Aid stations. Bike stations re: small repairs. 1

Garbage cans 1

I like it as wild as possible. 1

ICE CREAM 1

Improve entrance from Decatur Street 1

Keep portable toilets all winter 1

Marietta trail improvements. 1

T otals 40
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Mile markers 1

More signs on the main street. 1

More trash cans. recycling. 1

N/A 1

Nearby mountain biking trails 1

None, it's great 1

Primitive camp sites. 1

Seats offering view of river 1

Sgns with history & geological info 1

T he Marietta portion of the trail could be a little more smooth 1

T he trail is not wide enough for all of the traffic at times. T o widen it would be tough but

necessary at some points especially with the amount of bike use.

1

T rail surface past Bainbridge 1

T rash Cans 1

Wider pass areas when approaching access areas...many are very narrow for cyclers 1

more signage - directions and businesses 1

none 1

some ADA access, particularly for seniors 1

T otals 40

Other - Write In Count
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Other - Write In Count

Also, trail improvements between Chiques and Decater street giving better access to

those who may have physical difficulties.

1

An App to tell you about amenities 1

More bike racks at strategic locations 1

More skateboardz 1

T otals 4
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 Excellent Good Fair Poor Responses

T rail Maintenance

Count

Row %

311

75.9%

93

22.7%

5

1.2%

1

0.2%

410

T rail Safety and Security

Count

Row %

255

63.0%

124

30.6%

24

5.9%

2

0.5%

405

T rail Cleanliness

Count

Row %

302

74.4%

96

23.6%

7

1.7%

1

0.2%

406

T otals

T otal Responses 410

26. Please g ive your opinion on the following  aspects of the Northwest
Lancaster County River Trail:
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Count Response

2 We love the trail!

1 Problems with speed riders. Busy today and almost a collision trying to get around an

elderly walker, speeder came around way too fast. People stopping and blocking

walkers. Anxious for link up to Enola

1 1. Needs trash cans so people don't throw poop bags in woods. 2. need trail usage

signs so people...how to use trail (rules, courtesy)

1 1st time and thanks enjoyed the riding terrain. Can't wait to come back.

1 A kid's playground. Historic interests.

1 A twice yearly pick up trash on the trail day would be helpful to maintain the beautiful

trail and discourage littering

1 Add Mile Markers Add More amenities at trailheads (Benches, Signs, Water)

1 Add mile markers going both ways

27. Please share any additional comments, questions, or concerns about the
Northwest Lancaster County River Trail in the space provided below.
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1 Add more directions. Route choices are confusing.

1 Add signs - business, history, more directions

1 Additional signage for newbies

1 All of it is nice. I would love to see the natural setting paved easily distinguished directed

to signage.

1 Amazing natural resource. So glad it's there and available to the community. Would love

to see the trail continue to get added to to the north and to the South and maybe even

eventually connect to other existing trails.

1 Awesome! Love it!!

1 BEAUT IFUL! I would love additional parking lots so that my 88 yr-old ambulatory (but

not on a bike) Dad could experience this awesome trail (especially the area near the bald

eagle nest!).

1 Beautiful trail

1 Beautiful winding trail. Love it.

1 Benches at trail heads. Better directional signage needed.

1 Bikes go too fast!

1 Can't wait until it connects to T urkey Hill / Enola Grade trail.

1 Clearer signage for where it begins, where it continues, and where it has two paths

1 Climbers use the trail to access chickies rock frequently. T hey are a large user group to

keep in mind for this area

1 Columbia access stinks! Unsafe!

1 Concern about biking on front street and traffic. It is difficult to see bikers when driving

in the street.

1 Decatur to Bainbridge is my favorite trail. It is currently well maintained, give my

appreciation to the Borough workers who shovel dirt off the trail at the railroad bridge.

Don't make so many improvements you can't keep up!
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1 During the last few visits there have been cars parked along the trail in an area I believe

near Chestnut St

1 East Donegal keeps their part of the trail in the best condition. Conoy needs to clean

the trail and keep the bushes trimmed more than they have been doing. We are looking

to the Marietta section of the trail being paved and the head of decatur street parking

lot paved.

1 Egress and ingress safety has to be of utmost importance. Cyclists are not obeying the

laws: they are riding against traffic on the one way section of Front St, they are not all

signaling turns, they are not all yielding to pedestrians, they are riding in groups down

the center of streets, and not staying to the right, they stopping in the middle of the

trail, they are speeding by other riders or pedestrians with calling out, etc. A greater

focus needs to be made to educate riders, and drivers throughout town! T aking the

current PennDOT  Facebook bicycling survey is a start: https://quiz.fbapp.io/bicycle-

safety-quiz

1 Enjoy the trail. Keep up the good work

1 Escaped Loose aggressive dogs on trail attacking my dog and me.

1 Excellent expense!

1 First 15 years I lived in county, I never spent much time on river - this trail has changed

that. T hanks.

1 First time riding bikes on the trail and it was amazing. A true gem that needs to be

promoted even more. Great job.

1 Furnace Road needs some maintenance. It's very rough and too narrow.

1 Glad it exists

1 Good for all communities

1 Graffiti in Columbia a blight on otherwise beautiful trail. Add more interpretive history

signs!

1 Great asset to the community Signage on "Natural T rail" to Front Street businesses,

restaurants, etc.

1 Great job. Keep up the good work.
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1 Great place for a picnic.

1 Great place to exercise

1 Great trail

1 Great trail! Makes America great!

1 Great trail, keep it up

1 Great trail.

1 Greatest bike trail ever!

1 I am originally from Schuylkill County where there aren't trails like this, so to have an

amenity like this so close & easily accessible to so many people is wonderful. Keep up

the good work.

1 I don't like people using their motor vehicles on the trail in Marietta.

1 I encourage you to do whatever you can to create a seamless trail that looks the same

no matter what part of it you're on. We need to create some countywide consistency in

our trail system.

1 I enjoy seeing families together interacting!

1 I frequent the restaurants in Marietta, just not necessarily when I am using the trail. I run

so I am a bit different because I am trying to stay on pace and not stop. If I were going on

a bike ride or walk I would probably be more inclined to stop during my trail use.

1 I had the pleasure of meeting Linda who was willing to take time to offer advice and

guidance. T hank you Linda. Bill

1 I hate the fact that signs need to be posted to remind people how to behave. But I do

think they are needed for "dogs on short leash, no racing, proper calling "on you left"

ect.

1 I have never seen any security on the trail. In regards to maintenance they could do a

better job after a storm. I would like the trail to reach Harrisburgh.

1 I like it as it is, except Conoy T owmships Japanese Knotwood should probably be

mowed back.
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1 I like this trail. Alot of bikes use it and everyone seems to know the "rules of the trail".

On other trails everyone walks and rides in the middle, and then when you ride up on

them from behind, they are in the way. I ride for exercise and enjoyment, and when alot

of people slow me down, it is not enjoyable. T his trail is not like that.

1 I loved it!

1 I personally do not like bikers on the trail. T hey have the roads to ride on. When walking

a dog on a leash, they are not always right beside you. When a biker comes from behind

and yells at you, it causes panic trying to collect your dog and figure out which side to

get on. Can't there be one place without them!!!

1 I really enjoyed the river trail, even though it's a 50 mile drive I hope to ride it several

times a year .

1 I tell all my friends about the trail. We are lucky to have such a great resource

1 I was happy to find this trail today. A paved surface would be good for the bike, but I

can't complain.

1 I've been nearly hit by bicycles far too many times it actually deters me from the trail.

1 I've biked all over and this is one of my favorite trails. Can't wait till the last sections are

completed.

1 Is there any way to post on a website when the trail at Shock's Mill Bridge is

underwater? We love the trail (as a nice cool down after a road ride).

1 It would be nice if you did not have to go into the street in the Columbia Visitor Center

area.

1 It would make me very happy to see it lengthened and adjoined to other area cycle

tracks.

1 It's taken a long time to getting the trail paved and it is still gravel through Marietta....

embarrassingly too long.

1 Its a nice place to ride bike, e everyone is nice and friendly.

1 Just would like it to be longer

1 Keep up the good work!
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1 Keep up the good work!!

1 Keep up the spirit!

1 Loose dogs a concern. Suggest a website in town directory listing dog owner contact

information, dog's name and photos of dogs. Cell photos can be taken of loose dogs

then tracked to owners. Investigate why and how dogs are getting loose. Dog owners

need to be held responsible and trail users need to be safe.

1 Love how quickly the mud is removed from under the bridge after it floods

1 Love it

1 Love it!

1 Love it! Very pretty.

1 Love it!!

1 Love seeing all the trail users going past our house. Would like to see signs on Front

Street showing what we have to offer uptown. T his trail will bring our town to life again!

Love it!

1 Love that it is paved and rural! And adore the river!

1 Love the pavement

1 Love the quaint town and its preservation to an old historic look. We enjoy outdoor

seating and drinking to relax - so these additions would be nice. Ice cream stops are

awesome on hot days! On the trail use signs to indicate eateries/pubs/etc. inward of

bike trail

1 Love the trail & can't wait for final paving at Falmouth.

1 Love the trail. A good use for our tax dollars.

1 Love these trails.

1 Love this trail

1 Maybe the paths could be wider have just a bike trail other than walkers
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1 More direction signs in Marietta

1 More directions!

1 More paved route/ miles available

1 More signs for parking would be nice

1 More snakes!

1 More trash cans n parking

1 Natural trail is not well marked

1 Need for trail ettiquett.

1 Need sides mowed from Riverfront up to Bainbridge. Keep sides mowed all thru trail

1 Needed a little trim today but normally trail is exceptional.

1 Needs a few more signs in Columbia portion by the shipping yard.

1 Needs better and more signage especially at Furnace Road and west end parking lot (at

bridge)

1 No bald eagles � in nest. No sneks �. Sum turtz. � No dilphins. �. And ����

1 No campgrounds!

1 Not enough directional signs at Decatur parking and other Marietta parking areas going

west and how to get back to Front street

1 Not sure how it can be improved

1 One way section of front street should be two way for bikers. T oo hard and dangerous

for family's to take the alternate route. Sidewalk or path could be constructed on west

side of the street

1 Overall excellent trail
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1 PLEASE don't over improve this lovely area. Is already crowded at times during summer

months. Keep it as a nature trail and have the picnics, campgrounds etc away from the

trail

1 Portapotties need to be pumped out. Very smelly.

1 Post at website when flooded at Shocks Mill Bridge

1 Problems with speed riders.

1 Safe to ride alone if you want.

1 Sign at Bainbridge that indicates the end or directions

1 Signage to restaurants, etc.

1 Signs/Map for restaurants

1 So nice! Great use of my tax dollars!

1 Some bikers tend to go a little to fast around walkers.

1 Speed bumps in place on the road for cars near the Furance Road parking lot. Better

signage for the Columbia trail access and possible speed bumps near the intersection in

Columbia where trail users cross 441. Or better signage for cars (Caution: T rail

Crossing). Some sort of speed bumps for bicyclists along certain parts of the trail to

deter road bicyclists from overtaking other trail users.

1 Stop using weed killer near arch bridge - dead ugly brown foliage lines trail

1 T hanks for the trail 

1 T he Boat Club blocks the trail and is quite unsightly and an unfair interruption in the trail.

People little too much. Maybe install recycle and trash containers.

1 T he Furnace Road access onto PA441 should be closed. It is very dangerous.

1 T he NW T rail is the best one in Lancaster County and the most scenic.

1 T he River T rail improved quality of life and feeling of town. I believe it will also increase

property values.
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1 T he sections next to the river are the nicest.

1 T he trail is a wonderful asset for the communities near it. It's certainly a destination for

me and friends because it is a trail that can be ridden by all levels of riders. I've seen more

of Marrietta & Columbia by bike than I have by car.

1 T he trail is beautiful. I just feel Marietta needs to be updated so more people will spend

all day here and not just for an hour only on the trail.

1 T he trail is great. Love the pavement. Could use water fountains or things of that nature

1 T he website indicates the various trailheads, including Falmouth. It would be nice for the

site to clarify where cycling access versus hiking access is available on the trail. We

spent extra time, driving to find cycling trail access.

1 T here is more and more trash along the natural trails that run directly alongside the

Susquehanna River--we need more/better access to receptacles. Community clean-up

days might be necessary with the increased use.

1 T here is someone on the trail who charges for parking and is rude to people who

accidentally park there. Very unfriendly

1 T here needs to be garbage can every so often.

1 T his has been our favorite bike trail even though it's roughly 40 minutes from our home.

We hope the trail remains available for our use and the improvements continue.

1 T his is my favorite trail. I've done Enola Low Grade, Heritage Rail T rail and Gretna T rail.

1 T his is our favorite trail in the area. A paved trail ia a big attraction.

1 T his trail has been a great joy for my wife and I, and is greatly appreciated. T hanks, goes

to all municipalities, businesses and the county, who made this possible.

1 T his was our first time on the trail. We enjoyed it and will come back!

1 T ime tial problem. Live down middle.

1 T rail a joy! I had knee surgery and this has been my PT !! Decatur Street has huge bump

to go over...always afraid my car will bottom out. If you could ease the hill, that would be

just great!

1 T rail camers to catch Vandels in Columbia.
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1 T rail is awesome

1 T rail is convenient for us to access. Would be nice for benches and picnic tables under

shade for resting time.

1 T rail needs to accomodate walkers, perhaps a stone path alongside macadam.

1 T rail safety: we always ride in pairs. Never ridden this path alone.

1 T rails are very well kept; beautiful ride.

1 Use recumbent bike and T rek normal bike.

1 Very awkward and dangerous approach ramp to trail at Columbia

1 We are thrilled to have this beautiful trail so close to home - it has become our favorite -

thanks to all who have made it a reality

1 We can't Waite for the remaining area from the Marrita access to Decatur st.. At the very

least, pave from and the new bridge at the Boat Club to Decatur st.. A layer of finely

crushed stone and packed would be better than how it now is..

1 We do stop at Sheetz on the way home.

1 We enjoy it. Glad its here and extended through!

1 We had to fix a flat south of Marietta - next time we will go to chickies rock and

Columbia

1 We love having this trail so close to our home. It's peaceful and well maintained, and we

love it.

1 We love it! We would love better access to parking and signs to know where to go and

park.

1 We love it.

1 We love this trail

1 We love this trail. Please finish paving soon
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1 We loved it, can't wait to go back, is like to do the whole trail with out the kids making a

day of it!

1 We really enjoy the trail. Continue to improve and we will continue to ride

1 We spend a lot of time on varioous trails. T his is one of our very favorites.

1 We've been using the trail since long before it was paved. We love having something

this special so close to our home.

1 When I answered the question about the trail and put excellent. I wanted to state

Excellent in East Donegal T ownship and Columbia Borough cause they worked hard to

get their trail paved and useful for all types of person. I feel safer in those two

municipalities than the footpath of the Borough. T he brush and weeds are so close to

the path. It's scary.

1 When I finished my guided geology walk we came upon and walked aside the natural

field with scattered wildflowers and it filled my heart with joy! I'd come just for that sight!

1 With so many bikes it makes walking difficult and not relaxing. Perhaps gravel paths on

either side of the pavement trail could be added for walkers.

1 Within an hour of home this is our favorite trail. Look forward to being able to bike on

paved surface (along river), from Columbia to Bainbridge. Many thanks to the

municipalities and partners who developed the trail. It's part of what's great about

Lancaster County!

1 Wonderful resource !!

1 Wonderful trail. T hank you!

1 Would like it to be wider to allow a safer experience for both hiker and biker.

1 Would like to see trail in towns decorated for holidays.

1 Would love if this would extend down to Enola Low Grade it might draw others up into

town when the Conestoga River Bridge is completed (especially of there is lodging.).

Also a connection to Lebanon Valley would do the same, though that's tougher...

1 be nice to be able to have a point of contact when you encounter trail encumbrances

such as downed trees so they can be removed

1 clean out the gutter grate on pine street ???? cannot read rest of comment
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1 have handicapped family members who require paved surface

1 i think the trail as it is, is great. T here is no need to pave it. After all, it is a nature trail.

Paving will only crack and fall apart due to the winter weather causing the trail to

become more dangerous than it already is. Especially since bikers already speed their

asses down the trail as it is. Instead put the money towards restrooms, water fountains,

and just trail and brush maintenance. T hanks.

1 paved trail at Donegal

1 paving beyond Bainbridge would be delightful

1 would appreciate better paving (for bikes) between trail parking & Chiques Outfitters

1 would like to see cars blocked off from the trail entrances
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Report for Our Marietta - Business
Owner Survey 2016-2017

Complet ion Rat e: 66.7%

 Complete 18

 Partial 9

T ot als: 27

Response Counts
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1. Which categ ory most closely describes your business?

54% Service (Professional,
Personal, Other)
54% Service (Professional,
Personal, Other)

15% Non Profit / Government /
Education / Religious
15% Non Profit / Government /
Education / Religious

12% Food / Beverage12% Food / Beverage

8% Retail / Commercial8% Retail / Commercial

8% Lodging8% Lodging

4% Other - Write In (Required)4% Other - Write In (Required)

Value  Percent Responses

Service (Professional, Personal, Other) 53.8% 14

Non Profit / Government / Education / Religious 15.4% 4

Food / Beverage 11.5% 3

Retail / Commercial 7.7% 2

Lodging 7.7% 2

Other - Write In (Required) 3.8% 1

  T ot als: 26
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Rebecca
Typewritten text
Other - Write In (Required)

Rebecca
Typewritten text
Count

Rebecca
Typewritten text
Product Development

Rebecca
Typewritten text
1



2. How long  have you been in business?

46% Over 20 Years46% Over 20 Years

19% 10 - 20 Years19% 10 - 20 Years

15% 1 - 5 Years15% 1 - 5 Years

12% 6-10 Years12% 6-10 Years

8% Less than 1 Year8% Less than 1 Year

Value  Percent Responses

Over 20 Years 46.2% 12

10 - 20 Years 19.2% 5

1 - 5 Years 15.4% 4

6-10 Years 11.5% 3

Less than 1 Year 7.7% 2

  T ot als: 26
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3. How long  has your business been located in Marietta?

54% Over 20 Years54% Over 20 Years

15% 1 - 5 Years15% 1 - 5 Years

12% 6-10 Years12% 6-10 Years

12% 10 - 20 Years12% 10 - 20 Years

8% Less than 1 Year8% Less than 1 Year

Value  Percent Responses

Over 20 Years 53.8% 14

1 - 5 Years 15.4% 4

6-10 Years 11.5% 3

10 - 20 Years 11.5% 3

Less than 1 Year 7.7% 2

  T ot als: 26
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4. How many people, including  owners, does your business employ in each of
the following  categ ories?  (Full-time = 32 or more hours/week)

Item Average Min Max StdDev Sum T otal Responses

Full T ime Year Round 4.0 0 26 6.0 83.0 21

Part T ime Year Round 3.6 0 12 3.3 64.0 18

Seasonal 0.9 0 5 1.6 8.0 9
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 Fully Moderately Minimally

Not

At

All

Not

Our

Market Responses

Marietta Borough /

Area

Count

Row %

1

4.3%

10

43.5%

9

39.1%

0

0.0%

3

13.0%

23

Lancaster County

Market

Count

Row %

3

13.6%

12

54.5%

5

22.7%

0

0.0%

2

9.1%

22

South Central PA

Regional Market

Count

Row %

1

4.8%

10

47.6%

8

38.1%

0

0.0%

2

9.5%

21

National /

International

Market

Count

Row %

0

0.0%

5

25.0%

3

15.0%

3

15.0%

9

45.0%

20

T otals

T otal Responses 23

5. To what deg ree are you capturing  the following  customers / markets?
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6. Define your business targ et for g ender (check all that apply):
P

er
ce

nt

Female Male
0

20

40

60

80

100

Value  Percent Responses

Female 95.5% 21

Male 90.9% 20
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7. Define your business targ et for ag e (check all that apply):
P

er
ce

nt

26-45 46-65 Over 65 18-25 Under 18
0

20

40

60

80

100

Value  Percent Responses

26-45 95.5% 21

46-65 86.4% 19

Over 65 68.2% 15

18-25 54.5% 12

Under 18 27.3% 6
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8. Which of the following  media do you use to market / advertise your business
(check all that apply):

P
er

ce
nt

Fac
eb

oo
k

Bus
ine

ss
 W

eb
sit

e

Are
a M

er
ch

an
dis

er

La
nc

as
ter

 N
ew

sp
ap

er

Rad
io 

/ T
V

Lo
ca

l / 
Reg

ion
al 

Mag
az

ine
s

Othe
r -

 W
rite

 In

Dire
ct 

Mail

W
or

d o
f M

ou
th

Billb
oa

rd
s

Onli
ne

 A
dv

er
tis

ing
 (e

.g.
, G

oo
gle

, B
ing

)

Yar
d S

ign
s

0

50

25

75
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Value  Percent Responses

Facebook 72.7% 16

Business Website 63.6% 14

Area Merchandiser 36.4% 8

Lancaster Newspaper 27.3% 6

Radio / T V 27.3% 6

Local / Regional Magazines 27.3% 6

Other - Write In 22.7% 5

Direct Mail 18.2% 4

Word of Mouth 13.6% 3

Billboards 9.1% 2

Online Advertising (e.g., Google, Bing) 9.1% 2

Yard Signs 9.1% 2

Other - Write In Count

Business Cards 1

MABA 1

Mass Email 1

OT A, B&B directories, 1

clipper 1

T otals 5
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Major

Challenge

Minor

Challenge

Not a

Challenge

Not

Applicable Responses

Difficulty recruiting

or retaining

employees

Count

Row %

3

15.0%

3

15.0%

7

35.0%

7

35.0%

20

Expensive employee

wages or benefits

Count

Row %

4

20.0%

2

10.0%

7

35.0%

7

35.0%

20

Expensive or

unavailable products

Count

Row %

0

0.0%

2

10.0%

8

40.0%

10

50.0%

20

Insufficient financing

Count

Row %

5

25.0%

1

5.0%

5

25.0%

9

45.0%

20

Insufficient parking

Count

Row %

2

10.0%

3

15.0%

8

40.0%

7

35.0%

20

In-town competition

Count

Row %

0

0.0%

4

21.1%

11

57.9%

4

21.1%

19

Out-of-town

competition

Count

Row %

2

10.0%

12

60.0%

6

30.0%

0

0.0%

20

Online competition

Count

Row %

2

10.0%

7

35.0%

5

25.0%

6

30.0%

20

9. Please rate the deg ree to which you are experiencing  the following  business
challeng es?  (mark ONE answer for each item)  
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Expensive rent

Count

Row %

0

0.0%

3

15.0%

7

35.0%

10

50.0%

20

Poor building

condition

Count

Row %

1

5.0%

3

15.0%

8

40.0%

8

40.0%

20

Shoplifting / T heft /

Vandalism

Count

Row %

0

0.0%

1

5.3%

11

57.9%

7

36.8%

19

Please rate the

degree to which you

are experiencing the

following business

challenges? (mark

ONE answer for

each item)  

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

1

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

None

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

Outgrowing my

space

Count

Row %

1

100.0%

0

0.0%

0

0.0%

0

0.0%

1

Repetative

Christmas music

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

 

Major

Challenge

Minor

Challenge

Not a

Challenge

Not

Applicable Responses
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Rectangle



 Def initely Probably

Not

Sure

Probably

Not

Def initely

Not Responses

Business

planning

Count

Row %

1

5.0%

4

20.0%

2

10.0%

7

35.0%

6

30.0%

20

Financial

management

Count

Row %

2

10.0%

4

20.0%

0

0.0%

7

35.0%

7

35.0%

20

Inventory

management

Count

Row %

0

0.0%

1

5.0%

0

0.0%

9

45.0%

10

50.0%

20

Advertising or

marketing

Count

Row %

1

5.0%

8

40.0%

2

10.0%

5

25.0%

4

20.0%

20

Employee

hiring or

training

Count

Row %

0

0.0%

3

15.0%

0

0.0%

11

55.0%

6

30.0%

20

Customer

service or

hospitality

Count

Row %

0

0.0%

3

15.0%

1

5.0%

9

45.0%

7

35.0%

20

Building

improvements

Count

Row %

1

5.0%

4

20.0%

3

15.0%

5

25.0%

7

35.0%

20

10. Could you (or your employees) use information on and/or assistance with
the following  topics?  (mark ONE answer for each item)
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Window

displays or

interior store

design

Count

Row %

1

5.0%

1

5.0%

1

5.0%

6

30.0%

11

55.0%

20

Business

market

analysis

Count

Row %

1

5.0%

3

15.0%

4

20.0%

5

25.0%

7

35.0%

20

Internet or E-

Commerce

Count

Row %

1

5.0%

3

15.0%

4

20.0%

2

10.0%

10

50.0%

20

T ransfer of

ownership or

selling a

business

Count

Row %

1

5.0%

2

10.0%

0

0.0%

5

25.0%

12

60.0%

20

Could you (or

your

employees)

use

information

on and/or

assistance

with the

following

topics? (mark

ONE answer

for each item)

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

0.0%

0

 Def initely Probably

Not

Sure

Probably

Not

Def initely

Not Responses
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 Yes No

Not

Sure Responses

Free design assistance

Count

Row %

6

30.0%

10

50.0%

4

20.0%

20

Free business assistance (planning, operations,

marketing, etc.)

Count

Row %

5

25.0%

10

50.0%

5

25.0%

20

Networking events (i.e. breakfast/lunch meetings,

business happy hours)

Count

Row %

10

50.0%

6

30.0%

4

20.0%

20

Cooperative insurance program

Count

Row %

6

31.6%

7

36.8%

6

31.6%

19

Cooperative advertising coordination

Count

Row %

7

35.0%

8

40.0%

5

25.0%

20

Advertising / marketing of Marietta as a destination

Count

Row %

9

47.4%

7

36.8%

3

15.8%

19

Low interest loan program (for business or property

improvement)

Count

Row %

6

30.0%

10

50.0%

4

20.0%

20

Grant program (for facade or sign improvement)

Count

Row %

8

40.0%

10

50.0%

2

10.0%

20

11. Would you find this type of business assistance useful?  (mark ONE answer
for each item)  
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Marietta business directories, brochures, maps

Count

Row %

11

55.0%

5

25.0%

4

20.0%

20

Website or Internet resources

Count

Row %

9

45.0%

7

35.0%

4

20.0%

20

Retail / Special Event coordination

Count

Row %

3

15.0%

8

40.0%

9

45.0%

20

Would you find this type of business assistance

useful? (mark ONE answer for each item)  

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

1

Count

Row %

0

0.0%

0

0.0%

0

0.0%

0

Nothing

Count

Row %

0

0.0%

1

100.0%

0

0.0%

1

T otals

T otal Responses 20

 Yes No

Not

Sure Responses
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Rebecca
Rectangle



 

Strongly

Agree Agree Neutral Disagree

Strongly

Disagree Responses

I always try to buy

products and

services locally

Count

Row %

4

21.1%

10

52.6%

4

21.1%

1

5.3%

0

0.0%

19

I always direct

customers to

other Marietta

businesses

Count

Row %

8

42.1%

9

47.4%

2

10.5%

0

0.0%

0

0.0%

19

I seek ways to

cooperate with

complementary

Marietta

businesses

Count

Row %

9

47.4%

5

26.3%

5

26.3%

0

0.0%

0

0.0%

19

I interact with

other Marietta

businesses on a

regular basis

Count

Row %

9

47.4%

7

36.8%

2

10.5%

1

5.3%

0

0.0%

19

T he existing

Marietta business

mix helps my

business

Count

Row %

2

10.5%

6

31.6%

8

42.1%

2

10.5%

1

5.3%

19

12. How strong ly do you ag ree or disag ree with the following  statements?
(mark ONE answer for each statement)  
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T he look and feel

of downtown

Marietta helps my

business. 

Count

Row %

1

5.3%

4

21.1%

8

42.1%

4

21.1%

2

10.5%

19

My building

façade draws

customers into

my business

Count

Row %

5

26.3%

5

26.3%

6

31.6%

1

5.3%

2

10.5%

19

My window and

store displays

help my business

Count

Row %

2

10.5%

7

36.8%

6

31.6%

2

10.5%

2

10.5%

19

My advertising

helps my

business

Count

Row %

5

26.3%

8

42.1%

5

26.3%

0

0.0%

1

5.3%

19

My business is

open when

customers want

to shop

Count

Row %

4

21.1%

9

47.4%

5

26.3%

0

0.0%

1

5.3%

19

Employees of my

business show

great customer

service

Count

Row %

11

57.9%

5

26.3%

2

10.5%

1

5.3%

0

0.0%

19

 

Strongly

Agree Agree Neutral Disagree

Strongly

Disagree Responses

Our Marietta - 2017 Business Owner Survey - Page 18



Marietta is an

excellent place to

have a business

Count

Row %

2

10.5%

11

57.9%

5

26.3%

1

5.3%

0

0.0%

19

Local police

protection is

outstanding

Count

Row %

2

10.5%

8

42.1%

8

42.1%

0

0.0%

1

5.3%

19

I feel safe

downtown, even

at night. 

Count

Row %

3

15.8%

11

57.9%

4

21.1%

1

5.3%

0

0.0%

19

Local municipal

services are

accessible and

valuable

Count

Row %

3

15.8%

6

31.6%

9

47.4%

0

0.0%

1

5.3%

19

T otals

T otal Responses 19

 

Strongly

Agree Agree Neutral Disagree

Strongly

Disagree Responses
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Very

Satisf ied Satisf ied Neutral Unsatisf ied Responses

Location within the

Downtown and/or

Borough

Count

Row %

5

26.3%

12

63.2%

2

10.5%

0

0.0%

19

Adequate Space for

Current Operations

Count

Row %

7

36.8%

8

42.1%

2

10.5%

2

10.5%

19

Adequate Space for

Growth

Count

Row %

5

26.3%

6

31.6%

5

26.3%

3

15.8%

19

Parking

Count

Row %

8

42.1%

4

21.1%

3

15.8%

4

21.1%

19

T otals

T otal Responses 19

13. How satisfied are you with the present location of your business?  (mark
ONE)
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ResponseID Response

113 Our patrons must use on-street parking which to some newcomers is a not-so-

nice surprise.

124 Our neighbors are primarily residential. If we want to expand, we'd have to look

elsewhere in Marietta or the surrounding counties. T he building across the

street from us is an eyesore, this is distracting for our tuition paying families

("clients"). Not sure how to address the ongoing incomplete renovations.

130 I need to consider seeking a variance to install a couple of onsite parking spaces.

136 I only have 4 off-street parking spaces that need to serve my apts and my

business. It's hard. More downtown parking would be helpful for possible rentals

of my second and third floor, as well as customers. Also, there's not much space

available for businesses looking for work area. Yes, some storefronts for rent,

but 1500-2500 SQ foot is not here.

142 My business operates from my home so that's on me.

14. Please share any specifics about your dissatisfaction with your current
location, space or parking .

Our Marietta - 2017 Business Owner Survey - Page 21



 

Strongly

Agree Agree Neutral Disagree

Strongly

Disagree Responses

I know about the

Northwest River

T rail 

Count

Row %

16

84.2%

3

15.8%

0

0.0%

0

0.0%

0

0.0%

19

I have been on

the Northwest

River T rail

Count

Row %

15

78.9%

3

15.8%

0

0.0%

1

5.3%

0

0.0%

19

T rail Users are a

good fit for my

businesses

Count

Row %

7

36.8%

3

15.8%

6

31.6%

1

5.3%

2

10.5%

19

I am comfortable

talking to patrons

about the

benefits of the

Northwest River

T rail

Count

Row %

15

78.9%

1

5.3%

0

0.0%

2

10.5%

1

5.3%

19

My employees

are comfortable

talking to patrons

about the

benefits of the

Northwest River

T rail

Count

Row %

6

31.6%

5

26.3%

4

21.1%

3

15.8%

1

5.3%

19

15. How strong ly do you ag ree or disag ree with the following  statements
reg arding  the Northwest River Trail?  (mark ONE answer for each statement)
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I run promotions

to encourage

T rail users to

patronize my

business

Count

Row %

3

15.8%

0

0.0%

10

52.6%

2

10.5%

4

21.1%

19

I accommodate

bike riders with a

safe place to

store their

bicycle(s)

Count

Row %

5

26.3%

1

5.3%

6

31.6%

3

15.8%

4

21.1%

19

I see

opportunities in

the off season

(November

through March)

for trail users to

patronize my

business

Count

Row %

5

26.3%

3

15.8%

4

21.1%

3

15.8%

4

21.1%

19

T otals

T otal Responses 19

 

Strongly

Agree Agree Neutral Disagree

Strongly

Disagree Responses
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Our Marietta Placemaking Readiness Initiative | APPENDICES

Appendix D

Community Event / Walking
Tour—Post Event Notes



Historic Preservation 
 
 
   

Heritage tourism is the fastest growing type of tourism and provides the most economic impact. Heritage Tourists are older and more afluent than 
traditional tourists but they are also active. Consequently, they are likely to be using level trails such as the Northwest Lancaster County River Trail. This 
segment of tourists are looking for amenities, lodging, and dining but they are also looking to learn about the history of your community and area. How 
well is Marietta prepared to make these visitors welcome?  

This worksheet is designed to encourage an evaluation of how the history of this community is preserved and shared. Most questions are yes or no with a “?” 
column for when the reviewer is unsure. Some questions require a count with space for an answer. The final questions are looking for a more complete 
written answer.  Most importantly, these questions should be sparking more questions and further discussion.  

 Local Conditions Yes ?  No 

HP-1 Does Marietta have a core commercial area that is the downtown?  x   

HP-2 How many significant commercial buildings can be found in the core commercial area? 30 + 

HP-3 What is the general time frame that the buildings in the commercial core were built? mid-1800’s - 1930 

HP-4 Are there any prime examples of the architecture from this period that have been restored or preserved? x   

HP-5 Are there buildings in the commercial core that would benefit from restoration to enhance or uncover historic 
features?  

x   

HP-6 Are there buildings in the residential neighborhoods that could be converted into bed and breakfast or country 
inns? 

 x  

HP-7 Are there ordinances and zoning language in place to enable residential buildings to be converted into B&Bs?   X  

HP-8 Does the local Subdivision and Land Development Ordinance offer any protections to historic resources or for 
maintaining the community character with new infill?  

x   

HP-9 Does the County/Regional Subdivision and Land Development Ordinance (SALDO) offer any protections to historic 
resources?  

 x  

HP-10 How does Marietta address the issue of infill and how it maintains community character?  form 
based 
zoning 

  



Historic Preservation 
 
HP-11 Are the upper floors in the commercial core occupied by commercial businesses?   x  

HP-12 Are the upper floors in the commercial core occupied by residential units?   some  

HP-13 Do the streetscapes, in general, retain the original historic rhythms, proportions and patterns of windows, porches, 
doorways, cornices, and building materials? 

most   

HP-14 Do many of the buildings reflect the town's industrial past and historic and economic story? x   

HP-15 Are there abundant historical architectural details still intact? x   

HP-16 Are there interesting examples of unique vernacular architecture that stand out within the streetscapes? x   

HP-17 Has the historic pattern of street layout been retained including a town square and size and proportion of 
neighborhood streets? 

x   

 Existing Plans and Policies Yes  ?  No 

HP-18 Does Marietta have a Preservation Plan?  x but 
not 
strict 

  

HP-19 Does your County/Region have a Preservation and/or Heritage Plan?  Donega
al 
Compr
ehensiv
e Plan 

  

HP-20 Does Marietta have a Master Plan?    x 

HP-21 Does Marietta have a local historic district?   x 

HP-22 Does Marietta have a national historic district? x   

HP-23 Are any areas in Marietta eligible for a potential historic district?  x   



Historic Preservation 
 
HP-24 Does Marietta have an historical society/association?  Where is their home?    x 

HP-25 Is there a HARB (Historic Architectural Review Board) in Marietta?    x 

HP-26 Is there a member of the HARB and/or the local historical society participating in this self-analysis?    x 

HP-27 Are there a Design Guidelines for Marietta?  x   

HP-28 Is there any interest in developing Design Guidelines for Marietta?     

HP-29 Is your local municipal a Certified Local Government by PA Historic and Museum Commission?  x   

HP-30 Are there any state historical markers?   x 

HP-31 Are there any other interpretation signs? x   

HP-32 Are there any outlying structure with historic significance? x   

HP-33 Are there any businesses that display local history in their establishments?  x   

HP-34 Does the Borough building have a display of local history?  x a bit   

HP-35 Is Marietta a Preserve America Community?     

HP-36 Who would be the best local person to advise a property owner about state and federal tax credits, if you do have a 
national historic district?  

 x  

 Local History in a Larger Setting 



Historic Preservation 
 
HP-37 What does the current condition of the buildings in the downtown tell about the story of the community?  

 
The handsome buildings speak to a prosperous past and an uncertain present and future as many have empty storefronts and are in need of basic 
maintanance 

HP-38 As conditions stand right now, where could a first-time visitor learn about Marietta's history front its architecture? 
 
The great lumber business of the 19th century might be reflected in the large number of frame buildings. The iron industry is reflected in some of 
the wrought iron porches and details. The prosperity lumber and iron brought is also reflected in the high quality architecture in general and in the 
numerous “mansions.”  A visitor would also see Marietta had workers’ houses and middle-class merchants’ and residents’ houses typical of a 
successful 19th century industrial town. Also evident is the large number of outstanding vernacular buildings apparently built by several highly 
skilled local carpenters who were not formally architects. A visitor would also note several historic taverns and inns that speak to the river life of 
the 19th century. One might also note an apparent need for large hotels or inns in the 19th century - especially on Front Street 

HP-39 How does Marietta's history contribute to the history along the Trail? 
 
The railroad and, before that, the canal were central to Marietta’s past. Also - the remnants of iron furnaces still exist.  



Historic Preservation 
 
HP-40 Who officially tells the story of Marietta to the public in your town?  

 
The only organization that celebrates Marietta’s past is the MRA and it tells this story through its annual Candlelight 
Tour of Homes. There is much history available to those who persist in the Old Town Hall Museum and in the 
Musselman Vesta Building. The hours of both are very limited.  There are no obvious story sources to the average 
passer-by or trail user. The Community House sponsors talks by local experts and has produced a website called 
“Discover Marietta” ( www.tutouria.com) that  people can access on smartphone or computer that tells the story of 
local buildings. Lyn Baker Alarie has written a large book, The Scoop on Marietta that compiles much of this history. 

   

HP-41 How is Marietta's local history shared with students and newcomers?  
See HP-40 

HP-42 How does Marietta's history contribute to the history of the County or region? 
 
Scots Irish founders followed by capitalists who understood the importance of the river to the region’s economy 

http://www.tutouria.com/


Historic Preservation 
 
HP-43 Why would a visitor find this local history relevant to their exploration of the Susquehanna River Corridor?  

 
So much history happened because of the river and this includes Native American history as well as 19th C. industrial history. Remnants of both 
can be found.  

HP-44 What is the 30-second elevator pitch about the history of Marietta? 
 
Marietta was a prosperous 19th C. river town visited by heads of state and occupied by notable scientists, artists and writers. It will take a new 
generation of intelligent, curious and engaged citizens to restore its prosperity. There is much hope pinned on the advent of the Northwest River 
Trail which is bringing the town to the attention of many “outsiders” who are struck by its charm and who may invest in its future. 

HP-45 Other Comments about the history or historic character of Marietta.  
 
More than half the town is on the National Historic Register because so many of the streetscapes look similar to the way they looked in the 19th C. 
There have been few out-of-scale intrusions.  The central parts of town contain an eclectic mix of period styles and preserved architectural details. 
Front Street still has the tavern life that so characterized it in the 19th C.  No big highway runs through the town. It was bypassed in the building of 
rt 441. This is both a blessing and a curse. The town remains quiet and quaint but many travelers drive right by the town. 

 



 The walk from the Bank St trail access point (TAP) to the Chestnut St TAP, via the trail, provided limited discussion. That said, what was discussed was
pointed. Below are the most memorable comments.

 The Bank St TAP is a source of controversy, primarily because the Norfolk Southern (NS) wants to close the access point. In addition, at the TAP is
another path, that goes to the boat access parking lot. NS claims to own the land, but so does the Borough. NS wont let the Borough pave the trail. If
this section were to be paved, there could be an alternative path from Chiques Rock, to the trail, without having to access the one-way section of Front
St. It is possible NS will pave the trail if they close the access point. see attached map.

 The one-way section of Front St is technically illegal to ride against traffic. Currently signs say to go up to the alley, though few follow the instruction.
 Signage could be improved on both TAPs. Opportunity for advertising, etc.
 The Chestnut St TAP has a lot of potential for signage due to the amount of open land.
 Trail portion could benefit from trash cans and possibly convex mirrors for safety around “blind curves”
 Benches need to be consistent with benches found on the E. Donegal section of the trail, which has a price point of appx $1500.



Access Areas

The Trailhead is the gateway into Marietta from the Northwest Lancaster County River Trail. This is the first impression that a trail user has of your
community. These questions are designed to guide the team in evaluating how welcoming the trailheads are and how they help a trail user transition to
your commercial core.

This form needs to be completed for each trailhead serving Marietta. The yes/?/no format allows for the data to be quantified.  Open ended questions at
the end encourage observation and discussion.

Signage and Information (Trailhead) Yes ? No

AA-1 Is the commercial core an easy walk or ride from the trailhead? X

AA-2 Is there signage is on the trail that alerts trail users that your community is nearby? X

AA-3 Is there an attractive, well-placed access area sign ? X

AA-4 Is there directional signage when leaving the trailhead? X

AA-5 Is there an attractive informational kiosk or a bulletin board? Kiosk, yes. Bulletin board, yes. Bins for info. X

AA-6 Is there directional signage indicating destinations to east/west or north/south? X

AA-7 Is there a rule/regulation/courtesy sign? Bigger signage is needed for those driving in to see. Who’s the
authority of the “rules”?

X

AA-8 Is there interpretive information about the local community? Shows use areas and icons. X

AA-9 Is there information about contributing or volunteering for the trail? X

AA-10 Is there information on nearby town amenities? There is nothing on the map of the trail in the kiosk to say
“you are here”.

X

AA-11 Is there an amenities map of the town with businesses/services on bulletin board or kiosk? X

AA-12 Is there a take-away map of the town with businesses/services listed? X

AA-13 Is there a take-away map of the trail? X

AA-14 If the trail crosses any roadways, are the crossings safe? X



Access Areas

AA-15 Are there signs to emergency facilities? X

Parking Lots at Trailhead Yes ? No

AA-16 How many parking spaces are in your trailhead parking lot? ~ 28 X

AA-17 Is there enough parking to meet summer weekend demand? The lot was full and people were parked in
the street.

X

AA-18 Do parking spaces have extra length for hitch-mounted bike racks? X

AA-19 Does your parking lot have extra turning radius for shuttle vans? X

AA-20 Does your parking area accommodate horse-carrying vehicles? Would be tight. X

AA-21 Is there a safe interface between trail users and parkers? Could be an issue. X

AA-22 Does parking lot fencing have convenient openings for trail access? There is a gate on one side going north
but the south entrance has nothing and is not obvious where to enter the trail.

X

Amenities at the Trailhead Yes ? No

AA-23 Are there flush toilet facilities? X

AA-24 Is there a portable toilet? X

AA-25 Is there a public water fountain with potable water? X

AA-26 Are there trash receptacles? Only 1. X

AA-27 Is there a phone number posted to call if there is a problem with facilities at trailhead? X

AA-28 Is there landscaping to provide shade? X

AA-29 Are there picnic tables? Need picnic tables by the river. X

AA-30 Are there pavilions or shelters? X



Access Areas

AA-31 Are there bike racks? X

AA-32 Are there benches? Only 1. X

AA-33 Is there security lighting? X

AA-34 Is there a pay telephone? X

AA-35 Is there cellular reception at the trailhead? X

AA-36 Is there room to do promotions at the trailhead? No designated space.  There was one bike race sign. X

AA-37 Is there also water access at your trailhead? X

AA-38 Is there any artwork that distinguishes your trailhead from any other? The bridge underpass is
architecturally different/interesting as is the bench.  Both could be considered works of art. Perhaps a
mural could be painted on the bridge with a mini-grant?

X

AA-39 Is there a bike repair station at the trailhead? X

Conclusions

AA-40 Does the trailhead offer a good first impression of your local community?
There is opportunity for improvement.  No branding.  First impression would be poor to fail.  Need a better
map.  There’s nothing to invite people into town. No business amenities listed.

AA-41 What would you add to the trailhead to make it more inviting and useable?

Once you’re there, directions are needed.  Poop bags for dogs would be great.  The boat ramp is all mud.
Could be better.  Need to indicate a helmet is in effect for underage bikers.

AA-42 What needs to be changed to improve the usability of the trailhead?

Full parking (overflow was on the street). What do we do for the future if the parking is filled now?  A
port-o-potty would be good, as well as a bike maintenance facility (permanent; in-place).  We need to look
at other cities and see what they’re doing.  Stationing issue.  Lighting? Is the trail head (and the trail)
closed at dusk?



Access Areas

AA-43 Is the Trailhead a good transition to your community?

When exiting the trail head parking lot at Decatur St, it’s not really clear which way to go.  Could be better
to come straight up to Decatur and Market.  Need a “Downtown this way” sign.  Something that says “
Businesses, churches etc., Welcome You”. A nice sign with partners…

AA-44 Is there anything distinctive about your trailhead?

The tunnel/bridge overpass.  Wooded entrance makes it feel like a trail.  Water access.  Directions from
East Donagal would be helpful.

AA-45 Who maintains your section of the NWLC Trail?

Marietta Borough Staff.  Trail users? Should be more sponsorship by groups who do cleanup.

Additional comments:  We walked down Perry St and accessed the trail head from behind the Depot by the Railroad House Inn.  Perry St is not very inviting.
There is no signage on the side streets.  We need to maintain the crossovers to the trail.  There is no identification. Some grooming of the entrance is needed.
Also need to point out access.  There should be gates for the crossovers and signage to indicate “no motor vehicles”.  Bikes are speeding thru.  Need “watch
out for pedestrian” signs.  Going south on the trail from the Decatur St trailhead, there is no signage that says “trail, this way”. Sign when driving in to
Decatur Trail Head doesn’t say “this way”.  There should be information about the train bridge/underpass; it’s history, etc. The River Trail sign when exiting
Decatur St trail head makes it look like food and lodging are 3 miles away in Columbia.  There was overflow parking on Hazel St.



First Impressions 
 

 
 

First impressions are important. If a trail user is faced with an unknown downtown that is visually unwelcoming, they may return to the trail and 
continue on to the next convenient stop. Unfortunately, it is not uncommon for people who are downtown frequently to stop “seeing” the current 
conditions in the same way a first-time visitor sees their town. These questions are intended to spark locals to take a look at the gateways to their 
community through new eyes. 

This worksheet is designed to evaluate the first impression of newcomers to Marietta. Your team will be assigned to evaluate from the perspective of a 
visitor in an auto. You are looking for general impressions more than individual issues. Most questions are yes or no. The final questions will need a more 
complete answer on the back of this worksheet.  Most importantly, these questions should be sparking more questions and further discussion.  

 Overall Impressions 
Waterford 
Avenue 

Market 
Street 

Front Street 
Chiques Creek 
Outfitters 

Furnace Road 

FI-1  Is there a "gateway" point to enter & leave town/commercial 
district (e.g., signage, mural, piece of art)? 

x at 441 
intersection 

   

FI-2 Do business hours match customers' needs (i.e. open on 
weekends, evenings)? Some 

      

FI-3 Are businesses clustered in a compact area? yes      

FI-4 Are customers greeted warmly when they walk through the door? 
some 

     

FI-5 In general, are stores clean and well kept?  yes      

FI-6 In general, are window displays appealing and inviting? yes      

FI-7 Are there window displays that show off Marietta's heritage? no      

FI-8 Does the downtown feel distinct or special? no      

FI-9 Does Marietta appear economically healthy? ?      



First Impressions 
 

FI-1
0 

Does Marietta feel safe? yes      

FI-1
1 

As a whole, are you enjoying your walk through downtown? yes      

FI-1
2 

Are walls and storefronts kept free of graffiti? yes      

FI-1
3 

In general, are vacant storefronts reasonably maintained? some      

FI-1
4 

Are the streets swept and maintained? yes      

FI-1
5 

Are the sidewalks swept and maintained? Many sidewalks not 
maintained 

     

FI-1
6 

Are there street lights that luminate the sidewalk or just the 
street? not enough 

     

FI-1
7 

Is there a solid strip of businesses (i.e., not broken up by empty 
buildings or parking lots)?  some places 

     

FI-1
8 

Are store fronts situated at the sidewalks? yes      

FI-1
9 

Is there sidewalk or outdoor dining? yes      

FI-2
0 

Are historic buildings restored and recognized? Some restored, 
few recognized 

     

FI-2
1 

Are the structures in the borough in a good condition overall?  
yes 

     

FI-2
2 

Are there public-accessible restrooms in the borough? no but 
some restaurants allow use 

     

FI-2
3 

Are there public-accessible restrooms in the businesses? yes      

FI-2
4 

Do the businesses offer information on the borough/region? 
McCleary’s  does and Discover Marietta rack cards are at 3 
restaurants and at two B&Bs 

     



First Impressions 
 

FI-2
5 

Can employees answer questions about the town and region? 
some 

     

FI-2
6 

Do employees answer questions in a friendly manner? yes      

FI-2
7 

Do shops carry souvenirs, especially related to the borough? no      

FI-2
8 

Do employees suggest other businesses and/or attractions to visit 
in the borough? some 

     

FI-2
9 

Are there street trees and do they offer shade?  a few      

FI-3
0 

Are there banners to delineate the commercial core? spotty 
historic Marietta banners 

     

FI-3
1 

Are there benches and other convenient places to rest in the 
commercial core? a couple 

     

FI-3
2 

Are there bike racks conveniently  placed and easily accessed? at 
restaurants 

     

FI-3
3 

Are employees familiar with the trail and the nearby trailheads? 
yes 

     

FI-3
4 

In general, are vacant storefronts reasonably maintained? ?      

FI-3
5 

Does the community enforce building codes? not well enough      

FI-3
6 

Are there planters and/or window boxes that are healthy and 
maintained? some 

     

FI-3
7 

Does the signage present a good image of the business without 
clutter, faded lettering, etc? yes 

     

FI-3
8 

Are building numbers visible for visitors looking for an address? 
some 

     



First Impressions 
 

FI-3
9 

Does this community look inviting? Why? Or why, not? Yes, for the most part due to concentration of interesting historic buildings and homes, 
Front St. restaurants, cherry trees on Front, trail and river 

FI-4
0 

What is the most inviting feature in Marietta? Why?  Historic small town charm, largely unchanged streetscapes since 19th C. , walkability 

FI-4
1 

What is the most unattractive feature in Marietta? Why?  Several unkept buildings, empty storefronts, trash in some yards but not in the 
“downtown”  Many unsightly and unsafe sidewalks in bad need of repair on Front and elsewhere away from the center of town. 

FI-4
2 

If you were a visitor, would you want to explore further or leave? Why?   If you like history, architecture, river, and trail there is much to see but 
not enough information readily available on any of these assets! 

 



Our Marietta Car ride for First impressions
Driver + 4 passengers on 6/27/17                                RV

Most Conversations were about inadequate signs and directions
Entering Marietta from:

1 Decatur St from 441 If coming from the West, Need sign at Decatur & 441
to Trail Head No welcome sign

Yes there is a sign at Market St for Trail
Entrance to Trail Road Need sign indicating parking ahead, and oveflow parking along the

adjacent road that runs toward Porter.
Decatur Parking area Maybe signs indicating "Direction Marietta" &  "Direction Bainbridge"

Front St to Jones to Market Need bigger sign for "Bike Route"
Hazel to Perry to Market Perry & Market sign points in wrong direction for "Downtown"
Future Bldg at RR house will need Signage, restrooms,etc.; Air for Bikes? Water, snacks?

2 From 441 via Bridge No sign indicating route to trail: go Right on Bridge or left on Gay?
Continuing in on Bridge At Market St. no signs for Town center or Trail
If driving in on Gay to MKT No signs for trail or directions for Business Disrict.

3 Drive East on Market St. No sign at old Theater, nor sign for Borough Bldg.
4 from 441 in on Waterford on 441 there is a Marietta sign. Needs improving.

to "S" bend Need sign to take Waterford not Chestnut fork.
Beatuful landscaping & Rose bushes by Donegal Insurance
No visible signs for Union Bldg, or old Museum, or Borough Bldg.
No signs for Trail

5 441 to Bank st to Marietta Need signage for trail and Business district on 441?
and Ore Mine Rd to Bank Need signage directions at Bank & Mkt for trail & town ctr.

6 Coming down Chickies Hill Lack of signage for information and safetyat three places:
to Marietta via 441 • The Parking spot midway down for acess to pubic park

• Bottom of hill the small road to the outfittes. Shoulb be warning or
no left turn, or limited use road.
• Hazel Ave is another dangerous left turn. There are no signs, signals
or warnings.
Inersection of 441 and Market St and Rte 23.  There is a trail sign



Our Marietta Car ride for First impressions
Driver + 4 passengers on 6/27/17                                RV
when coming from Columbia on 23.  Did no see sign if coming from
opposite direction.

7 Market to Clay, Hazel & Need sign: direction for parking, & overflow parking.
Furnace Rd. Clay & Hazel intersection is dangerous.  Trail sign is too small.

Perhaps warning/caution sign? Add:Turn left for trail parking.
Road fork for Boat launch has no signage, not sure go L or R.
The intersection of Furnace road and Hazel when exiting is
hard to see traffic coming in Hazel from 441.

8 Clay to Front St. Intersection is tight and needs improvements. Need warning about
bicycle traffic when approaching Front st. from Clay.

9 Bank & Front St Bikers often go against one way traffic on Front instead of using Hazel
10 Bank and Market The sign points in wrong direction for "Downtown"
11 Front St & Boat Club Need sign saying Pedestrians and Bikers may cross for Access to trail.
12 General In general for all crossings, need sign about no vehicles, but
13 General Need sign that gives list of businesses in Business District. Perhaps

one at each end of town.
Public Restrooms/toilets availabe at ………….?

14 General Some vacent buildings, and some poorly maintained properties.



Shops & Amenities

This set of questions is designed to evaluate the depth of the retail selection within Marietta Borough and the availability of amenities that are appealing to
trail users. The answers will (1) provide an idea of the type of businesses that are missing that may be beneficial; (2) determine what businesses are already
located in the community that should be promoted as friendly to trail users; and, (3) identify opportunities to expand items or services to be offered by
existing businesses. The answers will also serve as a benchmark as Marietta Borough expands its hospitality offerings. After each type of business, track the
number of that type of business in town.

Storefronts & Amenities Yes ? No

SA-1 Are store windows clean? ?

SA-2 Are store windows lit at night? ?

SA-3 Are storefronts maintained? (eg: no broken windows, crumbling brick, peeling paint. etc.) Some

SA-4 Are there audible amenities-chimes, church bells, music, etc? (there is a church w/ bells) Did not
hear

SA-5 Are there banners to delineate the commercial core? Only 1,
maybe 2

SA-6 Are storefronts decorated with flowers or hanging baskets? Very few.

SA-7 Are there planters in the streetscape? Are they planted and maintained? Not
many; no

SA-8 Are there drinking fountains or sources for potable water? No

SA-9 Does the town use decorative lampposts for night lighting? Lampposts, yes. Decorative, no

SA-10 Is everyone greeted in a friendly manner upon entering businesses? Did not enter

SA-11 Is the commercial area designated in any way? No-only parking meters

SA-12 Boat access for river? ?



Shops & Amenities

SA-13 Secure bicycle storage at lodging?

SA-14 Do restaurants feature local for regional food specialties?

SA-15 Businesses that provide free water for water bottles?

SA-16 Potable water at restrooms? ?

SA-17 Access to public email service (for example, library)
NO

SA-18 If YES to SA-17, are they open on weekends?

SA-19 Are there locations in town to charge electronics for free? ??? NO?

SA-20 Is this service promoted or advertised with signage? NO

SA-21 Do businesses offer free Wi-Fi? ??? NO

SA-22 Is there cellular reception in town? Minimal

SA-23 Is there a local Merchants Association or Board of Trade or Chamber? YESԍ

Recreational Related Businesses # of each

SA-24 Bike Rental 1

SA-25 Bike Equipment and Repair 0

SA-26 Kayak & Canoe Rental 1

SA-27 Kayak & Canoe Equipment and Repair 1

SA-28 Other Outdoor Equipment Rental ?



Shops & Amenities

SA-29 Outfitter w/ transportation 1

SA-30 Outfitter without transportation 0

SA-31 State Park offices offering recreational programs 0

SA-32 Private organizations offering recreational programming 1

SA-33 Nearby camping 0

SA-34 If YES, ____miles from trail

Lodging Establishments # of each

SA-35 Hotel or Inn 0

SA-36 Bed & Breakfast 2

SA-37 Motel 0

SA-38 Hostel 0

SA-39 Guest House ?

( Food & Beverage Establishments # of each

SA-40 Outdoor vending machines 0

SA-41 Grocery or portable food ?1 (Deli)

SA-42 Coffee shop 1

SA-43 Ice cream cone/soft-serve service 0

SA-44 Candy/chocolate shop 0



Shops & Amenities

SA-45 Family-style restaurant 0

SA-46 Fast food or chain restaurant 0

SA-47 Informal café with wait service 0

SA-48 Breakfast & lunch only cafe 1

SA-49 Restaurant with liquor license 3

SA-50 Brewpub or microbrewery 1

SA-51 Bar or tavern 3

SA-52 Restaurants with outdoor seating 5

SA-53 Farm Stand 0

SA-54 Seasonal Farmers' Market (w/ vendors) 0-1

SA-55 Year-round Farmers' Market (w/ vendors) 0

Services and Amenities # of each

SA-56 Convenience/Quick Stop Shop 0

SA-57 Drug Store 0

SA-58 24 hour ATM 0

SA-59 Bookstore 0

SA-60 Laundromat 1

SA-61 Emergency Medical Service 0



Shops & Amenities

SA-62 Family Medical Service 0

SA-63 Shuttling Service to nearby town (max 25 miles) 0

SA-64 Shuttling Service distant locations (max. 250 miles) 0

SA-65 Airport within shuttle distance? 1

SA-66 Bus station 0

SA-67 Train Station 0

SA-68 Mass Transit 1

SA-69 Taxi Service 0

SA-70 Uber or similar car service 1? Uber

Conclusions

SA-71 What do you think is missing from the retail mix?
Antique shops
Ice Cream, Ice cream, Ice cream!!
Bike shop
Artist Studio: look for several artists who want to share a space.
Find someone with a presence on Etsy to open a shop-they already have a retail biz going.



Shops & Amenities

SA-72 Do you think your town is ready for trail users? Trail is ready, yes. Town is not-No.
Needs bensches, shade tress, things that cause you to stop and linger (ice cream would help).

We note poor signage, many need something perpendicular from the wall, or an awning, something to
delineate they are there. Suggest one or more fixtures with a directory of businesses (located in town for people
who are walking, as well as trail heads.) Group noted that existing signage is not very helpful for new people,
seems to be fore people who already know stores are here or may be arriving looking for a specific place.

Things that make people drive slower: Paint the crosswalks like bricks, slight rumble strips. etc

SA-73 What would you add to the mix in a perfect world?
Something that draws children seasonally (family activity) and biz that complements this.
Pop-up seasonal kiosks.
Ice cream and cold drinks somewhere along the trail.
Fresh food-bread, eggs
We need more trees in our commercial district.

PRIORITY:
1. Signage. 2. A reason to stop (ice cream!) 3. Bathrooms, water; 4. Something for youth in the summertime.

Present in town but could not be reflected on the list above:
Yoga Realtor                  WE note that none of these are for trail users while hiking or biking.

Dog Grooming

Escape Room

Digital Media Convesion

Clock Repair

Massage Studio

Dog and Pet Store

Linen Rental

Thrift Store

Co-Working Space



Public Amenities

The Northwest Lancaster County River Trail is popular with trail users who generally do not prefer to interact with automobiles.  They prefer the safety
offered by a limited access trail. That can make it a challenge to help these same people find their way into Marietta along sidewalks and busy streets.
This set of questions should spark evaluation and discussion about the public amenities that are critical for trail users to feel comfortable leaving the trail
and coming into Marietta.

This form needs to be completed for the trailheads and access points from the Trail into Marietta.  The yes/?/no format for the majority of the questions will
enable your team to quantify the progress of Marietta. The open ended questions are designed to spark discussion and generate ideas.

General Access Between Trail & Town Yes ? No

PA-1 What is the distance between the Trail head and the business district? Approximately ½ mile, given the location
on the trail.

PA-2 Is it easy for visitors to find and access downtown from the trail? x

PA-3 Is there an easy grade between the rail and town (i.e., Do you need to use your smallest chain ring)? x

PA-4 Are there visual connections between the trail head and the core commercial area/downtown? For example,
signage, banners, etc. – Some but not enough from conversations with bicyclist.

Signage Yes ? No

PA-5 Is there adequate signage for motorists to find the trailhead from town? x

PA-6 Is there adequate signage for trail users to find the town from the trailhead? x

PA-7 In town, are there sign ordinances? Yes, part of the new zoning ordinances.

PA-8 In town, are sign ordinances being enforced? x

PA-9 Is there sufficient signage for finding businesses and services? x



Public Amenities

Safety Yes ? No

PA-10 Not counting the trail, are there bike lanes or share the road signs in town? x

PA-11 Are bike lanes and shoulders free of potholes, kept clean and free of debris? x

PA-12 Are the sidewalks in good shape? Marietta is notorious for their bad sidewalks in many areas of the community. x

PA-13 Are the sidewalks wide enough to accommodate pedestrian traffic? In some places yes, others no. x

PA-14 Do curb cuts have a gentle slope? x

PA-15 Are all sidewalks continuous ( vs. stopping abruptly) in the central business district? x

PA-16 Are crosswalks well marked? In some locations. x

PA-17 Do motorists generally respect pedestrians in the crosswalks? x

PA-18 Are there pedestrian walk/don't walk signals? x

PA-19 Do signals allow enough time for a child or older adult to cross the street? n/a

PA-20 As a pedestrian, do you feel safe when walking through town? x

Various Amenities Yes ? No

PA-21 Access to public email service (i.e. library) McClearys & Railroad House offer free wifi. x

PA-22 If YES to S-21, are they open on weekends? x

PA-23 Access to Post office that receives and holds parcels for trail users? x

PA-24 Are there locations in town to charge electronics? At this time, business locations only. x



Public Amenities

PA-25 Do businesses offer free Wi-Fi? Some do. x

PA-26 Do businesses offer outlets for recharging electronics? x

PA-27 Is there cellular reception in town? Verizon works best. x

PA-28 Are there flush toilet facilities? Business locations and War Memorial Park. x

PA-29 Is there a portable toilet? x

PA-30 Are these facilities cleaned and maintained? x

PA-31 Is there a public water fountain with potable water? Flanagan Park on Front Street, War Memorial Park at Pine &
Walnut St.

x

PA-32 Are there trash receptacles? X

PA-33 Is there landscaping to provide shade? x

PA-34 Are there picnic tables? War Memorial Park x

PA-35 Are there pavilions or shelters? War Memorial Park only.
x

PA-36 Are there benches? Business locations and some residents have benches out. x

PA-37 Is there security lighting? x

PA-38 Is there a pay telephone? x

PA-39 Is there cellular reception at the trailhead? x



Public Amenities

Parking in Town Yes ? No

PA-40 Is there sufficient on-street parking? x

PA-41 Are off-street parking lots placed behind stores? x

PA-42 Are curb cuts in front of the businesses limited (in size and number), resulting in a continuous sidewalk? x

PA-43 Are there bike racks near businesses? In some areas. x

PA-44 Are bike racks in easy-to-find places? In some areas. x

PA-45 Are bike racks well-placed to prevent interference with sidewalk use? x

PA-46 Are bike racks simple enough for the rookie rider to use correctly? x

PA-47 Are there creative bike racks, eg. Combo bike rack/bench or dual use of decorative metal fencing? x

PA-48 Are there hitching areas for horses with or without buggies, if applicable to Marietta? x

Clean and Green Yes ? No

PA-49 Are there enough benches? x

PA-50 Are the benches well-placed? (are they in the shade, near high pedestrian traffic areas, etc.) x

PA-51 Are there picnic areas? x

PA-52 Are parks/green spaces easily accessible and welcoming? Green space is easily accessible, not sure how
“welcoming” they are.

x

PA-53 Do parks have adequate bike racks and benches? Are street trees used effectively? x

PA-54 Are native plants used in green spaces? x



Public Amenities

PA-55 Are the sidewalks swept and kept neat and free of debris? x

PA-56 Are there rain gardens or permeable surfaces in the parking lots? x

PA-57 Are there recycling receptacles in town? x

PA-58 Are there sufficient trash cans for the public? x

Promotions Yes ? No

PA-59 Does the town use special events to encourage people to come to town? x

PA-60 Do businesses use clever marketing to invite people in? (e.g. free ice cream, music, etc.) x

PA-61 Does the town organize or promote town-to-town bike rides or walks? x

PA-62 Is the trail linked to downtown events and happenings? x

PA-63 Is the town linked to trail events and happenings? x

PA-64 Do businesses cross-promote? x

PA-65 Do businesses offer out-of-town shipping for large items? x

PA-66 Does the town offer town-wide gift cards? x

Conclusions



Public Amenities

PA-67 Are there any easy improvements that can be made to improve the connections between the trail and town? Based on conversations with trail
users, the connection between town and trail can be improved by the use of signage and banners, giving the public the option to continue their
travel in the shaded, naturalized trail area or to travel through town to access amenities. Signs that connect the Susquehanna Riverland Towns
are scheduled to be installed in the near future as trail development continues.

One item that would go a long way toward the residents of Marietta welcoming trail users would be if the bicyclists would use better etiquette
and follow the rules of the road.  A frequent and common complaint is that the bicyclists ride down Front Street, abreast the road and are not
polite or accommodating to vehicles on the roadway.  Bike lanes would promote safety and etiquette.  Signs would also help to communicate this
to the general public.

PA-68 What improvements need long-range planning and a capital expenditure? The construction or adaptation of existing buildings to be used as
public rest areas with plumbing and electric facilities. Also improved street planning and design that would incorporate pedestrian friendly
sidewalks with greenways. Proper planning for parks and green spaces would also be beneficial.

PA-69 Who are logical partners for moving these ideas forward? The trail developers (Lancaster County Planners, LCSWMA, and Lancaster County
Conservancy), the municipalities (Borough of Marietta and Columbia, West Hempfield & East Donegal Twps), residents and business leaders of
Marietta, along with Lancaster County Redevelopment. PA State gov’t under the guidance of Community and Economic Development. Donegal
Insurance Group has been very supportive of this current project by donating the printing of surveys to our project. The medical community of
Lancaster County also has a stake in the development of this project.

PA-70 If Marietta needs ideas for a promotion to attract trail users, what are some starting ideas? We have a beautiful line of cherry trees along Front
St, so a Cherry Tree festival would be an idea.  Local residents are trying to establish a outdoor market.  There is a lot of support in the community
for the market, but the endeavor could benefit from guidance of PA Downtown or others.  Marietta has established a good reputation with local
musicians and artists.  Music is available year round 3 – 4 evening per week at the local pubs and taverns.  Outdoor concert events could be
planned and promoted.  We host an annual Historic Marietta Bike Race, that is attended by bicyclists from around the world. Marietta has also
hosted a 4th of July fireworks event, which due to lack of funding has not occurred for the past two years.

PA-71 Who maintains your local section of the Northwest Lancaster County River Trail? Currently LCSWMA and the borough public works department.
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Our Marietta | Placemaking Readiness Initiative – Community Event SWOT Exercise (June 2017)

Our Marietta Community Event | SWOT Discussion

INTERNAL FACTORS: strengths and weaknesses internal stemming from forces to the
community

 Strengths: characteristics of the community that gives it an advantage over
others.

 Weaknesses: characteristics that place the community at a disadvantage relative
to others.

EXTERNAL FACTORS: opportunities and threats stemming from community or
societal forces external to the community.

 Opportunities: elements that the community could exploit to its advantage.

 Threats: elements in the environment that could cause trouble for the
community.
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STRENGTHS
1. Diversity of Architecture
2. Water access
3. Bridge style of overpass
4. Unique geographical and geological history
5. Road layout for walking and biking
6. Large number of walkers and bikers
7. Northwest Lancaster County River Trail
8. Multiple access points for the trail
9. Local residents’ interest in the trail
10. Multiple great restaurants
11. Number of flowers, decoration on homes
12. Pride of ownership by residents
13. Amazing preservation of historical buildings
14. New, young residents finding town by using trail
15. Mixed income levels
16. Walkable community
17. Friendly neighbors on the street
18. Feeling of safety at any hour
19. Shade trees
20. Good access to surrounding communities
21. Abundance of historical resources at every level
22. People who are actively involved in preservation
23. Susquehanna Stage Company
24. Local investment in Heart Café to make it happen, third space
25. Local organizations working for the community
26. Susquehanna Waldorf School
27. One great park, War Memorial Park
28. Lots of small parks throughout the east end of town
29. Marietta has a good name recognition
30. Candlelight tour, Marietta Day
31. Front Street cherry trees
32. Bike racks at local businesses along Front Street
33. Benches out in front of homes & businesses, welcoming
34. Farmer’s market starting on 7/1
35. Boat club
36. Private clubs donate to community
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WEAKNESSES
1. Uneven sidewalks
2. Potholes
3. Lack of trees
4. Power lines hinder trees, in alleys as well as main streets
5. Litter, no trash cans, downtown and on the trail
6. Need trash cans on Front Street
7. Better trail signage
8. Signage throughout the community
9. Switch signs pointing to downtown
10. Poor signage on businesses
11. Out of date signs on former businesses
12. Number of unoccupied, vacant buildings especially in commercial district
13. Lack of historical markers on buildings
14. No grocery store, except Herr’s
15. Lack of places to fill water bottles for public
16. Poor, weak signals for cell phones, Only Verizon
17. Flooding potential, storm water management
18. No sign for Community House, Borough Office, museum
19. House numbers are not visible, contiguous. Fire safety issue
20. Nothing to tell what businesses are in town at gateways
21. Difference between Front Street and Market Street as downtown for trail users
22. No banners/flags to delineate commercial core, only two in town
23. No signage for parking
24. Parking is problem in trail head at Decatur Street
25. Lack of parking near restaurants (Front Street)
26. Lack of parking in commercial district (Market Street)
27. Promote bicycle safety and etiquette on streets to prevent rude behavior
28. Out of town property owners not keeping up properties, need code enforcement
29. Number of rentals and level of poverty is increasing
30. Fire whistle is loud and frequently goes off, multi-use
31. Train tracks noise, safety factor, access limited by long trains stopped, speed, whistle
32. Lack/weak enforcement of property maintenance code
33. Businesses do not have flowers out.
34. No bakery, non-restaurant food options.
35. Road (market) stand outside of town, not in town
36. No shops, galleries, etc for browsing
37. No library
38. No hardware store, other small shops
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39. No visible public restrooms
40. Must rely on businesses to make restrooms available
41. Lack of communication about upcoming improvements
42. Insufficient communication between community organizations
43. No central social media / organizational leadership / information dissemination
44. Borough website
45. Boat club
46. Private clubs
47. Lack of appropriate and/or inconsistent code enforcement
48. Burnout of the usual people who volunteer
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OPPORTUNITY
1. Trail users from outside of Marietta
2. Trail is 14 miles long with plenty of room to connect to other trails.
3. County is anticipating 100,000 increase in population by (2040)
4. Opportunities to have more business open
5. Vaccine Museum is under development, lots of local history with international links
6. Significant people who lived and worked here who contributed to Civil War and other history
7. Old Town Hall, Community House, Vesta Furnace,
8. History of surviving floods
9. Undeveloped land that could be another pocket park next to senior citizen housing
10. ADA accessibility trail is a selling point for trail
11. Opportunity to develop water front recreational assets
12. Unused space that is under utilized
13. Opportunity to create a community culture that is inclusive, civil, empathy
14. Town talks at Community House focus on local history every other month
15. To improve communication between community groups
16. Green spaces, historic buildings are crying out for development
17. Part of the 9-11 Memorial Trail
18. River and Trail are opportunities for organized teen activities
19. Trail users would be willing to spend more time and money if there were more things to do.

Help tax base
20. Walking tour called Discover Marietta is well-done, need to promote more
21. Strong art and music community amongst the residents could be promote it more with

festivals, exhibits, etc.
22. Old movie theater needs signs, pocket park could be an arts location
23. MABA doing a pop up block party and other cool promotions during Bike Race
24. Bike race is an opportunity
25. Trail can be used for cross country skiing
26. Great flood plain habitat, great birding, bluebirds
27. Sign board with community information along Front Street, kiosk
28. Greens space funding require public meetings
29. Education opportunity- bike helmets required under 18
30. Captain John Smith trail, next stop in Chestnut Park, NPS, for kayakers, camping
31. Work with National Park Service, Susquehanna River Lands
32. Cherry Trees along Front Street will continue to be replaced
33. Location within region



Our Marietta | Placemaking Readiness Initiative – Community Event SWOT Exercise (June 2017)

THREATS
1. Drug abuse, need alternatives for prevention, drug court
2. Flooding and other unknowns of climate change
3. Any decrease in river access
4. Loose dogs roaming and biting
5. Trains, noise, what they are carrying,
6. Traffic flow on Chiques Hill
7. Traffic flow on Front Street, interaction between cars and bikes
8. Increased traffic needs to be addressed in town and coming into town
9. Disinterest and disenchantment by residents with community life
10. Funding sources drying up in the near future



Our Marietta Placemaking Readiness Initiative | APPENDICES

Appendix F

Pop-Facts Household Income
Chart





Our Marietta Placemaking Readiness Initiative | APPENDICES

Appendix G

Sales and Employment Charts

Pop Fact – Executive Summary
10-Mile Drive Distance
15-Mile Drive Distance
20-Mile Drive Distance



Sales and Employment Data Charts for Marietta, PA
Pop-Facts Demographics | Summary
Benchmark: USA

Total % Total % Total %

2000 Census 61,496 100.00 133,910 100.00 423,837 100.00
2010 Census 69,683 100.00 148,389 100.00 469,376 100.00
2018 Estimate 74,344 100.00 155,192 100.00 487,036 100.00
2023 Projection 76,634 100.00 158,674 100.00 496,340 100.00

Percent Change: 2000 to 2010 -- 13.31 -- 10.81 -- 10.74
Percent Change: 2010 to 2018 -- 6.69 -- 4.58 -- 3.76
Percent Change: 2018 to 2023 -- 3.08 -- 2.24 -- 1.91

2000 Census 23,692 100.00 51,796 100.00 165,540 100.00
2010 Census 27,261 100.00 58,583 100.00 183,391 100.00
2018 Estimate 29,376 100.00 61,662 100.00 190,959 100.00
2023 Projection 30,394 100.00 63,210 100.00 194,875 100.00

Percent Change: 2000 to 2010 -- 15.06 -- 13.10 -- 10.78
Percent Change: 2010 to 2018 -- 7.76 -- 5.26 -- 4.13
Percent Change: 2018 to 2023 -- 3.46 -- 2.51 -- 2.05

2000 Census 16,411 100.00 36,758 100.00 112,010 100.00
2010 Census 18,504 100.00 40,265 100.00 121,322 100.00
2018 Estimate 19,922 100.00 42,336 100.00 126,422 100.00
2023 Projection 20,615 100.00 43,382 100.00 129,063 100.00

Percent Change: 2000 to 2010 -- 12.75 -- 9.54 -- 8.31
Percent Change: 2010 to 2018 -- 7.66 -- 5.14 -- 4.20
Percent Change: 2018 to 2023 -- 3.48 -- 2.47 -- 2.09

Households

Household Growth

Family Households

Family Household Growth

10 mi Drive Distance 15 mi Drive Distance 20 mi Drive Distance

Population

Population Growth

Copyright © 2018 by Environics Analytics (EA). Source: EA and Business-Facts Locations 2017 Q3
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Count
Employment

For This
Location

Sales From
This Location

(000's)

100+
Employees Count

Employment
For This
Location

Sales From
This Location

(000's)

100+
Employees Count

Employment
For This
Location

Sales From
This Location

(000's)

100+
Employees

11: Agriculture, Forestry, Fishing and Hunting 20 188 49,089 46 347 83,684 104 1,024 135,468 1
111: Crop Production 10 97 7,902 26 167 13,131 61 691 30,333 1
112: Animal Production and Aquaculture 4 82 39,909 7 121 59,506 11 152 67,726
113: Forestry and Logging 1 1 196 1 1 196 1 1 196
114: Fishing, Hunting and Trapping 1 2 200 2 4 378 4 8 734
115: Support Activities for Agriculture and Forestry 4 6 882 10 54 10,473 27 172 36,479
21: Mining, Quarrying, and Oil and Gas Extraction 2 29 3,816 6 66 9,953
211: Oil and Gas Extraction 1 7 3,385
212: Mining (except Oil and Gas) 2 29 3,816 5 59 6,568
213: Support Activities for Mining
22: Utilities 6 396 437,326 2 11 430 452,497 2 26 916 794,695 3
221: Utilities 6 396 437,326 2 11 430 452,497 2 26 916 794,695 3
23: Construction 210 2,015 367,392 3 493 3,910 687,544 4 1,437 11,826 2,075,547 11
236: Construction of Buildings 64 235 68,644 143 587 172,683 450 2,795 785,283 1
237: Heavy and Civil Engineering Construction 10 559 134,582 1 24 710 165,608 1 87 1,182 265,397 1
238: Specialty Trade Contractors 136 1,221 164,166 2 326 2,613 349,253 3 900 7,849 1,024,867 9
31: Manufacturing 17 576 537,217 1 41 2,837 3,210,834 6 135 11,403 7,427,671 17
311: Food Manufacturing 14 494 507,566 1 32 2,418 3,162,835 5 94 10,241 7,184,665 14
312: Beverage and Tobacco Product Manufacturing 3 82 29,651 6 90 32,591 29 598 220,347 1
313: Textile Mills 1 1 89 3 106 721 1
314: Textile Product Mills 3 20 2,295
315: Apparel Manufacturing 2 328 15,319 1 6 438 19,643 1
316: Leather and Allied Product Manufacturing
32: Manufacturing 23 543 166,867 3 56 1,905 482,397 6 194 7,755 1,545,499 23
321: Wood Product Manufacturing 4 18 2,664 13 85 11,194 27 1,060 18,778 1
322: Paper Manufacturing 4 100 26,510 7 332 57,354 1 32 1,921 319,271 10
323: Printing and Related Support Activities 8 148 38,394 1 18 951 230,190 3 73 2,842 656,920 7
324: Petroleum and Coal Products Manufacturing 1 6 3,379 3 19 8,227 8 53 82,776
325: Chemical Manufacturing 4 223 88,200 2 5 278 113,596 2 14 400 174,672 2
326: Plastics and Rubber Products Manufacturing 8 192 54,116 24 1,051 233,282 1
327: Nonmetallic Mineral Product Manufacturing 2 48 7,720 2 48 7,720 16 428 59,800 2

33: Manufacturing 38 1,991 453,226 4 139 6,005 1,193,375 20 400 18,716 4,514,857 48

331: Primary Metal Manufacturing 5 760 224,737 3 11 1,014 286,279 4 23 2,944 1,473,488 6

332: Fabricated Metal Product Manufacturing 11 1,064 196,626 1 44 2,611 441,904 8 119 5,494 896,552 18

333: Machinery Manufacturing 5 92 17,955 24 787 149,871 2 59 2,038 494,811 6

334: Computer and Electronic Product Manufacturing 1 3 572 6 523 3,796 2 26 1,128 94,379 4

335: Electrical Equipment, Appliance, and Component Manufacturing 4 546 134,555 3 11 917 215,418 5

336: Transportation Equipment Manufacturing 2 15 3,052 6 249 132,998 1 16 461 209,706 2

337: Furniture and Related Product Manufacturing 3 15 2,864 13 58 9,972 36 306 52,289

339: Miscellaneous Manufacturing 11 42 7,420 31 217 34,000 110 5,428 1,078,214 7

42: Wholesale Trade 57 868 1,392,776 1 219 3,422 4,600,205 7 708 14,648 25,397,930 22

15 mi Drive Distance 20 mi Drive Distance10 mi Drive Distance
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423: Merchant Wholesalers, Durable Goods 27 445 440,576 119 2,150 2,128,146 4 472 11,222 17,391,428 16

424: Merchant Wholesalers, Nondurable Goods 26 377 845,317 1 93 1,218 2,352,688 3 215 3,238 7,622,946 6

425: Wholesale Electronic Markets and Agents and Brokers 4 46 106,883 7 54 119,371 21 188 383,556

44: Retail Trade 197 3,076 760,329 5 477 7,065 1,810,433 15 1,803 23,435 5,889,824 48

441: Motor Vehicle and Parts Dealers 56 642 309,963 127 1,236 590,989 401 4,731 2,023,782 5

442: Furniture and Home Furnishings Stores 9 30 5,645 34 344 46,805 1 156 1,769 345,507 4

443: Electronics and Appliance Stores 9 40 8,535 25 159 33,074 105 851 152,245 1

444: Building Material and Garden Equipment and Supplies Dealers 28 208 49,533 69 947 274,864 1 180 2,760 800,371 6

445: Food and Beverage Stores 52 1,837 293,674 5 105 3,424 547,835 13 350 8,296 1,418,966 31

446: Health and Personal Care Stores 23 223 46,739 63 544 108,858 243 1,961 412,650

447: Gasoline Stations 10 49 38,953 27 209 177,964 79 439 364,595

448: Clothing and Clothing Accessories Stores 10 47 7,287 27 202 30,044 289 2,628 371,708 1

45: Retail Trade 88 798 135,632 2 205 3,800 1,045,870 7 770 12,958 2,689,432 29

451: Sporting Goods, Hobby, Musical Instrument, and Book Stores 27 290 45,682 1 56 398 57,586 1 183 2,240 240,987 4

452: General Merchandise Stores 11 233 38,824 1 23 530 94,643 3 102 4,928 1,080,913 19

453: Miscellaneous Store Retailers 45 244 40,394 114 814 109,226 1 438 2,977 386,754 2

454: Nonstore Retailers 5 31 10,732 12 2,058 784,415 2 47 2,813 980,778 4

48: Transportation and Warehousing 29 347 58,942 95 1,319 261,356 2 265 5,651 887,561 13

481: Air Transportation 4 190 102,559 8 227 121,376

482: Rail Transportation 1 15 2,614 2 25 4,389 9 91 13,420

483: Water Transportation

484: Truck Transportation 16 220 36,243 48 462 71,146 125 2,247 406,050 6

485: Transit and Ground Passenger Transportation 6 74 3,907 12 264 14,905 1 43 957 52,572 2

486: Pipeline Transportation 2 22 14,540 3 31 21,484 7 77 25,677

487: Scenic and Sightseeing Transportation 1 8 852 3 26 1,926

488: Support Activities for Transportation 4 16 1,638 25 339 46,021 1 70 2,026 266,540 5

49: Transportation and Warehousing 11 119 1,884 23 310 11,171 67 1,488 33,044 2

491: Postal Service 9 98 15 188 39 1,137 1
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492: Couriers and Messengers 5 133 13,185 1

493: Warehousing and Storage 2 21 1,884 8 122 11,171 23 218 19,859

51: Information 30 331 39,093 1 79 1,334 180,471 3 309 5,110 844,344 11

511: Publishing Industries (except Internet) 8 155 6,079 1 23 784 28,234 2 76 2,658 210,884 6

512: Motion Picture and Sound Recording Industries 4 56 4,136 10 80 6,426 39 217 24,457

515: Broadcasting (except Internet) 3 26 7,266 9 183 20,899 30 672 110,180 2

517: Telecommunications 7 42 18,608 19 189 120,674 1 88 749 395,090 1

518: Data Processing, Hosting, and Related Services 2 4 791 5 7 1,385 36 506 97,198 2

519: Other Information Services 6 48 2,213 13 91 2,853 40 308 6,535

52: Finance and Insurance 175 1,523 151,534 3 432 2,206 376,540 3 1,681 9,896 1,737,231 14

522: Credit Intermediation and Related Activities 112 201 119,078 265 530 275,128 931 3,251 994,410 4

523: Securities, Commodity Contracts, and Other Financial Investments and Related Activities19 60 17,898 60 160 48,153 271 1,359 362,340 1

524: Insurance Carriers and Related Activities 44 1,262 14,558 3 106 1,511 48,752 3 476 5,264 360,730 9

525: Funds, Trusts, and Other Financial Vehicles 1 5 4,507 3 22 19,751

53: Real Estate and Rental and Leasing 86 321 50,055 229 1,541 225,968 2 848 5,458 814,568 4

531: Real Estate 58 278 37,836 156 1,096 116,190 2 639 4,540 586,187 4

532: Rental and Leasing Services 28 43 12,219 73 445 109,778 209 918 228,381

533: Lessors of Nonfinancial Intangible Assets (except Copyrighted Works)

54: Professional, Scientific, and Technical Services 152 1,555 246,633 3 435 4,059 498,489 7 1,953 13,795 1,617,219 11

541: Professional, Scientific, and Technical Services 152 1,555 246,633 3 435 4,059 498,489 7 1,953 13,795 1,617,219 11

55: Management of Companies and Enterprises 2 6 3,206 5 698 35,472 1

551: Management of Companies and Enterprises 2 6 3,206 5 698 35,472 1

56: Administrative and Support and Waste Management and Remediation Services69 367 39,776 207 1,383 143,727 1 692 6,108 529,958 9

561: Administrative and Support Services 61 333 32,925 192 1,264 118,474 1 659 5,888 478,479 9

562: Waste Management and Remediation Services 8 34 6,851 15 119 25,253 33 220 51,479

61: Educational Services 52 2,199 482 3 129 5,297 17,837 7 450 18,485 28,702 31

611: Educational Services 52 2,199 482 3 129 5,297 17,837 7 450 18,485 28,702 31

62: Health Care and Social Assistance 346 4,216 334,785 3 1,257 10,354 1,035,705 9 5,359 72,050 6,136,332 62



Sales and Employment Data Charts for Marietta, PABusiness-Facts Summary | 3 Digit NAICS
Benchmark: USA

Count
Employment

For This
Location

Sales From
This Location

(000's)

100+
Employees Count

Employment
For This
Location

Sales From
This Location

(000's)

100+
Employees Count

Employment
For This
Location

Sales From
This Location

(000's)

100+
Employees

15 mi Drive Distance 20 mi Drive Distance10 mi Drive Distance

621: Ambulatory Health Care Services 288 1,540 173,537 1 1,122 5,926 754,929 3 4,699 30,360 3,002,386 16

622: Hospitals 3 26 2,781 9 504 74,466 1 53 25,752 2,342,294 11

623: Nursing and Residential Care Facilities 9 2,249 147,218 2 23 2,651 167,569 3 98 7,474 491,726 18

624: Social Assistance 46 401 11,249 103 1,273 38,741 2 509 8,464 299,926 17

71: Arts, Entertainment, and Recreation 32 268 12,724 79 1,034 66,966 2 305 6,478 506,942 7

711: Performing Arts, Spectator Sports, and Related Industries 13 30 2,201 27 398 25,450 2 108 1,109 68,403 3

712: Museums, Historical Sites, and Similar Institutions 6 26 171 11 37 171 46 450 1,516

713: Amusement, Gambling, and Recreation Industries 13 212 10,352 41 599 41,345 151 4,919 437,023 4

72: Accommodation and Food Services 133 1,779 87,357 1 299 3,964 194,219 1 1,264 28,294 1,760,718 23

721: Accommodation 23 125 12,430 52 372 30,567 192 10,969 976,338 7

722: Food Services and Drinking Places 110 1,654 74,927 1 247 3,592 163,652 1 1,072 17,325 784,380 16

81: Other Services (except Public Administration) 365 2,478 54,791 1 847 5,372 170,488 6 2,796 16,513 664,050 12

811: Repair and Maintenance 87 303 37,753 222 1,016 124,576 1 674 3,409 460,398 2

812: Personal and Laundry Services 117 313 17,038 283 859 45,912 1,029 3,928 200,746

813: Religious, Grantmaking, Civic, Professional, and Similar Organizations 161 1,862 1 342 3,497 5 1,093 9,176 2,906 10

92: Public Administration 68 811 1 144 2,496 5 552 12,682 19

921: Executive, Legislative, and Other General Government Support 43 293 93 1,130 1 416 6,571 11

922: Justice, Public Order, and Safety Activities 23 507 1 47 1,342 4 115 5,960 8

923: Administration of Human Resource Programs 2 29

924: Administration of Environmental Quality Programs 1 9

925: Administration of Housing Programs, Urban Planning, and Community Development 1 6

926: Administration of Economic Programs 2 11 4 24 10 78

927: Space Research and Technology

928: National Security and International Affairs 7 29

99: Unassigned 71 5 196 17 781 313 1

999: Unassigned 71 5 196 17 781 313 1

Grand Total 2,275 26,770 5,377,910 37 6,142 70,442 16,756,798 115 22,910 305,766 66,077,017 422
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44: Retail Trade 197 3,076 760,329 5 477 7,065 1,810,433 15 1,803 23,435 5,889,824 48
441: Motor Vehicle and Parts Dealers 56 642 309,963 127 1,236 590,989 401 4,731 2,023,782 5
441110: New Car Dealers 11 381 206,069 27 730 394,489 86 2,430 1,200,943 2
441120: Used Car Dealers 21 121 69,517 54 201 109,129 174 929 497,045 1
441210: Recreational Vehicle Dealers 2 23 16,819 5 59 36,031
441222: Boat Dealers 1 1 302 6 35 10,601 10 48 14,580
441228: Motorcycle, ATV, and All Other Motor Vehicle Dealers 3 9 2,464 11 54 14,878 25 148 37,214
441310: Automotive Parts and Accessories Stores 18 113 27,386 23 150 34,387 74 735 163,034 1
441320: Tire Dealers 2 17 4,225 4 43 10,686 27 382 74,935 1
442: Furniture and Home Furnishings Stores 9 30 5,645 34 344 46,805 1 156 1,769 345,507 4
442110: Furniture Stores 6 18 3,408 17 256 29,547 1 72 625 84,764 1
442210: Floor Covering Stores 1 4 1,024 7 38 9,725 41 851 217,142 3
442291: Window Treatment Stores 2 5 773 13 55 7,994
442299: All Other Home Furnishings Stores 2 8 1,213 8 45 6,760 30 238 35,607
443: Electronics and Appliance Stores 9 40 8,535 25 159 33,074 105 851 152,245 1
443141: Household Appliance Stores 1 6 1,368 4 64 14,469 25 189 35,993
443142: Electronics Stores 8 34 7,167 21 95 18,605 80 662 116,252 1
444: Building Material and Garden Equipment and Supplies Dealers 28 208 49,533 69 947 274,864 1 180 2,760 800,371 6
444110: Home Centers 3 25 8,300 13 407 119,532 1 21 945 337,512 4
444120: Paint and Wallpaper Stores 1 4 1,437 2 8 2,874 18 69 24,592
444130: Hardware Stores 9 119 20,764 13 133 21,656 32 552 82,059 1
444190: Other Building Material Dealers 13 51 17,070 29 295 109,839 80 797 287,288
444210: Outdoor Power Equipment Stores 1 4 872 4 57 12,422 9 73 15,709
444220: Nursery, Garden Center, and Farm Supply Stores 1 5 1,090 8 47 8,541 20 324 53,211 1
445: Food and Beverage Stores 52 1,837 293,674 5 105 3,424 547,835 13 350 8,296 1,418,966 31
445110: Supermarkets and Other Grocery (except Convenience) Stores 16 1,495 235,288 5 35 2,677 437,933 12 135 6,198 1,052,736 30
445120: Convenience Stores 20 215 34,534 39 564 77,596 1 117 1,448 241,944 1
445210: Meat Markets 4 72 9,684 5 76 10,232 15 109 14,471
445220: Fish and Seafood Markets 1 2 313 5 21 3,050
445230: Fruit and Vegetable Markets 1 10 1,202 6 25 3,000 18 167 20,508
445292: Confectionery and Nut Stores 3 11 746 5 26 1,763 16 93 13,514

445299: All Other Specialty Food Stores 2 7 628 6 18 1,526 17 105 7,248

445310: Beer, Wine, and Liquor Stores 6 27 11,592 8 36 15,472 27 155 65,495

446: Health and Personal Care Stores 23 223 46,739 63 544 108,858 243 1,961 412,650

446110: Pharmacies and Drug Stores 15 187 42,708 30 327 79,161 96 1,056 295,385

446120: Cosmetics, Beauty Supplies, and Perfume Stores 6 23 6,588 36 260 40,885

446130: Optical Goods Stores 2 16 2,141 8 92 12,310 44 329 43,696

446191: Food (Health) Supplement Stores 4 12 996 8 35 3,313 32 152 14,244

446199: All Other Health and Personal Care Stores 2 8 894 11 67 7,486 35 164 18,440

15 mi Drive Distance 20 mi Drive Distance10 mi Drive Distance



Sales and Employment Data Charts for Marietta, PABusiness Facts Summary | Retail
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447: Gasoline Stations 10 49 38,953 27 209 177,964 79 439 364,595

447190: Other Gasoline Stations 10 49 38,953 27 209 177,964 79 439 364,595

448: Clothing and Clothing Accessories Stores 10 47 7,287 27 202 30,044 289 2,628 371,708 1

448110: Men's Clothing Stores 10 48 5,989

448120: Women's Clothing Stores 3 12 1,552 5 16 2,050 42 206 23,973

448130: Children's and Infants' Clothing Stores 17 223 25,613

448140: Family Clothing Stores 1 2 281 3 74 10,375 53 1,030 155,313 1

448150: Clothing Accessories Stores 1 12 2,240 2 14 2,533 12 71 9,703

448190: Other Clothing Stores 2 7 865 6 44 6,121 38 306 36,148

448210: Shoe Stores 1 2 314 5 24 3,970 55 435 65,577

448310: Jewelry Stores 2 12 2,035 6 30 4,995 60 303 47,660

448320: Luggage and Leather Goods Stores 2 6 1,732

45: Retail Trade 88 798 135,632 2 205 3,800 1,045,870 7 770 12,958 2,689,432 29

451: Sporting Goods, Hobby, Musical Instrument, and Book Stores 27 290 45,682 1 56 398 57,586 1 183 2,240 240,987 4

451110: Sporting Goods Stores 13 253 41,175 1 25 281 45,740 1 69 667 107,279 1

451120: Hobby, Toy, and Game Stores 5 6 797 14 16 2,130 54 413 54,054 1

451130: Sewing, Needlework, and Piece Goods Stores 1 1 136 3 3 358 7 22 1,989

451140: Musical Instrument and Supplies Stores 3 10 1,298 5 15 1,947 17 64 6,217

451211: Book Stores 4 16 2,071 6 36 4,657 29 221 27,495

451212: News Dealers and Newsstands 1 4 205 3 47 2,754 7 853 43,953 2

452: General Merchandise Stores 11 233 38,824 1 23 530 94,643 3 102 4,928 1,080,913 19

452210: Department Stores 1 153 26,891 1 3 256 46,366 2 35 3,914 857,392 16

452311: Warehouse Clubs and Supercenters 1 112 19,685 1 4 470 108,211 3

452319: All Other General Merchandise Stores 10 80 11,933 19 162 28,592 63 544 115,310

453: Miscellaneous Store Retailers 45 244 40,394 114 814 109,226 1 438 2,977 386,754 2



Sales and Employment Data Charts for Marietta, PABusiness Facts Summary | Retail
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453110: Florists 7 32 2,522 12 66 5,143 33 184 13,361

453210: Office Supplies and Stationery Stores 3 28 1,725 16 367 89,715 1

453220: Gift, Novelty, and Souvenir Stores 7 28 2,572 20 121 10,845 74 496 42,405

453310: Used Merchandise Stores 13 41 3,649 31 116 11,539 90 326 33,096

453910: Pet and Pet Supplies Stores 5 32 3,576 9 242 27,024 1 29 450 50,941 1

453920: Art Dealers 4 8 896 6 12 1,344 31 71 8,028

453930: Manufactured (Mobile) Home Dealers 1 70 22,918 4 115 38,011 5 135 44,220

453991: Tobacco Stores 3 9 1,580 6 19 2,935 26 94 15,120

453998: All Other Miscellaneous Store Retailers (except Tobacco Stores) 5 24 2,681 23 95 10,660 134 854 89,868

454: Nonstore Retailers 5 31 10,732 12 2,058 784,415 2 47 2,813 980,778 4

454110: Electronic Shopping and Mail-Order Houses 2 12 4,616 4 2,012 773,731 2 10 2,018 776,041 2

454210: Vending Machine Operators 2 11 1,177 2 11 1,177 12 409 63,436 1

454310: Fuel Dealers 1 8 4,939 4 14 8,597 12 222 135,803 1

454390: Other Direct Selling Establishments 2 21 910 13 164 5,498

72: Accommodation and Food Services 110 1,654 74,927 1 247 3,592 163,652 1 1,072 17,325 784,380 16

722: Food Services and Drinking Places 110 1,654 74,927 1 247 3,592 163,652 1 1,072 17,325 784,380 16

722310: Food Service Contractors 1 25 1,116 8 134 5,971 25 610 18,693 1

722320: Caterers 2 21 938 5 65 2,911 25 225 10,161

722330: Mobile Food Services

722410: Drinking Places (Alcoholic Beverages) 7 40 2,619 13 92 5,773 47 716 46,458 1

722511: Full-Service Restaurants 87 1,447 64,013 1 193 2,954 130,735 1 832 13,824 617,092 12

722513: Limited-Service Restaurants 2 2 90 2 2 90 23 273 12,708 1

722514: Cafeterias, Grill Buffets, and Buffets 2 27 1,206 4 55 2,481 10 81 3,668

722515: Snack and Nonalcoholic Beverage Bars 9 92 4,945 22 290 15,691 110 1,596 75,600 1

Grand Total 395 5,528 970,888 8 929 14,457 3,019,955 23 3,645 53,718 9,363,636 93



Sales and Employment Data Charts for Marietta, PABusiness-Facts Summary | Occupation
Benchmark: USA

SOC Code and Description Employment % Employment % Employment %

Total Employment by Occupation 27,938 100.00 74,871 100.00 301,627 100.00

11 - Management Occupations 2,697 9.65 7,369 9.84 28,072 9.31
13 - Business and Financial Operations Occupations 1,667 5.97 4,119 5.50 15,778 5.23
15 - Computer and Mathematical Occupations 389 1.39 1,062 1.42 4,494 1.49
17 - Architecture and Engineering Occupations 216 0.77 787 1.05 2,550 0.84
19 - Life, Physical, and Social Science Occupations 140 0.50 381 0.51 1,569 0.52
21 - Community and Social Service Occupations 520 1.86 1,371 1.83 6,912 2.29
23 - Legal Occupations 81 0.29 184 0.25 1,206 0.40
25 - Education, Training, and Library Occupations 1,477 5.29 3,371 4.50 13,612 4.51
27 - Arts, Design, Entertainment, Sports, and Media Occupations 484 1.73 1,405 1.88 4,918 1.63
29 - Healthcare Practitioners and Technical Occupations 1,964 7.03 5,028 6.72 32,092 10.64
31 - Healthcare Support Occupations 362 1.30 752 1.00 4,225 1.40
33 - Protective Service Occupations 353 1.26 945 1.26 4,829 1.60
35 - Food Preparation and Serving Related Occupations 801 2.87 1,773 2.37 9,080 3.01
37 - Building and Grounds Cleaning and Maintenance Occupations 1,283 4.59 3,546 4.74 17,243 5.72
39 - Personal Care and Service Occupations 914 3.27 2,388 3.19 10,851 3.60
41 - Sales and Related Occupations 2,980 10.67 8,061 10.77 28,497 9.45
43 - Office and Administrative Support Occupations 3,055 10.94 7,989 10.67 31,058 10.30
45 - Farming, Fishing, and Forestry Occupations 132 0.47 426 0.57 1,059 0.35
47 - Construction and Extraction Occupations 3,529 12.63 10,847 14.49 33,615 11.14
49 - Installation, Maintenance, and Repair Occupations 1,054 3.77 2,854 3.81 9,675 3.21
51 - Production Occupations 575 2.06 1,645 2.20 5,618 1.86
53 - Transportation and Material Moving Occupations 1,729 6.19 4,592 6.13 15,721 5.21
99 - Other Occupations 1,536 5.50 3,975 5.31 18,953 6.28

10 mi Drive Distance 15 mi Drive Distance 20 mi Drive Distance

Total Employment by Occupation

Employment by SOC Code



Sales and Employment Data Charts for Marietta, PAEffective Buying Income 2018 | 2018
Benchmark: USA

Total % Total % Total %

Population 74,344 100.00 155,192 100.00 487,036 100.00
Households 29,376 100.00 61,662 100.00 190,959 100.00
Families 19,922 100.00 42,336 100.00 126,422 100.00
Group Quarters Population 2,423 3.26 3,415 2.20 17,816 3.66
Housing Units 31,067 100.00 65,289 100.00 202,708 100.00

Average Household Size -- 2.45 -- 2.46 -- 2.46

Median Age -- 40.06 -- 41.33 -- 39.79

Median Household Income -- 64,673.18 -- 65,498.97 -- 60,462.11

Median All Owner-Occupied Housing Value -- 184,246.82 -- 192,315.08 -- 184,911.09

CY HHs, EBI < $15,000 2,405 8.19 5,047 8.19 19,234 10.07
CY HHs, EBI $15,000 - $24,999 2,743 9.34 5,513 8.94 19,587 10.26
CY HHs, EBI $25,000 - $34,999 3,263 11.11 6,925 11.23 22,620 11.85
CY HHs, EBI $35,000 - $49,999 5,106 17.38 10,458 16.96 32,761 17.16
CY HHs, EBI $50,000 - $74,999 7,401 25.19 14,988 24.31 43,389 22.72
CY HHs, EBI $75,000 - $99,999 4,749 16.17 9,709 15.75 26,590 13.92
CY HHs, EBI $100,000 - $124,999 1,755 5.97 3,843 6.23 10,594 5.55
CY HHs, EBI $125,000 - $149,999 1,015 3.46 2,260 3.67 6,414 3.36
CY HHs, EBI $150,000 - $199,999 606 2.06 1,472 2.39 4,495 2.35
CY HHs, EBI $200,000 - $249,999 81 0.28 332 0.54 1,193 0.63
CY HHs, EBI $250,000 - $499,999 212 0.72 879 1.43 3,156 1.65
CY HHs, EBI $500,000+ 42 0.14 236 0.38 927 0.48

Average Effective Buying Income -- 62,007.23 -- 66,360.48 -- 64,705.28
Median Effective Buying Income -- 53,586.58 -- 54,361.11 -- 50,631.10
Aggregate Effective Buying Income 1,821,550,996 62,008.14 4,091,896,374 66,360.10 12,356,049,903 64,705.25

2018 Median Age

2018 Median Household Income

2018 Median All Owner-Occupied Housing Value

2018 Est. Households by Effective Buying Income

2018 Effective Buying Income

10 mi Drive Distance 15 mi Drive Distance 20 mi Drive Distance

2018 Demographic Totals

2018 Average Household Size



Sales and Employment Data Charts for Marietta, PAEffective Buying Income 2023 | 2023
Benchmark: USA

Total % Total % Total %

Population 76,634 100.00 158,674 100.00 496,340 100.00
Households 30,394 100.00 63,210 100.00 194,875 100.00
Families 20,615 100.00 43,382 100.00 129,063 100.00
Group Quarters Population 2,464 3.21 3,450 2.17 18,046 3.64
Housing Units 32,131 100.00 66,967 100.00 207,068 100.00

Average Household Size -- 2.44 -- 2.46 -- 2.46

Median Age -- 40.83 -- 41.82 -- 40.43

Median Household Income -- 71,190.45 -- 71,375.03 -- 65,779.36

Median All Owner-Occupied Housing Value -- 193,316.35 -- 200,169.75 -- 189,112.94

FY HHs, EBI < $15,000 2,194 7.22 4,630 7.33 17,719 9.09
FY HHs, EBI $15,000 - $24,999 2,469 8.12 5,059 8.00 17,973 9.22
FY HHs, EBI $25,000 - $34,999 2,997 9.86 6,365 10.07 21,066 10.81
FY HHs, EBI $35,000 - $49,999 4,901 16.13 10,100 15.98 32,181 16.51
FY HHs, EBI $50,000 - $74,999 7,343 24.16 14,762 23.35 42,937 22.03
FY HHs, EBI $75,000 - $99,999 5,369 17.66 10,697 16.92 29,585 15.18
FY HHs, EBI $100,000 - $124,999 2,265 7.45 4,670 7.39 12,625 6.48
FY HHs, EBI $125,000 - $149,999 1,300 4.28 2,769 4.38 7,599 3.90
FY HHs, EBI $150,000 - $199,999 935 3.08 2,093 3.31 6,062 3.11
FY HHs, EBI $200,000 - $249,999 161 0.53 475 0.75 1,557 0.80
FY HHs, EBI $250,000 - $499,999 389 1.28 1,243 1.97 4,227 2.17
FY HHs, EBI $500,000+ 71 0.23 347 0.55 1,342 0.69

Average Effective Buying Income -- 58,437.88 -- 58,620.79 -- 54,384.89
Median Effective Buying Income -- 68,857.58 -- 72,888.28 -- 70,797.59
Aggregate Effective Buying Income 2,097,605,069 69,013.79 4,612,720,405 72,974.54 13,828,980,161 70,963.34

2023 Median Household Income

2023 Median All Owner-Occupied Housing Value

2023 Proj. Households by Effective Buying Income

2023 Effective Buying Income

10 mi Drive Distance 15 mi Drive Distance 20 mi Drive Distance

2023 Demographic Totals

2023 Average Household Size

2023 Median Age
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Pop-Facts Executive Summary | Population & Household
Trade Area: 111 E Main St - 10 mi Drive Distance

POPULATION The population in this area is estimated to change from 69,683 to 74,344, resulting in a growth of 6.7% between 2010 and the current year. Over the
next five years, the population is projected to grow by 3.1%.

The population in the base area is estimated to change from 308,745,538 to 326,533,070, resulting in a growth of 5.8% between 2010 and the
current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 40.1, while the average age is 40.3. Five years from now, the median age is projected to be 40.8.

The current year median age for the base area is 38.4, while the average age is 39.3. Five years from now, the median age is projected to be 39.3.

Of this area's current year estimated population:
91.7% are White Alone, 2.5% are Black or African American Alone, 0.2% are American Indian and Alaska Nat. Alone, 1.1% are Asian Alone, 0.0%
are Nat. Hawaiian and Other Pacific Isl. Alone, 2.1% are Some Other Race, and 2.4% are Two or More Races.

Of the base area's current year estimated population:
70.0% are White Alone, 12.8% are Black or African American Alone, 1.0% are American Indian and Alaska Nat. Alone, 5.7% are Asian Alone, 0.2%
are Nat. Hawaiian and Other Pacific Isl. Alone, 6.8% are Some Other Race, and 3.4% are Two or More Races.

This area's current estimated Hispanic or Latino population is 6.4%, while the base area's current estimated Hispanic or Latino population is 18.2%.

HOUSEHOLD The number of households in this area is estimated to change from 27,261 to 29,376, resulting in an increase of 7.8% between 2010 and the current
year. Over the next five years, the number of households is projected to increase by 3.5%.

The number of household in the base area is estimated to change from 116,716,292 to 123,942,960, resulting in an increase of 6.2% between 2010
and the current year. Over the next five years, the number of households is projected to increase by 3.7%.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Education, Income & Housing
Trade Area: 111 E Main St - 10 mi Drive Distance

EDUCATION Currently, it is estimated that 6.4% of the population age 25 and over in this area had earned a Master's Degree, 1.1% had earned a Professional
School Degree, 0.8% had earned a Doctorate Degree and 16.4% had earned a Bachelor's Degree.

In comparison, for the base area, it is estimated that for the population over age 25, 8.2% had earned a Master's Degree, 2.0% had earned a
Professional School Degree, 1.4% had earned a Doctorate Degree and 18.9% had earned a Bachelor's Degree.

INCOME The average household income is estimated to be $77,380.23 for the current year, while the average household income for the base area is
estimated to be $86,278 for the same time frame.

The average household income in this area is projected to change over the next five years, from $77,380.23 to $86,391.66.

The average household income in the base area is projected to change over the next five years, from $86,278 to $95,107.

HOUSING Most of the dwellings in this area (67.3%) are estimated to be Owner-Occupied for the current year. For the base are the majority of the housing
units are Owner-Occupied (65.0%).

The majority of dwellings in this area (48.9%) are estimated to be structures of 1 Unit Detached for the current year. The majority of the dwellings in
the base area (61.4%) are estimated to be structure of 1 Unit Detached for the same year.

The majority of housing units in this area (24.9%) are estimated to have been Built 1939 or Earlier for the current year.

The majority of housing units in the base area (14.8%) are estimated to have been Built 1970 to 1979 for the current year.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Labor
Trade Area: 111 E Main St - 10 mi Drive Distance

LABOR For this area, 111 E Main St - 10 mi Drive Distance, 94.8% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.0% are in the Armed Forces, 63.2% are employed civilians, 3.5% are unemployed civilians, and 33.3% are not in the labor force.

The occupational classification for this area are as follows:
26.2% hold blue collar occupations, 56.0% hold white collar occupations, and 17.7% are occupied as service & farm workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the following occupational categories:
1.4% are in Architecture and Engineering, 1.2% are in Arts, Entertainment and Sports, 4.0% are in Business and Financial Operations, 2.1% are in
Computers and Mathematics, 5.3% are in Education, Training and Libraries, 7.4% are in Healthcare Practitioners and Technicians, 2.5% are in
Healthcare Support, 0.8% are in Life, Physical and Social Sciences, 8.6% are in Management, 14.4% are in Office and Administrative Support.

1.9% are in Community and Social Services, 5.9% are in Food Preparation and Serving, 0.6% are in Legal Services, 1.8% are in Protective Services,
8.4% are in Sales and Related Services, 2.9% are in Personal Care Services.

3.3% are in Building and Grounds Maintenance, 5.0% are in Construction and Extraction, 1.4% are in Farming, Fishing and Forestry, 3.3% are in
Maintenance and Repair, 8.4% are in Production, 9.5% are in Transportation and Moving.

For the base area, USA, 93.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.4% are in the Armed Forces, 58.5% are employed civilians, 4.3% are unemployed civilians, and 36.8% are not in the labor force.

The occupational classification for the base area are as follows:
20.5% hold blue collar occupations, 60.7% hold white collar occupations, and 18.8% are occupied as service & farm workers.

For the civilian employed population age 16 and over in the base area, it is estimated that they are employed in the following occupational categories:
1.8% are in Architecture and Engineering, 2.0% are in Arts, Entertainment and Sports, 4.8% are in Business and Financial Operations, 2.8% are in
Computers and Mathematics, 6.0% are in Education, Training and Libraries, 5.8% are in Healthcare Practitioners and Technicians, 2.4% are in
Healthcare Support, 0.9% are in Life, Physical and Social Sciences, 10.1% are in Management, 13.1% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.9% are in Food Preparation and Serving, 1.1% are in Legal Services, 2.2% are in Protective Services,
10.7% are in Sales and Related Services, 3.7% are in Personal Care Services.

3.9% are in Building and Grounds Maintenance, 5.1% are in Construction and Extraction, 0.7% are in Farming, Fishing and Forestry, 3.2% are in
Maintenance and Repair, 6.0% are in Production, 6.3% are in Transportation and Moving.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.
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Pop-Facts Executive Summary | Population & Household
Trade Area: 111 E Main St - 15 mi Drive Distance

POPULATION The population in this area is estimated to change from 148,389 to 155,192, resulting in a growth of 4.6% between 2010 and the current year. Over
the next five years, the population is projected to grow by 2.2%.

The population in the base area is estimated to change from 308,745,538 to 326,533,070, resulting in a growth of 5.8% between 2010 and the
current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 41.3, while the average age is 41.0. Five years from now, the median age is projected to be 41.8.

The current year median age for the base area is 38.4, while the average age is 39.3. Five years from now, the median age is projected to be 39.3.

Of this area's current year estimated population:
90.3% are White Alone, 2.9% are Black or African American Alone, 0.2% are American Indian and Alaska Nat. Alone, 1.9% are Asian Alone, 0.0%
are Nat. Hawaiian and Other Pacific Isl. Alone, 2.2% are Some Other Race, and 2.5% are Two or More Races.

Of the base area's current year estimated population:
70.0% are White Alone, 12.8% are Black or African American Alone, 1.0% are American Indian and Alaska Nat. Alone, 5.7% are Asian Alone, 0.2%
are Nat. Hawaiian and Other Pacific Isl. Alone, 6.8% are Some Other Race, and 3.4% are Two or More Races.

This area's current estimated Hispanic or Latino population is 6.5%, while the base area's current estimated Hispanic or Latino population is 18.2%.

HOUSEHOLD The number of households in this area is estimated to change from 58,583 to 61,662, resulting in an increase of 5.3% between 2010 and the current
year. Over the next five years, the number of households is projected to increase by 2.5%.

The number of household in the base area is estimated to change from 116,716,292 to 123,942,960, resulting in an increase of 6.2% between 2010
and the current year. Over the next five years, the number of households is projected to increase by 3.7%.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Education, Income & Housing
Trade Area: 111 E Main St - 15 mi Drive Distance

EDUCATION Currently, it is estimated that 7.2% of the population age 25 and over in this area had earned a Master's Degree, 1.5% had earned a Professional
School Degree, 1.0% had earned a Doctorate Degree and 17.2% had earned a Bachelor's Degree.

In comparison, for the base area, it is estimated that for the population over age 25, 8.2% had earned a Master's Degree, 2.0% had earned a
Professional School Degree, 1.4% had earned a Doctorate Degree and 18.9% had earned a Bachelor's Degree.

INCOME The average household income is estimated to be $82,614.31 for the current year, while the average household income for the base area is
estimated to be $86,278 for the same time frame.

The average household income in this area is projected to change over the next five years, from $82,614.31 to $91,102.99.

The average household income in the base area is projected to change over the next five years, from $86,278 to $95,107.

HOUSING Most of the dwellings in this area (71.0%) are estimated to be Owner-Occupied for the current year. For the base are the majority of the housing
units are Owner-Occupied (65.0%).

The majority of dwellings in this area (56.4%) are estimated to be structures of 1 Unit Detached for the current year. The majority of the dwellings in
the base area (61.4%) are estimated to be structure of 1 Unit Detached for the same year.

The majority of housing units in this area (19.8%) are estimated to have been Built 1939 or Earlier for the current year.

The majority of housing units in the base area (14.8%) are estimated to have been Built 1970 to 1979 for the current year.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Labor
Trade Area: 111 E Main St - 15 mi Drive Distance

LABOR For this area, 111 E Main St - 15 mi Drive Distance, 95.0% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.0% are in the Armed Forces, 64.1% are employed civilians, 3.4% are unemployed civilians, and 32.5% are not in the labor force.

The occupational classification for this area are as follows:
24.5% hold blue collar occupations, 58.7% hold white collar occupations, and 16.8% are occupied as service & farm workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the following occupational categories:
1.7% are in Architecture and Engineering, 1.5% are in Arts, Entertainment and Sports, 4.0% are in Business and Financial Operations, 2.1% are in
Computers and Mathematics, 5.1% are in Education, Training and Libraries, 7.5% are in Healthcare Practitioners and Technicians, 2.5% are in
Healthcare Support, 0.7% are in Life, Physical and Social Sciences, 9.1% are in Management, 15.0% are in Office and Administrative Support.

1.6% are in Community and Social Services, 5.6% are in Food Preparation and Serving, 0.6% are in Legal Services, 1.6% are in Protective Services,
9.9% are in Sales and Related Services, 2.9% are in Personal Care Services.

3.0% are in Building and Grounds Maintenance, 4.4% are in Construction and Extraction, 1.0% are in Farming, Fishing and Forestry, 3.5% are in
Maintenance and Repair, 7.8% are in Production, 8.8% are in Transportation and Moving.

For the base area, USA, 93.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.4% are in the Armed Forces, 58.5% are employed civilians, 4.3% are unemployed civilians, and 36.8% are not in the labor force.

The occupational classification for the base area are as follows:
20.5% hold blue collar occupations, 60.7% hold white collar occupations, and 18.8% are occupied as service & farm workers.

For the civilian employed population age 16 and over in the base area, it is estimated that they are employed in the following occupational categories:
1.8% are in Architecture and Engineering, 2.0% are in Arts, Entertainment and Sports, 4.8% are in Business and Financial Operations, 2.8% are in
Computers and Mathematics, 6.0% are in Education, Training and Libraries, 5.8% are in Healthcare Practitioners and Technicians, 2.4% are in
Healthcare Support, 0.9% are in Life, Physical and Social Sciences, 10.1% are in Management, 13.1% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.9% are in Food Preparation and Serving, 1.1% are in Legal Services, 2.2% are in Protective Services,
10.7% are in Sales and Related Services, 3.7% are in Personal Care Services.

3.9% are in Building and Grounds Maintenance, 5.1% are in Construction and Extraction, 0.7% are in Farming, Fishing and Forestry, 3.2% are in
Maintenance and Repair, 6.0% are in Production, 6.3% are in Transportation and Moving.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.
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Pop-Facts Executive Summary | Population & Household
Trade Area: 111 E Main St - 20 mi Drive Distance

POPULATION The population in this area is estimated to change from 469,376 to 487,036, resulting in a growth of 3.8% between 2010 and the current year. Over
the next five years, the population is projected to grow by 1.9%.

The population in the base area is estimated to change from 308,745,538 to 326,533,070, resulting in a growth of 5.8% between 2010 and the
current year. Over the next five years, the population is projected to grow by 3.5%.

The current year median age for this area is 39.8, while the average age is 40.3. Five years from now, the median age is projected to be 40.4.

The current year median age for the base area is 38.4, while the average age is 39.3. Five years from now, the median age is projected to be 39.3.

Of this area's current year estimated population:
80.4% are White Alone, 7.2% are Black or African American Alone, 0.3% are American Indian and Alaska Nat. Alone, 3.0% are Asian Alone, 0.0%
are Nat. Hawaiian and Other Pacific Isl. Alone, 5.8% are Some Other Race, and 3.3% are Two or More Races.

Of the base area's current year estimated population:
70.0% are White Alone, 12.8% are Black or African American Alone, 1.0% are American Indian and Alaska Nat. Alone, 5.7% are Asian Alone, 0.2%
are Nat. Hawaiian and Other Pacific Isl. Alone, 6.8% are Some Other Race, and 3.4% are Two or More Races.

This area's current estimated Hispanic or Latino population is 13.3%, while the base area's current estimated Hispanic or Latino population is 18.2%.

HOUSEHOLD The number of households in this area is estimated to change from 183,391 to 190,959, resulting in an increase of 4.1% between 2010 and the
current year. Over the next five years, the number of households is projected to increase by 2.1%.

The number of household in the base area is estimated to change from 116,716,292 to 123,942,960, resulting in an increase of 6.2% between 2010
and the current year. Over the next five years, the number of households is projected to increase by 3.7%.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Education, Income & Housing
Trade Area: 111 E Main St - 20 mi Drive Distance

EDUCATION Currently, it is estimated that 7.6% of the population age 25 and over in this area had earned a Master's Degree, 1.9% had earned a Professional
School Degree, 1.2% had earned a Doctorate Degree and 17.2% had earned a Bachelor's Degree.

In comparison, for the base area, it is estimated that for the population over age 25, 8.2% had earned a Master's Degree, 2.0% had earned a
Professional School Degree, 1.4% had earned a Doctorate Degree and 18.9% had earned a Bachelor's Degree.

INCOME The average household income is estimated to be $80,177.52 for the current year, while the average household income for the base area is
estimated to be $86,278 for the same time frame.

The average household income in this area is projected to change over the next five years, from $80,177.52 to $87,972.65.

The average household income in the base area is projected to change over the next five years, from $86,278 to $95,107.

HOUSING Most of the dwellings in this area (67.3%) are estimated to be Owner-Occupied for the current year. For the base are the majority of the housing
units are Owner-Occupied (65.0%).

The majority of dwellings in this area (50.7%) are estimated to be structures of 1 Unit Detached for the current year. The majority of the dwellings in
the base area (61.4%) are estimated to be structure of 1 Unit Detached for the same year.

The majority of housing units in this area (22.5%) are estimated to have been Built 1939 or Earlier for the current year.

The majority of housing units in the base area (14.8%) are estimated to have been Built 1970 to 1979 for the current year.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.



Pop-Facts Executive Summary | Labor
Trade Area: 111 E Main St - 20 mi Drive Distance

LABOR For this area, 111 E Main St - 20 mi Drive Distance, 94.3% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.0% are in the Armed Forces, 61.4% are employed civilians, 3.7% are unemployed civilians, and 34.8% are not in the labor force.

The occupational classification for this area are as follows:
22.8% hold blue collar occupations, 59.2% hold white collar occupations, and 18.1% are occupied as service & farm workers.

For the civilian employed population age 16 and over in this area, it is estimated that they are employed in the following occupational categories:
1.6% are in Architecture and Engineering, 1.6% are in Arts, Entertainment and Sports, 4.4% are in Business and Financial Operations, 2.0% are in
Computers and Mathematics, 5.5% are in Education, Training and Libraries, 7.4% are in Healthcare Practitioners and Technicians, 2.5% are in
Healthcare Support, 0.8% are in Life, Physical and Social Sciences, 9.0% are in Management, 14.3% are in Office and Administrative Support.

2.0% are in Community and Social Services, 6.3% are in Food Preparation and Serving, 0.7% are in Legal Services, 1.7% are in Protective Services,
9.9% are in Sales and Related Services, 3.5% are in Personal Care Services.

3.2% are in Building and Grounds Maintenance, 4.2% are in Construction and Extraction, 0.7% are in Farming, Fishing and Forestry, 3.2% are in
Maintenance and Repair, 7.5% are in Production, 7.9% are in Transportation and Moving.

For the base area, USA, 93.2% of the labor force is estimated to be employed for the current year.

The employment status of the population age 16 and over is as follows:
0.4% are in the Armed Forces, 58.5% are employed civilians, 4.3% are unemployed civilians, and 36.8% are not in the labor force.

The occupational classification for the base area are as follows:
20.5% hold blue collar occupations, 60.7% hold white collar occupations, and 18.8% are occupied as service & farm workers.

For the civilian employed population age 16 and over in the base area, it is estimated that they are employed in the following occupational categories:
1.8% are in Architecture and Engineering, 2.0% are in Arts, Entertainment and Sports, 4.8% are in Business and Financial Operations, 2.8% are in
Computers and Mathematics, 6.0% are in Education, Training and Libraries, 5.8% are in Healthcare Practitioners and Technicians, 2.4% are in
Healthcare Support, 0.9% are in Life, Physical and Social Sciences, 10.1% are in Management, 13.1% are in Office and Administrative Support.

1.7% are in Community and Social Services, 5.9% are in Food Preparation and Serving, 1.1% are in Legal Services, 2.2% are in Protective Services,
10.7% are in Sales and Related Services, 3.7% are in Personal Care Services.

3.9% are in Building and Grounds Maintenance, 5.1% are in Construction and Extraction, 0.7% are in Farming, Fishing and Forestry, 3.2% are in
Maintenance and Repair, 6.0% are in Production, 6.3% are in Transportation and Moving.

Benchmark: USA Copyright © 2018 by Environics Analytics (EA). Source: Claritas - Pop-Facts Premier 2018.
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Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

Segment
Code

Segment Name Base Count Base %
Trade Area

Count
Trade Area %

Trade Area
Index

22 Middleburg Managers 3,030,409 2.46 6,736 5.1 208

12 Cruisin' to Retirement 2,988,826 2.42 6,192 4.69 194

36 Toolbelt Traditionalists 3,023,367 2.45 5,689 4.31 176

24 Pickup Patriarchs 1,245,184 1.01 5,477 4.15 411

54 Struggling Singles 1,624,819 1.32 5,441 4.12 313

49 American Classics 2,060,719 1.67 5,419 4.1 246

20 Empty Nests 1,959,970 1.59 5,366 4.06 256

15 New Homesteaders 1,262,375 1.02 5,142 3.89 381

32 Traditional Times 1,711,553 1.39 4,559 3.45 249

59 New Melting Pot 1,734,072 1.41 4,368 3.31 235

29 White Picket Fences 1,895,977 1.54 4,310 3.26 212

50 Metro Grads 1,766,231 1.43 4,272 3.23 226

37 Bright Lights, Li'l City 1,715,175 1.39 4,154 3.15 226

9 Big Fish, Small Pond 2,008,816 1.63 3,979 3.01 185

10 Executive Suites 1,618,840 1.31 3,603 2.73 208

26 Home Sweet Home 1,590,302 1.29 3,183 2.41 187

41 Domestic Duos 1,202,742 0.97 3,123 2.37 243

51 Campers & Camo 2,236,170 1.81 2,920 2.21 122

64 Family Thrifts 1,128,136 0.92 2,860 2.17 237

25 Up-and-Comers 1,839,107 1.49 2,778 2.1 141

53 Lo-Tech Singles 1,740,409 1.41 2,601 1.97 140

48 Generation Web 2,072,963 1.68 2,554 1.93 115

38 Hometown Retired 1,684,879 1.37 2,422 1.83 134

47 Striving Selfies 1,756,874 1.42 2,383 1.8 127

66 New Beginnings 1,211,584 0.98 2,190 1.66 169

61 Second City Generations 1,335,199 1.08 2,100 1.59 147

58 Golden Ponds 2,314,188 1.88 2,076 1.57 84

30 Pools & Patios 1,797,687 1.46 2,060 1.56 107

67 Park Bench Seniors 1,126,567 0.91 2,027 1.53 168

39 Kid Country, USA 1,377,654 1.12 1,927 1.46 131

8 Gray Power 1,441,134 1.17 1,875 1.42 122

5 Country Squires 2,860,168 2.32 1,790 1.36 58

23 Township Travelers 1,352,258 1.1 1,754 1.33 121

16 Beltway Boomers 1,393,819 1.13 1,622 1.23 109

62 Crossroad Villagers 1,282,420 1.04 1,423 1.08 104

13 Upward Bound 1,315,624 1.07 1,276 0.97 91

14 Kids & Cul-de-Sacs 1,708,133 1.39 1,249 0.95 68

60 Small-Town Collegiates 1,187,888 0.96 1,089 0.82 86
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INTRODUCTION TO CLARITAS PRIZM PREMIER 
Claritas has remained at the forefront of segmentation development due to our willingness to adapt our data 
modeling techniques to keep pace with the geodemographic data available through the U.S. Census Bureau and 
other sources. Improvements created by Claritas in statistical techniques, combined with new data sources and 
changes instituted by the Census starting in the year 2010, offered Claritas the rare opportunity to build a unique 
solution for consumer segmentation. The result was the new Claritas PRIZM Premier system, which delivers a 
more complete picture of household consumption in today’s complex marketplace. 

This document includes a high-level overview of the techniques used to create the PRIZM® Premier segmentation 
system. More detailed information about model development, segment assignments, and Urbanicity can be found 
in the Claritas PRIZM Premier Methodology Document. 

Overview 
With PRIZM® Premier, Claritas continues to provide a seamless transition between household-level segmentation 
and traditional geodemographics by delivering the same segments at all levels. Having the ability to downshift 
from geodemographic to household-level data makes it possible for marketers to move effortlessly from market 
planning and media strategy to customer acquisition, cross-selling, and retention while using the same language 
to describe their consumers. 

PRIZM Premier classifies every U.S. household into one of 68 consumer segments based on the household’s 
purchasing preferences. PRIZM Premier offers a complete set of ancillary databases and links to third-party data, 
allowing marketers to use data outside of their own customer files to pinpoint products and services that their 
best customers are most likely to use, as well as locate their best customers on the ground. PRIZM Premier enables 
marketers to create a complete portrait of their customers to better understand, find and engage with their best 
clients and prospects. 

The external links of PRIZM Premier allow for company-wide integration of a single customer concept. Beyond 
coding customer records for consumer targeting applications, Claritas provides estimates of markets and trade 
areas for location analytics and profile databases for behaviors ranging from leisure time preferences to shopping 
to eating to favorite magazines and TV shows, all of which can help craft ad messaging and media strategy. 
Components of the PRIZM Premier system can be grouped by the stage of customer analysis, as shown in the 
following table: 

CUSTOM ER ANALYSIS STAGE PRIZM PREM IER COM PONENT USED 
Coding customer records Household-level coding 

Geodemographic coding and/or fill in 

Comparing coded customer records to 
trade area(s) 

Current-year segment distributions 
Five-year segment distributions 
PRIZM Premier Z6 (Delivery Point Code) segment distributions 
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CUSTOM ER ANALYSIS STAGE PRIZM PREM IER COM PONENT USED 
Determining segment characteristics 
for demographics, lifestyle, media, and 
other behaviors 

Household Demographic Profiles 
Neighborhood Demographic Profiles 
Claritas Technology Behavior Track Profiles 
Claritas Financial Product Profiles 
Claritas Insurance Product Profiles 
Claritas Income Producing Assets/Net Worth Profiles 
GfK Mediamark Research Inc. (MRI) Profiles 
Claritas TV Behavior Profiles                                                                    
Claritas Mobile Behavior Profiles                                                           
Claritas Energy Behavior Track Profiles                                              
Additional profiles as created by Claritas PRIZM Premier Links Network 
Custom surveys or databases 

Model Development 
Claritas PRIZM Premier was developed using Claritas’s proprietary methodology that allows marketers to 
seamlessly shift from ZIP Code level to block group level to ZIP+4 level, all the way down to the individual 
household level—all with the same set of 68 segments. This single set of segments affords marketers the benefits 
of household-level precision in applications such as direct mail, while at the same time maintaining the broad 
market linkages, usability, and cost-effectiveness of geodemographics for applications such as market sizing and 
location analysis. 

Statistical Techniques 
In 1980 and 1990, Claritas statisticians rebuilt PRIZM by essentially repeating the same steps they performed when 
Claritas pioneered geodemographic segmentation in 1976. They aggressively analyzed the data, isolated key 
factors, and developed a new clustering system. The development of each new system provided an opportunity 
to evaluate and implement improvements as they became available, but the underlying segmentation technique 
was clustering. 

Since the 1970s, the most popular of the clustering techniques has been K-means clustering. The final number of 
clusters desired is specified to the algorithm (this is the origin of the “K” in K-means) and the algorithm then 
partitions the observations into K-number of clusters as determined by their location in n-dimensional space, as 
dictated by demographic factors. Membership in a cluster is determined by the proximity to the group center, or 
mean, in space (hence the origin of the “mean” in K-means). 

For any type of clustering process to work well, the statistician must correctly identify the important dimensions 
before implementing the clustering process. For marketing purposes, obvious drivers are age and income. 
However, appropriate levels for each of these critically important dimensions still need to be chosen. For example, 
does the dimension of income create better differentiation at $35,000 or $50,000? How does choosing between 
these two values of the same dimension change the clustering outcome? These choices are important, because 
when the clustering iterations end and yield an answer, marketers are left with clusters of households that have 
been organized by their proximity to each other by the demographic metrics that were chosen. This answer may 
or may not be meaningful to the original task of creating groups that differ in their behaviors—in large part 
because behavior measures were not incorporated into the clustering technique itself. 
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With PRIZM, Claritas broke with traditional clustering algorithms to embrace a new technology that yields better 
segmentation results. PRIZM Premier was created using this same proprietary method called Multivariate Divisive 
Partitioning (MDP). MDP borrows and extends a tree partitioning method that creates the segments based on 
demographics that matter most to households’ behaviors. 

The most common tree partitioning technique, Classification and Regression Trees (CART), involves a more 
modeling-oriented process than clustering. Described simply, statisticians begin with a single behavior they wish 
to predict and start with all participating households in a single segment. Predictor variables, such as income, age, 
or presence of children, are analyzed to find the variable—and the appropriate value of that variable—that divides 
the single segment into two that have the greatest difference for that behavior. Additional splitting takes place 
until all effective splits have been made or the size of the segment created falls below a target threshold. 

In the example that follows, the CART process starts with all of the survey respondents in one segment for the 
behavior of interest—in this case, owning mutual funds. Of this particular respondent pool, 10 percent report 
owning mutual funds. Next, the CART routine searches for the demographic variable—and the value of that 
demographic variable—that creates the two segments that are most different on the behavior of interest. Our 
example shows that dividing the first group by an income of $50,000 yields two segments—one with mutual fund 
use of 3 percent and the second with mutual fund use of 18 percent. We can divide the second segment again, 
with the result that a split based on an age of 45 yields two more segments—one with mutual fund use of 12 
percent and the other with mutual fund use of 30 percent. 

 

 

 

If the process stops here, we have a segmentation system with three segments—one with 3% of its members 
owning mutual funds, a second with 12% of its members owning mutual funds, and the third with 30% of members 
owning mutual funds. However, this resulting segmentation system does not provide useful information about 
any other behaviors—it’s optimized only for owning mutual funds. This is one of the limitations of the CART 
technique: it generates an optimal model for only a single behavior. Because PRIZM Premier is a multi-purpose 
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segmentation system, optimization across a broader range of behaviors is necessary. Claritas made several 
modifications to the CART process, resulting in the MDP technique, for which a patent is pending. These 
modifications extended the basic CART process to simultaneously optimize across hundreds of distinct behaviors 
at once. This advancement allowed Claritas to take full advantage of the thousands of behaviors and hundreds of 
demographic predictor variables available at different geographic levels, including the household level. The MDP 
process was run hundreds of times, with varying sets of behaviors, predictor variables, and a number of other 
parameters, to ensure that the resulting segments represent behaviorally important groupings. 

Data Sources 
In addition to a unique statistical technique, Claritas employed an unprecedented number of data sources and 
data levels in the development of PRIZM Premier. Geodemographic data, the mainstay of previous segmentation 
systems, included Census demographics and ZIP+4-level demographics summarized from compiled lists.  

As with the prior version of PRIZM, Claritas once again used household-level demographics in the development 
process of PRIZM Premier. To each of the 929,447 customer records in the development database already coded 
with Census demographics, summarized ZIP+4 demographics, and custom Claritas measures, Claritas appended a 
compiled list of household demographics from the Epsilon Targeting TotalSource Plus file. The resulting database 
was used to design and evaluate systems built with four different sources of data: self-reported household, 
compiled list-based household, ZIP+4, and block group. 

New Assignment Data for Claritas PRIZM Premier 
In addition to the geodemographic and behavioral data that was used in the development of previous versions of 
PRIZM, two new inputs were added to the PRIZM Premier model: a measure of a household’s liquid assets and a 
technology score which measures a household’s use of technology in their daily activities.  These two measures 
play a key role in determining the PRIZM Premier segment assignment for a household or geography.   

The first is Claritas Income Producing Assets Indicators, a proprietary Claritas model that estimates the liquid 
assets of a household based on responses to the Claritas Financial Track survey of financial behaviors.  Financial 
Track is the largest financial survey in the industry, collecting actual dollar measures from each survey respondent.  
From the survey base, information for nearly 250,000 households (rolling three years of quarterly surveys) is 
anonymized, summarized, and used to construct balance information for a variety of financial products and 
services that are core to Income-Producing Assets (IPA). No individual respondent survey data is released as part 
of the PRIZM Premier model.    

Strongly correlated to age and income, IPA measures liquid wealth such as cash, checking accounts, savings 
products such as savings accounts, money market accounts and CDs, investment products such as stock and 
mutual funds, retirement accounts, and other asset classes that are relatively easy to redeem and move—and for 
which marketers can readily compete.  Note that the asset classifications used in developing PRIZM Premier differ 
slightly from those offered in the stand-alone Claritas Income Producing Assets Indicators product.  PRIZM Premier 
segments are classified in one of seven IPA categories: Millionaires IPA, Elite IPA, High IPA, Above Average IPA, 
Moderate IPA, Below Average IPA, and Low IPA. 

The second new feature introduced with PRIZM Premier is a measure of technology use that identifies the extent 
to which a household has embraced technology in their everyday lives.  A technology model was developed 
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utilizing more than 100 technology related behaviors from several Claritas and third party surveys.  These 
behaviors included use of specific devices, as well as specific activities engaged in by the household across various 
devices and channels. The technology use of each segment within the new PRIZM Premier system is described in 
terms of how the households within the segment scored relative to the average technology score.  PRIZM Premier 
segments are classified in one of five Tech Use categories: Highest Tech, Above Average Tech, Average Tech, 
Below Average Tech, or Lowest Tech to define their use of technology.   

PRIZM Premier incorporates these IPA indicators and tech scores, along with household characteristics, such as 
income, age, and family composition, and neighborhood characteristics, such as housing stock and home 
ownership, to create 68 segments. These segments are numbered according to socioeconomic rank (which takes 
into account characteristics such as income, education, occupation and home value) and are grouped into 11 
Lifestage groups and 14 social groups. Social groups are based on urbanicity and socioeconomic rank. Lifestage 
groups are based on age, socioeconomic rank, and the presence of children at home.  

Interpreting Claritas PRIZM Premier Demographics 
Claritas provides a series of demographic descriptors used to classify the segments across core dimensions. While 
demographics form the basis for every segment assignment, not every segment falls neatly into only one category 
for each demographic. Detailed information about the predominant values for each of the demographic 
descriptors can be found in the Claritas PRIZM Premier Segment Descriptors Release Notes. 

CLARITAS PRIZM PREMIER SOCIAL GROUPS 
The 14 social groups of PRIZM Premier are based on Urbanicity class and affluence, two important variables used 
in the production of PRIZM Premier. First, segments are placed in one of four urbanicity class categories. Within 
each of these categories, all the segments are then sorted into groups based on affluence, another powerful 
demographic predictor of consumer behavior. All of the 68 segments are grouped into one of these 14 social 
groups. At the top of both the affluence and density scales is Social Group U1: Urban Uptown, in which residents 
live in urban areas and are very affluent. At the opposite extreme is Social Group T4: Rustic Living, in which 
residents live in rural areas with a more downscale lifestyle. 
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Urban (U) 
Urban (U) Social Groups have population density centiles mostly between 85 and 99.  They 
include both the downtown areas of major cities and surrounding neighborhoods.  
Households in this classification live within the classic high-density neighborhoods found in 
the heart of America’s largest cities.  While almost always achored by the downtown central 
business district, these areas often extend beyond the city limits and into surrounding 
jurisdictions to encompass most of America’s earliest suburban expansions. 

U1: Urban Uptown 
The four segments in Urban Uptown are home to the nation's wealthiest urban consumers. Members of this social 
group tend to be upscale to wealthy, mostly without kids. Although this group is diverse in terms of housing styles, 
residents share an upscale urban perspective that's reflected in their shopping behaviors and activities. Urban 
Uptown consumers tend to frequent the arts, shop at exclusive retailers, drive luxury imports, travel abroad, and 
spend heavily on computer and wireless technology. 

                                                                      Wealthy Middle Age Family Mix 

Young Digerati are tech-savvy and live in fashionable neighborhoods on 
the urban fringe. Affluent and highly educated, Young Digerati 
communities are typically filled with trendy apartments and condos, 
fitness clubs and clothing boutiques, casual restaurants and all types of 
bars, from juice to coffee to microbrew. Many have chosen to start 

families while remaining in an urban environment. 

Owns a Mercedes • Eats at Chipotle • Shops at Banana Republic • Goes hiking/backpacking 
• Visits Asia • Uses Yelp • Listens to Alternative 

Age 35-54 Homeowners Millionaires Above Average Tech 

                                                                 Upscale Older Mostly without Kids 

The residents of Money & Brains seem to have it all - high incomes, 
advanced degrees, and sophisticated tastes to match their credentials. 
Many of these city dwellers are married couples with few children who 
live in fashionable homes on small, manicured lots with expensive cars 
in the driveway. 

Owns a Lexus • Eats at Boston Market • Donates to environmental causes • Follows figure 
skating • Visits Hawaii • Visits AARP • Listens to News 

Age 55+ Homeowners Millionaires IPA Average Tech 
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                                                    Midscale Middle Age Mostly without Kids 

American Dreams residents are found in upper-middle-class 
multilingual neighborhoods in urban areas. They are heavy grocery and 
convenience store shoppers, opting to prepare meals at home more 
than their urban counterparts in other segments. 

 

Owns a Lexus • Eats at The Cheesecake Factory • Shops at Nordstrom Rack • Follows 
European soccer • Flies JetBlue • Uses Yelp • Listens to Jazz 

Age <55 Mostly Owners Below Average IPA Average Tech 

                                                    Midscale Middle Age Mostly without Kids 

Educated and upscale, The Cosmopolitans are urban couples in 
America's fast-growing cities. Concentrated in major metro areas, these 
households feature older homeowners without children. A vibrant 
social scene surrounds their older homes and apartments, and residents 
love the nightlife and enjoy leisure-intensive lifestyles. 

Owns a BMW • Eats at Starbucks • Shops at Crate & Barrel • Goes skiing/snowboarding • 
Stays at Sheraton • Uses Yelp • Listens to Alternative 

Age <55 Mostly Owners Below Average IPA Below Average Tech 

U2: Midtown Mix 
Diversity is the hallmark of Midtown Mix, a group of mostly younger, midscale urban renters. It's the most tech 
savvy of the urban social groups and consists of a mix of singles and couples. In Midtown Mix, the households are 
dominated by consumers who pursue active social lives - frequenting bars, health clubs, and restaurants at high 
rates, listening to progressive music, driving small imports, and acquiring the latest consumer electronics. 

                                                    Midscale Middle Age Mostly without Kids 

Urban Elders, a segment located in the downtown neighborhoods of 
such metros as New York, Chicago, Las Vegas, and Miami, are more likely 
to be renters than other households in their age cohort. They enjoy the 
cultural options available to them in their communities, frequently 
attending musical performances and other live events. 

Owns a Lexus • Eats at Starbucks • Shops at Banana Republic • Follows men's tennis • Flies 
JetBlue • Watches IFC • Listens to Jazz 

Age <55 Renters High IPA Above Average Tech 
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                                                    Midscale Younger Mostly without Kids 

A collection of mobile urbanites, Connected Bohemians represent the 
nation's most liberal lifestyles. Its residents are a progressive mix of tech 
savvy, young singles, couples, and families ranging from students to 
professionals. In their funky row houses and apartments, Bohemian 
Mixers are the early adopters who are quick to check out the latest 

movie, nightclub, laptop, and microbrew. 

Owns a hybrid vehicle • Eats at Starbucks • Shops at Express • Goes skiing/snowboarding • 
Visits the Middle East • Uses Yelp • Listens to Alternative 

Age 25-44 Renters Above Average IPA Highest Tech 

                                                    Midscale Middle Age Mostly without Kids 

Urban Achievers are midscale, middle aged, ethnically diverse 
homeowners in urban neighborhoods with established careers and 
college degrees. They are active participants in their communities and 
strong supporters of their local professional sports teams. 

 

Owns a Hyundai • Eats at Cold Stone Creamery • Shops at Nordstrom • Follows pro boxing • 
Flies JetBlue • Watches Telemundo • Listens to Jazz 

Age <55 Mostly Owners Below Average IPA Average Tech 

                                                Downscale Middle Age Mostly without Kids 

Typically urban renters, Aspiring A-Listers are focused on their social 
lives. They are out and about often and spend heavily on status brands 
and dining out. They are all about convenience, shopping most often at 
drug stores and convenience stores, and have above average 
technology use. 

Owns a Volkswagen • Eats at Boston Market • Visits electronics sites on PC • Follows men's 
tennis • Flies JetBlue • Watches Univision • Listens to Jazz 

Age <55 Renters Low IPA Above Average Tech 

U3: Urban Cores 
The segments of Urban Cores are characterized by relatively modest incomes, education, and rental apartments; 
however, affordable housing is part of the allure for the group's young singles and aging retirees. Urban Cores is 
one of the least affluent social groups, and surveys indicate a fondness for both ethnic and mainstream media and 
products. 
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                                                                     Midscale Middle Age Family Mix 

An immigrant gateway community, Multi-Culti Mosaic is the urban 
home for a mixed populace of Hispanic, Asian, and African-American 
singles and families. This segment is characterized by many first-
generation Americans who are striving to improve their economic 
status. 

Owns a Nissan • Eats at Church's Chicken • Shops at Ross • Follows Mexican league soccer • 
Stays at Motel 6 • Watches Telemundo • Listens to Urban Adult Contemporary 

Age <55 Mix Above Average IPA Average Tech 

                                                 Upper Mid Middle Age Mostly without Kids 

Found in urban neighborhoods, City Roots is a segment of middle class 
mainly white-collar workers, typically living in older homes they've 
owned for years. In these ethnically diverse neighborhoods residents 
are working hard, avid soccer fans, and enjoy traveling to Central and 
South America. 

Owns a Cadillac • Eats at Jack in the Box • Shops at IKEA • Follows MLS • Visits Central/South 
America • Watches Telemundo • Listens to Jazz 

Age <55 Mostly Owners Elite IPA Average Tech 

                                                 Lower Mid Middle Age Mostly without Kids 

In Urban Modern Mix, lower middle class singles and couples reside in 
ethnically diverse neighborhoods in or near the city center. Despite only 
average overall technology use, they are frequent online shoppers for 
everything from jeans to groceries. 

 

Owns a Nissan • Eats at White Castle • Shops at Burlington • Follows pro boxing • Flies JetBlue 
• Watches Telemundo • Listens to Gospel 

Age <55 Mix Low IPA Average Tech 
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                                                                     Midscale Middle Age Family Mix 

Multi-Culti Families are middle age, urban households with moderate 
means. Often bilingual, they enjoy a wide variety of media and are 
average in their overall use of technology. 

 

Owns a Mitsubishi • Eats at Jack in the Box • Shops at Ross • Follows Mexican league soccer 
• Visits Mexico • Watches Telemundo • Listens to Alternative 

Age <55 Mix Above Average IPA Average Tech 

                                                 Lower Mid Middle Age Mostly without Kids 

The most economically challenged urban segment, Low-Rise Living is 
home to mostly middle-aged, ethnically diverse singles and single 
parents. Unlike their low income peers, they rank above average in their 
use of technology - perhaps influenced by their urban, fast-paced 
environment. 

Owns a Mitsubishi • Eats at White Castle • Shops at New York & Company • Follows pro 
boxing • Flies JetBlue • Watches Telemundo • Listens to Jazz 

 Age <55 Renters Moderate IPA Above Average Tech 

Suburban (S) 
Suburban (S) areas have population density centiles between 40 and 90 and are clearly 
dependent on urban areas or second cities.  Unlike Second Cities, they are not the 
population center of their surrounding community, but rather a continuation of the density 
decline as you move out from the city center.  While some Suburbs may be employment 
centers, their lifestyles and commuting patters will be more tied to Urban or Second City 
cores. 

S1: Elite Suburbs 
The most affluent suburban social group, Elite Suburbs is a world of six-figure incomes, post-graduate degrees, 
single-family homes, and managerial and professional occupations. Befitting their lofty salaries, S1 members are 
big consumers of large homes, expensive clothes, luxury cars, and foreign travel. Despite representing a small 
portion of the U.S. population, they hold a large share of the nation's personal net worth. 
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                                                                          Wealthy Mature without Kids 

The nation's most exclusive address, Upper Crust is a haven for wealthy 
empty-nesting couples over the age of 65. This segment has a high 
concentration of residents earning over $100,000 a year and many 
possess a postgraduate degree. They have an opulent standard of living 
- driving expensive cars and frequently eating out and traveling. 

Owns a Lexus • Eats at Bonefish Grill • Shops at Chico's • Follows men's tennis • Visits Alaska 
• Watches Fox Business • Listens to News 

Age 65+ Homeowners Millionaires IPA Above Average Tech 

                                                            Wealthy Middle Age Mostly with Kids 

Networked Neighbors is a family portrait of suburban wealth, a place of 
million-dollar homes and manicured lawns, high-end cars and exclusive 
private clubs. This lifestyle is characterized by married couples with 
children, high technology use, graduate degrees, and six-figure incomes 
earned by business executives, managers, and professionals. 

Owns an Acura • Eats at Chipotle • Buys eco-friendly cleaning products • Plays tennis • Flies 
United • Uses Yelp • Listens to Adult Contemporary 

Age 35-54 Mostly Owners Millionaires IPA Highest Tech 

                                                                Wealthy Older Mostly without Kids 

Movers & Shakers is home to America's business class, a wealthy 
suburban world of dual-income couples who are highly educated, 
typically between the ages of 45 and 64. Given its high percentage of 
executives and white-collar professionals, there's a decided business 
bent to this segment as they enjoy reading business publications and 

visits to business oriented websites. 

Owns a BMW • Eats at The Cheesecake Factory • Shops at The Container Store • Goes 
skiing/snowboarding • Flies American • Uses Angie's List • Listens to News 

Age 45-64 Mostly Owners Elite IPA Above Average Tech 

S2: The Affluentials 
The seven segments in The Affluentials are one socioeconomic rung down from the Elite Suburbs, with a significant 
drop in median income; but, their residents still enjoy comfortable, suburban lifestyles. The median income and 
IPA in S2 are well above the U.S. median values, and the members of this social group are a mix of families, couples 
and singles who tend to have college degrees and white-collar jobs. As consumers, The Affluentials are big fans of 
health foods, computer equipment, consumer electronics, and the full range of big-box retailers.  
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                                                            Wealthy Middle Age Mostly with Kids 

Among the wealthy suburban lifestyles, Winner's Circle is the youngest, 
a collection of mostly 35- to 54-year-old couples with large families in 
new-money subdivisions. Surrounding their homes are the signs of 
upscale living - recreational parks, golf courses, and upscale malls. With 
a median income over $100,000, Winner's Circle residents are big 

spenders who like to travel, ski, go out to eat, shop at clothing boutiques, and take in a show. 

Owns a BMW • Eats at The Cheesecake Factory • Will pay more for eco-friendly products • 
Plays soccer • Flies United • Uses Yelp • Listens to Adult Contemporary 

Age 35-54 Mostly Owners Elite IPA Above Average Tech 

                                                                Wealthy Older Mostly without Kids 

Gray Power consists of upscale older couples typically living just beyond 
the nation's beltways. This segment is a haven for white-collar 
professionals drawn to comfortable homes and apartments within a 
manageable commute to downtown jobs, restaurants, and 
entertainment. They enjoy traveling and watching golf on television. 

Owns a Lexus • Eats at Bonefish Grill • Shops at Chico's • Follows PGA/LPGA • Visits Alaska • 
Watches Golf Channel • Listens to News 

Age 55+ Homeowners Millionaires IPA Below Average Tech 

                                                             Upscale Middle Age Mostly with Kids 

The residents of Executive Suites tend to be prosperous and active 
professionals who own multiple computers, large-screen TV sets, and 
are above average in their use of technology. Executive Suites also enjoy 
cultural activities, from reading books to attending theater and 
watching independent movies. 

Owns a Mazda • Eats at Starbucks • Buys organic food • Plays tennis • Stays at Radisson • 
Visits NHL.com • Listens to Adult Contemporary 

Age 35-54 Homeowners High IPA Above Average Tech 
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                                                                 Upscale Older Mostly without Kids 

With their children mostly grown and out of the house, these older 
couples are Cruisin' to Retirement. They remain in the neighborhoods 
where they raised their families, enjoying the suburban lifestyle. They 
vacation often, watch golf on television, and listen to talk radio. 

 

Owns a Volvo • Eats at Bonefish Grill • Shops at Chico's • Follows PGA/LPGA • Visits Alaska • 
Watches Fox Business • Listens to Talk radio 

Age 55+ Mostly Owners Elite IPA Average Tech 

                                                                       Upper Mid Younger Family Mix 

Upward Bound are often upscale families boasting dual incomes, college 
degrees, and new homes. Residents of Upward Bound are above 
average technology users who own multiple computers and frequently 
research and purchase all types of products online. 

 

Owns a Mitsubishi • Eats at Qdoba • Shops at Express • Goes to yoga/pilates • Visits Asia • 
Uses Spotify • Listens to Adult Contemporary 

Age 25-44 Mix High IPA Above Average Tech 

                                                                             Upscale Younger Family Mix 

Upper-middle-class, suburban, married couples with children - that's 
the skinny on Kids & Cul-de-Sacs, an enviable lifestyle of large families 
in recently built subdivisions. This segment is a refuge for college-
educated, white-collar professionals with administrative jobs and 
upper-middle-class incomes. Their nexus of education, affluence, and 

children translates into large outlays for child-centered products and services. 

Owns an Acura • Eats at Jason's Deli • Shops at New York & Company • Plays tennis • Flies 
American • Watches DIY Network • Listens to Inspirational 

Age 25-44 Mostly Owners Low IPA Above Average Tech 
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                                                                  Upper Mid Middle Age Family Mix 

The members of the postwar Baby Boom are all grown up. One segment 
of this huge cohort, college-educated, upper-middle-class, and home-
owning, is found in Beltway Boomers. Like many of their peers who 
married late, many of these Boomers are still raising children in 
comfortable suburban subdivisions while beginning to plan for their 

own retirement. 

Owns a Lexus • Eats at Chick-fil-A • Shops at Stein Mart • Follows motocross • Stays at Spring 
Hill Suites • Watches Fox Sports 1 • Listens to Inspirational 

Age <55 Mostly Owners Low IPA Above Average Tech 

S3: Middleburbs 
The four segments that comprise Middleburbs share a middle class, suburban perspective, but the similarity ends 
there. The group includes a mix of ages and interests. Mostly homeowners, the presence of children varies across 
the segments. The members of Middleburbs tend to have plenty of discretionary income to visit nightclubs and 
casual-dining restaurants, shop at midscale department stores, and travel often.  

                                                                      Upper Mid Mature without Kids 

With their grown-up children out of the house, Empty Nests is 
composed of upper-middle income older Americans who pursue active, 
and activist, lifestyles. Most residents are over 65 years old, but they 
show no interest in a rest-home retirement. They travel frequently, 
enjoy golf, and many are active in their country clubs or fraternal 

groups. 

Owns a Buick • Eats at Bonefish Grill • Shops at Stein Mart • Follows PGA/LPGA • Cruises on 
Royal Caribbean • Watches Golf Channel • Listens to Soft Adult Contemporary 

Age 65+ Mostly Owners Elite IPA Below Average Tech 

                                                                       Upper Mid Younger Family Mix 

Up-and-Comers is a stopover for younger, midscale singles before they 
marry, have families, and establish more deskbound lifestyles. Found in 
suburban areas and second cities, these mobile adults, mostly age 25 to 
44, include many recent college graduates who are into athletic 
activities, the latest technology, and nightlife. 

Owns a Volkswagen • Eats at Panera • Shops at Gap Kids • Follows college hockey • Flies 
Southwest • Watches ESPN Classic • Listens to Inspirational 

Age 25-44 Mix Low IPA Above Average Tech 
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                                                               Upper Mid Middle Age without Kids 

Widely scattered across the nation's suburbs and second cities, the 
residents of Home Sweet Home tend to be younger, midscale families 
living in mid-sized homes. The adults in the segment, mostly under 55, 
have gone to college and hold professional and white-collar jobs. These 
folks stay busy remodeling and improving their homes, enjoy the 

occasional night out singing karaoke, and follow professional sports. 

Owns a Kia • Eats at Jason's Deli • Shops at Cost Plus World Market • Follows PGA/LPGA • 
Cruises on Royal Caribbean • Visits PGATour.com • Listens to minor league baseball 

Age <55 Mostly Owners Low IPA Above Average Tech 

                                                             Upper Mid Younger Mostly with Kids 

Pools & Patios is a segment of middle-aged suburban families. In these 
stable neighborhoods graced with backyard pools and patios, residents 
work as white-collar managers and professionals, and are now at the 
top of their careers. They are above average technology users, often 
researching products and shopping online. 

Owns a Kia • Eats at Wingstop • Shops at New York & Company • Plays soccer • Stays at 
Spring Hill Suites • Watches Nick Jr • Listens to Classic Country 

Age 25-44 Mostly Owners Low IPA Above Average Tech 

S4: Inner Suburbs 
The four segments in the Inner Suburbs social group are concentrated in the inner-ring suburbs of major metro 
areas where residents tend to be high school educated, unmarried, and downscale. There's diversity in this group, 
with segments divided evenly between homeowners and renters, and filled with households that are either young 
or aging in place. The behaviors of the S4 segments vary as well, from younger, more tech savvy segments to more 
mature segments that are slower to adopt new technology.  
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                                                          Midscale Younger Mostly without Kids 

Young & Influential is a segment of younger, lower middle class 
households that might not have high incomes but are nonetheless 
influential in their communities and social networks and are very tech 
savvy. The segment is a common address for middle-class singles and 
couples who are more preoccupied with balancing work and leisure 

pursuits and who live in apartment complexes surrounded by ball fields, health clubs, and 
casual-dining restaurants. 

Owns a Mercury • Eats at Chick-fil-A • Buys groceries online • Follows college baseball • Stays 
at Doubletree • Watches MTV2 • Listens to Inspirational 

Age 25-44 Renters Low IPA Highest Tech 

                                                               Midscale Older Mostly without Kids 

Like many other older segments, Toolbelt Traditionalists have empty 
nests. If something needs to be fixed, they are likely to do the work 
themselves with their own power tools or paint. They enjoy the benefits 
of AARP and are frequent QVC and HSN shoppers. 

 

Owns a Buick • Eats at Bob Evans • Shops at Chico's • Follows PGA/LPGA • Cruises on Royal 
Caribbean • Visits AARP • Listens to Gospel 

Age 55+ Mostly Owners Low IPA Average Tech 

                                                                      Lower Mid Mature without Kids 

Domestic Duos represents a downscale mix of mainly over-65 singles 
and married couples living in older suburban and second city homes. 
With their fixed incomes, segment residents maintain an easy-going, 
predictable lifestyle. Residents like to socialize by playing bingo, meeting 
with the local civic club, or going out to eat. 

Owns a Mercury • Eats at Bob Evans • Shops at Stein Mart • Follows PGA/LPGA • Cruises on 
Royal Caribbean • Watches Golf Channel • Listens to Soft Adult Contemporary 

Age 65+ Mostly Owners Moderate IPA Lowest Tech 
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                                                 Lower Mid Middle Age Mostly without Kids 

Metro Grads are middle age singles and couples still establishing 
themselves in their careers and their lives. They are settled in suburban 
areas and second cities but are often out and about, attending 
everything from soccer and hockey games to operas. 

 

Owns a GMC • Eats at Jack in the Box • Visits CraigsList on PC • Plays soccer • Stays at La 
Quinta • Watches Univision • Listens to Adult Contemporary 

Age <55 Homeowners Moderate IPA Average Tech 

Second City (C) 
Second Cities (C) are less densely populated than urban areas with population density 
centiles typically between 40 and 85.  While similar to suburban population densities, 
Second Cities are the population center of their surrounding community.  As such, many are 
concentrated within America’s smaller cities and larger towns.  This class also includes 
satellite cities or higher density suburbs encircling major metropolitan centers, typically 
with far greater affluence than their small city cousins.   

C1: Second City Society 
Among second-tier cities, Second City Society stands at the top of the heap as a social group consisting of the 
wealthiest families who live outside the nation's metropolitan core. The three segments in this group are 
dominated by homeowners with executive jobs and large homes. In the marketplace, they spend big on digital 
and wireless technology, business and cultural media, casual-dining restaurants, upscale retailers, foreign travel, 
and luxury cars. 

                                                                       Upscale Middle Age Family Mix 

Middleburg Managers arose when empty nesters settled in satellite 
communities, which offered a lower cost of living and more relaxed 
pace. Today, segment residents tend to be middle class with solid white-
collar jobs or comfortable retirements. In their older homes, they enjoy 
reading and needlecrafts, while time outside the home is spent at club 

activities and cultural events. 

Owns a Subaru • Eats at Chipotle • Uses cloth/reusable shopping bags • Plays 
softball/baseball • Stays at Hyatt • Visits MLB.com • Listens to Alternative 

Age <55 Mostly Owners Elite IPA Average Tech 
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                                                             Upper Mid Younger Mostly with Kids 

In Second City Startups, young to middle-aged families have settled in 
neighborhoods within smaller cities and metro areas. These families are 
ethnically diverse and are more likely to have a military affiliation of 
some kind and have average technology use. 

 

Owns a GMC • Eats at CiCi's Pizza • Shops at Ross • Follows motocross • Stays at La Quinta • 
Watches TV One • Listens to Urban Adult Contemporary 

Age 25-44 Mix Low IPA Average Tech 

                                                                       Upper Mid Younger Family Mix 

Not all of America's chic sophisticates live in major metros. Brite Lights, 
Li'l City is a group of well-off, college educated, middle-aged couples 
settled in the nation's satellite cities and suburbs. Despite living further 
out from the urban downtowns, they still like to go out on the town with 
frequent meals out and karaoke evenings. 

Owns a Cadillac • Eats at Taco Bell • Uses smartphone for shopping • Follows motocross • 
Cruises on Carnival • Watches Adult Swim • Listens to Rock 

Age 25-44 Mix Low IPA Average Tech 

C2: City Centers 
The five segments in the C2 social group consist of a mix of Americans, old and young, homeowners and renters, 
families and singles, who've settled in the nation's satellite cities. What they share is a middle class status, 
educations that include at least some college, and a lifestyle heavy on leisure and recreation. The members of City 
Centers tend to be big fans of home-centered activities: Internet surfing, video renting, TV viewing, and playing 
games and musical instruments. Outside their homes, they go to movies, museums, and bowling alleys at high 
rates. 

                                               Low Income Middle Age Mostly without Kids 

Striving Selfies is a segment of younger singles and couples that show 
signs of greater potential. They are among the most tech savvy 
segments with some college credits under their belt. More often than 
not, they are renters who have not yet been able to purchase their first 
home. 

Owns a Chrysler • Eats at Taco Bell • Visits Groupon on PC • Plays tennis • Visits Asia • 
Watches MTV2 • Listens to Urban Contemporary 

Age <55 Renters Low IPA Highest Tech 
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                                                                     Low Income Younger Family Mix 

Having grown up in the age of the internet, Generation Web are younger 
families with above average technology use. They are more often 
renters, living in suburban neighborhoods and second cities, and 
frequent video game and accessory stores. 

 

Owns a Nissan • Eats at Burger King • Shops at GameStop • Plays basketball • Stays at Motel 
6 • Watches MTV2 • Listens to Adult Contemporary 

Age 25-44 Mostly Renters Low IPA Above Average Tech 

                                                                         Lower Mid Older without Kids 

They may be older and retired, but the residents of American Classics 
are still living the American Dream of home ownership. Homeowners 
living a comfortable lifestyle, these couples are below average in their 
technology use, preferring to find their entertainment outside of the 
home. 

Owns a Buick • Eats at Bob Evans • Shops at Stein Mart • Follows figure skating • Visits Alaska 
• Watches Hallmark Channel • Listens to Oldies 

Age 55+ Mostly Owners Moderate IPA Below Average Tech 

                                                                     Downscale Mature without Kids 

Lo-Tech Singles are older households centered mainly in the nation's 
second cities. Residents are below average in their technology use, 
choosing instead a night out at a restaurant as their evening 
entertainment. 

 

Owns a Lincoln • Eats at Church's Chicken • Shops at Stein Mart • Follows IndyCar • Stays at 
Motel 6 • Watches WGN • Listens to Gospel 

Age 65+ Homeowners Low IPA Below Average Tech 
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                                               Low Income Middle Age Mostly without Kids 

Ethnically diverse households found mostly in second cities, Struggling 
Singles are middle aged and mid-career. They enjoy a wide variety of 
sports and entertainment activities that fill their social calendars. 

 

Owns a Chevrolet • Eats at Papa John's • Buys basketball shoes • Follows NASCAR • Stays at 
Quality Inn • Watches MTV2 • Listens to Urban Contemporary 

Age <55 Mix Below Average IPA Average Tech 

 C3: Micro-City Mix 
Micro-City Mix was created via the predominantly downscale residents living in the affordable housing found 
throughout the nation's smaller cities. A diverse social group, these five segments contain a mix of old and young 
families, with and without kids. Many of the workers hold blue-collar jobs and their marketplace behaviors reflect 
the segments' varied lifestyles. 

                                                                  Downscale Middle Age Family Mix 

New Melting Pot neighborhoods are populated by a blend of ethnically 
diverse, young families and singles in the nation's second cities. They are 
mainly high school graduates that rent and work in a mix of service jobs. 
They are big fans of gospel music, wrestling, and monster trucks. 

 

Owns a Mazda • Eats at Church's Chicken • Shops at Burlington • Follows monster trucks • 
Stays at Ramada • Watches WWE • Listens to Gospel 

Age <55 Mostly Renters Low IPA Average Tech 

                                                                Low Income Middle Age Family Mix 

Second City Generations are often multi-generational households with 
middle-aged parents or grandparents and new babies and young 
children all under one roof. Also often bilingual, they are entertained by 
a wide variety of media channels and programs. 

 

Owns a Cadillac • Eats at Church's Chicken • Shops at Burlington • Follows Mexican league 
soccer • Stays at La Quinta • Watches Telemundo • Listens to Gospel 

Age <55 Mix Low IPA Average Tech 
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                                               Low Income Middle Age Mostly without Kids 

The small-city cousins of inner-city districts, Family Thrifts contain 
middle age, ethnically diverse parents who have lots of children and 
work entry-level service jobs. In these apartment-filled neighborhoods, 
residents rely on public transportation and seldom have the chance to 
get away on vacation. 

Owns a Mercury • Eats at Long John Silvers • Buys basketball shoes• Follows motocross • 
Makes international calls to Mexico • Watches Boomerang • Listens to Urban Contemporary 

Age <55 Mostly Renters Low IPA Average Tech 

                                               Low Income Middle Age Mostly without Kids 

Filled with younger, mostly single adults, New Beginnings is a magnet 
for adults in transition. Many of its residents are singles and couples just 
starting out on their career paths in service jobs, or starting over after 
recent divorces or company transfers. New Beginnings households tend 
to have the modest living standards typical of transient apartment 

dwellers. 

Owns a Volkswagen • Eats at Dunkin Donuts • Visits automotive sites on PC • Follows Mexican 
league soccer • Stays at Ramada • Watches TV One • Listens to Urban Contemporary 

Age <55 Renters Low IPA Average Tech 

                                                          Low Income Older Mostly without Kids 

Park Bench Seniors are typically retired singles living in the racially 
diverse neighborhoods of the nation's satellite cities. With modest 
educations and incomes, these residents maintain low-key, sedentary 
lifestyles. They spend a lot of time watching TV, especially talk shows 
and game shows. 

Owns a Buick • Eats at Long John Silver’s • Shops at Stein Mart • Follows figure skating • Stays 
at Motel 6 • Watches WGN • Listens to Gospel 

Age 55+ Mostly Renters Low IPA Below Average Tech 

Town & Rural (T) 
Town & Rural (T) Social Groups have population density centiles under 40.  This Social Group 
includes exurbs, towns, farming communities and a wide range of other rural areas.  The 
town aspect of this class covers the thousands of small towns and villages scattered among 
the rural heartland, as well as the low-density areas far beyond the outer beltways and 
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suburban rings of America’s major metros.  Households in these exurban segments live among higher densities 
and are more affluent than their rural neighbors.   

T1: Landed Gentry 
Widely scattered throughout the nation, the four segments in the Landed Gentry social group consist of wealthy 
Americans who migrated to smaller towns beyond the nation's beltways. Many of the households contain Boomer 
families and couples with college degrees, expansive homes, and professional jobs. With their upscale incomes, 
they can afford to spend heavily on consumer electronics, wireless and computer technology, luxury cars, 
powerboats, books and magazines, children's toys, and exercise equipment. 

                                                                      Wealthy Middle Age Family Mix 

The wealthiest residents in exurban America live in Country Squires, an 
oasis for affluent Baby Boomers who've fled the city for the charms of 
small-town living. In their bucolic communities noted for their recently 
built homes on sprawling properties, the families of executives live in 
six-figure comfort. 

Owns a Volkswagen • Eats at Dunkin Donuts • Shops at Pottery Barn • Plays golf • Stays at 
Spring Hill Suites • Uses LivingSocial • Listens to Album Rock 

Age 35-54 Mostly Owners Elite IPA Above Average Tech 

                                                              Upscale Mature Mostly without Kids 

Older, upper-class, college-educated professionals, the members of Big 
Fish, Small Pond are often among the leading citizens of their small-
town communities. These upscale, empty-nesting couples enjoy the 
trappings of success, including belonging to country clubs, maintaining 
large investment portfolios, and spending freely on computer 

technology. 

Owns a Subaru • Eats at Ruby Tuesday • Shops at Lands' End • Follows PGA/LPGA • Stays at 
Spring Hill Suites • Watches Fox Business • Listens to Classical 

Age 65+ Homeowners Elite IPA Average Tech 
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                                                             Upscale Middle Age Mostly with Kids 

Fast-Track Families lead busy, active lives often centered around the 
schedules and interests of their children. Always on the go, they are 
frequent restaurant diners, drive larger SUVs, visit Pinterest, and tend 
to shop in bulk at wholesale clubs. 

 

Owns a GMC • Eats at Qdoba • Shops at Justice • Goes skiing/snowboarding • Flies Frontier 
• Visits Pinterest • Listens to New Country 

Age 35-54 Mostly Owners Above Average IPA Average Tech 

                                                                  Upscale Younger Mostly with Kids 

Young, upper-middle-class families seeking to escape suburban sprawl 
find refuge in New Homesteaders, a collection of small rustic townships. 
With a mix of jobs in white and blue-collar industries, these dual-income 
couples have fashioned comfortable, child-centered lifestyles; their 
driveways are filled with campers and powerboats, their house with the 

latest technological gadgets and hunting gear. 

Owns a Subaru • Eats at Cold Stone Creamery • Shops at Justice • Goes hunting • Flies 
Frontier • Visits NHL.com • Listens to New Country 

Age 25-44 Mostly Owners High IPA Above Average Tech 

T2: Country Comfort 
The six segments in Country Comfort are filled with predominantly upper-middle class homeowners. In their placid 
towns and scenic bedroom communities, these Americans tend to be married, with or without children. They 
enjoy comfortable upscale lifestyles, exhibiting high indices for outdoor activities like gardening, barbecuing and 
playing golf, as well as home-based activities such as woodworking and crafts. Reflecting their rural, family 
environment, they prefer trucks, SUVs, and minivans to cars.  

                                                                 Upscale Older Mostly without Kids 

Like The Andy Griffith Show set in a quaint picturesque burg, Mayberry-
ville harks back to an old-fashioned way of life. In these small towns, 
upscale couples prefer outdoor activities like fishing and hunting during 
the day, and stay home and watch TV at night. Overall, their use of 
technology trails that of others at their same asset level. 

Owns a Subaru • Eats at Cracker Barrel • Shops at Eddie Bauer • Goes hunting • Visits Alaska 
• Visits PGATour.com • Listens to Oldies 

Age 55+ Mostly Owners Elite IPA Below Average Tech 
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                                                                  Upper Mid Middle Age Family Mix 

Homeowners in Township Travelers exhibit a blend of behaviors 
representative of their upscale incomes and small town environment. 
They enjoy outdoor activities like fishing and off-road biking but also 
enjoy the creature comforts of reading, watching college basketball, and 
shopping at wholesale clubs and gourmet groceries. 

Owns a GMC • Eats at Logan's Roadhouse • Buys books online • Follows college baseball • 
Stays at Spring Hill Suites • Visits Pinterest • Listens to SEC Football 

Age <55 Homeowners Low IPA Average Tech 

                                                                 Upscale Older Mostly without Kids 

Pickup Patriarchs, an upscale segment found in exurban areas, are 
country chic. They live in areas that are somewhat rural but they have 
more suburban tastes. They are frequent golfers and boaters, heavy 
shoppers and savvy investors. 

 

Owns a GMC • Eats at Bob Evans • Shops at Eddie Bauer • Goes boating • Stays at Radisson 
• Visits NASCAR.com • Listens to NASCAR 

Age 45-64 Mostly Owners High IPA Average Tech 

                                                        Upper Mid Middle Age Mostly with Kids 

Scattered in placid towns across the American heartland, Big Sky 
Families is a segment of middle-aged rural families who have turned 
high school educations and blue-collar jobs into busy, upper-middle-
class lifestyles. Residents enjoy country music and all types of team 
sports and outdoor activities, especially hunting. To entertain their 

families, they buy virtually every piece of sporting equipment on the market. 

Owns a Jeep • Eats at Dairy Queen • Shops at Books-a-Million • Goes hunting • Stays at Super 
8 • Watches CMT • Listens to New Country 

Age 35-54 Mostly Owners Above Average IPA Average Tech 
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                                                            Upper Mid Older Mostly without Kids 

There's a laid-back atmosphere in Country Casuals, a collection of older, 
midscale empty-nest households. Today, these Baby Boom couples 
enjoy outdoor activities like hunting, and going out to eat but are not 
likely to be up-to-date on technology. 

 

Owns a GMC • Eats at Hardee's • Shops at Hobby Lobby • Goes hunting • Stays at Hampton 
Inn • Watches Sportsman Channel • Listens to Classic Country 

Age 55+ Mostly Owners High IPA Below Average Tech 

                                                                           Midscale Younger Family Mix 

Residents in White Picket Fences look a lot like the stereotypical 
American household of a generation ago: upper-middle-class and 
married with children. But the current version reflects changing 
patterns, with some parents just beginning to start families while others 
approach the empty-nest stage as their children age. They enjoy 

reading, following sports, and DIY projects and crafts. 

Owns an Acura • Eats at Logan's Roadhouse • Buys clothing/accessories online • Follows 
minor league baseball • Visits the Bahamas • Watches DIY Network • Listens to SEC sports 

Age 25-44 Mix Low IPA Above Average Tech 

T3: Middle America 
The seven segments in Middle America are filled with middle class to lower-middle class homeowners living in 
small towns and remote exurbs. Typically found in scenic settings throughout the nation's heartland, Middle 
Americans are a mix of couples and families. Like many residents of remote communities, these conservative 
consumers tend to prefer traditional rural pursuits: fishing, hunting, making crafts, antique collecting, watching 
television, and meeting at civic and veterans clubs for recreation and companionship. Friday nights are for 
celebrating high school sports. 
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                                                                      Upper Mid Mature without Kids 

Traditional Times is the kind of lifestyle where small-town couples 
nearing retirement are beginning to enjoy their first empty-nest years. 
Typically age 55 and older, these midscale Americans pursue an active 
lifestyle. They belong to country clubs and civic clubs and spend their 
vacation time traveling by motor home. 

Owns a Buick • Eats at Bonefish Grill • Shops at Chico's • Follows PGA/LPGA • Visits Alaska • 
Watches Fox Business • Listens to Soft Adult Contemporary 

Age 65+ Homeowners Elite IPA Below Average Tech 

                                                               Midscale Older Mostly without Kids 

Hometown Retired consists of older, midscale couples with no kids at 
home. Somewhat set in their ways, they are slow to adopt and below 
average in their use of technology. They watch the news on television 
and enjoy reading and eat out occasionally at places that they deem to 
offer a good value. 

Owns a Chrysler • Eats at Cracker Barrel • Visits finance/investment sites on PC • Follows 
NASCAR • Stays at Quality Inn • Watches CNN Headline News • Listens to Classic Country 

Age 55+ Mostly Owners Low IPA Below Average Tech 

                                                                Midscale Younger Mostly with Kids 

Widely scattered throughout the nation's heartland, Kid Country, USA is 
a segment dominated by families living in small towns. These working-
class households enjoy outdoor activities and are more likely to own 
boats and ATVs. 

 

Owns a GMC • Eats at Logan's Roadhouse • Shops at Gap Kids • Follows college baseball • 
Visits the Bahamas • Watches WWE • Listens to Rock 

Age 25-44 Mix Low IPA Average Tech 
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                                                                  Lower Mid Middle Age Family Mix 

Country Strong are lower middle class families in rural areas that 
embrace their day-to-day lives. They are focused on their families and 
prefer hunting and country music to keeping up with the latest 
technology. 

 

Owns a GMC • Eats at Hardee's • Shops at Books-a-Million • Goes hunting • Stays at Super 8 
• Watches CMT • Listens to New Country 

Age <55 Mostly Owners Below Average IPA Below Average Tech 

                                                            Lower Mid Older Mostly without Kids 

America was once a land of small middle-class towns, which can still be 
found today among Heartlanders. This widespread segment consists of 
mostly retired older couples living in sturdy, unpretentious homes. In 
these communities of small families and empty-nesting couples, 
Heartlanders residents pursue a rustic lifestyle where hunting and 

fishing remain prime leisure activities along with cooking, sewing, camping, and boating. 

Owns a Subaru • Eats at Denny's • Shops at JoAnn Fabric • Follows NASCAR • Flies Frontier • 
Watches Reelz • Listens to Classic Country 

Age 45-64 Mostly Owners Above Average IPA Lowest Tech 

                                                                  Downscale Middle Age Family Mix 

Primarily found in more rural areas, Campers & Camo families enjoy the 
outdoors. A top segment for ownership of an RV, they also enjoy hunting 
and fishing. Despite their age, they are below average in their use of 
technology but are big fans of country music and prefer a value when 
shopping, traveling, and eating out. 

Owns a Dodge • Eats at Little Caesars • Shops at Wal-Mart • Follows Grand Prix • Stays at 
Quality Inn • Watches Nick • Listens to New Country 

Age 35-54 Homeowners Below Average IPA Below Average Tech 
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                                                                      Lower Mid Mature without Kids 

With many of its residents over 65 years old, Simple Pleasures is mostly 
a retirement lifestyle: a neighborhood of lower-middle-class singles and 
couples living in modestly priced homes. Many are high school-
educated seniors who held blue-collar jobs before their retirement. 

 

Owns a Buick • Eats at Bob Evans • Shops at Chico's • Follows figure skating • Visits Alaska • 
Watches Fox News • Listens to Classic Country 

Age 65+ Mostly Owners Above Average IPA Lowest Tech 

T4: Rustic Living 
The seven segments in Rustic Living represent the nation's most isolated towns and rural villages. As a group, T4 
residents have relatively modest incomes, aging homes, and blue-collar occupations. Many of the residents, a mix 
of young singles and seniors, are unmarried, and they've watched scores of their neighbors migrate to the city. In 
their remote communities, these consumers spend their leisure time in such traditional small-town activities as 
fishing and hunting, attending social activities at the local church and veterans club, and enjoying country music 
and car racing. 

                                                                Low Income Middle Age Family Mix 

The residents of Red, White & Blue typically live in rural areas. Middle-
aged, with high school educations and lower incomes, many of these 
folks are transitioning from blue-collar jobs to the service industry. In 
their spare time, they are active members of their local community 
organizations. 

Owns a Jeep • Eats at Long John Silver’s • Shops at Wal-Mart • Follows monster trucks • Stays 
at Days Inn • Watches Nick at Nite • Listens to New Country 

Age <55 Mix Low IPA Below Average Tech 
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                                                           Downscale Older Mostly without Kids 

Strewn among remote farm communities across the nation, Back 
Country Folks are a long way away from economic paradise. The 
residents have below average incomes and live in older, modest-sized 
homes and manufactured housing. Typically, life in this segment is a 
throwback to an earlier era when farming dominated the American 

landscape. 

Owns a GMC • Eats at Hardee's • Visits family/lifestyle sites on PC • Follows pro rodeo • Stays 
at Super 8 • Watches Sportsman Channel • Listens to Classic Country 

Age 55+ Mostly Owners Low IPA Lowest Tech 

                                                           Downscale Older Mostly without Kids 

Golden Ponds is mostly a retirement lifestyle, dominated by downscale 
singles and couples over 50 years old. Found in small bucolic towns 
around the country, these high school-educated seniors live in small 
apartments on a combined income of less than $30,000 a year. Daily life 
is often a succession of sedentary activities such as reading, watching 

TV, playing bingo, and doing craft projects. 

Owns a Buick • Eats at Golden Corral • Shops at Kmart • Follows horse racing • Stays at Motel 
6 • Watches CNN Headline News • Listens to Classic Country 

Age 45-64 Mix Below Average IPA Below Average Tech 

                                                                       Downscale Younger Family Mix 

The residents of Small-Town Collegiates are younger families and singles 
who are just starting out. They are often students - full or part-time - 
focused on building a better life for themselves and their growing 
families. 

 

Owns a Dodge • Eats at Sonic • Shops at GameStop • Follows extreme sports • Stays at Super 
8 • Watches Boomerang • Listens to Rock 

Age 25-44 Renters Low IPA Average Tech 
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                                                                     Downscale Mature without Kids 

With a population of retired seniors, Crossroads Villagers is a classic 
small town lifestyle. Residents are high school-educated, with 
downscale incomes and modest housing. They enjoy the occasional 
dinner out and are frequent cruise vacationers. 

 

Owns a Buick • Eats at Bob Evans • Shops at Stein Mart • Follows figure skating • Visits Alaska 
• Watches Hallmark Channel • Listens to Classic Country 

Age 65+ Mostly Owners Below Average IPA Lowest Tech 

                                                                Low Income Middle Age Family Mix 

Young & Rustic is composed of restless singles and young families in the 
nation's rural areas. They enjoy the outdoors on their ATVs but are also 
big video gamers and follow NASCAR and monster trucks. 

 

Owns a Ford • Eats at Hardee's • Spends 5+ hours a day on social network sites • Follows 
monster trucks • Stays at Days Inn • Watches Boomerang • Listens to NASCAR 

Age <55 Mix Low IPA Below Average Tech 

                                               Low Income Middle Age Mostly without Kids 

Bedrock America consists of economically challenged families in small, 
isolated towns located throughout the nation's heartland. With modest 
educations, sprawling families, and service jobs, many of these residents 
struggle to make ends meet but find enjoyment in following motocross 
and listening to rock music. 

Owns a Chrysler • Eats at Hardee's • Shops at Eddie Bauer • Follows motocross • Stays at 
Ramada • Watches MTV • Listens to Rock 

Age <55 Mostly Renters Low IPA Below Average Tech 

CLARITAS PRIZM PREMIER LIFESTAGE GROUPS 
PRIZM Premier Lifestage classifications provide a different way to look at groups of PRIZM Premier segments. 
While PRIZM Premier Social Groups are based on both affluence and Claritas Urbanization, PRIZM Premier 
Lifestage Groups account for affluence and a combination of householder age and household composition. 

Within three Lifestage classes—Younger Years, Family Life, and Mature Years—the 68 segments are further 
grouped into 11 Lifestage Groups. Each Lifestage Group's combination of the three variables—affluence, 
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householder age, and presence of children at home—help paint a more vivid picture of the likely lifestyle of the 
segments in that group. For example, the three Lifestage Groups that comprise the class Younger Years share the 
characteristic that the majority of households are young and childless.  

What differentiates Y1: Midlife Success, from Y2: Young Achievers, is the age at which residents have achieved 
this level of affluence. Similarly, the four groups of segments that make up Family Life have children in common, 
while segments categorized as Mature Years are mostly empty nesters. The most affluent family segments fall 
into F1: Accumulated Wealth, which includes Networked Neighbors, Country Squires, and Winner’s Circle. 
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Younger Years (Y) 
Segments in Younger Years (Y) consist of mostly singles and couples who are typically under 
45 years old and generally have no children in the household.  Residents may feel they are 
too young to have children and/or are approaching middle age and choose not to have 
them.  At the household level, around age 45 is the cutoff for most segments.  Among these 
younger segments, only those explicit in their definition for lack of children or with low 
indices for presence of children tend to be included in Younger Years.  

Y1: Midlife Success 
The seven segments in Midlife Success typically are filled with childless singles and couples in their thirties and 
forties. The wealthiest of the Younger Years class, this group is home to many college-educated residents who 
make six-figure incomes at executive and professional jobs but also extends to more middle class segments. Most 
of these segments are found in urban and suburban communities, and consumers here are big fans of the latest 
technology, financial products, aerobic exercise, and travel. 

 

04 Young Digerati 

13 Upward Bound 

21 The Cosmopolitans 

25 Up-and-Comers 

31 Connected Bohemians 

34 Young & Influential 

35 Urban Achievers 

Y2: Young Achievers 
Young Achievers is a Lifestage group made up of a lower midscale segments found in urban and metro 
neighborhoods. A blend of family types, Young Achievers are also a mix of homeowners and renters. They are 
above average in their use of technology, often researching their upcoming purchases online. 
 

40 Aspiring A-Listers 

47 Striving Selfies 

48 Generation Web 

50 Metro Grads 

54 Struggling Singles 
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Y3: Striving Singles  
The seven segments in Striving Singles make up the most downscale of the Younger Years class. Found in both 
cities and rural settings, these households typically have low incomes, often under $30,000 a year, from service 
jobs or part-time work they take on while going to college. As consumers, the residents in these segments score 
high for outdoor sports, movies and music, fast food, and inexpensive cars. 

 

55 Red, White & Blue 

59 New Melting Pot 

60 Small-Town Collegiates 

63 Low-Rise Living 

64 Family Thrifts 

65 Young & Rustic 

66 New Beginnings 

Family Life (F) 
Family Life (F) is composed of segments that are middle-aged and either defined by 
presence of children in the household or have high indices for households with children 
under age 18.  They may be married couples or single parents.  At the household level, 
presence of children is the primary driver for many segments in this class.  While this class 
also includes segments where the presence of children is not explicit at the household level, 
in general they do show high indices for that characteristic. 

F1: Accumulated Wealth 
The eight segments in Accumulated Wealth contain the wealthiest families, mostly college-educated, white-collar 
Baby Boomers living in sprawling homes beyond the nation's beltways. These large family segments are filled with 
upscale professionals who have the disposable cash and sophisticated tastes to indulge their children with 
electronic toys, computer games, and top-of-the-line sporting equipment. The adults in these households are also 
a prime audience for print media, expensive cars and frequent vacations, often to theme parks as well as European 
destinations. 

 

02 Networked Neighbors 

05 Country Squires 

06 Winner's Circle 

10 Executive Suites 

11 Fast-Track Families 

14 Kids & Cul-de-Sacs 
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15 New Homesteaders 

16 Beltway Boomers 

F2: Young Accumulators 
Compared to the Accumulated Wealth group, the five segments in Young Accumulators are slightly younger and 
less affluent than their upscale peers. Adults typically have college educations and work a mix of white-collar 
managerial and professional jobs. Found mostly in suburban and exurban areas, the large families in Young 
Accumulators have fashioned comfortable, upscale lifestyles in their mid-sized homes. They favor outdoor sports, 
kid-friendly technology and adult toys like campers, powerboats, and motorcycles. Their media tastes lean 
towards cable networks targeted to children and teenagers. 

23 Township Travelers 

26 Home Sweet Home 

27 Big Sky Families 

29 White Picket Fences 

30 Pools & Patios 

F3: Mainstream Families 
Mainstream Families refers to a collection of five segments of middle class and working-class families. Residents 
in this exurban group share similar consumption patterns, living in modestly priced homes and ranking high for 
outdoor activities. Mainstream Families maintain lifestyles befitting large families in the nation's small towns: lots 
of sports, electronic toys, groceries in bulk, and televised media. 

 

33 Second City Startups 

37 Bright Lights, Li'l City 

39 Kid Country, USA 

44 Country Strong 

51 Campers & Camo 

F4: Sustaining Families  
Sustaining Families is the least affluent of the Family Life groups, an assortment of segments that range from 
working-class to decidedly downscale. These segments are primarily found in urban neighborhoods. Most adults 
hold blue-collar and service jobs, earning wages that relegate their families to small, older apartments or houses. 
And their lifestyles are similarly modest: households here are into playing games and sports, shopping at discount 
chains and convenience stores, and tuning into nearly everything that airs on TV and radio. 

42 Multi-Culti Mosaic 
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45 Urban Modern Mix 

56 Multi-Culti Families 

61 Second City Generations 

68 Bedrock America 

Mature Years (M) 
Mature Years (M) includes segments whose residents are primarily empty-nesters or those 
with children in their late teens, away at college or rebounding back to mom and dad’s 
home.  At the household level, the primary driver is age, not necessarily the absence of 
children.  Segments that are uniquely child-centered tend to be younger and are grouped 
under Family Years while those under age 45 and without children are grouped in Younger 
Years, leaving the last group of segments for the Mature Years.  

M1: Affluent Empty Nests 
Americans in the Mature Years tend to be over 45 years old and living in houses that have empty-nested. The six 
wealthiest segments in this group are classified Affluent Empty Nests, and they feature upscale couples who are 
college educated and hold executive and professional positions. While their neighborhoods are found across a 
variety of landscapes, they are most common in suburban neighborhoods with large, older homes. With their 
children out of the house, these consumers have plenty of disposable cash to finance active lifestyles rich in travel, 
cultural events, exercise equipment, and business media. These folks are also community activists who write 
politicians, volunteer for environmental groups, and vote regularly in elections. 

 

01 Upper Crust 

03 Movers & Shakers 

07 Money & Brains 

08 Gray Power 

09 Big Fish, Small Pond 

12 Cruisin' to Retirement 

M2: Conservative Classics 
College educated, over 55 years old and upper-middle class, the seven segments in Conservative Classics offer a 
portrait of quiet comfort. These childless singles and couples live in older suburban homes. For leisure at home, 
they enjoy gardening, reading books, watching public television, and entertaining neighbors over barbecues. 
When they go out, it's often to a local museum, the theater, or a casual-dining restaurant. 
 

17 Urban Elders 

18 Mayberry-ville 
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19 American Dreams 

20 Empty Nests 

22 Middleburg Managers 

24 Pickup Patriarchs 

28 Country Casuals 

M3: Cautious Couples 
Another large group of Mature Years segments is Cautious Couples, featuring an over-55-year-old mix of singles, 
couples, and widows. Widely scattered throughout the nation, the residents in these seven segments typically are 
working-class, with some college education and a high rate of homeownership. Given their blue-collar roots, 
Cautious Couples today pursue sedate lifestyles. They have high rates for reading, travel, eating out at family 
restaurants, and pursuing home-based hobbies like coin collecting and gardening. 

32 Traditional Times 

36 Toolbelt Traditionalists 

38 Hometown Retired 

41 Domestic Duos 

43 City Roots 

46 Heartlanders 

49 American Classics 

52 Simple Pleasures 

53 Lo-Tech Singles 

M4: Sustaining Seniors 
Sustaining Seniors consists of four segments filled with older, economically challenged Americans. Primarily found 
in small towns and rural areas, they all score high for having residents who are over 65 years old and who have 
household incomes under $40,000. Many are single or widowed, have modest educational achievement, and live 
in older apartments or small homes. On their fixed incomes, they lead low-key, home-centered lifestyles. They're 
big on watching TV, gardening, sewing, and woodworking. Their social life often revolves around activities at 
veterans clubs and fraternal organizations. 

57 Back Country Folks 

58 Golden Ponds 

62 Crossroad Villagers 

67 Park Bench Seniors 
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Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

Segment
Code

Segment Name Base Count Base %
Trade Area

Count
Trade Area %

Trade Area
Index

36 Toolbelt Traditionalists 3,756,775 2.6 11,636 6.42 247

38 Hometown Retired 2,064,750 1.43 11,539 6.37 446

24 Pickup Patriarchs 1,640,560 1.13 11,426 6.3 556

29 White Picket Fences 2,113,983 1.46 10,373 5.72 392

20 Empty Nests 2,479,817 1.71 10,237 5.65 330

27 Big Sky Families 3,953,912 2.73 10,005 5.52 202

32 Traditional Times 2,177,588 1.5 9,864 5.44 362

50 Metro Grads 2,160,250 1.49 8,677 4.79 321

26 Home Sweet Home 2,080,830 1.44 7,483 4.13 287

23 Township Travelers 1,478,229 1.02 6,410 3.54 346

37 Bright Lights, Li'l City 2,286,669 1.58 5,987 3.3 209

39 Kid Country, USA 1,651,257 1.14 5,810 3.21 281

28 Country Casuals 2,971,149 2.05 4,477 2.47 120

22 Middleburg Managers 4,159,150 2.87 4,031 2.23 77

54 Struggling Singles 1,987,316 1.37 4,014 2.21 161

30 Pools & Patios 2,224,692 1.54 3,689 2.04 132

12 Cruisin' to Retirement 4,189,603 2.9 3,592 1.98 68

15 New Homesteaders 1,375,019 0.95 3,429 1.89 199

9 Big Fish, Small Pond 2,523,531 1.74 3,341 1.84 106

48 Generation Web 2,339,282 1.62 3,220 1.78 110

49 American Classics 2,553,223 1.76 3,144 1.74 98

59 New Melting Pot 2,037,721 1.41 3,115 1.72 122

64 Family Thrif ts 1,084,454 0.75 3,114 1.72 229

10 Executive Suites 2,244,272 1.55 2,736 1.51 97

66 New Beginnings 1,302,138 0.9 2,617 1.44 161

67 Park Bench Seniors 1,002,318 0.69 2,590 1.43 206

11 Fast-Track Families 2,957,637 2.04 2,320 1.28 63

8 Gray Power 1,912,828 1.32 2,147 1.19 90

51 Campers & Camo 2,550,287 1.76 2,163 1.19 68

25 Up-and-Comers 1,958,602 1.35 1,994 1.1 81

44 Country Strong 4,871,025 3.37 1,667 0.92 27

47 Striving Self ies 1,870,392 1.29 1,590 0.88 68

60 Small-Town Collegiates 1,350,199 0.93 1,565 0.86 93

61 Second City Generations 1,785,411 1.23 1,484 0.82 66

16 Beltway Boomers 1,579,328 1.09 1,404 0.78 71

58 Golden Ponds 2,658,926 1.84 1,242 0.69 37

5 Country Squires 3,352,026 2.32 1,236 0.68 29

13 Upward Bound 1,637,586 1.13 931 0.51 45



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

Segment
Code

Segment Name Base Count Base %
Trade Area

Count
Trade Area %

Trade Area
Index

18 Mayberry-ville 2,733,029 1.89 787 0.43 23

3 Movers & Shakers 2,608,091 1.8 751 0.41 23

1 Upper Crust 1,526,779 1.05 716 0.4 37

41 Domestic Duos 1,147,301 0.79 556 0.31 39

2 Networked Neighbors 1,550,791 1.07 308 0.17 16

52 Simple Pleasures 1,820,190 1.26 307 0.17 13

62 Crossroad Villagers 1,358,949 0.94 298 0.16 17

46 Heartlanders 1,826,913 1.26 232 0.13 10

14 Kids & Cul-de-Sacs 1,971,711 1.36 114 0.06 5

45 Urban Modern Mix 2,767,540 1.91 106 0.06 3

55 Red, White & Blue 1,964,572 1.36 115 0.06 5

53 Lo-Tech Singles 1,816,598 1.25 82 0.04 4

35 Urban Acheivers 1,762,631 1.22 47 0.03 2

42 Multi-Culti Mosaic 2,198,137 1.52 56 0.03 2

43 City Roots 1,836,430 1.27 52 0.03 2

57 Back Country Folks 3,282,000 2.27 60 0.03 1

65 Young & Rustic 2,689,800 1.86 50 0.03 1

68 Bedrock America 1,294,177 0.89 52 0.03 3

6 Winner's Circle 2,133,707 1.47 44 0.02 2

33 Second City Startups 1,547,916 1.07 40 0.02 2

4 Young Digerati 2,245,837 1.55 22 0.01 1

7 Money & Brains 2,141,979 1.48 22 0.01 1

19 American Dreams 1,445,157 1 19 0.01 1

21 The Cosmopolitans 1,647,835 1.14 18 0.01 1

31 Connected Bohemians 1,791,968 1.24 17 0.01 1

34 Young & Inf luential 1,170,220 0.81 13 0.01 1

63 Low-Rise Living 2,266,629 1.57 20 0.01 1

17 Urban Elders 1,330,029 0.92 0 0 0

40 Aspiring A-Listers 1,154,257 0.8 5 0 0

56 Multi-Culti Families 1,371,963 0.95 4 0 0



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 6.42% 6.37% 6.30%

Segment
Toolbelt

Traditionalists Hometown Retired Pickup Patriarchs

Income Midscale Midscale Upscale

Lifestage Older Older Older

Family Mostly without Kids Mostly without Kids Mostly without Kids

Like many other older
segments, Toolbelt
Traditionalists have empty
nests. If something needs to
be fixed, they are likely to do
the work themselves with
their own power tools or
paint. They enjoy the
benefits of AARP and are
frequent QVC and HSN
shoppers.

Hometown Retired consists
of older, midscale couples
with no kids at home.
Somewhat set in their ways,
they are slow to adopt and
below average in their use of
technology. They watch the
news on television and enjoy
reading and eat out
occasionally at places that
they deem to offer a good
value.

Pickup Patriarchs, an
upscale segment found in
exurban areas, are country
chic. They live in areas that
are somewhat rural but they
have more suburban tastes.
They are frequent golfers
and boaters, heavy shoppers
and savvy investors.

Drive Owns a Buick Owns a Chrysler Owns a GMC

Dine Eats at Bob Evans Eats at Cracker Barrel Eats at Bob Evans

Shop Shops at Chico's
Visits finance /

investment sites on PC
Shops at Eddie Bauer

Leisure Follows PGA/LPGA Follows NASCAR Goes boating

Travel Cruises on Royal Caribbean Stays at Quality Inn Stays at Radisson

Online/TV Visits AARP Watches CNN Headline News Visits NASCAR.com

Music Listens to Gospel Listens to Classic Country Listens to NASCAR

Age Age 55+ Age 55+ Age 45-64

Own/Rent Mostly Owners Mostly Owners  Mostly Owners

Investment Low IPA Low IPA  High IPA

Technology  Average Tech Below Average Tech  Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 5.72% 5.65% 5.52%

Segment
White Picket

Fences Empty Nests Big Sky Families

Income Midscale Upper Mid Upper Mid

Lifestage Younger Mature Middle Age

Family Family Mix Without Kids Mostly with Kids

O
ve

rv
ie

w

Residents in White Picket
Fences look a lot like the
stereotypical American
household of a generation
ago: upper-middle-class and
married with children. But
the current version reflects
changing patterns, with
some parents just beginning
to start families while others
approach the empty-nest
stage as their children age.
They enjoy reading, following
sports, and DIY projects and
crafts.

 With their grown-up
children out of the house,
Empty Nests is composed of
upper-middle income older
Americans who pursue
active, and activist, lifestyles.
Most residents are over
show no interest in a rest-
home retirement. They
travel frequently,65 years
old, but they enjoy golf, and
many are active in their
country clubs or fraternal
groups.

Scattered in placid towns
across the American
heartland, Big Sky Families is
a segment of middle-aged
rural families who have
turned high school
educations and blue-collar
jobs into busy, upper-middle
class lifestyles. Residents
enjoy country music and all
types of team sports and
outdoor activities, especially
hunting. To entertain their
families, they buy virtually
every piece of sporting
equipment on the market.

Drive Owns an Acura Owns a Buick Owns a Jeep

Dine  Eats at Logan's Roadhouse Eats at Bonefish Grill Eats at Dairy Queen

Shop Buys clothing/accessories online Shops at Stein Mart Shops at Books-a-Million

Leisure  Follows minor league baseball Follows PGA/LPGA Goes hunting

Travel Visits the Bahamas Cruises on Royal Caribbean Stays at Super 8

Online/TV Watches DIY Network Watches Golf Channel Watches CMT

Music Listens to SEC sports
Listens to Soft Adult

Contemporary
Listens to New Country

Age Age 25-44 Age 65+ Age 35-54

Own/Rent Mix  Mostly Owners  Mostly Owners

Investment Low IPA Elite IPA Above Average IPA

Technology Above Average Tech Below Average Tech Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 5.44% 4.79% 4.13%

Segment Traditional Times Metro Grads Home Sweet Home

Income Upper Mid Lower Mid Upper Mid

Lifestage Mature Middle Age Middle Age

Family Without Kids Mostly without Kids without Kids

O
ve
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w

Traditional Times is the kind
of lifestyle where small-town
couples nearing retirement
are beginning to enjoy their
first empty-nest years.
Typically age 55 and older,
these midscale Americans
pursue an active lifestyle.
They belong to country clubs
and civic clubs and spend
their vacation time traveling
by motor home.

Metro Grads are middle age
singles and couples still
establishing themselves in
their careers and their lives.
They are settled in suburban
areas and second cities but
are often out and about,
attending everything from
soccer and hockey games to
operas.

Widely scattered across the
nation's suburbs and second
cities, the residents of Home
Sweet Home tend to be
younger, midscale families
living in mid-sized homes.
The adults in the segment,
mostly under 55, have gone
to college and hold
professional and white-collar
jobs. These folks stay busy
remodeling and improving
their homes, enjoy the
occasional night out singing
karaoke, and follow
professional sports.

Drive Owns a Buick Owns a GMC Owns a Kia

Dine Eats at Bonefish Grill Eats at Jack in the Box Eats at Jason's Deli

Shop Shops at Chico's Visits CraigsList on PC
Shops at Cost Plus World

Market

Leisure Follows PGA/LPGA Plays soccer Follows PGA/LPGA

Travel Visits Alaska Stays at La Quinta Cruises on Royal Caribbean

Online/TV Watches Fox Business Watches Univision Visits PGATour.com

Music Listens to Soft Adult Contemporary  Listens to Adult Contemporary Listens to minor league baseball

Age Age 65+  Age <55 Age <55

Own/Rent  Homeowners  Homeowners Mostly Owners

Investment Elite IPA Moderate IPA Low IPA

Technology Below Average Tech  Average Tech  Above Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 3.54% 3.30% 3.21%

Segment
Township
Travelers

Bright Lights, Lil
City Kid Country, USA

Income Upper Mid Upper Mid Midscale

Lifestage Middle Age Younger Younger

Family  Family Mix Family Mix Mostly with Kids

O
ve

rv
ie

w

Homeowners in Township
Travelers exhibit a blend of
behaviors representative of
their upscale incomes and
small town environment.
They enjoy outdoor activities
like fishing and off-road
biking but also enjoy the
creature comforts of reading,
watching college basketball,
and shopping at wholesale
clubs and gourmet groceries.

Not all of America's chic
sophisticates live in major
metros. Bright Lights, Li'l
City is a group of well-off,
college educated, middle-
aged couples settled in the
nation's satellite cities and
suburbs. Despite living
further out from the urban
downtowns, they still like to
go out on the town with
frequent meals out and
karaoke evenings.

Widely scattered throughout
the nation's heartland, Kid
Country, USA is a segment
dominated by families living
in small towns. These
working class households
enjoy outdoor activities and
are more likely to own boats
and ATVs.

Drive Owns a GMC Owns a Cadillac Owns a GMC

Dine Eats at Logan's Roadhouse Eats at Taco Bell Eats at Logan's Roadhouse

Shop Buys books online Uses smartphone for shopping Shops at Gap Kids

Leisure Follows college baseball Follows motocross Follows college baseball

Travel Stays at Spring Hill Suites Cruises on Carnival Visits the Bahamas

Online/TV Visits Pinterest Watches Adult Swim Watches WWE

Music Listens to SEC Football Listens to Rock Listens to Rock

Age Age <55  Age 25-44 Age 25-44

Own/Rent Homeowners Mix Mix

Investment Low IPA Low IPA  Low IPA

Technology Average Tech Average Tech Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 2.47% 2.23% 2.21%

Segment Country Casuals
Middleburg
Managers Struggling Singles

Income Upper Mid Upscale Low Income

Lifestage Older Middle Age  Middle Age

Family Mostly without Kids Family Mix Mostly without Kids

There's a laid-back
atmosphere in Country
Casuals, a collection of older,
midscale empty-nest
households. Today, these
Baby Boom couples enjoy
outdoor activities like
hunting, and going out to eat
but are not likely to be up-to-
date on technology.

Middleburg Managers arose
when empty nesters settled
in satellite communities,
which offered a lower cost of
living and more relaxed pace.
Residents tend to be middle
class with solid whitecollar
jobs or comfortable
retirements. In their older
homes, they enjoy reading
and needlecrafts while time
outside the homes is spent at
club activities and cultural
events.

Ethnically diverse households
found mostly in second
cities, Struggling Singles are
middle aged and mid-career.
They enjoy a wide variety of
sports and entertainment
activities that fill their social
calendars.

Drive Owns a GMC Owns a Subaru Owns a Chevrolet

Dine Eats at Hardee's Eats at Chipotle Eats at Papa John's

Shop  Shops at Hobby Lobby
Uses cloth/reusable shopping

bags
Buys basketball shoes

Leisure  Goes hunting Plays softball/baseball Follows NASCAR

Travel  Stays at Hampton Inn Stays at Hyatt Stays at Quality Inn

Online/TV  Watches Sportsman Channel Visits MLB.com Watches MTV2

Music Listens to Classic Country Listens to Alternative Listens to Urban Contemporary

Age Age 55+ Age Under 55 Age <55

Own/Rent Mostly Owners Mostly Owners Mix

Investment High IPA Elite IPA Below Average IPA

Technology Below Average Tech  Average Tech Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 2.04% 1.98% 1.89%

Segment Pools & Patios
Cruisin' to

Retirement
New

Homesteaders

Income Upper Mid Upscale Upscale

Lifestage  Younger Older Younger

Family Mostly with Kids Mostly without Kids Mostly with Kids

O
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Pools & Patios is a segment
of middle-aged suburban
families. In these stable
neighborhoods graced with
backyard pools and patios,
residents work as white-
collar managers and
professionals, and are now at
the top of their careers. They
are above average
technology users, often
researching products and
shopping online.

With their children mostly
grown and out of the house,
these older couples are
Cruisin' to Retirement. They
remain in the neighborhoods
where they raised their
families, enjoying the
suburban lifestyle. They
vacation often, watch golf on
television, and listen to talk
radio.

Young, upper-middle-class
families seeking to escape
suburban sprawl find refuge
in New Homesteaders, a
collection of small rustic
townships. With a mix of jobs
in white and blue-collar
industries, these dual-
income couples have
fashioned comfortable, child-
centered lifestyles; their
driveways are filled with
campers and powerboats,
their house with the latest
technological gadgets and
hunting gear.

Drive Owns a Kia Owns a Volvo Owns a Subaru

Dine Eats at Wingstop Eats at Bonefish Grill  Eats at Cold Stone Creamery

Shop Shops at New York & Company Shops at Chico's Shops at Justice

Leisure Plays soccer Follows PGA/LPGA  Goes hunting

Travel Stays at Spring Hill Suites Visits Alaska Flies Frontier

Online/TV Watches Nick Jr Watches Fox Business Visits NHL.com

Music Listens to Classic Country Listens to Talk radio Listens to New Country

Age Age 25-44 Age 55+  Age 25-44

Own/Rent Mostly Owners Mostly Owners Mostly Owners

Investment  Low IPA Elite IPA High IPA

Technology Above Average Tech Average Tech Above Average Tech



Claritas Workplace PRIZM Premier for Marietta 17547 ZIP Code

% 1.84% 1.78% 1.74% 1.72%

Segment
Big Fish, Small

Pond
Generation

Web
American
Classics

New Melting
Pot

Income Upscale Low Income Lower Income Downscale

Lifestage Mature Younger Mid-Older Middle Age

Family Mostly Without Kids Family Mix  Without Kids Family Mix

O
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w

Older, upper-class,
college-educated
professionals, the
members of Big Fish,
Small Pond are often
among the leading
citizens of their
smalltown
communities. These
upscale, empty-nesting
couples enjoy the
trappings of success,
including belonging to
country clubs,
maintaining large
investment portfolios,
and spending freely on
computer technology.

Having grown up in the
age of the internet,
Generation Web are
younger families with
above average
technology use. They
are more often renters,
living in suburban
neighborhoods and
second cities, and
frequent video game
and accessory stores.

They may be older and
retired, but the
residents of American
Classics are still living
the American Dream of
home ownership.
Homeowners living a
comfortable lifestyle,
these couples are
below average in their
technology use,
preferring to find their
entertainment outside
of the home.

New Melting Pot
neighborhoods are
populated by a blend
of ethnically diverse,
young families and
singles in the nation's
second cities. They are
mainly high school
graduates that rent
and work in a mix of
service jobs. They are
big fans of gospel
music, wrestling, and
monster trucks.

Drive Owns a Subaru Owns a Nissan Owns a Buick Owns a Mazda

Dine Eats at Ruby Tuesday's Eats at Burger King Eats at Bob Evans Eats at Church's Chicken

Shop Shops at Land's End Shops at GameStop Shops at Stein Mart Shops at Burlington

Leisure Follows PGA/LPGA Plays Basketball Follows figure skating Follows monster trucks

Travel Stays at Spring Hill Suites Stays at Motel 6 Visits Alaska Stays at Ramada

Online/TV Watches Fox Business Watches MTV2
Watches Hallmark

Channel
Watches WWE

Music Listens to Classical
Listens to Adult
Contemporary

Listens to Oldies Listens to Gospel

Age Age 65+  Age 25-44 Age 55+ Age <55

Own/Rent Homeowners Mostly Renters Mostly Owners Mostly Renters

Investment Elite IPA Low IPA Moderate IPA Low IPA

Technology Average Tech Above Average Tech Below Average Tech Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

Segment
Code

Segment Name Base Count Base %
Trade Area

Count
Trade Area %

Trade Area
Index

3 Movers & Shakers 1,759,703 1.43 907 0.69 48

34 Young & Inf luential 1,139,979 0.92 842 0.64 69

1 Upper Crust 1,298,740 1.05 815 0.62 59

11 Fast-Track Families 2,321,097 1.88 795 0.6 32

18 Mayberry-ville 2,028,403 1.64 760 0.58 35

2 Networked Neighbors 1,238,667 1 752 0.57 57

6 Winner's Circle 1,710,495 1.39 597 0.45 33

68 Bedrock America 1,186,696 0.96 509 0.39 40

27 Big Sky Families 3,053,480 2.48 488 0.37 15

44 Country Strong 4,024,941 3.26 397 0.3 9

52 Simple Pleasures 1,608,945 1.3 272 0.21 16

28 Country Casuals 2,278,364 1.85 239 0.18 10

46 Heartlanders 1,536,225 1.25 240 0.18 15

33 Second City Startups 1,229,959 1 197 0.15 15

55 Red, White & Blue 1,728,297 1.4 89 0.07 5

65 Young & Rustic 2,515,497 2.04 93 0.07 3

57 Back Country Folks 3,160,804 2.56 67 0.05 2

4 Young Digerati 1,846,276 1.5 0 0 0

7 Money & Brains 1,790,225 1.45 0 0 0

17 Urban Elders 1,449,630 1.18 0 0 0

19 American Dreams 1,414,140 1.15 0 0 0

21 The Cosmopolitans 1,399,852 1.14 0 0 0

31 Connected Bohemians 1,925,048 1.56 0 0 0

35 Urban Acheivers 1,628,536 1.32 0 0 0

40 Aspiring A-Listers 1,394,166 1.13 0 0 0

42 Multi-Culti Mosaic 2,055,848 1.67 0 0 0

43 City Roots 1,441,879 1.17 0 0 0

45 Urban Modern Mix 2,584,740 2.1 0 0 0

56 Multi-Culti Families 1,432,406 1.16 0 0 0



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 5.10% 4.69% 4.31%

Segment
Middleburg
Managers

Cruisin' to
Retirement

Toolbelt
Traditionalists

Income Upscale Upscale Midscale

Lifestage Middle Age Older Older

Family Family Mix Mostly without Kids Mostly without Kids

Middleburg Managers arose
when empty nesters settled
in satellite communities,
which offered a lower cost of
living and more relaxed pace.
Residents tend to be middle
class with solid whitecollar
jobs or comfortable
retirements. In their older
homes, they enjoy reading
and needlecrafts while time
outside the homes is spent
at club activities and cultural
events.

With their children mostly
grown and out of the house,
these older couples are
Cruisin' to Retirement. They
remain in the neighborhoods
where they raised their
families, enjoying the
suburban lifestyle. They
vacation often, watch golf on
television, and listen to talk
radio.

Like many other older
segments, Toolbelt
Traditionalists have empty
nests. If something needs to
be fixed, they are likely to do
the work themselves with
their own power tools or
paint. They enjoy the
benefits of AARP and are
frequent QVC and HSN
shoppers.

Drive Owns a Subaru Owns a Volvo Owns a Buick

Dine Eats at Chipotle Eats at Bonefish Grill Eats at Bob Evans

Shop
Uses cloth/reusable shopping

bags
Shops at Chico's Shops at Chico's

Leisure Plays softball/baseball Follows PGA/LPGA Follows PGA/LPGA

Travel Stays at Hyatt Visits Alaska Cruises on Royal Caribbean

Online/TV Visits MLB.com Watches Fox Business Visits AARP

Music Listens to Alternative Listens to Talk radio Listens to Gospel

Age Age Under 55 Age 55+ Age 55+

Own/Rent Mostly Owners Mostly Owners Mostly Owners

Investment Elite IPA Elite IPA Low IPA

Technology  Average Tech Average Tech  Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 4.15% 4.12% 4.10%

Segment Pickup Patriarchs Struggling Singles American Classics

Income Upscale Low Income Lower Income

Lifestage Older  Middle Age Mid-Older

Family Mostly without Kids Mostly without Kids  Without Kids
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Pickup Patriarchs, an upscale
segment found in exurban
areas, are country chic. They
live in areas that are
somewhat rural but they
have more suburban tastes.
They are frequent golfers
and boaters, heavy shoppers
and savvy investors.

Ethnically diverse households
found mostly in second
cities, Struggling Singles are
middle aged and mid-career.
They enjoy a wide variety of
sports and entertainment
activities that fill their social
calendars.

They may be older and
retired, but the residents of
American Classics are still
living the American Dream of
home ownership.
Homeowners living a
comfortable lifestyle, these
couples are below average in
their technology use,
preferring to find their
entertainment outside of the
home.

Drive Owns a GMC Owns a Chevrolet Owns a Buick

Dine Eats at Bob Evans Eats at Papa John's Eats at Bob Evans

Shop Shops at Eddie Bauer Buys basketball shoes Shops at Stein Mart

Leisure Goes boating Follows NASCAR Follows figure skating

Travel Stays at Radisson Stays at Quality Inn Visits Alaska

Online/TV Visits NASCAR.com Watches MTV2 Watches Hallmark Channel

Music Listens to NASCAR Listens to Urban Contemporary Listens to Oldies

Age Age 45-64 Age <55 Age 55+

Own/Rent  Mostly Owners Mix Mostly Owners

Investment  High IPA Below Average IPA Moderate IPA

Technology  Average Tech Average Tech Below Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 4.06% 3.89% 3.45%

Segment Empty Nests New
Homesteaders Traditional Times

Income Upper Mid Upscale Upper Mid

Lifestage Mature Younger Mature

Family Without Kids Mostly with Kids Without Kids
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 With their grown-up
children out of the house,
Empty Nests is composed of
upper-middle income older
Americans who pursue
active, and activist, lifestyles.
Most residents are over
show no interest in a rest-
home retirement. They
travel frequently,65 years
old, but they enjoy golf, and
many are active in their
country clubs or fraternal
groups.

Young, upper-middle-class
families seeking to escape
suburban sprawl find refuge
in New Homesteaders, a
collection of small rustic
townships. With a mix of
jobs in white and blue-collar
industries, these dual-
income couples have
fashioned comfortable, child-
centered lifestyles; their
driveways are filled with
campers and powerboats,
their house with the latest
technological gadgets and
hunting gear.

Traditional Times is the kind
of lifestyle where small-town
couples nearing retirement
are beginning to enjoy their
first empty-nest years.
Typically age 55 and older,
these midscale Americans
pursue an active lifestyle.
They belong to country clubs
and civic clubs and spend
their vacation time traveling
by motor home.

Drive Owns a Buick Owns a Subaru Owns a Buick

Dine Eats at Bonefish Grill  Eats at Cold Stone Creamery Eats at Bonefish Grill

Shop Shops at Stein Mart Shops at Justice Shops at Chico's

Leisure Follows PGA/LPGA  Goes hunting Follows PGA/LPGA

Travel Cruises on Royal Caribbean Flies Frontier Visits Alaska

Online/TV Watches Golf Channel Visits NHL.com Watches Fox Business

Music
Listens to Soft Adult

Contemporary
Listens to New Country Listens to Soft Adult Contemporary

Age Age 65+  Age 25-44 Age 65+

Own/Rent  Mostly Owners Mostly Owners  Homeowners

Investment Elite IPA High IPA Elite IPA

Technology Below Average Tech Above Average Tech Below Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 3.31% 3.26% 3.23%

Segment New Melting Pot White Picket
Fences Metro Grads

Income Downscale Midscale Lower Mid

Lifestage Middle Age Younger Middle Age

Family Family Mix Family Mix Mostly without Kids
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New Melting Pot
neighborhoods are
populated by a blend of
ethnically diverse, young
families and singles in the
nation's second cities. They
are mainly high school
graduates that rent and work
in a mix of service jobs. They
are big fans of gospel music,
wrestling, and monster
trucks.

Residents in White Picket
Fences look a lot like the
stereotypical American
household of a generation
ago: upper-middle-class and
married with children. But
the current version reflects
changing patterns, with
some parents just beginning
to start families while others
approach the empty-nest
stage as their children age.
They enjoy reading, following
sports, and DIY projects and
crafts.

Metro Grads are middle age
singles and couples still
establishing themselves in
their careers and their lives.
They are settled in suburban
areas and second cities but
are often out and about,
attending everything from
soccer and hockey games to
operas.

Drive Owns a Mazda Owns an Acura Owns a GMC

Dine Eats at Church's Chicken  Eats at Logan's Roadhouse Eats at Jack in the Box

Shop Shops at Burlington Buys clothing/accessories online Visits CraigsList on PC

Leisure Follows monster trucks  Follows minor league baseball Plays soccer

Travel Stays at Ramada Visits the Bahamas Stays at La Quinta

Online/TV Watches WWE Watches DIY Network Watches Univision

Music Listens to Gospel Listens to SEC sports  Listens to Adult Contemporary

Age Age <55 Age 25-44  Age <55

Own/Rent Mostly Renters Mix  Homeowners

Investment Low IPA Low IPA Moderate IPA

Technology Average Tech Above Average Tech  Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 3.15% 3.01% 2.73%

Segment
Bright Lights, Lil

City
Big Fish, Small

Pond Executive Suites

Income Upper Mid Upscale Upscale

Lifestage Younger Mature Middle Age

Family Family Mix Mostly Without Kids Mostly with Kids
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Not all of America's chic
sophisticates live in major
metros. Bright Lights, Li'l
City is a group of well-off,
college educated, middle-
aged couples settled in the
nation's satellite cities and
suburbs. Despite living
further out from the urban
downtowns, they still like to
go out on the town with
frequent meals out and
karaoke evenings.

Older, upper-class, college-
educated professionals, the
members of Big Fish, Small
Pond are often among the
leading citizens of their
smalltown communities.
These upscale, empty-
nesting couples enjoy the
trappings of success,
including belonging to
country clubs, maintaining
large investment portfolios,
and spending freely on
computer technology.

The residents of Executive
Suites tend to be prosperous
and active professionals who
own multiple computers,
large-screen TV sets, and are
above average in their use of
technology. Executive Suites
also enjoy cultural activities,
from reading books to
attending theater and
watching independent
movies.

Drive Owns a Cadillac Owns a Subaru Owns a Mazda

Dine Eats at Taco Bell Eats at Ruby Tuesday's Eats at Starbucks

Shop Uses smartphone for shopping Shops at Land's End Buys Organic Food

Leisure Follows motocross Follows PGA/LPGA Plays Tennis

Travel Cruises on Carnival Stays at Spring Hill Suites Stays at Radisson

Online/TV Watches Adult Swim Watches Fox Business Visits NHL.com

Music Listens to Rock Listens to Classical  Listens to Adult Contemporary

Age  Age 25-44 Age 65+ Age 35-54

Own/Rent Mix Homeowners  Homeowners

Investment Low IPA Elite IPA High IPA

Technology Average Tech Average Tech Above Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 2.41% 2.37% 2.21%

Segment Home Sweet Home Domestic Duos Campers and Camo

Income Upper Mid Lower Downscale

Lifestage Middle Age Mid Mature Middle Age

Family without Kids Without Kids Family Mix
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Widely scattered across the
nation's suburbs and second
cities, the residents of Home
Sweet Home tend to be
younger, midscale families
living in mid-sized homes.
The adults in the segment,
mostly under 55, have gone
to college and hold
professional and white-collar
jobs. These folks stay busy
remodeling and improving
their homes, enjoy the
occasional night out singing
karaoke, and follow
professional sports.

Domestic Duos represents a
downscale mix of mainly
over-65 singles and married
couples living in older
suburban and second city
homes. With their fixed
incomes, segment residents
maintain an easy-going,
predictable lifestyle.
Residents like to socialize by
playing bingo, meeting with
the local civic club, or going
out to eat.

Primarily found in more rural
areas, Campers & Camo
families enjoy the outdoors.
A top segment for ownership
of an RV, they also enjoy
hunting and fishing. Despite
their age, they are below
average in their use of
technology but are big fans
of country music and prefer
a value when shopping,
traveling, and eating out.

Drive Owns a Kia Owns a Mercury Owns a Mazda

Dine Eats at Jason's Deli Eats at Bob Evans Eats at Starbucks

Shop
Shops at Cost Plus World

Market
Shops at Stein Mart Buys Organic Food

Leisure Follows PGA/LPGA Follows PGA/LPGA Plays Tennis

Travel Cruises on Royal Caribbean Cruises on Royal Caribbean Stays at Radisson

Online/TV Visits PGATour.com Watches Golf Channel Visits NHL.com

Music Listens to minor league baseball
 Listens to Soft Adult

Contemporary
 Listens to Adult Contemporary

Age Age <55 Age 65+ Age 35-54

Own/Rent Mostly Owners Mostly Owners  Homeowners

Investment Low IPA Moderate IPA High IPA

Technology  Above Average Tech Lowest Tech Above Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 2.17% 2.10% 1.97%

Segment Family Thrifts Up-and-Comers Lo-Tech Singles

Income Low Income Upper Mid Downscale

Lifestage Middle Age Younger Mature

Family Mostly without Kids Family Mix Without Kids
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The small-city cousins of
inner-city districts, Family
Thrifts contain middle age,
ethnically diverse parents
who have lots of children
and work entry-level service
jobs. In these apartment-
filled neighborhoods,
residents rely on public
transportation and seldom
have the chance to get away
on vacation.

Up-and-Comers is a stopover
for younger, midscale singles
before they marry, have
families, and establish more
deskbound lifestyles. Found
in suburban areas and
second cities, these mobile
adults, mostly age 25 to 44,
include many recent college
graduates who are into
athletic activities, the latest
technology, and nightlife.

Lo-Tech Singles are older
households centered mainly
in the nation's second cities.
Residents are below average
in their technology use,
choosing instead a night out
at a restaurant as their
evening entertainment.

Drive  Owns a Mercury Owns a Volkswagon Owns a Lincoln

Dine  Eats at Long John Silvers Eats at Panera Eats at Church's Chicken

Shop Buys basketball shoes Shops at GAP Kids Shops at Stein Mart

Leisure Follows motocross Follows College Hockey Follows IndyCar

Travel
Makes international calls to

Mexico
Flies Southwest Stays at Motel 6

Online/TV Watches Boomerang Watches ESPN Classic Watches WGN

Music  Listens to Urban Contemporary  Listens to Inspirational  Listens to Gospel

Age Age <55 Age 25-44 Age 65+

Own/Rent Mostly Renters Mix  Homeowners

Investment Low IPA Low IPA Low IPA

Technology Average Tech Above Average Tech Below Average Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 1.93% 1.83% 1.80%

Segment Generation Web Hometown Retired Striving Selfies

Income Low Income Midscale Low Income

Lifestage Younger Older Middle Age

Family Family Mix Mostly without Kids Mostly Without Kids
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Having grown up in the age
of the internet, Generation
Web are younger families
with above average
technology use. They are
more often renters, living in
suburban neighborhoods and
second cities, and frequent
video game and accessory
stores.

Hometown Retired consists
of older, midscale couples
with no kids at home.
Somewhat set in their ways,
they are slow to adopt and
below average in their use of
technology. They watch the
news on television and enjoy
reading and eat out
occasionally at places that
they deem to offer a good
value.

Striving Selfies is a segment
of younger singles and
couples that show signs of
greater potential. They are
among the most tech savvy
segments with some college
credits under their belt.
More often than not, they
are renters who have not yet
been able to purchase their
first home.

Drive Owns a Nissan Owns a Chrysler Owns a Chrysler

Dine Eats at Burger King Eats at Cracker Barrel Eats at Taco Bell

Shop Shops at GameStop
Visits finance /

investment sites on PC
Visits Groupon on PC

Leisure Plays Basketball Follows NASCAR Plays Tennis

Travel Stays at Motel 6 Stays at Quality Inn Visits Asia

Online/TV Watches MTV2 Watches CNN Headline News Watches MTV2

Music Listens to Adult Contemporary Listens to Classic Country Listens to Urban Contemporary

Age  Age 25-44 Age 55+ Age <55

Own/Rent Mostly Renters Mostly Owners Renters

Investment Low IPA Low IPA Low IPA

Technology Above Average Tech Below Average Tech Highest Tech



Claritas Household PRIZM Premier for Marietta 17547 ZIP Code

% 1.66% 1.59% 1.57%

Segment New Beginnings Second City
Generations Golden Ponds

Income Low Income Low Income Downscale

Lifestage Middle Age Middle Age Older

Family Mostly without Kids Family Mix Mostly Without Kids
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Filled with younger, mostly
single adults, New
Beginnings is a magnet for
adults in transition. Many of
its residents are singles and
couples just starting out on
their career paths in service
jobs, or starting over after
recent divorces or company
transfers. New Beginnings
households tend to have the
modest living standards
typical of transient
apartment dwellers.

Second City Generations are
often multi-generational
households with middle-
aged parents or
grandparents and new
babies and young children all
under one roof. Also often
bilingual, they are
entertained by a wide variety
of media channels and
programs.

Golden Ponds is mostly a
retirement lifestyle,
dominated by downscale
singles and couples over 50
years old. Found in small
bucolic towns around the
country, these high school-
educated seniors live in small
apartments on a combined
income of less than $30,000
a year. Daily life is often a
succession of sedentary
activities such as reading,
watching TV, playing bingo,
and doing craft projects.

Drive Owns a Volkswagon Owns a Cadillac Owns a Buick

Dine Eats at Dunkin Donuts Eats at Church's Chicken Eats at Golden Corral

Shop Visits automotive sites on PC Shops at Burlington Shops at Kmart

Leisure Follows Mexican League Soccer Follows Mexican League Soccer Follows Horse Racing

Travel Stays at Ramada Stays at LaQuinta Stays at Motel 6

Online/TV Watches TV One Watches Telemundo Watches CNN Headline News

Music Listens to Urban Contemporary Listens to Gospel Listens to Classic Country

Age  Age <55  Age <55 age 45-64

Own/Rent Renters Mix Mix

Investment Low IPA Low IPA Below Average IPA

Technology Average Tech Average Tech Below Average Tech
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