
Cambridge 
Retail and Consumer Trends 

City of Cambridge
Cambridge Community Development Department



Cambridge 
Demographics and 
Retail Market



Snapshot - Cambridge
2010 2017 2022

Total 
Population 105,162 114,866 120,990

Median 
Age 30.3 31.7 32

Population 
aged 20-
34

45% 42% 42%

Family 
Households

46.8%

Data s ource: ESRI Community Analys t 2018

Non-Family 
Households

36.9%

Non-Institutional 
Group Quarters

16%



Snapshot - Cambridge
2017 2022

Median Household 
Income (MHI) $77,105 $96,347

Households  with 
income <$25,000 19% 17%

White Population 60% 56%

Black Population 13% 14%

As ian Population 19% 23%

Hispanic Population
10% 11%

Data s ource: ESRI Community Analys t 2018

Massachusetts  MHI (2017): 
$71,460

U.S. MHI (2017): $56,124



Cambridge Customer Psychographics

Metro Renters Laptops & Lattes Trendsetters Urban Chic International Marketplace
32.7% 30.0% 25.9% 4.1% 2.9%

MHI: $52,000 MHI: $93,000 MHI: $51,000 MHI: $98,000 MHI: $41,000

Median Age: 31.8 Median Age: 36.9 Median Age: 35.5 Median Age: 42.6 Median Age: 32.3

Well-educated
Informed - cell phones  
are a  part of everyday 
life

Health and image 
conscious

Young, educated, and 
s ingle

Well-connected 
consumers , maintain a  
“green” lifes tyle

Young, diverse market, mos tly 
Spanish speaking households

Value education and 
creativity

Enjoy dining out and 
travel

Upscale living, s tyle-
conscious

Avid readers Enjoy a  bargain
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Cambridge Workforce

Source: ESRI Bus ines s  Analys t 
Online 2016; Cambridge  Hotel 
Directory; Laris a  Ortiz 
As s ocia tes  Calcula tions

Professional, Educational Health Care Accommodation Retail Information Administration &
Scientific and Services and Social and Food Services Trade Support, Waste

Technical Assistance Management and
Services Remediation

Workers  by indus try in the City of Cambridge. Source: U.S. Cens us  Bureau, OnTheMap Application  and LEHD 
Origin-Des tination Employment Sta tis tics  (2nd Quarter of 2014)

131,311 persons employed in Cambridge (2012-2016 ACS)

Market Compos ition of 
Cambridge



Market Opportunities
Based on the market composition, customer traits, 
and the city’s income levels, ret ai lers in 
Cam br idge should posit ion t hem selves t o of fer  
t he fol low ing: 

● Contem porary, h ip , and  trendy m erchandise
● Mix of p roducts for d iffe ren t p rice  poin ts
● Consider lower p riced  item s or d iscounts to  

m ee t studen t budge ts



Cambridge Retail Market

Key Takeaways: 

• Food Services and Drinking Places is the largest retail 
category followed by Health and Personal Care Stores. 

• General Merchandise <1%

Note: Miscellaneous  Goods  refers  to floris ts , 
office supplies , s ta tionery and gift s tores , 
used merchandise s tores , and others .
Food and Beverage refers  to grocery s tores , 
specialty food s tores , and beer/wine/ liquor 
s tores .

Source: City of Cambridge Bus ines s  Data , 2018



Citywide Surplus/Leakage

Key Takeaways:

• General merchandise and 
grocers likely looking for 
opportunities. 

• Surplus suggests Cambridge is 
already a regional eating and 
drinking destination.

• Opportunities lie in creating 
environments that support 
existing retailers.

Source: ESRI Community Analys t 2018



Purchasing Habits 
and Trends



Online Shopping Trends

Source: ESRI Community Analys t 2018



How are Consumers Finding and Choosing Local 
Businesses? 

Yodel Ins ights  2015

Three-quarters  of consumers  go online to find or research a bus ines s  before they 
decide if it is  the right choice. 

Four out of 10 consumers  use social media to look for a  new bus ines s . 

Even if they hear about a  local bus ines s  offline, more than a quarter of 
consumers  s till vis it its  webs ite. 

75%
42%
27%



How do Customers Want to Hear from You? 

Yodel Ins ights  2015



Brick and Mortar Shopping is Stable
● The past three years have seen increases in 

weekly brick-and-mortar shoppers, from 40% in 

2015 to 44% in 2018.

● Consumers want to know what their peers think: 

res pondents  s tated that s ocial media was  the #1 

choice to get ins piration for purchas es .

● Companies  can addres s  thes e trends  by paying 

attention to smartphone dynamics, and focusing 

on store experiences.

Source: PwC Global Cons umer Ins ights  Survey, 2018 



Consumer Habits Have Changed

Consumers  are spending les s  
on products  and more on 
experiences  and personal 
s ervice-based retail.

Growth of e-commerce and online 
tools  is  leading consumers  to merge 
online and offline into a s ingle 
shopping experience 

The food indus try is  facing 
fundamental and cros s -
generational shifts  in 
consumer dining habits .



Competing with E-
Commerce



The Prime Factor



Positioned to Succeed



Local Advantage - Service & Knowledge
96% of consumers believe 
local businesses beat big-
box stores on personalizing 
service and 91% think 
they’re more trustworthy 
and reliable.

- “What Consumers  Want 
from Local Bus ines s” 
Yodel, 2015.



Local Advantage - Community

Cons umers  can get products  anywhere -
but not s ocial connection.



Building a Customer Community



Local Advantage - Experiment with Experiences





THANK YOU!
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