











1 Mile Radius . Prepared By Business Analyst Desktop 1 Mile Radius Prepared By Business Analyst Desktop

2010-2015 2010-2015
{1) Apparel Products and Services includes material for making clothes, sewing patterns and notions, shoe repair and ather shoe services, apparef laundry and dry Summary Census 2000 . 2010 © 2015 Change Annual Rate
cleaning, alteration, repair and tailoring of apparel, clothing rental and storage, and watch and jewelry repair. Population 9,916 10,234 10,240 5 0.01%
(2) Membership Fees for Clubs Includ bershio fees f ” tionat. and civic club Households 4,204 4,438 4,468 31 0.14%
embership Fees for Clubs includes members ees for sociai, recreational, and civic clubs. .
i . ' Median Age 36.9 40.3 40.4 0.1 - 0.05%
(3} Audio includes satellite radio service, socund components and systams, digitat audio players, records, CDs, audio tapes, streaming/downloaded audio, tape recorders, 2010 Households by Income of Age of Householder
radios, musical instruments and accessories, and rental and repair of musical instruments. A B <25 25-34 35-44 45-54 55-64 65-74 754+
{4} Toys and Games includes toys, games, arts and crafts, tricycles, playground equipment, arcade games, and online entertainment and games. HH Income Base 115 656 1,051 1,064 - 769 432 350
{5) Recreational Vehicles & Fees includes docking and landing fees for boats and planes, purchase and rental of RVs or boats, and camp fees. : <$15,000 2 9 2 14 il 63 31
. . ) ) i i ) ] ) i _ ) $15,000-$24,599 3 15 7 1 33 72 47
(6) Sporm./Recreatlon/Exerc;se.EqUIpment includes exercise equipment and gear, game tables, L’flcycies, camping equipment, hunting and fishing equipment, winter $25,000-$34,999 16 20 21 25 40 47 82
sports equipment, water sports equipmert, other sparts eqguipment, and rental/repalr of sports/recreation/exercise equipment.
$35,000-$49,399 21 83 62 104 79 74 70
{7) Photo Equipment and Supplies includes film, film processing, photographic equipment, rental and repair of photo equipment, and photographer fees. $54,000-4$74,993 48 167 185 212 133 58 51
8) Reading includ ) p bscriti inal _ ; ) 4 4 book $75,000-$95%,998 13 156 209 153 169 36 15
{8) Reading includes magazine and newspaper subscriptions, single copies of magazines and newspapers, and books. $100,000-$149,999 9 124 362 359 177 38 25
{9) Catered Affairs includes expenses associated with live entertainment and rental of party suppiies. i $150,000-$199,999 2 42 77 1i8 75 15 27
$206,0600-$249,999 1 17 61 32 30 i3 2
{10) Sna:ks and Other Food at Home includes c:andyrf chewing gum, sggar, artifici.al swee'teners, jam, jelly, praserves, margatine, fat, oii,.salad dressing, nondairy cream $250,000-$499,999 0 16 48 1 24 7
and mitk, peanut butter, frozen prepared food, potato chips, nuts, szlt, spices, seasonings, olives, plckles, relishes, sauces, gravy, ather condiments, soup, prepared salad, | 500
prepared dessert, baby foad, miscellaneaus prepared food, and nonalcoholic beverages, $ ,000+ 0 6 15 14 7 5 i
(11) Mortgage Payment and Basics inciudes mortgage interest, mortgage principal, property taxes, homeowners insurance, and ground rent. Mediar HH Income $54,726 $78,933 $102,860 $101,660 $86,567 $40,507 $37,349
: . A
(12) Maintenance and Remodeling Materials includes supplies/toals/equipment for painting and wallpapering, plumbing supplies and equipment, electrical/heating/AC verage HH Income $62,564 $99,351 $127,272 $118,170 $107,301 $68,791 $56,055
supplies, materials for hard surface flooring, materiais for roofing/gutters, materials for plaster/panel/siding, materials for patio/fence/brick work, landscaping materials, and
insulation materials for owned homes. . o T Percent Distribution _
(13) Household Textil ludes bath i bed i kitchen | d ] her | d li decorative pil d P : T <2500 25-34 35-44 45-54 - 55-64 - .. ' 65-74 .- 75+
ouscho extiles includes bathroom linens, bedroom linens, kitchen lisens, dining room iinens, other linens, curtains, draperies, slipcovers, decorative pHlows, an ; - ar o o v or o o o o
materials for skpcovers and curtains., HH Income Base 160% 100% 180% 100% 100% 100% 100%
(14) major Appliances includes dishwashers, disposals, refrigerators, freezers, washers, dryers, stoves, ovens, microwaves, window air conditioners, efectric floor cleaning ’ <%$15,000 1.9% 1.4% 0.2% 1.3% 1.4% 14.6% 8.8%
equipmest, sewing machines, and miscelianeous appliances. $15,000-$24,999 2.3% 2.2% 0.7% 0.1% 4.3% 16.7% 13.5%
(15) Housewares inciudes plastic dinnerware, china, flatware, giassware, serving pieces, noneiactric cookware, and tableware. $25,000-$34,993 13.8% 3.1% 2.0% 2.3% 5.2% 10.9% 23.4%
$35,000-$49,99%9 i8.7% 12.7% 5.9% 9.8% 10.3% 17.2% 20.0%
(16} Lawn and Garden includes lawn and garden supplies, equipment and care service, indoor plants, fresh flewers, and repair/rental of lawn and garden equipment. $50,000-$74,999 41.4% 25.584 17.6% 19.99% 17.3% 13,4% 14.6%
- 0, <, q, [+] 0 o, o,
(17) Housekeeping Supplies includes soaps and laundry detergents, cleaning products, toiiet tissue, paper towels, napkins, paper/plastic/foil products, stationery, giftwrap $75,000-$99,899 11'30/3 23'80/° 19'80/0 14'40/0 20'83/0 8'4,3/0 4'25/0
supplies, pastage, and delivery services. $100,0004-$149,999 8.2% 18.9% 34,5% 33.7% 23.0% 8.9% 7.1%
$150,008-4$199,999 1.9% 6.4% 7.4% 11.1% 9.8% 4.3% 7.8%
i():l.sh) Pe;sonal C‘are Products inciudesfhaif’ (.:arehprqducts, n;nelectric articles for hair, wigs, hairpieces, eral hygiene products, shaving needs, perfume, cosmetics, skincare, $200,000-$249,999 0.5% 2.6% 5.8% 3.1% 3.9% 3.0% 0.6%
ath products, nail products, deodorant, feminine hygiene products, and personal care appliances. $250,000-5499,999 0.0% 2.5% 4.6% 2.9% 3.1% 1.6% 0.0%
{19) School Books and Supplies includes school books and supplies for college, elementary school, high school, and preschool, $500,000+ 0.0% 0.%% 1.5% 1.4% 0.9% 1.0% 0.2%
{28) Vehicle Purchases (Net Qutlay) includes net outlay for new and used cars, trucks, vans, matorcycles, and motor scooters,
Data Mote: The Spending Patential Index (5PI} is household-based, and represents the amount spent for a product or service relative to a national average of 100, Detail
may not sum to totals due to rounding, Data MNote: Income reparted for July 1, 2010 represents annual incame for the preceding year, expressed in current (2008) doallars, including an adjustment for inflation.
Source: Esri foracasts for 2010 and 2015; Consuemer Spending data are derived from the 2006 and 2007 Consumer Expenditure Surveys, Bureau of Labor Statistics, Source: U.S. Bureau of the Census, 2000 Census Population and Housing. Esri Forecasts for 2010 and 2015,
March 15, 2012 March 15, 2012
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HH Income Base

<$15,000
$15,000-524,999
$25,000-$34,999
$35,000-$49,999
$50,000-$74,999
$75,000-$99,999
$100,000-$149,999
$150,000-$199,999
$200,000-$249,99%
$250,000-$499,999
$500,000+

Median HH income
Average HH Income

HH Income Base

<$15,000
$15,000-$24,999
$25,000-$34,999
$35,000-$49,999
$50,000-$74,999
$75,600-$99,999
$100,000-$149,999
$150,000-$199,999
$200,000-$249,999
$250,000-5498,599
$500,000+

<25
122

12
16
58
15
13

O O ek

$58,669
$69,161

e
100%

0.5%
1.3%
9.7%
13.0%
47.9%
12.7%

11.0%

3.1%
0.4%
0.0%
0.0%

2015 Househaolds by Income of Age of Householder

25-34

664

i3
50
163
163
166
52
19
21

$87,191
$110,075

. 25-34
100%

0.7%
1.1%
1.9%
7.6%
24.5%
24.5%
25.0%

7.8%

2.8%
3.2%
0.9%

35-44
931

~N W on =

134
168
37¢
81
59
62
14

$109,969
$141,757

45-54
1,093

7

i
14
55
192
153
441
138
36
41
16

$108,074
$129,897

Percent Bistribution

3544
180%

0.1%
0.5%
1.0%
3.0%
14,4%
18.1%
39.8%
8.7%
6.4%
6.7%
1.5%

45-54
130%

0.6%
0.1%
1.3%
5.0%
17.6%
14.0%
40.3%
12.6%
3.2%
3.8%
1.4%

55-64 . 65-74 75+
787 537 335

5 53 21

15 53 30

25 39 60

47 65 49
140 89 &5
164 63 22
212 85 42
96 42 42

38 25 2

37 17 0

g 8 2
$99,274 $64,299 451,950
$123,784 $96,173 473,718
55-64 .- 65-74 ... 75+
100% 100%  100%
0.7% 9.9% 6.4%
1,9% 9.9% 8.9%
3.1% 7.2% 18.0%
6.0% 12.1% 14.6%
17.8% 16.6% 19,4%
20.9% 11.7% 6.5%
26.9% 15.7% 12.6%
12.1% 7.8% 12.7%
4,8% 4.6% 0.5%
4.7% 3.2% 0.0%
1.1% 1.4% 0.5%

Data Note: Income reported for July 1, 2010 represents annual income for the preceding year, expressed in current {(2008) dollars, including an adjustment far inflation,
Source: U.S. Bureau of the Census, 2000 Census Population and Housing., Esri Forecasts for 2010 and 2015.
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Top Twenty Tapestry Segments (Tapestry descriptions can be found at: http://www.esri.com/library/whitepapers/odfs/community-tapestry.pdf)

Rank Tapestry Segment -

1 13, In Style
2 04, Boomburbs
3 01. Top Rurg
4 02, Suburban Splendor
5 03. Connaisseurs
Subtotal
] 05. Wealthy Seaboard Suburbs
7 06. Sophisticated Squires
8 07. Exurbanites
9 08. Laptops and Lattes
10 09. Urban Chic
Subtotal
11 10, Pleasant-Ville
12 11. Pacific Heights
13 12, Up and Coming Families
14 14, Prosperous Empty Nesters
i5 15. Silver and Goid
Subtotal
16 16. Enterprising Professionals
17 17. Green Acres
18 18. Cozy and Comfortable
19 19. Milk and Coaokies
20 20. City Lights
Subtotal
Total

Top Ten Tapestry Segments Site vs. U.S.

09. Urban Chicizm
08. Ltaptops and Lattesfm
07. Exurbanites—-m;,..
06, Sophisticated SqUireS-tsmes
05. Wealthy Seaboard Suburbs{zm e
03. COnnoisseursbu -
02. Suburban Splendor-tgs

01. Top Rung

Households
Cumulative .. ..

Percent Percent
74.5% 74.5%
25.5% 100.0%
0.0% 1G0.0%
0.0% 100.0%
$.0% 1C60.0%

100.0%
0.0% 180.0%
3.0% 1560.0%
2.6% 180.0%
3.0% 180.0%
0.0% 1400.0%
0.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0% 100.0%
0.0%

100.0%

04. Beomburb

U.S. Households

) ~ Cumulative
" percent Percent " Index
2.5% 2.5% 29485
2.3% 4. 8% 1119
0.7% 5.5% 0
1.7% 7.2% 0
1.4% 8.6% 0
8.6%
1.4% 10.0% 0
2.7% 12.7% 0
2.5% 15.2% 0
1.0% 16.2% o
1.3% 17.6% 0
9.0%
1.7% 19.3% 0
0.6% 19.9% o]
3.5% 23.4% 0
1.8% 25.2% [t
0.9% 26.2% o]
8.6%
1.7% 27.9% G
3.2% 31.1% ]
2.8% 33.9% ]
2.0% 35.9% G
1.0% 36.9% ¢
10.7%
36.9% 271

13. In Style

H T T T 1
15 20 25 3G 35

T T
40 45
Parcent of Households by Tapestry Segment

60 65 70

Data Note: This report identifies neighborhood segments in the area, and describes the sociceconomic quality of the immediate neighborhood. The index is a comparison
of the percent of households or population in the area, by Tapestry segment, to the percent of households or population in the United States, by segment. An index of 100

is the US average.
Source: Esri
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Tapestry Indexes by Households

Q ZCI}G 4?0 6(|JCI

800
1

1,?00

1,2|00

Index
1,100

1,600

1,800

2,000

Z,ZEOD 2,4|00 2,!’:':00 Z,BIGO

65+

63

59—

57

55+

53

514

40

47

454

43

41

w
T

W
b

Tapeastry Segments
W
M

274

25

23+

21+

19

09

07+

05

034

Data Note: This repart identifies neighborhood segments in the area, and describes the socioeconamic quality of the immediate neighborhood, The index is a _comparison
of the percent of households or population in the area, by Tapestry segment, to the percent of househelds or papulation in the United States, by segment. An index of 100

is the US average,
Source: Esri
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Tapestry LifeMode Groups 2010 Households

o o Mumber Percent Index
‘Total: - . .. ¢ L o o 4,438 100.0%

L1. High Society 1,133 25.5% 200
01 Top Rung 0 0.0% 0
02 Suburban Splendor 0 0.0% 0
03 Connoisseurs 0 0.0% 0
04 Boomburbs 1,133 25.5% 1118
05 Wealthy Seaboard Suburks 0 0.0% 0
06 Sophisticated Squires s} 0.0% 0
07 Exurbanites G 0.0% 0
L2. Upscale Avenues 3,305 74.5% 537
09 Urban Chic 0 0.0% 0
10 Pleasant-Ville G 0.0% 0
11 Pacific Heights o] 0.0% 0
13 In Style 3,305 74.5% 2994
16 Enterprising Professionals 0 0.0% 0
17 Green Acres 0 0.0% 0
18 Cozy and Comfortable 8] 0.0% 0
L3. Metropolis a 0.0% 1]
20 City Lights 0 0.0% 0
22 Metropolitans 0 0.0% 0
45 City Strivers 0 0.0% 0
51 Metro City Edge 0 0.0% 0
54 Urban Rows 0 0.0% 0
62 Modest Income Homes 0 0.0% 0
L4. Solo Acts [4] 0.0% 0
08 Laptops and Lattes 0 0.0% 0
23 Trendsetters 0 0.0% 0
27 Metro Renters 0 0.0% 0
36 Cld and Newcemers 0 0.0% 0
39 Young and Restless 0 0.0% 0
L5. Senior Styles 1] 0.0% 0
14 Prosperous Empty Nesters 0 0.0% g
15 Silver and Gold 0 0.0% 4]
29 Rustbelt Retirees 0 3.0% o]
30 Retirement Communities 0 0.0% o]
43 The Elders 0 ¢.0% [t}
49 Senior Sun Seekers 1] 0.0% 0
50 Heartland Communities 0 0.0% 0
57 Simple Living 0 0.0% 0
65 Social Security Set g 0.0% 0
L6. Scholars & Patriots [4] 0.0% o
40 Military Proximity 0 0.0% 0
55 College Towns 0 0.0% 0
63 Dorms to Diplomas 0 0.0% 0

Data Note: This repert identiftes neighborhood segments in the area, and describes the sociceconomic quality of the immediate neighborheod. The index is a comparisen
of the percent of hauseholds or populsation in the area, by Tapestry segment, to the percent of households or population in the United States, by segment, An index of 100
is the US average.
Source: tsri
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Tapestry LifeMode Groups 2010 Households Tapestry Urbanization Groups 2010 Households
. o . . y Number . Perce:t o Index - Number Percent Index
Total: - . . e L 4,438 Co . 100.0% TR S Tetak o . _ 4,438 © . 100.0% .
1.7, High Hopes o 0.0% 0 U1. Principal Urban Centers I a 0.0% 1]
28 Aspiring Young Famifies 0 0.0% ¢ 08 Laptops and Lattes 0 0.0% ]
48 Great Expectations 0 0.0% 0 11 Pacific Heights 0 0.0% a
20 City L&
.8, Global Roots 4] 0.0% 0 21 U:'l;{an;g\j:;cl':ges g gg:::: g
35 International Marketplace 0 0.0% 0 23 Trendsetters 0 0.0% a
38 Industrious Urban Fringe 0 0.0% 0 27 Metro Renters 0 0.0% Q
44 Urbag Meiting Pot 0 0.0% g 35 International Marketplace 0 0.0% 1]
47 Las Casas 0 0.0% 44 Urban Melting Pot 9
52 Inner City Tenants 0 0.0% 0 are ° 0.0% ¢
Zs NeWest Residents 0 3-0% 0 U2. Principal Urban Centers 11 c 0.0% 0
0 City Dimensions 0 0% 0 45 Cley Stri
y Strivers 0 0.0% 0
61 High Rise Renters 0 0.0% 0 47 Las Casas 0 0.0% 0
54 Urban Rows 0 0.0% 0
L9. Family Portrait o 0.0% 0 58 NeWest Residents 0 0.0°/: 0
ig :\Jﬁkandd(:(c;mlzg Families {; 882;0 g 61 High Rise Renters 0 0.0% 0
itk and Cookies U 64 City Commaons 2
21 Urban Villages 0 0.0% a 65 So:iai Security Set g g'goz g
59 Southwestern Families 0 0.0% Q '
64 City Commons 0 0.0% 9 U3, Metro Cities I [ 0.0% o
01 Top Rung 0 0.0% a
L10. Traditional Living o 0.0% o l 03 Connoisseurs 0 0.0% 0
24 Main Street, l.J.SA 0 0.0% H 05 Wealthy Seaboard Suburbs 0 0.0% Q
32 Rlljstlhelt Tracliitlons 0 0-0:f° o ‘ 09 Urban Chic 0 0.0% 0
33 Mldillfe Junci’lonl 0 O-OO/G 0 10 Pleasant-Ville 0 0.0% 0
34 Family Foundations 0 0.0% 0 ! 16 Enterprising Professionals 0 0.0% 0
] 0 19 Milk and Ceokies 0 0.0% Q
£11. Factories & Farms 0 0.0% 0 22 Metropolitans 0 0.0% 0
25 Salt of the Earth 0 3.0% 0
37 Prairie Living 0 6-0:/0 0 U4. Metro Cities II 0 0.0% 0
42 Southern Sateliites Q 0-00/0 o 28 Aspiring Young Families 0 0.0% 0
53 Home Town 0 0.0% 0 30 Retirement Communities 0 0.0% 0
56 Rural Bypasses Y 0.0% 0 34 Family Foundations 0 0.0% 0
) ) 36 Old and Newcomers 0 0.0% 8
L12, American Quilt 0 0.0% o 39 Young and Restless 0 0.0% it
26 Midland Crowd 0 O-OZ/O 0 52 Inner City Tenants 0 0.0% 0
31 Rural Resort Dwellers 0 0.0% 0 60 City Dimensions 0 0.0% "
:é Erosszfdo;ds | g gg:::o g 63 Dorms to Diplomas 0 0.0% c
ooted Rura 0%
- . U5, Urban Outskirts I 1,133 25.5% 233
66 Unclassified 0 0.06% 0 04 Boomburbs 1,133 25.5% 1118
24 Main Street, USA 0 0.0% 0
32 Rustbelt Traditions 43 0.0% 0
38 Industrious Urban Fringe 4} 0.0% 0
48 Great Expectations a 0.0% o]
Data Note: This report identifies neighborhood segments in the area, and describes the socioeconomic quality of the immediate neighborhoed. The index is a compariscen Data Note: This report identifies neighborhood segments in the area, and descrives the socioeconcmic . \ . . N . ; '
o T R . ; H ' quality of the immediate neighborhood. The index is 2 comparison
?sfttt?: Sgrgsgit_a%fehousemlds or population In the area, by Tapestry segment, to the percent of househalds or populatian in the United States, by segmant. An index of 100 _oftt‘he ngent of households or population in the area, by Tapestry segment, to the percent of households or population in the United States, by segment. An index of 100
€ . i5 ine average.
Souree: Esri Source: Esti
March 15, 2012 March 15, 2012
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Tapestry Urbanization Groups 2010 Households 2300 Total Population 2,916 2000 Median Household Income $66,411
Number Percent Index 2010 Total Population 10,234 2010 Median Household Income $83,596
Total:_- S N L . ST 4,438 - 100.0% o e 2015 Total Population 10,240 2015 Median Household Income $98,201
2010-20615 Annual Rate 0.01% 2010-2015 Annual Rate 3.27%
U6. Urban OQutskirts 1T [+] 0.0% o
51 Metro City Edge 0 0.0% 0 o Census 2000 2010 2015
55 College Towns 0 0.0% 9 C Housing Units by Occupancy Status and Tenure - Number Percent Number Percent Number Percent |
57 Simple Living 0 0.0% 0 Total Housing Units 4,418 100% 4,848 100% 4,971, 100%
59 Seuthwestern Familles 0 0.0% 0 Cccupied 4,204 95.2% 4,438 91.5% 4,468 §9.9% |
62 Modest Income Homes 0 0.0% a Owner 2,870 65.0% 2,954 60.9% 2,964 59.6%
Renter 1,334 30.2% 1,483 30.6% 1,505 30.3%
U7. Suburban Periphery I 3,305 74.5% 472 Vacant 203 4.6% 411 8.5% 503 10.1%
02 Suburban Splendor 0 0.0% Q
06 Sophisticated Squires 0 0.0% a . I ) ) - Census 2000 2010 2015
07 Exurbanites 0 0.0% a L i Owner Occﬁpie'd Housing Units by Value ’ . Number .. Percent Number  Percent Number . ;” Percent
12 Up and Coming Families 0 0.0% ) Total - 2,881 100% 2,954 100% 2,964 100%
13 In Style 3,365 74.5% 2994 <$10,000 : 8 0.3% 19 0.6% 21 0.7%
14 Prosperous Empty Nesters 0 0.0% g $10,000-$14,599 14 0.5% 29 1.0% 26 0.9%
15 Silver and Gold 0 0.0% & }' $15,000-$19,999 14 0.5% 35 1.2% 34 1.1%
$20,000-$24,999 27 0.9% 57 1.9% 55 1.9%
U8. Suburban Periphery II 4] 0.0% 0 $25,000-$29,999 16 0.6% 50 1.7% 48 1.6%
18 Cozy and Comfortable 0 0.0% G $30,000-$34,99¢ 7 0.2% 18 0.6% 25 0.8%
29 Rustbelt Retirees 0 0.0% G $35,000-$39,999 12 0.4% 64 2.2% 50 1.7%
33 Midlife Junction 0 0.0% G $40,000-$49,99% 7 0.2% 10 0.4% 24 0.8%
40 Military Proximity 0 0.0% G : $50,000-4$59,99¢ 26 0.9% 37 1.3% 32 1.1%
43 The Elders 0 0.0% G $60,000-$69,959 14 0.5% 30 1.0% 31 1.0%
53 Home Town 1] 0.0% 0 4€70,000-4$79,99% 18 0.6% 86 2.9% 68 2.3%
$80,000-$89,999 65 2.3% 218 7.4% 190 6.4%
Ug. Small Towns 1} 0.0% 0 $50,000-$99,999 221 7.7% 335 11.3% 263 8.9%
41 Crossroads a 0.0% 0 4$100,000-$124,999 388 13.5% 467 15.8% 548 18.5%
49 Senior Sun Seekers 0 0.0% 0 $125,0060-4$149,999 309 10.7% 273 9.3% 276 9.3%
50 Heartland Communities 0 0.0% 0 $150,000-$174,999 377 13.1% 357 12.1% 334 11.3%
$175,000-$199,999 457 15.9% 250 8.4% 253 8.5%
U10. Rural I 0 0.0% 1] $200,000-$249,999 450 15.6% 282 9.6% 298 10.0%
17 Green Acres Q 0.0% 0 $250,000-$299,999 213 7.4% 149 5.0% 141 4.8%
25 Salt of the Earth 0 0.0% 0 $300,000-$399,999 198 6.9% 157 5.3% 191 6.5%
26 Midland Crowd 0 0.0% 0 $400,000-$459,999 34 1.2% 26 0.9% 46 1.6%
31 Rural Rescrt Dweliers 0 0.0% 0 $500,0040-$749,999 0 0.0% 0 0.0% 3 0.1%
' $750,000-$999,999 4 0.1% 3 0.1% 3 0.1%
uU11, Rural I 0 0.0% 0 $1,600,000+ 4 0.1% 3 0.1% 5 0.2%
37 Prairie Living 0 4.0% 0
42 Sguthern Satellites 0 ¢.0% 4] Median Value $169,585 $127,060 $131,114
46 Rooted Rural 0 C.0% 0 Average Value $179,842 $149,156 $156,106
56 Ruraj Bypasses 0 0.0% o]
66 Unclassified a 0.0% 0
Data Nate: This report identifies neighborfiood segments in the area, and describes the sociveconomic quality of the immediate neighborhood., The index is a comparison
af the percent of househoids or population in the area, by Tapestry segment, to the percent of households or population in the United States, by segment. An index of 100 Data Note: Detaii may nat sum to totals due to vounding.
is the US average. Source: U.S, Bureau of the Census, 2000 Census of Popuiation and Housing, Esri forecasts far 2010 and 2015,
Source: Esri
March 15, 2012 March 15, 2012
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Census 2000 Vacant Housing Units by Status Number Percent . Census 2000 Specified Owner Qccupied Housing Units by Selected Monthly Owner Cost Number Percent
Total ' 203 100% Total 2,550 100%
For Rent 34 47.6% With Mortgage 2,179 85.4%
For Sale Onty 14 6.7% <%$200 G 0.0%
Rented/Sold, Unoccupied 39 19.1% $200-$29% 4 0.0%
Seasonal/Recreational/Occasional Use 23 11.1% $300-$399 16 0.6%
For Migrant Workers Q 0.0% $400-5499 17 0.7%
Other Vacant 31 15.5% $500-$599 - 87 3.4%
$600-$699 83 3.3%
Owner Occupied Units $700-$799 1690 6.3%
Census 2000 Occupied Housing Units by Age of Householder and Home Ownership e Number Percent - $800-$899 153 6.0%
Total 2,870 100% $900-$999 212 8.3%
15-24 17 0.6% $1000-$1249 386 15.1%
25-34 362 12.6% $1250-$1499 4490 17.2%
35-44 746 26.0% $1500-$1999 ' 405 15.9%
45-54 706 24.6% $2000-$2499 157 6.2%
55-64 474 16.5% $2500-$299¢ 47 1.9%
65-74 292 10.2% . $3000+ 16 0.6%
75-84 238 8.3% With no Martgage 371 14.6%

85+ 34 1.2% Median Monthly Owner Costs for Units with Mortgage $1,234

Average Monthly Owner Costs for Units with Mortgage $1,297

Owner Occupied Units o

Census 2000 Occupied Housing Units by Race/Ethnicity of Householder and Home Ownership -~ Number - = Percent Census 2000 Specified Renter Occupied Housing Units by Contract Rent Number Percent
Total 2,870 100% Total 1,338 100%
White Alone 2,663 92.8% 5 Paying Cash Rent 1,312 $8.09
Black Alone 35 1.2% <$100 0 0.0%
American Indian Alone 0 0.0% $100-$149 | 0.0%
Aslan Alene 149 3.2% $150-5199 0 0.0%
Pacific Islander Alone 0 0.0% $200-$249 0 0.0%
Some Other Race Alone 7 0.2% : $250-%299 0 0.0%
Two ar Mere Races 15 0.5% $300-4349 Q 0.0%
$350-$399 0 0.0%
Hispanie Origin 26 $400-$449 6 0.5%
$450-4$499 0 0.0%
_ . . Occupied Units . $500-$549 4 0.3%
Census 2000 Housing Units in Structure and Occupancy . - . S <0 T Number Percent $550-$599 7 0.5%
Total T . o 4,429 100% $600-$649 53 4,0%
1, Detached 1,208 43.1% $650-$699 72 5.4%
1, Attached 809 18.3% $700-$749 93 7.0%
2 51 1.1% $750-$799 91 6.8%
3tod 388 8.8% $800-4$899 290 21.7%
5to 9 651 14.7% $900-$999 313 23.4%
10to 19 290 6.6% $1000-$1249 104 7.8%
20 to 49 96 2.0% $1250-$1495 145 10.8%
50 or More 97 2.2% $1500-$1999 65 4.8%
Mobile Home 144 3.2% $2000+ 69 5.2%
Other 0 0.0% No Cash Rent 26 - 1.8%

Median Rent ' $913

Average Rent $1,028

Average Gross Rent (with Utilities) $1,121

Data Note: Specified Owner Occupied Housing Units exciude houses on 10+ acres, mobile homes, units in multiunit buildings, and houses with a business or
Data Note: Pergons of Hispanic Origin may be of any race. medicat office. Specified Renter Occupied Housing Units exclude houses on 10+ acres, Average Contract Rent and Average Gross Rent exclude units paying no cash rent,
Source: U.S, Bureau of the Census, 2000 Census of Populatian and Housing. Source: U.S. Bureau of the Census, 2000 Census of Populaticn and Housing.
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Segment Code 13 5
‘Segment Name ...cc.o....cciisiivennninn It Style

LifeMode Summary Group .........L.2 Upscale Avenues e
- Urbanization Summary Group :...U7 Suburban Periphery | -

Demographic

In Style residents live in the suburbs but prefer the city
lifestyle. Professional couples predominate. Household
distributions by type are similar to those of the United
States. Married-couple families represent 54 percent

of households. Households without children {married
couples without children, single-person, shared, and
other family types), comprise more than two-thirds of all
households. This count is increasing. The population is
slightly older, with a median age of 40 years. There is little
diversity in these neighborhoods.

Socioeconomic

In Style residents are prosperous, with a median
househald income of $70,745 and a median net warth
of $182,665. Wages and salaries provide income for

84 percent of the households; 47 percent also receive
some form of investment income. In Style residents are
more educated compared to the US level: 42 percent
of the population aged 25 years and clder hold a
bachelor’s or graduate degree. Labor force participation
is 68.5 percent; unemployment is 8.4 percent. Forty-
six percent of employed residents have professional

or management positions, with above average
cohcentrations in the finance, insurance, hezalth care,
technical services, and education industry sectors.

Residential

In Style residents live in affluent neighborhaods of
metropalitan areas across the country, More suburban
than urban, they embrace an urbane lifestyle; 14 percent
prefer townhouses to traditicnal single-family homes
chosen by 56 percent of the households, The median
home value is $218,289. The 68 percent rate of home
ownership is just slightly above average. More than three-
quarters of the housing was built in the last 30 years.

Preferences

Computer savvy In Style residents go online daily to
research real estate information; do their banking; track
investments; trade stocks; book travel; and buy computer
hardware or software, concert tickets, or tickets to
sporting events. They use a financial planner and invest
in stocks, bonds, money market funds, money market
bank accounts, and securities. Looking toward the future,
residents hold life insurance policies and contribute to IRA
and 401k} retirement accounts. To maintain their homes,
they hire professional household cleaning services and
contractors to remode! their kitchens.

Residents stay fit by exercising, eating a healthy diet to
control their weight, buying low-fat foods, and taking
vitamins. They attend live musical performances and
gamble at casinos. They take domestic vacations to hike,
golf, and go backpacking. They read magazines, listen to
news-talk radio, and watch professional sports events and
golfon TV.
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Segment Code L.t wumimiurciesc 04

Segment Name ......c.......cccoonn..... Boomburbs |
_ LifeMode Summary Group -........L1 High Society
~ Urbanization Summiary Group ....U5 Urban Outskirts | .

Demographic

The newest additions to the suburbs, these communities
are home to busy, affluent young families. Both the
neighborhoods and the families are growing. Boomburbs
is the fastest-growing market in the United States; the
population has been growing at a rate of 4.51 percent
annually since 200C. It is alsc home to one of the highest
concentrations of young families with children. The median
age is 33.8 years; one-fifth of Boomburbs residents are
between 35 and 44 years of age. There is little ethnic
diversity in the population; most of the residents are white.

Socioeconomic

The Boomburbs market includes one of the highest con-
centrations of two-income households, complemented

by one of the highest rates of labor force participation,

at 71 percent. Residents are well educated: more than

50 percent of the population aged 25 years and older hold
a bachelor's or graduate degree. They work primarily in
management, professional, and sales occupations. The
median household income is $110,681, more than double
that of the US median. More than half of these households
receive additional income from interest, dividends, and
rental property. The median net worth is $387,651,

Residential

The newest developments in growing areas, Boomburbs
neighborhoods are concentrated in the South, West, and
Midwest; the highest state concentrations are found in
Texas and California. Approximately three-quarters of
the housing units in Boomburbs neighborhoods were
built after 1989, most are single-family houses. These are
the newest developments in growing areas, The home
ownership rate is 88 percent, compared to 66 percent for
the United States. The median home value of $282,689

is also high compared to the US median of $157913.
Commuting links these dual-career households with
their suburban lifestyle. Many work cutside their resident
county; 35 percent cross county lines to work {compared
to 23 percent for the United States),

esri.com/tapestry

Preferences

Residents’ product preferences reflect their suburban
lifestyle. Boomburbs is the top segment for buying
kousehold furnishings, toys and games, men’s business
and casual clothes, big-screen TVs, cars, and trees. Thisis
also the top market to own big-screen TVs, DVO players,
digital camcorders, video game systems, and scanners

as well as owning or leasing full-size SUVs. Residents

own laptop computers, all kinds of software, and two

or more cell phones. They are well-insured, holding life
insurance policies worth $500,000 or more. They go ondine
frequently to buy flowers and tickets to sports avents,
trade and track their investments, do their banking, and
make travel plans. Personal computer use by chiidren
younger than 18 years is the highest of all the Tapestry
segments,

Boomburbs residents prefer homes with fireplaces and
hot tubs. They tend to employ professional househoid
cleaning services. They will do home improvement
projects themselves or hire a contractor for more
complicated werk. For preperty maintenance, they hire
lawn care and landscaping services, but will also do some
lawn care themselves.

Family vacations are a top priority; trips to Disney

World, Sea World, and other theme parks are popular
destinations. For exercise, they play tennis and golf, ski,
lift weights, and jog. They watch family videos on DVD,
attend baseball and basketbal! games, and go to golf
tournaments, They will readily spend more than $250 2
year on high-and sports equipment and buy family DVDs
for their collections. Favorite types of radio programs
include alternative, soft contemporary, sports, and all-tatk.
They read parenting, finance, and business magazines and
watch newer sitcoms and dramas on TV.





