Downtown Chico’s Market Tapestry DOWNTOWN
% CHICO w

What is Tapestry?

Esri’s Tapestry Segmentation classifies US neighborhoods into 67 unique segments based on
demographic, socioeconomic, and lifestyle characteristics. A “personality map” for places: which
kinds of households live here, how they spend, what they prioritize (e.g., budget consciousness,
fitness, technology adoption), and even what kind of services or amenities they respond to most.

Why Tapestry is Helpful?

Tapestry is a quick gauge of the consumer makeup and preferences overview of who lives
downtown but also how to engage them—e.g., top channels, values, and spending behaviors—
thereby refining a business strategy such as:

1. Tailored Offerings: Knowing that Downtown’s tapestry leans strongly toward younger, tech-
savvy, and well-educated segments helps shape product mix, price points, marketing
channels, and brand positioning.

2. Consumer Experience: Segments like “Bright Young Professionals” or “Dorms to Diplomas”
love convenience, digital engagement, and fresh experiences; those in “In Style” or “Golden
Years” appreciate quality, personal service, and a curated environment.

3. Location & Marketing Insights: Tapestry clarifies where each segment clusters, enabling more
targeted signage, store layouts, or hyper-local advertising (e.g., near campus vs. near
professional enclaves).

Downtown Chico’s Top Tapestry Segments

Across Chico this tapestry mix reflects a high share of educated, younger, and often renter-based
households—although you also see older professionals (In Style), more affluent retirees (Golden
Years), and up-and-coming families. For local businesses, that means demand for:

¢ Social & Nightlife options (bars, entertainment, concerts)

¢ Quick yet trendy dining (fast-casual, organic, specialty cuisine)

o Active-lifestyle amenities (gyms, yoga, parks, cycling)

¢ Quality retail that balances budget-conscious students with brand-savvy professionals

e Housing variety (students/young professionals renting, empty-nesters potentially
downsizing)

In Chico’s core (the city boundaries that include Downtown), five segments comprise roughly 60%
of all households:



Downtown Chico’s Top Five Tapestry Segments

Attached: Tapestry Segments Sheets for further definition.

Bright Young
Professionals (8C) —
17.3%

Young, well-educated, and often starting their careers.

Typically, renters, tech-savvy, and always connected.

Love urban amenities (cafés, gyms, social venues), prize convenience,
and prioritize experiences.

In Style (5B) — 12.7%

Affluent singles or couples (often no children at home).
College-educated professionals with above-average incomes.

Invested in homes, technology, charitable giving, and a “quality over
cost” mindset.

Dorms to Diplomas
(14C) - 12.4%

9.9%

College Towns (14B) —
8.5%

Additional Strong
Segments

Set to Impress (11D) —

Mostly students or very recent grads.
Low income but short-term; college-town, campus-adjacent lifestyles.

Focus on budget-friendly quick meals, nightlife, and experiences with
peers.

Younger, image-conscious urban renters.

Modest incomes but high usage of tech and social media, big on “latest
fashion” deals.

Often balancing work and school; fast-food, quick dining, and
music/entertainment spots are popular.

Like Dorms to Diplomas, these neighborhoods revolve around campus
life, but can include staff, faculty, and a cross-section of student ages.

Strong market for fast-casual dining, coffeehouses, nightlife, and
shared housing arrangements.

Emerald City (8B)

Up & Coming Families (7A)
Old & Newcomers (8F)
Golden Years (9B).)

Sources: Tapestry Segmentation Area Profile: Chico City, CA; Esri Tapestry Segment Guides (2024-2025).
Note: Percentages above refer to share of City households within each Tapestry segment.




Middle Ground

Bright Young Professionals

Households: 2,750,200

Average Household Size: 2.41

Median Age: 33.0

Median Household Income: $54,000

WHO ARE WE?

Bright Young Professionals is a large market, primarily
located in urban outskirts of large metropolitan areas.
These communities are home to young, educated, working
professionals. More than one out of three householders are
under the age of 35. Slightly more diverse couples domi-
nate this market, with more renters than homeowners.
More than two-fifths of the households live in single-family
homes; over a third live in 5+ unit buildings. Labor force
participation is high, generally white-collar work, with a mix
of food service and part-time jobs (among the college
students). Median household income, median home value,
and average rent are close to the US values. Residents of
this segment are physically active and up on the latest
technology.

'TAPESTRY

SEGMENTATION

esri.com/tapestry

OUR NEIGHBORHOOD

Approximately 57% of the households rent;
43% own their homes.

Household type is primarily couples,
married (or unmarried), with above-average
concentrations of both single-parent

(Index 125) and single-person (Index 115)
households.

Multiunit buildings or row housing

make up 56% of the housing stock

(row housing [Index 178], buildings with
5-19 units [Index 275]); 43% built 1980-99.

Average rent mirrors the US (Index 100).

Lower vacancy rate is at 8.2%.

SOCIOECONOMIC TRAITS

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Education completed: 35% with some
college or an associate's degree, 33%
with a bachelor's degree or higher.

Labor force participation rate of 72% is
higher than the US rate.

These consumers are up on the latest
technology.

They get most of their information from
the internet.

Concern about the environment
impacts their purchasing decisions.

Consumer preferences are estimated from data by MRI-Simmons.



8C Bright

AGE BY SEX (Esri data)
Median Age: 33.0 US:38.2

Indicates US

85+
80-84
75-79
70-74
65-69
60-64
55-59
50-54
45-49
40-44
35-39
30-34
25-29
20-24
15-19
10-14
5-9
<5

AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index

Middle Ground

Young Professionals

RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the

same area, belong to different race or ethnic groups. The index
ranges from 0 (no diversity) to 100 (complete diversity).

Hispanic*
Multiple

Other

Asian and
Pac. Islander
American
Indian

Black

White

8%

T I
4% 0 4% 8%

Male Female

Diversity Index: 67.5 US: 64.0

[ 17.4%
I 18.1%

N 4.6%
W 3.4%
I 6.3%
I 6.8%

. 6.4%
N 5.8%

11.0%
11.0%

I 6.6%
[ 12.8%

T 65.1%
R 70.2%

0 20% 40% 60% 80%
Il US Average. *Hispanic Can Be of Any Race.

TAPESTRY

SEGMENTATION

INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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OCCUPATION BY EARNINGS

by median earnings.

of 100 is average. An index of 120 shows that average spending by consumers in this market

is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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¢ Middle Ground ) TAPESTRY
8C, Bright Young Professionals SEGMENTATION

MAR KET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.) H OUS I N G

Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets.

Own newer computers (desktop, laptop, or both), iPods, and 2+ TVs. Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Own retirement savings and student loans.

Go online and use mobile devices for banking, access YouTube or Facebook,
visit blogs, download movies, and play games.

Use cell phones to text, redeem mobile coupons, listen to music, and check for
news and financial information.

Find leisure going to bars/clubs, attending concerts, going to the beach. Home-

ownership Rent

US Percentage: 57.2%
62.7% Own
37.3% Rent

Enjoy a variety of sports, including backpacking, rock climbing, football, Pilates,

running, and yoga.

Eat out often at fast-food and family restaurants. Typical Housing:
Single Family;
Multi-Units

Average Rent:
$1,042
US Average: $1,038

POPULATION CHARACTERISTICS ESRI INDEXES
Total population, average annual population change since Census 2010, and average Esri developed three indexes to display average household wealth, socioeconomic status,
density (population per square mile) are displayed for the market relative to the size and housing affordability for the market relative to US standards.

and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000
————— o

6,690,700

Wealth Index

O : 1-1 : 100

Socioeconomic Status Index

0 Population Density (Persons per sq. mile) 25,000
—A-q 0 140 : : 350

778 Housing Affordability Index

-0.5% Population Growth (Annual %) 3.0%

1.2%




LifeMode Group: GenXurban

In Style

Households: 2,764,500

Average Household Size: 2.35

Median Age: 42.0

Median Household Income: $73,000

WHO ARE WE?

In Style denizens embrace an urbane lifestyle that includes
support of the arts, travel, and extensive reading. They are
connected and make full use of the advantages of mobile
devices. Professional couples or single households without
children, they have the time to focus on their homes and
their interests. The population is slightly older and already
planning for their retirement.

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOD

City dwellers of large metropolitan areas.

Married couples, primarily with no children
(Index 112) or single households (Index 109);
average household size at 2.35.

Homeownership average at 68%
(Index 108); nearly half, 47%,
mortgaged (Index 114).

Primarily single-family homes, in older
neighborhoods (built before 1980),
with a mix of townhomes (Index 132)
and smaller (5-19 units) apartment
buildings (Index 110).

Median home value at $243,900.

Vacant housing units at 8.6%.

SOCIOECONOMIC TRAITS

College educated: 48% are graduates
(Index 155); 77% with some
college education.

Higher labor force participation rate is at
67% (Index 108) with proportionately more
two-worker households (Index 110).

Median household income of $73,000
reveals an affluent market with income
supplemented by investments (Index 142)
and a substantial net worth (Index 178).

Connected and knowledgeable,
they carry smartphones and use many
of the features.

Attentive to price, they use coupons,
especially mobile coupons.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.



5B

AGE BY SEX e

Median Age:

Indicates US
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RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the
same area, belong to different race or ethnic groups. The index
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: US: 64.0
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INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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OCCUPATION BY EARNINGS

The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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MARKET PROFILE (consumer preferences ave estimted from data by MRi-Simmons) HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.

* Homes integral part of their style; invest in home remodeling/maintenance, Tenure and home value are estimated by Esri. Housing type and average
DIY or contractors; housekeeping hired. rent are from the Census Bureau's American Community Survey.

* Partial to late model SUVs: compact SUVs are gaining popularity.

e Prefer organic foods, including growing their own vegetables.
e Financially active, own a variety of investments often managed by a financial planner.

* Meticulous planners, both well insured and well invested in retirement savings.

e Generous with support of various charities and causes. Home-
i ownershi
* Actively support the arts, theater, concerts, and museums. Own P Rent
67.8% US Percentage: 32.2%
62.7% Own
Typical Housing: 37.3% Rent
Single Family

Median Value:
$243,900
US Median: $207,300

POPULATION CHARACTERISTICS ESRI INDEXES
Total population, average annual population change since Census 2010, and average Esri developed three indexes to display average household wealth, socioeconomic status,
density (population per square mile) are displayed for the market relative to the size and housing affordability for the market relative to US standards.

and change among all Tapestry markets. Data estimated by Esri.
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LifeMode Group: Scholars and Patriots

Dorms to Diplomas

Households: 630,300

Average Household Size: 2.22

Median Age: 21.6

Median Household Income: $16,800

WHO ARE WE?

On their own for the first time, Dorms to Diplomas residents
are just learning about finance and cooking. Frozen dinners
and fast food are common options. Shopping trips are
sporadic, and preferences for products are still being estab-
lished. Many carry a balance on their credit card so they can
buy what they want now. Although school and part-time work
take up many hours of the day, the remainder is usually filled
with socializing and having fun with friends. They are looking
to learn life lessons inside and outside of the classroom. This
is the first online generation, having had lifelong use of
computers, the internet, and cell phones.

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOD

Mix of dorms, on-campus and off-campus
housing cater to young renters.

Off-campus householders are commonly
students living alone or with roommates;
average household size is 2.22.

More than 80% of the housing is apartments;
many older homes in town have been
converted into multifamily living units.

With limited parking on campus, many walk,
bike, or carpool to class.

Less than one in ten homes are owner
occupied.

SOCIOECONOMIC TRAITS

This is the youngest market with half of the
population aged 20-24.

Impulse buyers who experiment with
different brands.

Often purchase trendy clothes on a budget.

Vehicles are just a means of transporta-
tion—economy and environmental impact
are factors in purchases; used, imported
subcompact cars are a popular choice.

Socializing, having fun, and learning new
things are valued.

Always connected; their cell phone is never
out of reach.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.
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AGE BY SEX e RACE AND ETHNICITY o INCOME AND NET WORTH

di . . The Diversity Index summarizes racial and ethnic diversity. The index Net worth measures total household assets (homes, vehicles,
Median Age: US: 38.2 D 4
" shows the likelihood that two persons, chosen at random from the investments, etc.) less any debts, secured (e.g., mortgages)
Indlicates US same area, belong to different race or ethnic groups. The index or unsecured (credit cards). Household income and
ranges from 0 (no diversity) to 100 (complete diversity). net worth are estimated by Esri.
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AVERAGE HOUSEHOLD BUDGET INDEX OCCUPATION BY EARNINGS

The index compares the average amount spent in this market's household budgets for The five occupations with the highest number of workers in the market are displayed
housing, food, apparel, etc., to the average amount spent by all US households. An index by median earnings. Data from the Census Bureau’s American Community Survey.

of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.)

¢ Going to the movies, out to bars for drinks and maybe a game of billiards
are common activities.

e With little experience cooking, fast food and frozen dinners are the
"go-to” choices.

* Rely on internet shopping to express appearance and fashion preferences;
hair color and teeth whiteners are commonplace.

* Mobile devices provide access to all the latest music.

e Active on and off campus, residents participate in many sports and
activities like Frisbee, bowling, weight lifting, jogging, and yoga.

e Use a computer for just about everything including news, entertainment,
shopping, blogging, social media, TV, movies, and homework.

POPULATION CHARACTERISTICS

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000
2,602,400
-0.5% Population Growth (Annual %) 3.0% I
1.0%
0 Population Density (Persons per sq. mile) 25,000
1000 '
5,235

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Home-
Own ownership Rent
7.5% US Percentage: 92.5%
62.7% Own
Typical Housing: 37.3% Rent

Multiunit Rentals

Average Rent:
$1,025
US Average: $1,038

ESRI INDEXES

Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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Midtown Singles

Set to Impress

Households: 1,714,100

Average Household Size: 2.12

Median Age: 33.9

Median Household Income: $32,800

WHO ARE WE?

Set to Impress is depicted by medium to large multiunit
apartments with lower than average rents. These
apartments are often nestled into neighborhoods with
other businesses or single-family housing. Nearly one in
three residents is 20 to 34 years old, and a large portion
are single-person nonfamily households. Although many
residents live alone, they preserve close connections with
their family. Many work in food service while they are

attending college. This group is always looking for a deal.

They are very conscious of their image and seek to
bolster their status with the latest fashion. Set to Impress
residents are tapped into popular music and the local
music scene.

' TAPESTRY

SEGMENTATION

esri.com/tapestry

OUR NEIGHBORHOOD

Apartment complexes represented by
multiple multiunit structures are often
nestled in neighborhoods with either
single-family homes or other businesses.

Renters make up nearly three quarters of all
households.

Mostly found in urban areas, but also in
suburbs.

Single-person households make up over
40% of all households.

It is easy enough to walk or bike to work for
many residents.

SOCIOECONOMIC TRAITS

Residents are educated and mobile.
Many are enrolled in college (Index 141).

Consumers always have an eye out for a sale
and will stock up when the price is right.

Prefer name brands, but buy generic when it
is a better deal.

Quick meals on the run are a reality of life.

Image-conscious consumers that dress to
impress and often make impulse buys.

Maintain close relationships with family.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.
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AGE BY SEX (Esri data)
Median Age: 33.9 US:

Midtown Singles

mpress

38.2

RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the

same area, belong to different race or ethnic groups. The index
ranges from 0 (no diversity) to 100 (complete diversity).
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AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index
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TAPESTRY

SEGMENTATION

INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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OCCUPATION BY EARNINGS

of 100 is average. An index of 120 shows that average spending by consumers in this market

is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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Midtown Singles TAPESTRY
Set to Impress SEGMENTATION

MAR KET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.) H OUS I N G

Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets.

Majority have cell phones only, no landlines. Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Listen to a variety of the latest music and download music online.

Use the internet for social media, downloading video games and
watching TV programs.

Own used, imported vehicles.

Prefer shopping for bargains at Walmart, including discount stores like
Kmart, Big Lots, and the local dollar store.

Home-
e Enjoy leisure activities including going to rock concerts, night clubs, ownership Rent
and the zoo. US Percentage: 72.3%
. . 62.7% Own
Typical Housing: 37.3% Rent
Multiunit Rentals;
Single Family
Average Rent:
$787
US Average: $1,038
POPULATION CHARACTERISTICS ESRI INDEXES
Total population, average annual population change since Census 2010, and average Esri developed three indexes to display average household wealth, socioeconomic status,
density (population per square mile) are displayed for the market relative to the size and housing affordability for the market relative to US standards.

and change among all Tapestry markets. Data estimated by Esri.
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LifeMode Group: Scholars and Patriots

College Towns

Households: 1,176,200

Average Household Size: 2.14

Median Age: 24.5

Median Household Income: $32,200

WHO ARE WE?

About half the residents of College Towns are enrolled in
college, while the rest work for a college or the services
that support it. Students have busy schedules, but make
time between studying and part-time jobs for socializing
and sports. Students that are new to managing their own
finances tend to make impulse buys and splurge on the
latest fashions. This digitally engaged group uses
computers and cell phones for all aspects of life including
shopping, schoolwork, news, social media, and
entertainment. College Towns residents are all about new
experiences, and they seek out variety and adventure in
their lives.

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOD

These are nonfamily households with many
students living alone or with roommates for
the first time.

This segment is a mix of densely developed
student housing and dorms with local
residences.

Off-campus, low-rent apartments comprise
half of the housing stock.

Over three-quarters of the households are
renter occupied, with one in ten remaining
vacant.

One-third of homes are single family;
mostly occupied by local residents who
own their homes.

This market is bike and pedestrian friendly.

SOCIOECONOMIC TRAITS

Limited incomes result in thrifty purchases.

Dress to impress with the latest fashions of
the season.

Strong preference for environmentally
friendly products and vehicles that get
good gas mileage.

Heavily influenced by celebrity endorse-
ments and trends in magazines.

Most feel anything that can be done online
is easier than in person.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.



AGE BY SEX e RACE AND ETHNICITY o INCOME AND NET WORTH

di . . The Diversity Index summarizes racial and ethnic diversity. The index Net worth measures total household assets (homes, vehicles,
Median Age: US: 38.2 D 4
" shows the likelihood that two persons, chosen at random from the investments, etc.) less any debts, secured (e.g., mortgages)
Indlicates US same area, belong to different race or ethnic groups. The index or unsecured (credit cards). Household income and
ranges from 0 (no diversity) to 100 (complete diversity). net worth are estimated by Esri.
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AVERAGE HOUSEHOLD BUDGET INDEX OCCUPATION BY EARNINGS

The index compares the average amount spent in this market's household budgets for The five occupations with the highest number of workers in the market are displayed
housing, food, apparel, etc., to the average amount spent by all US households. An index by median earnings. Data from the Census Bureau’s American Community Survey.

of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.)

* Own laptops and notebooks and video game systems.

e Prefer to watch movies and TV programs online; but do watch some TV like
MTV2, ESPNews, ESPN2, and Comedy Central.

e Use the internet for social media connections, blogging, paying bills, and
searching for jobs.

* Have cell phones only (no landlines) and enjoy customizing them.
® Popular activities: backpacking, Pilates, and Frisbee.

e Go out to the movies and out for drinks.

POPULATION CHARACTERISTICS

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000
2,962,900
-0.5% Population Growth (Annual %) 3.0% I
1.1%
0 Population Density (Persons per sq. mile) 25,000
1000 '
1,451

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Home-
Oown ownership Rent
24.6% US Percentage: 75.4%
. . ' 62.7% Own '
Typical Housing: 37.3% Rent
Multiunit Rentals;
Single Family

Average Rent:
$927
US Average: $1,038

ESRI INDEXES

Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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Middle Ground

Emerald City

Households: 1,748,600

Average Household Size: 2.06

Median Age: 37.4

Median Household Income: $59,200

WHO ARE WE?

Emerald City’s denizens live in lower-density
neighborhoods of urban areas throughout the country.
Young and mobile, they are more likely to rent. Half have
a college degree and a professional occupation. Incomes
close to the US median come primarily from wages,
investments, and self-employment. This group is highly
connected, using the internet for entertainment and
making environmentally friendly purchases. Long hours
on the internet are balanced with time at the gym. Many
embrace the “foodie” culture and enjoy cooking
adventurous meals using local and organic foods. Music
and art are major sources of enjoyment.They travel
frequently, both abroad and domestically.

"TAPESTRY

SEGMENTATION

esri.com/tapestry

OUR NEIGHBORHOOD

There are mostly older, established neigh-
borhoods with homes built before 1960;
around 30% built before 1940.

Just over half of all homes are renter
occupied.

Single-person and nonfamily types make up
over half of all households.

Median home value and average rent are
slightly above the US levels; around half of
owned homes are worth $150,000-
$300,000.

SOCIOECONOMIC TRAITS

Consumers research products carefully
before making purchases.

They buy natural, green, and environmen-
tally friendly products.

Very conscious of nutrition, they regularly
buy and eat organic foods.

Cell phones and text messaging are a huge
part of everyday life.

They place importance on learning new
things to keep life fresh and variable.

They are interested in the fine arts and
especially enjoy listening to music.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.



Middle Ground

Emerald City

AGE BY SEX (Esri data)
Median Age: 37.4 US: 38.2

RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the

same area, belong to different race or ethnic groups. The index
ranges from 0 (no diversity) to 100 (complete diversity).

Indicates US
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AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index

Diversity Index: 50.6 US: 64.0
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Il US Average. *Hispanic Can Be of Any Race.

TAPESTRY

SEGMENTATION

INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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OCCUPATION BY EARNINGS

of 100 is average. An index of 120 shows that average spending by consumers in this market

is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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Middle Ground

Emerald City

TAPESTRY

SEGMENTATION

MAR KET P RO FI LE (Consumer preferences are estimated from data by MRI-Simmons.)

Liberal segment that contributes to NPR and PBS.

Shop at Trader Joe's and Whole Foods.

Budget time—utilize home cleaning services so there’s time for yoga.

and sports news.

and bake.

POPULATION CHARACTERISTICS

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000

3,684,800
-0.5% Population Growth (Annual %) 3.0% I
0.9%
0 Population Density (Persons per sq. mile) 25,000
ET— -

396

Use the web for professional networking, blogging, making travel plans, shopping,

Read magazines and books on a tablet, sometimes while exercising at home.

Attend venues like art galleries, museums, and concerts. At home they like to cook

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Home-
ownership Rent

US Percentage: 51.5%
62.7% Own
37.3% Rent

Typical Housing:
Single Family;

Multi-Units

Average Rent:
$1,087
US Average: $1,038

ESRI INDEXES

Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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o Nl 3%
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LifeMode Group: Sprouting Explorers

Up and Coming Families

Households: 2,901,200

Average Household Size: 3.12
Median Age: 31.4

Median Household Income: $72,000

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS
Up and Coming Families is a market in transition—residents * New suburban periphery: new families * Education: 67% have some college
are younger and more mobile than the previous genera- in new housing subdivisions. education or degree(s).

tlc_>r?. They are amb'“‘?“s' Workln.g hard t? get ahead, and e Building began in the housing boom * Hardworking labor force with a
willing to take some risks to achieve their goals. The of the 2000s and continues in this participation rate of 71% (Index 114).

recession has impacted their financial well-being, but they are
optimistic. Their homes are new; their families are young.
And this is one of the fastest-growing markets

in the country.

fast-growing market. e Most households (61%) have two or

¢ Single-family homes with a median value more workers.

of $194,400 and a lower vacancy rate. * Careful shoppers, aware of prices, willing

* The price of affordable housing: to shop around for the best deals and open
longer commute times (Index 217). to influence by others’ opinions.

e Seek the latest and best in technology.

* Young families still feathering the nest
and establishing their style.

TAPESTRY

SEGMENTATION

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
Consumer preferences are estimated from data by MRI-Simmons.



AGE BY SEX e RACE AND ETHNICITY o INCOME AND NET WORTH

di . . The Diversity Index summarizes racial and ethnic diversity. The index Net worth measures total household assets (homes, vehicles,
Median Age: US: 38.2 D ¢ 4
" s shows the likelihood that two persons, chosen at random from the investments, etc.) less any debts, secured (e.g., mortgages)
Indicates same area, belong to different race or ethnic groups. The index or unsecured (credit cards). Household income and
ranges from 0 (no diversity) to 100 (complete diversity). net worth are estimated by Esri.
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80-84 Diversity Index: US: 64.0 .
s o e Median Household Income
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AVERAGE HOUSEHOLD BUDGET INDEX OCCUPATION BY EARNINGS

The index compares the average amount spent in this market's household budgets for The five occupations with the highest number of workers in the market are displayed
housing, food, apparel, etc., to the average amount spent by all US households. An index by median earnings. Data from the Census Bureau’s American Community Survey.

of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.

$140,000 —
Housing 104 $120,000 —
(]
Food 105 o
£ $100,000 —
Apparel & Services 110 %
) W $80,000 — Health-Care
Transportation 106 % Practitioners And Management
= Technical
Health Care 100 g $60,000 — Office And
= Administrative Support
Entertainment &
4 105 40,000 —
Recreation $40, Educa(\'cjm,t;frain'\r\g, Sales And
. And Library Related
Education 93 $20,000 —
Pensions & 111
Social Security
Other 105 ’ N N N
< 200,000 400,000 600,000

0 50 100 150 200 250 300 350 Workers (Age 16+)



MARKET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.)

Rely on the internet for entertainment, information, shopping, and banking.
Prefer imported SUVs or compact cars, late models.

Carry debt from credit card balances to student loans and mortgages but also
maintain retirement plans and make charitable contributions.

Busy with work and family; use home and landscaping services to save time.

Find leisure in family activities, movies at home, trips to theme parks or the zoo,
and sports, from golfing and weight lifting to taking a jog or run.

POPULATION CHARACTERISTICS ESRI INDEX

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size

and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000

A 0O—— 85
9,115,600
Wealth Index

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

'u )

Home-
n Own  ©wnership Rent
73.9% US Percentage: 26.1%
62.7% Own
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Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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Middle Ground

Old and Newcomers

Households: 2,859,200

Average Household Size: 2.12

Median Age: 39.4

Median Household Income: $44,900

WHO ARE WE?

This market features singles’ lifestyles, on a budget. The
focus is more on convenience than consumerism, economy
over acquisition. Old and Newcomers is composed of
neighborhoods in transition, populated by renters who are
just beginning their careers or retiring. Some are still in
college; some are taking adult education classes. They
support charity causes and are environmentally conscious.
Age is not always obvious from their choices.

"TAPESTRY

SEGMENTATION

esri.com/tapestry

OUR NEIGHBORHOOD

Metropolitan city dwellers.

Predominantly single households

(Index 148), with a mix of married couples
(no children); average household size
lower at 2.12.

55% renter occupied; average rent is lower
than the US (Index 85).

45% of housing units are single-family
dwellings; 45% are multiunit buildings in
older neighborhoods, built before 1980.

Average vacancy rate at 11%.

SOCIOECONOMIC TRAITS

An average labor force participation rate of
62.6%, despite the increasing number of
retired workers.

32% of households are currently receiving
income from Social Security.

31% have a college degree (Index 99), 33%
have some college education (Index 114),
9% are still enrolled in college (Index 121).

Consumers are price aware and coupon
clippers but open to impulse buys.

They are attentive to environmental
concerns.

They are comfortable with the latest
technology.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.



Middle Ground

@ Old and Newcomers

TAPESTRY

SEGMENTATION

AGE BY SEX e

Median Age: 39.4 US: 38.2

RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the
same area, belong to different race or ethnic groups. The index

ranges from 0 (no diversity) to 100 (complete diversity).
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AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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*Hispanic Can Be of Any Race.

INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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OCCUPATION BY EARNINGS

The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

$140,000

$120,000

$100,000

$80,000

$60,000

Median Earnings

$40,000

$20,000

0

Office And

Sales And
Related

Education, Training,

And Library = Administrative Support

Food Preparation And
Serving Related

I
100,000

200,000

300,000
Workers (Age 16+)

400,000 500,000



Middle Ground

@ Old and Newcomers

TAPESTRY

SEGMENTATION

MAR KET P RO FI LE (Consumer preferences are estimated from data by MRI-Simmons.)

Residents have a strong sense of community. They volunteer for charities,
help fundraise, and recycle.

They prefer cell phones to landlines.

Entertainment features the internet (employment searches, rating products,
updating social media profiles), watching movies at home, listening to country
music, and reading the paper.

Vehicles are basically just a means of transportation.

Food features convenience, frozen, and fast food.

They do banking as likely in person as online.

POPULATION CHARACTERISTICS

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

900,000  Population 11,000,000 I

6,249,400
-0.5% Population Growth (Annual %) 3.0% I
0.7%
0 Population Density (Persons per sq. mile) 25,000
EEEE— -

860

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Home-
ownership Rent
US Percentage: 54.8%
62.7% Own

Typical Housing: 37.3% Rent
Single Family;

Multi-Units

Average Rent:
$880

US Average: $1,038

ESRI INDEXES

Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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WHO ARE WE?

Independent, active seniors nearing the end of
their careers or already in retirement best
describes Golden Years residents. This market
is primarily singles living alone or empty
nesters. Those still active in the labor force are
employed in professional occupations;
however, these consumers are actively pursuing
a variety of leisure interests—travel, sports,
dining out, museums, and concerts. They are
involved, focused on physical fitness, and
enjoying their lives. This market is smaller, but
growing, and financially secure.

" TAPESTRY

SEGMENTATION

esri.com/tapestry

Senior Styles

Golden Years

Households: 1,657,400

Average Household Size: 2.06
Median Age: 52.3

Median Household Income: $71,700

OUR NEIGHBORHOOD

e This older market has a median age of 52
years and a disproportionate share (nearly
32%) of residents aged 65 years or older.

¢ Single-person households (over 40%) and
married-couple families with no children
(one-third) dominate these neighborhoods;
average household size is low at 2.06
(Index 80).

® Most of the housing was built after 1970;
approximately 43% of householders live
in single-family homes and 43% in
multiunit dwellings.

¢ These neighborhoods are found in large
metropolitan areas, outside central cities,
scattered across the US.

SOCIOECONOMIC TRAITS

Golden Years residents—22% have graduate or
professional degrees, 28% have bachelor's degrees,
and 25% have some college credits.

Labor force participation is somewhat low at 56%
(Index 89), due to residents reaching retirement.

Median household income is higher in this market,
more than $71,000. Although wages still provide
income to nearly two out of three households, earned
income is available from investments (Index 171),
Social Security benefits (Index 146), and retirement
income (Index 144).

These consumers are well connected: Internet access
is used for everything from shopping or paying bills to
monitoring investments and entertainment.

They are generous supporters of the arts and
charitable organizations.

They keep their landlines and view cell phones more
as a convenience.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.

Consumer preferences are estimated from data by MRI-Simmons.



@ Golden

Senior Styles

Years

TAPESTRY

SEGMENTATION

AGE BY SEX e

RACE AND ETHNICITY o

The Diversity Index summarizes racial and ethnic diversity. The index
shows the likelihood that two persons, chosen at random from the
same area, belong to different race or ethnic groups. The index
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 43.8 US: 64.0

Median Age: 52.3 US: 38.2
Indicates US
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AVERAGE HOUSEHOLD BUDGET INDEX

The index compares the average amount spent in this market's household budgets for
housing, food, apparel, etc., to the average amount spent by all US households. An index
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INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
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OCCUPATION BY EARNINGS

of 100 is average. An index of 120 shows that average spending by consumers in this market

is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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Workers (Age 16+)



Senior Styles

Golden Years

TAPESTRY

SEGMENTATION

MAR KET PROFI LE (Consumer preferences are estimated from data by MRI-Simmons.)

They subscribe to cable TV; news and sports programs are popular as well as
on-demand movies.

They use professional services to maintain their homes inside and out and
minimize their chores.

Leisure time is spent on sports (tennis, golf, boating, and fishing) or simple
exercise like walking.

Good health is a priority; they believe in healthy eating, coupled with vitamins
and dietary supplements.

Active social lives include travel, especially abroad, plus going to concerts
and museums.

Residents maintain actively managed financial portfolios that include a range
of instruments such as IRAs, common stocks, and certificates of deposit
(more than six months).

POPULATION CHARACTERISTICS

Total population, average annual population change since Census 2010, and average
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.
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Avid readers, they regularly read daily newspapers, particularly the Sunday edition.

HOUSING

Median home value is displayed for markets that are primarily

owner occupied; average rent is shown for renter-occupied markets.
Tenure and home value are estimated by Esri. Housing type and average
rent are from the Census Bureau’s American Community Survey.

Home-
ownership

US Percentage:
62.7% Own
37.3% Rent

Rent
37.3%

Typical Housing:
Single Family;
Multiunits

Median Value:
$332,100
US Median: $207,300

ESRI INDEXES

Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.
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