LifeMode Group: Upscale Avenues

Urban Chic

2A

Households: 1,574,000
Average Household Size: 2.37
Median Age: 42.6
Median Household Income: $98,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Urban Chic residents are professionals that live a
sophisticated, exclusive lifestyle. Half of all households
are occupied by married-couple families and about
30% are singles. These are busy, well-connected, and
well-educated consumers—avid readers and moviegoers,
environmentally active, and financially stable. This market
is a bit older, with a median age of almost 43 years,
and growing slowly, but steadily.

• More than half of Urban Chic households
include married couples; 30% are singles.

• Well educated, more than 60% of
residents hold a bachelor’s degree or
higher (Index 223).

• Average household size is slightly
lower at 2.37.
• Homes range from prewar to recent
construction, high-rise to single family.
Over 60% of householders live in
single-family homes; more than one
in four live in multiunit structures.
• Two-thirds of homes are owner occupied.
• Major concentrations of these neighborhoods
are found in the suburban periphery of
large metropolitan areas on the California
coast and along the East Coast.

TAPESTRY

TM

• Most households have two vehicles available.
Commuting time is slightly longer, but
commuting by bicycle is common (Index 236).

• Unemployment rate is well below average
at 5% (Index 62); labor force participation
is higher at 69%.
• Residents are employed in white collar
occupations—in managerial, technical, and
legal positions.
• Over 40% of households receive income
from investments.
• Environmentally aware, residents actively
recycle and maintain a “green” lifestyle.
• These busy, tech-savvy residents use PCs
extensively for an array of activities such as
shopping, banking, and staying current—
a top market for Apple computers.

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Middle Ground

Emerald City

8B

Households: 1,677,000
Average Household Size: 2.05
Median Age: 36.6
Median Household Income: $52,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Emerald City’s denizens live in lower-density neighborhoods
of urban areas throughout the country. Young and mobile,
they are more likely to rent. Well educated and well
employed, half have a college degree and a professional
occupation. Incomes close to the US median come
primarily from wages 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 personally and for business.

• There are mostly older, established
neighborhoods with homes built before
1960; around 30% built before 1940.

• Well educated, these consumers research
products carefully before making purchases.

TAPESTRY

• 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.

• They buy natural, green, and environmentally
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.

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Scholars and Patriots

Dorms to Diplomas

14C

Households: 589,000
Average Household Size: 2.20
Median Age: 21.5
Median Household Income: $17,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

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
established. 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, cell phones, and MP3 players.

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

• They’re the youngest market with half of
the population aged 20–24.

• Off-campus householders are commonly
students living alone or with roommates;
average household size is 2.2.

• They’re impulse buyers who experiment
with different brands.

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

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

• With limited parking on campus,
many walk, bike, or car pool to class.
• Only one in ten homes are owner occupied.

• They buy trendy clothes on a budget.

• They value socializing, having fun, and
learning new things.
• They’re always connected; their cell phone
is never out of reach.

TAPESTRY

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Affluent Estates

Professional Pride

1B

Households: 1,878,000
Average Household Size: 3.11
Median Age: 40.5
Median Household Income: $127,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Professional Pride consumers are well-educated career
professionals that have prospered through the Great
Recession. To maintain their upscale suburban lifestyles,
these goal oriented couples work, often commuting far
and working long hours. However, their schedules are
fine-tuned to meet the needs of their school age children.
They are financially savvy; they invest wisely and benefit
from interest and dividend income. So far, these established
families have accumulated an average of 1.5 million dollars
in net worth, and their annual household income runs at
more than twice the US level. They take pride in their newer
homes and spend valuable time and energy upgrading.
Their homes are furnished with the latest in home trends,
including finished basements equipped with home gyms
and in-home theaters.

• Typically owner occupied (Index 173),
single-family homes are in newer neighbor
hoods: 59% of units were built in the last
20 years.

• Professional Pride consumers are highly
qualified in the science, technology, law,
or finance fields; they’ve worked hard to
build their professional reputation or their
start-up businesses.

TAPESTRY

TM

SEGMENTATION
esri.com/tapestry

• Neighborhoods are primarily located
in the suburban periphery of large
metropolitan areas.
• Most households own two or three vehicles;
long commutes are the norm.
• Homes are valued at more than twice the
US median home value, although three out
of four homeowners have mortgages to
pay off.
• Families are mostly married couples (almost
80% of households), and more than half of
these families have kids. Their average
household size, 3.11, reflects the presence
of children.

• These consumers are willing to risk their
accumulated wealth in the stock market.
• They have a preferred financial institution,
regularly read financial news, and use the
Internet for banking transactions.
• These residents are goal oriented and
strive for lifelong earning and learning.
• Life here is well organized; routine is a key
ingredient to daily life.

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

LifeMode Group: Upscale Avenues

Enterprising Professionals

2D

Households: 1,627,000
Average Household Size: 2.46
Median Age: 34.8
Median Household Income: $77,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Enterprising Professionals residents are well educated and
climbing the ladder in STEM (science, technology, engineering,
and mathematics) occupations. They change jobs often and
therefore choose to live in condos, town homes, or apartments;
many still rent their homes. The market is fast-growing,
located in lower density neighborhoods of large metro areas.
Enterprising Professionals residents are diverse, with Asians
making up over one-fifth of the population. This young
market makes over one and a half times more income than
the US median, supplementing their income with high-risk
investments. At home, they enjoy the Internet and TV on
high-speed connections with premier channels and services.

• Almost half of households are married couples,
and 30% are single person households.

• Median household income one and a half
times that of the US.

• Housing is a mixture of suburban single-family
homes, row homes, and larger multiunit
structures.

• Over half hold a bachelor’s degree
or higher.

• Close to three quarters of the homes
were built after 1980; 22% are newer,
built after 2000.
• Renters make up nearly half of
all households.

• Early adopters of new technology in
hopes of impressing peers with new gadgets.
• Enjoy talking about and giving advice
on technology.
• Half have smartphones and use them for
news, accessing search engines, and maps.
• Work long hours in front of a computer.
• Strive to stay youthful and healthy, eat
organic and natural foods, run and do yoga.
• Buy name brands and trendy clothes online.

TAPESTRY

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Uptown Individuals

3B

Metro Renters
Households: 1,734,000
Average Household Size: 1.66
Median Age: 31.8
Median Household Income: $52,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Residents in this highly mobile and educated market live
alone or with a roommate in older apartment buildings and
condos located in the urban core of the city. This is one of
the fastest growing segments; the popularity of urban life
continues to increase for consumers in their late twenties
and thirties. Metro Renters residents income is close to the
US average, but they spend a large portion of their wages
on rent, clothes, and the latest technology. Computers and
cell phones are an integral part of everyday life and are
used interchangeably for news, entertainment, shopping,
and social media. Metro Renters residents live close to their
jobs and usually walk or take a taxi to get around the city.

• Over half of all households are occupied
by singles, resulting in the smallest average
household size among the markets, 1.66.

• Well-educated consumers, many currently
enrolled in college.

TAPESTRY

• Neighborhoods feature 20+ unit
apartment buildings, typically surrounded
by offices and businesses.
• Renters occupy close to 80% of
all households.
• Public transportation, taxis, walking, and
biking are popular ways to navigate the city.

• Very interested in the fine arts and
strive to be sophisticated; value
education and creativity.
• Willing to take risks and work long hours
to get to the top of their profession.
• Become well informed before purchasing
the newest technology.
• Prefer environmentally safe products.
• Socializing and social status very important.

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: GenXurban

In Style

5B

Households: 2,675,000
Average Household Size: 2.33
Median Age: 41.1
Median Household Income: $66,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

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.

• City dwellers of large metropolitan areas.

• College educated: 46% are graduates
(Index 162); 75% with some
college education.

• Married couples, primarily with no children
(Index 112) or single households (Index 109);
average household size at 2.33.
• Home ownership average at 69%
(Index 108); more than half, 51%,
mortgaged (Index 112).
• Primarily single-family homes, in older
neighborhoods (built before 1980),
with a mix of town homes (Index 133)
and smaller (5 –19 units) apartment
buildings (Index 110).
• Median home value at $213,500.
• Vacant housing units at 8.8%.

TAPESTRY

• Low unemployment is at 5.6% (Index 65);
higher labor force participation rate is at
68% (Index 108) with proportionately more
2-worker households (Index 112).
• Median household income of $65,600
reveals an affluent market with income
supplemented by investments (Index 143)
and a substantial net worth (Index 179).
• Connected and knowledgeable,
they carry smartphones and use many
of the features.
• Attentive to price, they use coupons,
especially mobile coupons.

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Affluent Estates

Boomburbs

1C

Households: 1,695,000
Average Household Size: 3.22
Median Age: 33.6
Median Household Income: $105,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

This is the new growth market, with a profile similar to the
original: young professionals with families that have opted
to trade up to the newest housing in the suburbs. The
original Boomburbs neighborhoods began growing in the
1990s and continued through the peak of the housing boom.
Most of those neighborhoods are fully developed now.
This is an affluent market but with a higher proportion of
mortgages. Rapid growth still distinguishes the Boomburbs
neighborhoods, although the boom is more subdued now
than it was 10 years ago. So is the housing market. Residents
are well-educated professionals with a running start
on prosperity.

• Growth markets are in the suburban
periphery of large metropolitan areas.

• Well educated young professionals,
52% are college graduates (Index 185).

• Young families are married with children
(Index 221); average household size is 3.22.

• Unemployment is low at 5.2% (Index 60);
high labor force participation at 72%
(Index 115); most households have more
than two workers (Index 123).

• Home ownership is 84% (Index 133),
with the highest rate of mortgages, 78%
(Index 173).
• Primarily single-family homes, in new
neighborhoods, 72% built since 2000
(Index 521).
• Median home value is $293,000 (Index 165).
• Lower housing vacancy rate at 5.3%.

TAPESTRY

TM

SEGMENTATION
esri.com/tapestry

• The cost of affordable new housing comes
at the expense of one of the longest
commutes to work, over 30 minutes
average, including a disproportionate
number (34.5%) commuting across county
lines (Index 146).

• Longer commute times from the suburban
growth corridors (Index 121) have created
more home workers (Index 154).
• They are well connected: own the latest
devices and understand how to use them
efficiently; biggest complaints—too many
devices and too many intrusions on
personal time.
• Financial planning is well under way
for these professionals.

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

LifeMode Group: Affluent Estates

Savvy Suburbanites

1D

Households: 3,543,000
Average Household Size: 2.83
Median Age: 44.1
Median Household Income: $104,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

Savvy Suburbanites residents are well educated, well read,
and well capitalized. Families include empty nesters and
empty nester wannabes, who still have adult children
at home. Located in older neighborhoods outside the
urban core, their suburban lifestyle includes home
remodeling and gardening plus the active pursuit of
sports and exercise. They enjoy good food and wine,
plus the amenities of the city’s cultural events.

• Established neighborhoods (most
built between 1970 and 1990) found
in the suburban periphery of large
metropolitan markets.

• Education: 48.1% college graduates;
76.1% with some college education.

• Married couples with no children or older
children; average household size is 2.83.
• 91% owner occupied; 71% mortgaged
(Index 156).
• Primarily single-family homes, with
a median value of $311,000 (Index 175).
• Low vacancy rate at 4.5%.

TAPESTRY

• Low unemployment at 5.8% (Index 67);
higher labor force participation rate at
68.5% (Index 109) with proportionately
more 2-worker households at 65.4%,
(Index 122).
• Well-connected consumers that appreciate
technology and make liberal use of it for
everything from shopping and banking to
staying current and communicating.
• Informed shoppers that do their research
prior to purchasing and focus on quality.

TM

SEGMENTATION
esri.com/tapestry

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

LifeMode Group: Middle Ground

Old and Newcomers

8F

Households: 2,774,000
Average Household Size: 2.11
Median Age: 38.5
Median Household Income: $39,000

WHO ARE WE?

OUR NEIGHBORHOOD

SOCIOECONOMIC TRAITS

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 environmental causes and Starbucks. Age is not
always obvious from their choices.

• Metropolitan city dwellers.

• Unemployment is lower at 7.8% (Index 91),
with an average labor force participation
rate of 62.6%, despite the increasing
number of retired workers.

• Predominantly single households
(Index 148), with a mix of married
couples (no children); average
household size lower at 2.11.
• 54% renter occupied; average rent,
$800 (Index 88).
• 45% of housing units are single-family
dwellings; 44% are multiunit buildings
in older neighborhoods, built before 1980.
• Average vacancy rate at 11%.

• 30% of households are currently receiving
Social Security.
• 28% have a college degree (Index 99),
33% have some college education,
10% are still enrolled in college (Index 126).
• Consumers are price aware and coupon
clippers, but open to impulse buys.
• They are attentive to environmental concerns.
• They are more comfortable with the latest
technology than buying a car.

TAPESTRY

TM

SEGMENTATION
esri.com/tapestry

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

