Affluent Estates

Savvy Suburbanites

Households: 3,664,200
Average Household Size: 2.85
Median Age: 45.1

Median Household Income: $108,700

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS
Savvy Suburbanites residents are well educated, well read, e Established neighborhoods (most e Education: 50.6% college graduates;
and well capitalized. Families include empty nesters and built between 1970 and 1990) found 77.6% with some college education.
empty nester wanr_wabes, who_ still have adult children in the sulgurban periphery of large e Low unemployment at 3.5% (Index 65);
at home. Locatgd in older nfalghborhoods outside the metropolitan markets. higher labor force participation rate at
urban core, their suburbgn lifestyle mcIL.Jdes home e Married couples with no children or older 67.9% (Index 109) with proportionately
remodeling and Sarde”'”g p.Ius the active purswt.of children; average household size is 2.85. more 2-worker households at 62.2%,
sports and exercise. They enjoy good food and wine, . _ . (Index 120).
plus the amenities of the city’s cultural events. * 91% owner occupied; 66% mortgaged
(Index 160). * Well-connected consumers that appreciate
e Primarily single-family homes, with technology and make liberal use of it for

a median value of $362,900 (Index 161). everything from shopping and banking to

staying current and communicating.
® |ow vacancy rate at 3.8%. )
* Informed shoppers that do their research

prior to purchasing and focus on quality.

'TAPESTRY

SEGMENTATION

eSfi.Com/ta peStry 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.
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AGE BY SEX (Esri data)
Median Age: 45.1 US: 38.2
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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

8%

RACE AND ETHNICITY i co

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: 36.2 US: 64.0
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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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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.
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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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MAR KET P RO FI LE (Consumer preferences are estimated from data by GfK MRI)

Gardening and home remodeling are priorities, usually DIY. Riding mowers and

power tools are popular, although they also hire contractors for the heavy lifting.

There is extensive use of housekeeping and personal care services.

Foodies: They like to cook and prefer natural or organic products.

These investors are financially active, using a number of resources for informed
They are not afraid of debt; many households carry first and second mortgages
home equity credit lines.

invest heavily in sports gear and exercise equipment.

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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Residents prefer late model, family-oriented vehicles: SUVs, minivans, and station wagons.

. plus

Physically fit, residents actively pursue a number of sports, from skiing to golf, and

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.

Ving;
I

Typical Housing:
Single Family

investing.

Home
Ownership

US Percentage:
62.7% Own
37.3% Rent

Median Value:
$362,900
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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SEGMENT DENSITY

3
This map illustrates the density and .
distribution of the Savvy Suburbanites
Tapestry Segment by households. &
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