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Segment 48: Great Expectations 

    
Demographic  

 

Young singles who live alone and married-couple families dominate the Great Expectations 
market, although all household types are represented. The median age is 33.2 years. Some 
residents are just beginning their careers or family lives. This segment has a higher proportion of 
residents in their 20s and a higher proportion of householders younger than 35 years old. The 
ethnic diversity and racial composition of this segment are similar to the U.S. levels.  

Socioeconomic  
The median household income of $37,684 and the median net worth of $43,152 are low 
compared to the U.S. values. Approximately 29 percent of residents aged 25 years and older have 
attended college (slightly above the U.S. average), but only 16 percent hold a bachelor’s or 
graduate degree (somewhat below the U.S. average). Seven percent are enrolled in college or 
graduate school. The higher proportion of younger residents improves the 68 percent labor force 
participation rate. The manufacturing, retail, and service industry sectors are the primary 
employers in this market.  

Residential  
Great Expectations neighborhoods are located throughout the country, with higher proportions in 
the Midwest and South. Approximately half of the households own their homes; the other half  
rent. More than half of the households live in single-family dwellings; approximately 40 percent 
live in apartments in low- or mid-rise buildings. The median home value of $114,837 is about 
two-thirds that of the U.S. median. Most of the housing units in these older suburban 
neighborhoods were built before 1960.  

Preferences  
Great Expectations homeowners are not afraid to tackle smaller maintenance and remodeling 
projects, but they also enjoy a young and active lifestyle. They go out to dinner, to the movies, to 
bars, and to nightclubs. They enjoy roller-skating; roller-blading; playing Frisbee, chess, and 
pool; watching foreign films on video or DVD; and attending auto races. They read music 
magazines and listen to rock music on the radio. Residents watch courtroom dramas, reality 
shows, sitcoms, news programs, and dramas on TV. They occasionally take advantage of the 
convenience of fast-food restaurants. Traveling does not rank high in this market. Still focused on 
starting a career, many are not preparing for retirement by investing for the future. They shop at 
major discount stores and department stores; many residents order from catalogs.  
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      Segment 49: Senior Sun Seekers  
  

Demographic  
With an annual household growth rate of 2.1 percent, the Senior Sun Seekers market is one of the 
faster growing markets. With a median age of 51.9 years, this segment boasts the third oldest 
population of all the Community Tapestry segments. Approximately 62 percent of householders 
are aged 55 years or older. Married couples without children and singles comprise 70 percent of 
all households. This segment is not ethnically diverse; nearly 90 percent of the residents are 
white.  

Socioeconomic  
Many Senior Sun Seekers residents are retired or are anticipating retirement. The median 
household income is $38,062. Labor force participation is at 44 percent; more than half of the 
households receive Social Security benefits. Approximately one-third of the households also 
receive retirement income. The median net worth for this segment is $87,376. Educational 
attainment levels are below the U.S. levels; only 12 percent of residents aged 25 years and older 
hold a bachelor’s or graduate degree. However, 29 percent have attended college. 

Residential  
These neighborhoods are located mainly in the South and West. Forty-three percent of the 
households are found in Florida alone. Escaping from cold winter climates, many Senior Sun 
Seekers residents have permanently relocated to warmer areas; others are “snowbirds” that move 
south for the winter. This market has the third highest proportion of seasonal housing of all the 
Community Tapestry segments. Favorite areas are growth markets, primarily in Florida and 
portions of California and Arizona. Homeownership is at 83 percent; the median home value is 
$144,913. Single-family dwellings comprise almost half of the housing inventory; mobile homes 
comprise nearly 40 percent. Most housing was built after 1969.  

Preferences  
Senior Sun Seekers residents frequently travel on car trips and prefer to stay in reasonably priced 
motels or hotels such as Motel 6, Super 8, and Comfort Inn. Many are prepared for roadside 
emergencies with memberships in auto clubs. They eat out frequently at family restaurants, 
steakhouses, and fast-food establishments. They own all kinds of insurance including life, travel, 
long-term care, and personal liability. They consult with a financial advisor about their finances. 
Homeowners invest time and limited funds in home improvement and remodeling tasks such as 
replacing wallpaper and fencing the yard. They use the Yellow Pages to locate plumbers, roofers, 
moving/storage companies, and physicians. Many householders hire lawn and property 
maintenance services; however, some enjoy gardening and caring for the lawn themselves. Many 
residents are members of veterans’ clubs or fraternal orders and do volunteer work through them. 
For health reasons, these seniors control their diet and take a variety of vitamins and dietary 
supplements. When they need to purchase an item at a nearby convenience store, they usually 
choose Circle K. 
Television is a part of their daily routine; residents tune in to a wide variety of programs 
including game shows, dramas, news programs, home improvement shows, sitcoms, and golf 
tournaments. The Golf Channel is their cable station of choice. With plenty of leisure time, Senior 
Sun Seekers residents enjoy reading, especially boating magazines, romance novels, mysteries, 
and religious books. They like to rent videotapes or DVDs, with a preference for science fiction. 
They listen to the radio infrequently, but when they do, they listen to jazz. Leisure activities 
include playing backgammon and bingo, working crosswords, gambling at casinos, attending 
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professional football games, visiting theme parks, and fishing. 
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Segment 50:  
Heartland Communities

Demographic 
Well settled and close-knit, Heartland Communities residents are slightly older than average, with 
a median age of 41.7 years. Approximately half of the residents have already retired, many in the 
same towns where they have lived and worked their whole lives. Nearly one-third of 
householders are aged 65 years or older. Although married-couple families comprise nearly half 
of the household types and almost one-third are singles who live alone, other family types and 
shared housing are also represented. Children are found in 30 percent of the households. Most of 
the residents in this market are white. 

Socioeconomic 
The median household income for this segment is $35,006. Two-thirds of the households earn 
wage and salary income, and 39 percent receive Social Security benefits. Driven by low home 
values, their median net worth is only $61,258. Employed residents work in occupations ranging 
from management positions to unskilled labor jobs; approximately 43 percent are employed in 
service industries. The unemployment rate of 7 percent is close to the U.S. value. Overall, 74 
percent of residents aged 25 years and older have graduated from high school. Only 12 percent 
hold a bachelor’s or graduate degree. 

Residential 
Preferred by nearly six million people, Heartland Communities neighborhoods are primarily 
found in small towns scattered across the Midwest and South. Low-density neighborhoods 
dominate with older homes in urban clusters and rural, nonfarm areas. More than half of the 
housing units were built before 1960. Homeownership is at 73 percent; the median home value is 
$85,240, less than half that of the U.S. median. More than three-fourths of the housing is single-
family dwellings.  

Preferences 
Heartland Communities residents invest time and money in their cherished homes and 
communities. They take pride in their gardening skills and in growing their own vegetables. 
Many homes own a riding lawn mower to keep up their relatively large lots. Residents would 
probably tackle home improvement projects, such as exterior painting and faucet replacement, 
and shop at traditional hardware stores such as True Value. Many residents order items from 
catalogs, QVC, and Avon sales representatives. When shopping outside the home, they prefer to 
visit Wal-Mart. When eating out, favorite restaurants include Ponderosa and Lone Star 
Steakhouse. The residents in this segment rarely travel by plane. 
Heartland Communities residents have a distinctly country lifestyle. They play bingo, do 
woodworking, and enjoy outdoor activities such as hunting and freshwater fishing. They also read 
gardening, fishing, and hunting magazines, and listen to country music and NASCAR auto racing 
on the radio. Reading two or more Sunday newspapers is important to them. Some are members 
of veterans’ clubs. They participate in civic activities and take an interest in local politics. Many 
Heartland Communities households subscribe to cable and usually watch game shows, news 
programs, and movies on TV. 
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Segment 51: Metro City Edge
 

Demographic 
Metro City Edge is home to married-couple, single-parent, and multigenerational families. 
Grandparents are caregivers in 4 percent of these households, twice the U.S. rate. The median age 
of this segment is 29.5 years, attributable to the children, including adult children who still live at 
home, who comprise approximately half the population. This market has an average family size 
of 3.42, somewhat higher than the U.S. average. Most residents are black (72 percent), 18 percent 
are white, and 4 percent are American Indian (four times the U.S. level). 

Socioeconomic 
The median household income for this segment is $31,816; the median net worth is $28,666. 
Although 78 percent of households derive income from wages and salaries, 9 percent receive 
public assistance and 9 percent receive Supplemental Security Income. Nearly half of employed 
residents work in service industries. Unemployment in this market is higher than average, at 16 
percent. Nine percent of Metro City Edge residents aged 25 years and older have a bachelor’s or 
graduate degree, and 27 percent have attended college. Overall, 70 percent have graduated from 
high school. 

Residential 
Metro City Edge residents live in older suburban neighborhoods of large metropolitan cities, 
primarily in the Midwest and South. Sixty-eight percent of households live in single-family 
dwellings; 14 percent live in buildings with two-to-four units, many converted from single-family 
structures into duplexes. The homeownership rate is 55 percent; the median home value is 
$80,795. Although home prices are relatively inexpensive, many families are young, unsettled, 
and still renting. Seventy percent of the housing units were built before 1970.  

Preferences 
Because the primary concern of Metro City Edge residents is the welfare of their children, they 
must spend their money wisely. They tend to shop at grocery stores such as Piggly Wiggly, 
Kroger, and Winn-Dixie but will make trips to superstores and wholesalers to buy household and 
children’s items in bulk. They shop for apparel at department stores such as Lerner. Some have 
their vehicles serviced at auto repair chains; however, a substantial number of residents will 
service their own vehicles. When eating out, they prefer fast-food restaurants. 
For entertainment, they watch sitcoms, movies, news programs, courtroom TV shows, cartoons, 
and sports―such as track and field events―on cable TV. Internet access at home is not a 
priority; they use the Yellow Pages to look up information. Leisure activities include going to the 
movies, visiting theme parks, going to professional basketball games, roller-skating, and playing 
basketball. Residents read music, gardening, and baby magazines and listen to urban and gospel 
radio stations.  
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   Segment 52: Inner City Tenants
 
Demographic 
Inner City Tenants residents are a microcosm of urban diversity; their population is represented primarily 
by white, black, and Hispanic cultures. Twenty-eight percent of the residents are Hispanic. This 
multicultural market is younger than average, with a median age of 27.9 years. The household composition 
also reflects their youth. Comprised of a mix of household types, 34 percent of households are single 
person, 28 percent are married-couple families, 21 percent are single-parent families, and 10 percent are 
shared housing. Turnover is high in these neighborhoods because many individuals are enrolled in nearby 
colleges and work part time. These neighborhoods are also a stepping-stone for recent immigrants, who 
maintain the annual population growth of 1.4 percent.  

Socioeconomic 
The median household income for this segment is $32,497; the median net worth is $23,508. Because few 
own their homes, most of their net worth comes from savings. Eighty-three percent of households derive 
income from wages and salaries; 7 percent receive public assistance income. Thirty percent of the residents 
aged 25 years and older have attended college. Earning a college degree is at the forefront of their goals, so 
many work part- and full-time to fund their college education. Approximately half of the employed 
residents work in white-collar occupations. This market has twice the national level of residents who work 
in the accommodation/food services industry. 

Residential 
These neighborhoods are located primarily in the South and West. Most Inner City Tenants residents rent 
economical apartments in mid- or high-rise buildings. One-fifth of the housing is owner-occupied, and the 
median home value is $132,310. Most of the housing units were built in the 1960s, 1970s, and 1980s. For 
their average commute to work of 24.6 minutes, many residents drive their vehicle or depend on other 
modes of transportation. Seventeen percent of the households do not own a vehicle. 

Preferences 
With their busy lifestyle, Inner City Tenants residents frequently eat at fast-food restaurants and shop for 
groceries at nearby stores, such as Pathmark and Food Lion. They prefer easy-to-prepare frozen and canned 
foods. Internet access at home is not typical in this market, but those who have no access at home will surf 
the Internet at school or at the library. Playing games and visiting chat rooms are typical online activities. 
Residents refer to the Yellow Pages frequently to look up all kinds of information. Recent household 
purchases by this market include video game systems as well as baby food, baby products, baby furniture, 
and baby equipment. Many households carry renter’s insurance. Residents prefer to shop at discount stores 
such as Wal-Mart and T.J. Maxx. 

Inner City Tenants residents go to the movies and attend pro football and basketball games. They water ski 
and play football, basketball, and soccer. They read music, baby, computer, and sports magazines; enjoy 
religious books and adventure stories; and listen to professional football and urban radio. Some enjoy the 
nightlife, visiting bars and nightclubs to go dancing.   
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Segment 53: Home Town  
 

Demographic  
Home Town households are a mix of married-couple families, singles who live alone, and single-parent 
families. The median age is 33.9 years, slightly younger than the U.S. median. However, 22 percent of 
householders are aged 65 years or older. Many families encompass two generations who have lived and 
worked in the community; their children plan to do the same. Most residents are white.  

Socioeconomic  
The median household income for this market is $32,155; the median net worth is $35,071. Although 73 
percent of households derive income from wages and salaries, some rely on Supplemental Security Income 
and public assistance for support. The manufacturing, retail trade, and service industry sectors are the 
primary sources of employment for these residents. Unemployment in this segment is slightly higher than 
the U.S. level. Overall, 67 percent of residents aged 25 years and older have graduated from high school. 
Only 7 percent hold a bachelor’s or graduate degree, and only 22 percent have attended college.  

Residential  
Change is rare in these low-density, settled Midwestern and Southern neighborhoods. Home Town residents 
may move from one house to another, but they seldom cross the county line. Seventy-three percent live in 
single-family dwellings, and 11 percent live in two-to-four-unit structures. Homeownership is at 60 
percent; the median home value is $68,647. The average gross rent of $448 per month is considered very 
reasonable. Because the population in these neighborhoods hardly grows, new construction is scarce. Most 
of the housing was built before 1970.  

Preferences  
Home Town residents savor their quasi-country lifestyle by spending time outdoors, gardening, fishing, 
swimming, and walking and, when indoors, reading and playing cards. Many own pets. They make the 
most of their urban locations by enjoying visits to nightclubs, bars, movies, museums, and zoos. They use 
the Internet primarily for e-mail and games at home, work, or the local library. Their primary means of 
communication is still the telephone, used mostly for local calls. To keep up with current events, Home 
Town households subscribe to daily and Sunday newspapers and tune in to news and informational 
channels such as Fox News and the Discovery Health Channel. Movie channels are also popular.  

They shop for groceries at IGA, Aldi, and Piggly Wiggly. Perhaps hindered by the lack of choice, Home 
Town shoppers buy apparel at discount stores or small local malls; however, they are gaining confidence to 
try Internet and mail-order shopping. When eating out, their favorite family restaurants include Old 
Country Buffet and Ponderosa; their favorite fast-food restaurant is Hardee’s.  
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    Segment 54:Urban Rows
 
Demographic 
The Urban Rows population of 1.2 million people, the smallest of all the Community Tapestry segments, is 
still shrinking due to urban renewal programs. With a median age of 33.4 years, this market is slightly 
younger than the national median age. Household types are mainly a family mix of married couples, single-
parent families, and other families. Grandparents are caregivers in many households; many homes are 
multigenerational. Approximately 70 percent of the residents are black; 20 percent are white. Most of the 
Hispanic residents are of Puerto Rican origin. 

Socioeconomic 
The median household income for this market is $32,185; the median net worth is $38,313. Some 
households supplement their wage and salary income with Supplemental Security Income or public 
assistance. Nearly half of the employed residents work in white-collar occupations. Almost 20 percent of 
employed residents work in the health care industry sector. Ten percent of the employed residents work for 
the local government. Urban Rows has one of the higher unemployment rates, at 17 percent. Overall, 63 
percent of residents aged 25 years and older have graduated from high school. Eight percent hold a 
bachelor’s or graduate degree; only 20 percent have attended college. 

Residential 
These neighborhoods are primarily in the Northeast, with a much smaller concentration in the South. Two-
thirds of the households are in Pennsylvania; one-fifth are in Maryland. Row houses and single-family 
dwellings comprise 76 percent of the households in Urban Rows. These homes are characteristic of housing 
in large, mid-Atlantic cities such as Philadelphia and Baltimore. Built decades ago, 62 percent of Urban 
Rows houses are owner-occupied. Gentrification is beginning, although the housing vacancy rate of 18 
percent in these neighborhoods is still higher than the U.S. rate. Despite prime urban locations, these 
houses have a low median value of $99,623, half the U.S. value. Most housing units were built before 
1950. Because they live in densely populated urban centers, many residents rely on public transportation; 
14 percent commute one hour or more to work. Forty-one percent of households do not own a vehicle and 
41 percent own only one vehicle.  

Preferences 
Many homes have been in the family for generations; therefore, only a small proportion of households hold 
a mortgage. For most homeowners, major home improvements are necessary, but they can only afford 
minor or critical work. Relatively few homes have air conditioning or central heating; others rely on 
separate room air conditioners, ceiling and portable fans, and space heaters. Most rely on the local 
laundromat for their laundry, although washing machines and dryers are becoming more common.  

Internet access is not widespread in Urban Rows neighborhoods. Cable TV is available in most 
neighborhoods, but most householders do not subscribe. News and game shows are the most popular TV 
programs. Others keep up with current events via the tabloids or news radio. They also listen to urban radio 
stations. They rarely eat out but enjoy going to the movies. Residents are basketball fans; they play the 
sport and attend professional basketball games when they can. 

Community Tapestry Segment Descriptions                                           www.esri.com 64 
© ESRI 2007. All rights reserved. 



  Segment 55: College Towns
 
Demographic 
With a median age of 24.4 years, College Towns is the fourth youngest of all the Community Tapestry 
segments. Most residents are aged between 18 and 34 years and live in single-person or shared households. 
One-fourth of households are occupied by married-couple families. The race profile of this market is 
similar to the U.S. profile. Three-fourths of the residents are white. 

Socioeconomic 
Education is the key focus of College Towns residents. Approximately 41 percent of residents aged 3 years 
and older are enrolled in college or graduate school, often at the local college or university. Other residents 
are on the teaching and research staffs, because many continued to work at the college they attended. 
Naturally, College Towns residents are educated; 40 percent of residents aged 25 years and older have a 
bachelor’s or graduate degree. Because many students only work part time, the median household income 
of $30,047 ranks near the low end. Fifty-two percent of the employed residents in this market are part-time 
workers. This segment ranks second to the Dorms to Diplomas segment for the  highest proportion of part-
time employment. Most of the employed residents work in the service industry, holding on- and off-campus 
jobs in educational services, health care, and food preparation. The median net worth for this market is 
$14,782. 

Residential 
One in eight College Towns residents lives in a dorm on campus. Students in off-campus housing live in 
low-income apartment rentals. Approximately 31 percent of households are occupied by owners, typically 
town residents, who live with their families in single-family dwellings. The median home value is 
$152,965. One-third of the housing is single-family structures. 

Preferences 
College Towns residents prefer ready-made or easy-to-prepare meals and buy ready-made pasta sauces, 
frozen pasta meals, pizza crusts, and peanut butter and jelly, usually at the most convenient grocery store. 
With their busy lifestyles, they frequently eat out or order in from fast-food restaurants, particularly 
McDonald’s, Taco Bell, and pizza outlets during the week; however, many cook at home over the 
weekend. They purchase books online and in stores. They hold student loans and bank in person or by 
phone. These computer-savvy students own laptop computers or expensive desktop personal computers and 
the peripherals to match. Connection to the Internet is important to this segment; they go online to research 
school assignments, search for employment, and visit chat rooms. Keeping in touch is also important; they 
purchase cellular phones and accessories as well as prepaid calling cards. 

New to living on their own, many College Towns residents purchase bedding, bath, and cooking products. 
They own few appliances but, at a minimum, have a microwave oven, a toaster, and an upright vacuum 
cleaner. Their lifestyle is very casual. They rank high for participating in nearly every outdoor sport and 
athletic activity.  

College Towns residents attend rock concerts and college football games, play pool, and go to the movies 
and bars. They also participate in public activities including fund-raising and volunteer work. They listen to 
contemporary hit radio, rock, and alternative music. They watch MTV and Comedy Central on cable 
television. They shop at discount stores but prefer to buy branded apparel from Old Navy and the Gap. 
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Segment 56: Rural Bypasses  
 
Demographic  
The age and household composition of the Rural Bypasses market is very similar to U.S. distributions. Half 
of the households consist of married-couple families; 15 percent are single-parent families, and 7 percent 
are other families. One-fourth of the households consist of a single person. The median age for this segment 
is 37.8 years, near the U.S. median. Fifty-nine percent of the residents are white; 36 percent are black.  

Socioeconomic  
The median household income for this market is $28,087. Households derive income primarily from wages 
and salaries, but dependence on Social Security benefits, Supplemental Security Income, and public 
assistance income is above average. Because of low home values and household debt, the median net worth 
of $27,541 is below the median household income. Overall, 61 percent of residents aged 25 years and older 
have graduated from high school. Only 8 percent hold a bachelor’s or graduate degree. Employed residents 
work in a variety of occupations, with a slightly higher percentage in blue-collar occupations. Higher-than-
average proportions of employed residents work in the agricultural, mining, manufacturing, and 
construction industry sectors. The labor force participation rate of 49 percent is low; the unemployment rate 
of 11 percent is high. 

Residential  
Open space, undeveloped land, and farmland are found in Rural Bypasses neighborhoods, located almost 
entirely in the South. Families live in small towns along country back roads. Population density is only 29 
people per square mile. Most houses are modest, single-family dwellings; 32 percent are mobile homes. 
Homeownership is at 78 percent and the median home value is $68,228. This median is one of the lowest 
three home values among all the Community Tapestry segments. Most housing in this market was built 
after 1969. The vacancy rate of 16 percent is high. 

Preferences  
Typical of their country lifestyle, Rural Bypasses residents prefer trucks to sedans and gospel to urban 
radio. To save money, households eat at home instead of dining out and maintain their homes and gardens 
on their own. Most neighborhoods have access to cable and will subscribe to limited channels. They 
regularly watch sports on TV, in particular, NASCAR racing, football, and fishing programs. They read 
fishing and hunting magazines. Because individuals are conservative with long-distance calls, demand is 
growing for cost-effective cellular service. Similar to many other markets, they shop at discount stores. 
They prefer to shop at Wal-Mart, J.C. Penney, and Kmart. They also order items from catalogs and from in-
home Avon sales representatives. Residents shop at home improvement chains such as Lowe’s and Home 
Depot and fill their prescriptions at the Wal-Mart Pharmacy instead of using regular pharmacies. 
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Segment 57: Simple Living
 
Demographic 
With a median age of 40.5 years, this market is slightly older than the U.S. median. Approximately one-
third of Simple Living residents are aged 65 years or older; 19 percent are aged 75 or older. Half of the 
householders are singles who live alone or share housing; 32 percent are married-couple families. Young 
families with children and ethnic cultures are in the minority; most residents are white. 

Socioeconomic 
The median household income for this market is a modest $28,202. Nearly 40 percent of households collect 
Social Security benefits, 8 percent receive Supplemental Security Income, and 6 percent receive public 
assistance. Over the years, residents have built equity in their homes and saved their hard-earned dollars to 
achieve their median net worth of $46,876. Most residents who are employed work in the health care, retail 
trade, manufacturing, educational services, and accommodation/food services industry sectors. Overall, 71 
percent of residents aged 25 years and older have graduated from high school. Only 12 percent hold a 
bachelor’s or graduate degree. 

Residential 
Simple Living neighborhoods are found in the urban outskirts or suburban areas throughout the U.S. 
Housing is older; approximately 62 percent of the housing units were built before 1970. More than half of 
the households rent. Forty-two percent of housing is single-family dwellings and 47 percent is in multiunit 
buildings of varying stories. Some seniors live in congregate housing (assisted living). The median home 
value for owner-occupied dwellings is $113,051. Twenty-two percent of households do not own a vehicle; 
45 percent own only one vehicle. Workers benefit from an average commute time to work of 20.4 minutes. 

Preferences 
The lifestyle of Simple Living residents is represented by both the young and the old, who enjoy hunting, 
fishing, and team sports such as softball and volleyball. Younger residents enjoy dancing and nightclubs; 
the seniors participate in bingo nights and pursue hobbies such as photography, bird watching, and 
woodworking. Community activities are also important; they serve on church or school boards and join 
veterans’ clubs. Typical of a retirement lifestyle, they enjoy walking, swimming, and playing golf to stay 
fit. 

Simple Living households spend wisely on a restricted budget. They buy the essentials at discount stores 
and occasionally treat themselves to dinner out and a movie. Cable or satellite TV is a must for these 
frequent viewers of family programs and game shows. Most households own VCRs and CD players; 
however, owning personal computers, cellular phones, and DVD players is not important to them. 
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Segment 58: NeWest Residents  
 
Demographic  

 

The NeWest Residents market possesses the third largest average family size (4.01) of all the Community 
Tapestry segments. Families dominate this market. Children are present in 54 percent of the households, 
either in married-couple families or single-parent families. Another 19 percent of the households are 
composed of married-couple families with no children living at home as well as other families. This 
segment is the fifth youngest of all the Community Tapestry segments, with a median age of 25.5 years. 
Dependent children are 36 percent of the population; nearly 38 percent of householders are younger than 35 
years of age. Approximately half of this young population is foreign born, more than half of whom have 
arrived in the U. S. in the last 10 years. Hispanic cultures are predominant in this family-oriented segment. 
Approximately three-fourths of the residents are Hispanic. Approximately two-fifths of residents are white, 
but other race groups are also represented in this market, making it one of the most diverse of all 
Community Tapestry markets. 

Socioeconomic  
Most NeWest Residents are not only new to America but also beginning their careers and families. They 
arrived in the country with few funds but began saving their hard-earned dollars. The median net worth is 
about $15,946. Language is a significant barrier for many; this market has the highest concentration of 
households who speak a language other than English. Approximately 59 percent of residents aged 25 years 
and older have not completed high school. Lack of education limits their employment options. Most 
residents who are employed work in service and skilled labor occupations. Higher-than-average proportions 
of employed residents work in the construction, manufacturing, accommodation/food services, 
administrative services, other services, and agricultural industry sectors. The 15 percent rate of 
unemployment is high. Some households receive Supplemental Security Income or public assistance 
income. The median household income for this segment is $27,180.  

Residential  
Most NeWest Residents rent apartments in mid- or high-rise buildings in major cities, chiefly in the West 
and South. California has the largest concentration of households, followed by Texas. The average gross 
rent is approximately $556 per month. Most housing units in these neighborhoods were built before 1980. 
Homeownership is at 18 percent; the median home value is $179,477.  

Preferences  
NeWest Residents families put their children first. They lead a strong, family-oriented lifestyle with an 
emphasis on buying groceries, and baby and children’s products. They usually buy only the essentials such 
as baby food, baby supplies, baby car seats, and children’s clothing. They shop for groceries at Vons, 
Pathmark, and Ralphs but will stop at local convenience stores for milk, juice drinks, and nonprescription 
drugs. To save money, they prepare from-scratch meals at home, steering away from prepackaged meals. 
Residents prefer to use cash; credit card ownership and usage are low in this market. Because most of these 
householders rent, they do not participate in gardening or invest in big-ticket furniture items. They buy 
basic bedding and bath goods as well as cooking and serving items. They own one television set; few have 
Internet access, and cable TV is not considered a necessity. They like to watch soccer and professional 
wrestling on TV and listen to Hispanic radio stations. 
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Segment 59:  
Southwestern Families 

 
Demographic  
A mix of various family types comprise 80 percent of the households in the Southwestern Families 
segment. These young families form the foundation of Hispanic life in the Southwest. Children are the 
center of these households that are composed mainly of married couples with children and single-parent 
families. The average family size is 3.99, the fourth largest among all of the Community Tapestry 
segments. The rest of the households in these neighborhoods are married couples, with no children living at 
home, and other families. Grandparents are caregivers in some of these households. The median age of this 
young market is 28.6 years. Ethnic diversity is high; 82 percent of residents are Hispanic. Diversity is also 
evident in the 28 percent of residents who are foreign-born, many of whom immigrated before 1990. Most 
(58 percent) of the residents are white; 5 percent are American Indian populations. At five times the U.S. 
level, Southwestern Families has the highest percentage of American Indian populations of all Community 
Tapestry segments. Other races are also significantly represented in this market. 

Socioeconomic  
The median household income for this segment is a modest $27,327. They carefully budget their income 
month to month to pay for the upkeep of their homes and families. Approximately 10 percent of the 
households receive Supplemental Security Income; 10 percent receive public assistance. With little chance 
to save, their median net worth is only $29,700. Linguistic isolation remains prevalent among recent 
arrivals and the older generations. Educational attainment levels are low in this market; 57 percent of the 
residents aged 25 years and older have not graduated from high school. Most employed residents work in 
blue-collar and service jobs. Higher-than- average proportions of employed residents work in the 
construction, accommodation/food services, administrative and other services, agricultural, and mining 
industry sectors. The unemployment rate of 15 percent is high. 

Residential  
As the segment name implies, Southwestern Families communities are located almost entirely in 
Southwestern states; 72 percent of the households are in Texas. Homeownership is important to this settled, 
suburban market. Two-thirds of Southwestern Families residents own their homes; the median home value 
is $61,124. This median is the lowest median home value among all Community Tapestry segments. 
Residents live in small, modest homes, primarily single-family dwellings. Some live in mobile homes (11 
percent of households) in rural, nonfarm areas.  

Preferences  
The Southwestern Families market ranks high for the purchase of baby and children’s products. They buy 
disposable diapers and premoistened wipes but not prepared baby foods. They also buy baby equipment 
necessities such as car seats and cribs. Many residents invest in a camera, or even a camcorder, to capture 
family events. They use cost-effective film development at grocery and discount stores. Cell phones are 
important to this market, so long-distance telephone expenses are part of their budget.  

They shop for clothing at discount stores and will also occasionally buy groceries there. Many use the 
pharmacies at these stores, but Walgreens, Rite-Aid, and CVS are still the popular options. Albertson’s, 
H.E. Butt, Kroger, and Vons are their preferred grocery stores. More households purchase used cars; many 
save money by performing minor car maintenance such as changing motor oil. Most of the residents rely on 
car dealers and garages to service their vehicles.  

All households own a TV and VCR or a TV/VCR combination unit. Although cable TV service is available 
in most neighborhoods, fewer than half subscribe. Many treat their older children to a video game system 
and frequently visit Blockbuster to rent comedy or action movies. Southwestern Families residents listen to 
Hispanic and contemporary radio. For entertainment, they go to the movies, go dancing, visit nightclubs, 
and gamble.  
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Segment 60: City Dimensions
 
Demographic 
Diversity in household type and ethnicity characterizes City Dimensions neighborhoods. Most of these 
residents are young, with a median age of 29.2 years. Households are a mix of types; most are singles who 
live alone (31 percent), married-couple families (30 percent), and single-parent families (23 percent). 
Ethnic diversity is high. Half of the residents are white and one-fourth are black; however, higher-than-
average proportions of other race groups are also represented. Approximately 28 percent of the residents 
are of Hispanic origin. 

Socioeconomic 
The median household income for this market is $27,639. Ten percent of the households receive 
Supplemental Security Income; 11 percent receive public assistance. Employed residents work full time or 
part time, primarily in the service, manufacturing, and retail trade industry sectors. At 16 percent, 
unemployment is high. Overall, 60 percent of the residents aged 25 years and older have graduated from 
high school. Approximately 7 percent hold a bachelor’s or graduate degree. The median net worth is 
$19,226. 

Residential 
City Dimensions neighborhoods are a mix of housing types, but more than half of the households live in 
apartments in multiunit structures. Most of the real estate is older. Nearly 70 percent of the housing units 
were built before 1960; 42 percent are pre-1940 structures. Sixty-three percent of the households rent. The 
urban locations of this segment keep the average gross rent at approximately $477 per month. Housing 
types are split between single-family homes and apartments in two-to-four-unit buildings. The median 
home value for owner-occupied dwellings is $88,841. Population density remains high, with 2,888 people 
per square mile. Although most homes have a vehicle, residents seek jobs near their homes, commuting an 
average of 22.3 minutes to work. 

Preferences 
City Dimensions residents are frequent viewers of cable television, preferring movies and news programs 
over documentaries. Most households own more than one television set and a VCR. Video game systems 
are also popular. They are avid watchers of sports such as football, basketball, and soccer but do not often 
play these sports. They represent one of the top markets for purchasing and wearing team sports clothing. 
They prefer branded athletic shoes.  

Few homes are equipped with central air conditioning, so if necessary, they rely on room air conditioners or 
ceiling fans. Because many households have recently moved, they have purchased household furnishing 
items such as bedding/bath linens, kitchen items, and a variety of furnishings. Families with children spend 
wisely for children’s and baby products, preferring to shop at discount stores and use store brand products, 
particularly for expensive items such as disposable diapers.  

Households that own vehicles prefer domestic cars and buy used vehicles. Those with automotive repair 
expertise service their own cars; others rely on the car dealer or a nearby garage. For entertainment, they 
dine out and enjoy going dancing, attending music performances, and occasionally visiting bars. They 
attend movies and visit theme parks.  
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Segment 61: High Rise Renters
  

Demographic 
High Rise Renters residents represent a diverse mix of race and ethnicity. More than half of the residents 
are Hispanic, mainly of Puerto Rican or Dominican Republic origin. Forty-one percent of the residents are 
black, 20 percent are white, and 6 percent are of two or more races. A higher-than-average proportion of 
other race groups is also represented. Many residents speak a language other than English. Household types 
are mainly single parent and single person; however, a higher-than-average proportion of other family 
households is also present. Their median age of 29.9 years is younger than the U.S. median. The presence 
of young children, adult children, and other relatives including grandparents boost the average family size 
of 3.5 to be somewhat higher than the U.S. average. 

Socioeconomic 
Most employed residents work in service, professional, and office/administrative support occupations. 
Higher-than-average proportions of employed residents have jobs in the service and transportation 
industries. Twelve percent of employed residents work for the local government. The median household 
income for this market is $24,807. Because of the high unemployment rate, approximately 18 percent of 
households receive public assistance and 15 percent receive Supplemental Security Income for support. 
Because so many must care for children at home, part-time workers are just as prevalent as those holding 
full-time jobs. Elementary and high school enrollment in these communities is above average. Overall, 
54percent of residents aged 25 years and older have graduated from high school. Nine percent hold a 
bachelor’s or graduate degree; 19 percent have attended college. The median net worth for this market is 
$22,543.   

Residential 
High Rise Renters communities are located almost entirely in the Northeast; 86 percent of these households 
are in New York. With more than nine out of ten households renting in these densely populated 
neighborhoods, this segment ranks highest among all the Community Tapestry segments for tenants. 
Residents live in mid- and high-rise apartment buildings. Approximately 41 percent of households live in 
50-plus unit buildings. These pre-1970 buildings still draw an average gross rent of approximately $520 
monthly, and have below average vacancy rates. Thirty percent of the housing units were built before 1940, 
twice the U.S. level. The few owner-occupied dwellings are expensive, with a median home value of 
$337,046. Lack of parking and funds prevent three-fourths of the households from owning a vehicle; most 
rely on public transportation. The average commuting time to work is 41.1 minutes, the highest travel time 
among all the Community Tapestry segments. This segment also has the distinction of having the highest 
population density of all Community Tapestry segments, with 42,445 people per square mile. 

Preferences 
Some High Rise Renters residents enjoy indoor gardening while others play cards and board games, cook, 
and work crossword puzzles. Residents frequently watch cable TV, particularly prime-time TV shows such 
as news programs, sitcoms, and movies; however, sports games on TV are most popular. They listen to 
urban and contemporary radio. Internet access is not widespread in these homes; in fact, ownership of 
personal computers is unusual. 

High Rise Renters residents prefer to shop for groceries at their local stores, Pathmark and Albertson’s, but 
some will travel a distance to shop at Wal-Mart Supercenters. They buy household items and apparel at 
discount stores and affordable department stores and will also search the clearance racks at Macy’s. They 
do not dine out regularly; even their fast-food purchases are limited. With young children, residents of this 
segment make necessary purchases of baby and children’s apparel, but tight budgets limit their spending. 
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Segment 62:  

Modest Income Homes
Demographic 
Most of the residents in Modest Income Homes neighborhoods are black. Single-person and single-parent 
household types are predominant; however, a higher-than-average proportion of other family households is 
also present. The median age of 35.8 years is slightly younger than the national median. Many adult 
children still live at home. More than one-fourth of the householders are aged 65 years or older and have 
retired. Many are caregivers for their grandchildren, demonstrating strong family ties in these 
neighborhoods.  

Socioeconomic 
Most of the retirees in Modest Income Homes rely on Social Security benefits for support. Slightly more 
employed residents work part time than full time, mainly in service and blue-collar occupations. The 
median household income for this market is $21,204. At 20 percent, the unemployment rate is high. 
Thirteen percent of households receive Supplemental Security Income, and 10 percent receive public 
assistance. With little savings, home equity contributes to a household’s net worth in these neighborhoods. 
The median net worth for this market is $20,614. Overall, 58 percent of residents aged 25 years and older 
have graduated from high school. Seven percent hold a bachelor’s or graduate degree, and one-fifth have 
attended college. 

Residential 
Most Modest Income Homes neighborhoods are found in the older suburbs of metropolitan areas in the 
south, with a smaller concentration in the Midwest. Single-family dwellings represent more than two-thirds 
of the housing; 15 percent are duplexes. The market is almost evenly divided between homeowners and 
renters. Approximately 71 percent of households own at least one vehicle. Modest Income Homes is one of 
the few Community Tapestry markets with a declining population. Slow household growth and no 
population growth has increased the vacancy rate to 18 percent. Because housing is not in high demand, 
homes are very moderately priced. The median home value for this market is $58,764. 

Preferences 
Residents of Modest Income Homes tend to be avid viewers of daytime and primetime TV. They prefer to 
wait for movies to be aired on TV and attend movies only occasionally. They watch old movies on 
Lifetime, TNT, and USA Network and also tune in to major football, basketball, and baseball events. Their 
favorite radio stations are urban formats; however, some enjoy country music stations. Those interested in 
current events tend to keep up via newspapers instead of television or radio. 

To save money, they shop at discount stores, limit their long-distance telephone usage, and restrict 
nonessential services such as Internet access and fitness center memberships. They prefer to exercise at 
home without the use of expensive equipment. Most households drive used, domestic sedans purchased 
with a trade-in and/or cash. Because their homes are relatively old, homeowners invest time and money in 
small incremental home improvement projects including painting and faucet replacement. 
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Segment 63: Dorms to Diplomas 
 
Demographic  
Dorms to Diplomas residents are college students who represent the youngest of all the Community Tapestry 
segments, with a median age of 21.8 years. Approximately 81 percent of residents are enrolled in a college or 
university. The rest of the population are not students and reside off campus. Approximately 42 percent of the 
households share housing with one or more roommates; 38 percent are single-person dwellings. Ethnic diversity is 
relatively low for this segment. Approximately 73 percent of the residents are white and 11 percent are Asian.  

Socioeconomic  
To support themselves while they attend school, nearly three-fourths of the employed residents work part time in 
low-paying service jobs. The median household income for this segment is $18,326; the median net worth is 
$10,235. Approximately 52 percent of the residents aged 25 and older hold a bachelor’s or graduate degree. The 
educational institutions at the center of these communities employ many residents, especially in the educational 
services, accommodation/food services, and retail trade industry sectors.   

Residential  
Approximately 43 percent of the residents in the Dorms to Diplomas communities live on campus in dormitories; 
the remainder rent apartments in multiunit buildings off campus. Ninety percent of the households rent. Most of 
these communities are either urban locations or part of a major campus that is the core of an urban cluster. For the 
few owner-occupied dwellings, the median home value is $158,007.  

Preferences  
Spending patterns of Dorms to Diplomas residents reflect their carefree lifestyle and their focus on their education. 
When they do not eat at the dining hall or in one of the nearby fast-food restaurants, they use convenient prepared 
and frozen foods. Most individuals own or share a refrigerator and microwave. Personal computers are considered a 
necessity. Internet access is available to all and used frequently to research school assignments, find employment 
opportunities, make travel plans, and keep in touch with family. Most students also own cellular phones.  

Aside from the exercise they get from participating in college sports and walking or jogging around campus, they 
take advantage of gyms on campus. Among their extensive list of activities are attending rock concerts, dancing, 
going to movies, visiting theme parks, and playing pool. Typical of dorm life, they enjoy spending time with friends 
each evening watching a sports game or movie or playing board and card games. Although they shop at discount 
stores regularly, they prefer branded apparel items from Old Navy, the Gap, and Banana Republic. 



       

 

Segment 64: City Commons 
 
Demographic 
Single-parent families or singles who live alone comprise most of these very young households. With a median age 
of 24.6 years, City Commons is Community Tapestry’s third youngest market. Approximately half of the households 
have children. Some homes are multigenerational, with adult children still living at home or grandparents providing 
child care. The average household size of 2.78 is higher than the national average. This market is not ethnically 
diverse; 82 percent of the residents are black.  

Socioeconomic  
Approximately 31 percent of the employed residents work in service occupations (twice the national level). Nearly 
19 percent of the households receive public assistance; 13 percent receive Supplemental Security Income. Overall, 
57 percent of residents aged 25 years and older have graduated from high school. Six percent hold a bachelor’s or 
graduate degree; 19 percent have attended college. Because their employment options are limited, more residents 
work in part-time than in full-time positions. Unemployment is at 27 percent, almost four times the national level, 
giving this market the highest unemployment rate among all Community Tapestry segments. The median household 
income is $16,565, and the median net worth is $13,079. 

Residential  
City Commons neighborhoods are found in large metropolitan areas, mainly in the South and Midwest. 
Approximately 77 percent of the households rent. Although the average gross monthly rent of $365 is very 
economical, vacancy rates are high at 18 percent. Approximately 63 percent of households rent apartments in 
multiunit buildings primarily with fewer than 20 units. One-fourth of the housing is single-family dwellings. The 
median home value for this market is $78,982. Typical of a young renters’ market, these residents are movers; 
nearly 50 percent have moved within the last five years.  

Preferences  
Baby and children’s products, food, and clothing are the primary purchases made by City Commons residents. They 
shop primarily at discount stores and occasionally at department stores, but their top choices for pharmacies, 
electronics, and hardware stores are Walgreens, Radio Shack, and Ace Hardware, respectively. Most families will 
enjoy fast food several times a month as a break from preparing meals at home; many also go out to family 
restaurants. For exercise, they take their children to nearby city parks and playgrounds. Once in a while, they will 
treat themselves to tickets for a sporting event, particularly baseball games. Many young residents participate in 
community basketball. Residents tune in to primetime TV, and many watch daytime TV courtroom programs such 
as Judge Judy, Judge Mathis, and Divorce Court. Most households do not rent movies from video stores. Some go 
to movie theaters occasionally; they also enjoy watching movies on television. 
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Segment 65: Social Security Set 
 
Demographic  
Four out of ten Social Security Set householders are aged 65 years or older. This somewhat older market has a 
median age of 45.6 years. Most of these residents live alone. Somewhat ethnically diverse, Social Security Set 
neighborhoods are a blend of different racial groups, but primarily, the residents are white (52 percent) or black (33 
percent).  

Socioeconomic 
Social Security Set individuals subsist on very low fixed incomes. Residents have accumulated some wealth over 
their lifetime that they tap into for support now that they are retired. The median household income for this market is 
$16,632; the median net worth is $35,073. Unemployment is high among the younger residents who are still part of 
the labor force. Approximately 8 percent of households rely on public assistance; 16 percent receive Supplemental 
Security Income. The service industry provides more than half the jobs held by these employed residents. Overall, 
62 percent of residents aged 25 years and older have graduated from high school. Only one-fifth have some college 
education; 13 percent hold a bachelor’s or graduate degree. 

Residential  
Located in large cities scattered across the United States, these communities are dispersed among business districts 
and around city parks. Most Social Security Set residents rent apartments in low-rent, high-rise buildings; a few 
elderly residents opt to live in congregate housing. Approximately 85 percent of the households are renters. The 
average gross rent is approximately $404 per month. Owner-occupied households in these neighborhoods have a 
median value of $141,444. Because more than half of these households do not own a vehicle, many residents rely on 
easily accessible public transportation.  

Preferences  
Limited resources somewhat restrict the activities and purchases of residents in the Social Security Set. They shop at 
discount stores but prefer grocery stores close to home. This market ranks high for dependence on Medicare or 
Medicaid to cover health care costs. They bank in person and pay cash when they shop. Most homes subscribe to 
cable or satellite television; they watch both daytime and prime-time TV. Their taste in sports entertainment is 
diverse including football, basketball, boxing, wrestling, figure skating, and golf.  
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Segment 66: Unclassified 
 
Unclassified neighborhoods include unpopulated areas such as parks, golf courses, open spaces, or other types of 
undeveloped land. Institutional group quarters, such as prisons, juvenile detention homes, and mental hospitals, and 
any area with insufficient data for classification, also fall into this category. 
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