CONSUMER PROFILES
BRIGHT YOUNG PROFESSIONALS

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. One out of three householders is under the age of 35. Slightly more
diverse couples dominate 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.

COLLEGE TOWNS

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, school work, news, social media, and entertainment.
College Towns are all about new experiences, and residents seek out variety and
adventure in their lives.

DORMS TO DIPLOMAS

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.

EMERALD CITY

The denizens of Emerald City 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.

IN STYLE

In Style consumers 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.

SOCIAL SECURITY SET

Social Security Set is an older market located in metropolitan cities across the country.
Over one-third of householders here are aged 65 or older and dependent on low, fixed
incomes, primarily Social Security. In the aftermath of the Great Recession, early
retirement is now a dream for many approaching the retirement age; wages and salary
income in this market are still earned. Residents live alone in low-rent, high-rise
buildings, located in or close to business districts that attract heavy daytime traffic. But
they enjoy the hustle and bustle of life in the heart of the city, with the added benefit
of access to hospitals, community centers, and public transportation.

YOUNG AND THE RESTLESS

Gen Y comes of age. The Young and the Restless are well-educated young workers,
some of whom are still completing their education, are employed in professional/
technical occupations, as well as sales and office/administrative support roles. These
residents are not established yet, but striving to get ahead and improve themselves.
This market ranks in the top 5 for renters, movers, college enrollment, and labor force
participation rate. Almost 1 in 5 residents move each year. Close to half of all
householders are under the age of 35, the majority living alone or in shared nonfamily
dwellings. Median household income is still below the US. Smartphones are a way of
life, and they use the Internet extensively. Young and Restless consumers are diverse,
favoring densely populated neighborhoods in large metropolitan areas; over 50% are
located in the South (almost a fifth in Texas), with the rest chiefly in the West and
Midwest.

All Consumer Profiles are based on ESRI’s top Tapestry Segments for the Business
Loop. More information about Tapestry Segmentation can be found at www.esri.com/
data/tapestry.

