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Primary Retail Trade Area

3 ‘ S l\;c:::t:n‘nl' o7 4/ F f’ Jsan Gorgonloo N s ‘f/' 9 //‘/ " @V,
l u(.a 'y, 5 HomeVilage > . Mountain g!’/ A //‘;
B / y : 7 % )
. v $ ‘ ForestFaIIs 57‘" /j/v "’/} Y x “ /«/J ! ‘P ”'1' /;
<4 ' AR il el ’[ 7 S
7 | 'S ol -y, GalenaPeakQ 5 J“VIW“ 24
Mentone (38) 2 4 | ) z !
, e Greenspot : o }," ) 7 ” : Mﬁ:
3 >y # 7,
lands ‘ »"{)\’f}( ,.,.«‘{' M%Q‘
Plymouth '7‘/ d ¢ f%" ,(‘ - ; ’
Village /J 1. : /: ) ' ]
" Gt ¥
> ",t/" /K «
SRS AT T e gy
lv"f“'.i “J ,“ﬁ,‘%‘

Vi oA 47 /‘,
™~ g /’ gi‘*‘ §3
5

ool
Elcasco' - }"{g

Moonlight
Rim
B
L
: P ’9
K

A
Upland Game
Hunting Area

f

r 4 'f;?’

{
y I~ P A

Lakeview i § ) /
Hot Springs lebeiy G”Smﬁrr: !-;ot . ﬁ “‘
. pring 4 i, ,f 3

Prepared for:

BEAUMONT

—CALIFORNIA—

City of Beaumont, CA
Kyle Warsinski
Economic Development Manager

550 East 6th Street
Beaumont, California 92223

Phone 951.769.8527
kwarsinski@beaumontca.gov
BeaumontCA.gov

® TheRetailCoach.

800.851.0962 | INFO@THERETAILCOACH.NET | THERETAILCOACH.NET | AUSTIN, TEXAS * TUPELO, MISSISSIPPI 2




Income Range of Lifemode Summary Groups

Beaumont, California

0 $20k $40k $60k
- --US Median Income $51,000

+ L1 AFFLUENT ESTATES
Established wealth — educated, well-traveled married couples

+ L2 UPSCALE AVENUES
Prosperous, married couples
in higher density neighborhoods

+ L3 UPTOWN INDIVIDUALS
Younger, urban singles on the move

+ L4 FAMILY LANDSCAPES
Successful younger families in newer housing

Gen X in middle age; families with fewer kids and a mortgage

+ L6 COZY COUNTRY
Empty nesters in bucolic settings

+ L7 ETHNIC ENCLAVES
Established diversity — young, Hispanic homeowners with families

S

$80k $100k $120k $140k $160k

+ L8 MIDDLE GROUND
Lifestyles of thirtysomethings

+ L9 SENIOR STYLES
Senior lifestyles reveal the effects of saving for retirement

+ L10 RUSTIC OUTPOSTS
Country life with older families, older homes

+ L11 MIDTOWN SINGLES

Millennials on the move; single, diverse, and urban

+L12 HOMETOWN
Growing up and staying close to home; single householders

+ L13 NEXT WAVE
Urban denizens; young, diverse,
hardworking families

+ L14 SCHOLARS AND PATRIOTS
College campuses and military neighborhoods

® TheRetailCoach.
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Primary Retail Trade Area ¢ Lifemode Summary Groups Map

—

Beaumont, California

+ L1 AFFLUENT ESTATES
Established wealth — educated, well-traveled married couples

+ L2 UPSCALE AVENUES
Prosperous, married couples
in higher density neighborhoods

Younger, urban singles on the move

+ L4 FAMILY LANDSCAPES
Successful younger families in newer housing

Gen X in middle age; families with fewer kids and a mortgage

+ L6 COZY COUNTRY
Empty nesters in bucolic settings

+ L7 ETHNIC ENCLAVES
Established diversity — young, Hispanic homeowners with
families

+ L8 MIDDLE GROUND
Lifestyles of thirtysomethings

+ L9 SENIOR STYLES
Senior lifestyles reveal the effects of saving for retirement

Country life with older families, older homes

+ L11 MIDTOWN SINGLES

Millennials on the move; single, diverse, and urban

Growing up and staying close to home; single householders

+ L13 NEXT WAVE
Urban denizens; young, diverse,
hardworking families

+ L14 SCHOLARS AND PATRIOTS
College campuses and military neighborhoods
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Primary Retail Trade Area ¢ Top Tapestry Segments

Beaumont, California

+ L1 AFFLUENT ESTATES + L8 MIDDLE GROUND

Established wealth — educated, well-traveled married couples Lifestyles of thirtysomethings

+ L2 UPSCALE AVENUES + L9 SENIOR STYLES

Prosperous, married couples Senior lifestyles reveal the effects of saving for retirement

in higher density neighborhoods
Country life with older families, older homes

+ L11 MIDTOWN SINGLES
Millennials on the move; single, diverse, and urban

Younger, urban singles on the move

Successful younger families in newer housing
Growing up and staying close to home; single householders

Gen Xin middl ; famili ith f kid d 1
en X in middle age; families with fewer kids and a mortgage + L13 NEXT WAVE

+ L6 COZY COUNTRY Urban denizens; young, diverse,

Empty nesters in bucolic settings hardworking families

+ L7 ETHNIC ENCLAVES + L14 SCHOLARS AND PATRIOTS
Established diversity — young, Hispanic homeowners with families College campuses and military neighborhoods

TAPESTRY SEGMENTATION HOUSEHOLDS PERCENT | CUMULATIVE PERCENT = US HOUSEHOLDS PERCENT CUPBELRJ(IE@LI}/E
1 The Elders (9C) 12.5% 12.5% 0.7% 0.7% 1720
2 Down the Road (10D) 8.5% 21.0% 1.2% 1.9% 736
3 Boomburbs (1C) 7.1% 28.1% 1.9% 3.8% 372
4 Up and Coming Families (7A) 7.0% 35.1% 2.8% 6.6% 250
5 Senior Escapes (9D) 6.4% 41.5% 0.9% 7.5% 721
Subtotal 41.5% 7.5%
6 Urban Edge Families (7C) 5.3% 46.8% 1.5% 9.0% 348
7 Forging Opportunity (7D) 5.1% 51.9% 1.0% 10.0% 488
8 Workday Drive (4A) 4.7% 56.6% 3.1% 13.1% 153
9 Middleburg (4C) 4.4% 61.0% 3.1% 16.1% 143
10 Fresh Ambitions (13D) 4.2% 65.1% 0.7% 16.8% 634
Subtotal 23.7% 9.4%
1 Southwestern Families (7F) 3.9% 69.1% 0.8% 17.6% 495
12 Exurbanites (1E) 3.7% 72.8% 1.9% 19.5% 191
13 Comfortable Empty Nes(tg/g 3.6% 76.4% 2.4% 21.9% 151
14 Front Porches (8E) 3.6% 80.0% 1.6% 23.5% 226
15 Pleasantville (2B) 3.2% 83.2% 2.1% 25.6% 152
Subtotal 18.0% 8.8%
16 The Great Outdoors (6C) 3.0% 86.2% 1.5% 27.2% 196
17 Home Improvement (4B) 2.5% 88.8% 1.7% 28.9% 149
18 Savvy Suburbanites (1D) 2.0% 90.7% 3.0% 31.8% 66
19 Southern Satellites (10A) 1.8% 92.5% 3.1% 34.9% 57
20 Midlife Constants (5E) 1.6% 94.0% 2.4% 37.4% 65
Subtotal 10.9% 11.7%
Total 94.0% 37.4% 252

® TheRetailCoach.
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9 C LifeMode Group: Senior Styles
The Elders

US Households: 910,100 Median Age: 72.3
Average Household Size: 1.68 Median Household Income: $42,800

WHO ARE WE?

With a median age of 72.3 years, this is Tapestry Segmentation’s oldest market. The Elders residents
favor communities designed for senior or assisted living, primarily in warmer climates with seasonal
populations. Most of these householders are homeowners, although their housing varies from mobile
homes to single-family residences to high-rise apartments. These seniors are informed, independent, and
involved.

OUR NEIGHBORHOOD

* Suburban periphery of metropolitan areas, primarily in the warmer climates of Florida or Arizona.

* 45% married couples without children; 44% single households; average household size, 1.68.

e Owner-occupied housing units; median home value of $180,000 (Index 87).

* Housing mix of single-family homes (44%), town homes, and high-density apartment buildings in
neighborhoods built from 1970 through 1989.

e Vacancy rates higher at 24%, due to the number of seasonal or vacation homes.

* Almost 60% of the population in group quarters on nursing home facilities.

SOCIOECONOMIC TRAITS

* Predominantly retirees, The Elders has a low labor force participation rate of 22.4%.

e Those who are still in the labor force tend to be self-employed or part-timers, commonly in real estate,
retail or the arts.

® Their income derives primarily from Social Security (80% of the households), retirement, or investments
(almost half of the households). Less than 30% of the households draw wage/salary income.

® Median household income is lower than the US (Index 76), but median net worth is much higher (Index
269).

* These consumers have definite opinions about their spending, focusing on price, but not at the
expense of quality. They prefer to use coupons and buy American and environmentally safe products.

* Cell phones are common but primarily used to make/receive calls.

@ TheRetailCoach.
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9 C LifeMode Group: Senior Styles

The Elders

AGE BY SEX (Esri data)
Median Age: 72.3 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

[ I |
12% 6% 6% 12%

Male Female

o—

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
—

0 $100K  $200K  $300K  $400K  $500K $600K+

Median Net Worth

Bl

0 $100K  $200K  $300K  $400K  $500K $600K+
Il US Median.

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. B
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.

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 O (no diversity) to 100 (complete diversity).

Diversity Index: 22.4 US: 64.0
Hispanic* -_5'6% 181%

11.0%

W3.4%

11.1%
Other B 6.5%

Asian and 11.8%
Pac. Islander |ll5.8%

American |0.3%
Indian |1.0%

Black M2.7%
[ 12.8%

White I —s. 1%
. 70.2%

0 20% 40% 60% 80% 100%
Il US Average.

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.

Multiple

*Hispanic Can Be of Any Race.

Home
Ownership

US Percentage:
62.7% Own
37.3% Rent

Typical Housing:
Single Family, High-Rises,
Mobile Homes/Seasonal

Median Value:
$180,000

& 2® TheRetailCoach.
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9 C LifeMode Group: Senior Styles
The Elders

Market Profile

* Vehicles are just a means of transportation, but their first choice is luxury sedans. Most of their cars are
older (5+ years).

* They are connected via modems (cable or dial-up) on older PCs or notebooks. However, banking is
commonly done in person; shopping is by phone or in person.

* Shopping includes apparel and exercise equipment.

* They are avid readers, with audio books and e-readers. Newspapers and magazines are staples for
news and entertainment. Cable TV is also a must, primarily watching news or movie channels, but also
golf, weather, and history channels.

* Residents are sociable seniors, partial to a variety of clubs and organizations and generous with their
time and support.

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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1,406,700 35.0
2.76 $38,700

Down the Road is a mix of low-density, semirural neighborhoods in large metropolitan areas; half

are located in the South, with the rest chiefly in the West and Midwest. Almost half of householders

live in mobile homes; more than two-fifths live in single-family homes. These are younger, diverse
communities, with the highest proportion of American Indians of any segment. These family-oriented
consumers value their traditions. Workers are in service, retail trade, manufacturing, and construction
industries, with higher proportions in agriculture and mining, compared to the US. This market has
higher unemployment, much lower median household income and home value, and more than a fifth of
households with income below poverty level.

* Nearly two-thirds of households are owned.

* Family market, primarily married couples or single-parent households (Index 145).
¢ Close to half of all households live in mobile homes (Index 780).

* Four-fifths of households were built in 1970 or later.

e About 32% of homes are valued under $50,000 (over 4 times the US percentage).

* Education completed: 36% with a high school diploma only, 41% with some college education or a
degree.

* Unemployment rate is 7.8%, higher than the US rate.

* Labor force participation rate is 59.0%, slightly lower than the US.

* Family-oriented, outgoing consumers; they place importance on preserving time-honored customs.

* They put a premium on convenience rather than health and nutrition.

® TheRetailCoach.
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AVERAGE HOUSEHOLD
BUDGET INDEX

The

amount spent in this market's household

bud

to the average amount spent by all US
households. An index of 100 is average.

AGE BY SEX i dow
Median Age: 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

[ |
8% 4%

Male

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.

o

4% 8%
Female

Median Household Income
$42,300

W

0 $100K  $200K  $300K  $400K  $500K $600K+

Median Net Worth
$92,500

Bl

0 $100K  $200K  $300K  $400K
Il US Median.

$500K  $600K+

Housing

Food

index compares the average

ets for housing, food, apparel, etc,,
9 9 PP Health Care

Recreation
An index of 120 shows that average Education
spending by consumers in this market is PR

20 percent above the national average.
Consumer expenditures are estimated by

Esri.

Other

Apparel & Services

Transportation

Entertainment &

Social Security

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 O (no diversity) to 100 (complete diversity).

Diversity Index: US: 64.0
N 5.1%
Hispanic I 151%
1.9%
W3.4%

1.9%
Other 6 8%

Asian and 10.5%
Pac. Islander [ll5.8%

American [ 1.5%
Indian |1.0%

Black 5.8%
I 12.8%

White
N 70.2%

0 20% 40% 60% 80%
Il US Average.

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.

Multiple

88.4%

100%
*Hispanic Can Be of Any Race.

Home
Own Ownership
79.8% US Percentage:
62.7% Own

37.3% Rent

Typical Housing:
Single Family;
Mobile Homes

Median Value:

$112,800
66
76
64
83
88
7
42
65
. B
0 50

= = @) TheRetailCoach.
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* Purchased a used vehicle in the past year, likely maintaining the vehicle themselves.

* Routinely stop by the convenience store to purchase gas, lottery tickets, and snacks.

* Participate in fishing and hunting.

* Use the Internet to stay connected with friends and play online video games.

* Listen to the radio, especially at work, with a preference for rap, R&B, and country music.

* Enjoy programs on Investigation Discovery, CMT, and Hallmark, typically watching via satellite dish.

 Often prepare quick meals, using packaged or frozen dinner entrees.

e Favorite fast food: burgers and pizza.

* Frequent Walmart Supercenters, Walgreens, dollar stores, K-Marts, and Big Lots for all their shopping
needs (groceries, clothing, pharmacy, etc.).

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.

$60,000 —
Management

$50,000 —fummmmmmcesussssessomocs il s A 0
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£ Production Office And
g $4O’OOO | THargoHEG Administrative
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E $30,000 —leemEsm————— o e e G
e
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Related
3 0o O ————
0 | | |
100,000 200,000 300,000
Workers (Age 16+)
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-l LifeMode Group: Affluent Estates

Boomburbs
US Households: 2,004,400 Median Age: 34.0
Average Household Size: 3.25 Median Household Income: $113,400

WHO ARE WE?

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.

OUR NEIGHBORHOOD

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

* Young families are married with children (Index 220); average household size is 3.25.

e Home ownership is 84% (Index 134), with the highest rate of mortgages, 71.5% (Index 173).

® Primarily single-family homes, in new neighborhoods, 66% built since 2000 (Index 441).

e Median home value is $350,000 (Index 169).

* Lower housing vacancy rate at 3.7%.

* 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 (33.6%) commuting across county lines
(Index 141).

SOCIOECONOMIC TRAITS

e Well educated young professionals, 55% are college graduates (Index 178).

* Unemployment is low at 3.3% (Index 61); high labor force participation at 71.3% (Index 114); most
households have more than two workers (Index 124).

* Longer commute times from the suburban growth corridors have created more home workers (Index
156).

® 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.

e Financial planning is well under way for these professionals.

@ TheRetailCoach.
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1C

AVERAGE HOUSEHOLD
BUDGET INDEX

The

amount spent in this market's household

bud

to the average amount spent by all US

Boomburbs

AGE BY SEX (Esri data)
Median Age: 34.0 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

| I
8% 4% 0 4% 8%

Male Female

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

-

0 $100K  $200K  $300K  $400K  $500K $600K+

Median Net Worth

-

0 $100K  $200K  $300K  $400K  $500K $600K+
Il US Median.

i

index compares the average

gets for housing, food, apparel, etc.,

households. An index of 100 is average. -

Ani

spending by consumers in this market is
20 percent above the national average.

Con
Esri.

ndex of 120 shows that average

sumer expenditures are estimated by *

Iii : iiiii

LifeMode Group: Affluent Estates

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 O (no diversity) to 100 (complete diversity).

Diversity Index: 63.2 US: 64.0

Multiple 584.2%
P msa%

Other HH3.8%
I 6.8%

Asian and | 15.6%
Pac. Islander  pm'5.8%

American |0.4%
Indian 11.0%

Black [N 8.0%
I 12.8%

White I, 68.1%
., 70.2%

0 20% 40% 60% 80%
Il US Average.

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

Median Value:

$350,000
US Median: $207,300

*Hispanic Can Be of Any Race.

Home
Ownership

US Percentage:
62.7% Own
37.3% Rent

50 100 150

2® TheRetailCoach.
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-I C LifeMode Group: Affluent Estates
Boomburbs

Market Profile

* Boomburbs residents prefer late model imports, primarily SUVs, and also luxury cars and minivans.

* This is one of the top markets for the latest in technology, from smartphones to tablets to Internet
connectable televisions.

e Style matters in the Boomburbs, from personal appearance to their homes. These consumers are still
furnishing their new homes and already remodeling.

* They like to garden but more often contract for home services.

* Physical fitness is a priority, including club memberships and home equipment.

e Leisure includes a range of activities from sports (hiking, bicycling, swimming, golf) to visits to theme
parks or water parks.

* Residents are generous supporters of charitable organizations.

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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$120,000 e
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T $60,000 —fee Technical NN
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100,000 300,000 500,000
Workers (Age 16+)
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2,901,200 31.4
3.12 $72,000

Up and Coming Families is a market in transition—residents are younger and more mobile and ethnically
diverse than the previous generation. They are ambitious, working hard to get ahead, and willing to take
some risks to achieve their goals. The 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.

* New suburban periphery: new families in new housing subdivisions.

e Building began in the housing boom of the 2000s and continues in this fast-growing market.
e Single-family homes with a median value of $194,400 and a lower vacancy rate.

* The price of affordable housing: longer commute times (Index 217).

e Education: 67% have some college education or degree(s).

* Hard-working labor force with a participation rate of 71% (Index 114) and low unemployment at 4.6%
(Index 84).

® Most households (61%) have 2 or more workers.

e Careful shoppers, aware of prices, willing to shop around for the best deals and open to influence by
others’ opinions.

e Seek the latest and best in technology.

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

® TheRetailCoach.
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7A LifeMode Group: Ethnic Enclaves

Up and Coming Families

AGE BY SEX i

Median Age: 31.4 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

8% 4%

4%
Female

INCOME AND NET WORTH

Net worth measures total household assets (homes, vehicles,

8%

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
572000
s
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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.

i

*
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o
o
o

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 O (no diversity) to 100 (complete diversity).

Diversity Index: 73.9 US: 64.0
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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.

D
1

Typical Housing:
Single Family

Median Value:
$194,400
US Median: $207,300

*Hispanic Can Be of Any Race.

Home
Ownership

US Percentage:
62.7% Own
37.3% Rent
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7A LifeMode Group: Ethnic Enclaves
Up and Coming Families

Market Profile

* Rely on the Internet for entertainment, information, shopping, and banking.

* Prefer imported SUVs or compact cars, late models.

e 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.

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

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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9 D LifeMode Group: Senior Styles
Senior Escapes

US Households: 1,116,000 Median Age: 54.6
Average Household Size: 2.20 Median Household Income: $38,700

WHO ARE WE?

Senior Escapes neighborhoods are heavily concentrated in the warmer states of Florida, California, and
Arizona. These areas are highly seasonal, yet owner occupied. Many homes began as seasonal getaways
and now serve as primary residences. Nearly forty percent are mobile homes; over half are single-family
dwellings. About half are in unincorporated and more rural areas. Nearly one-fifth of the population is
between 65 and 74 years old. Most are white and fairly conservative in their political and religious views.
Residents enjoy watching TV, going on cruises, playing trivia games, bicycling, boating, and fishing. They
are very conscious of their health and buy specialty foods and dietary supplements.

OUR NEIGHBORHOOD

* Neighborhoods include primary and second homes in rural or semirural settings.

* One quarter of all housing units are vacant; many are for seasonal use only.

* More than one-third of the households are married couples without children; a third are single-person
households.

® More than half the homes are single family; nearly 40% are mobile homes.

* Three-quarters of all homes are owner occupied, and the majority own their homes free and clear.

e Still actively driving, most households have one or two vehicles.

SOCIOECONOMIC TRAITS

e Labor force participation is low, but more than half the households are drawing Social Security income.

* They have conservative political views.

e They spend majority of their time with spouse/significant other or alone.

* They are limited by medical conditions but still enjoy gardening and working on their vehicles.

® They take good care of vehicles, but haven't bought a new one in over five years.

* They only spend within their means, do their banking in person, and do not carry a balance on their
credit card.

@ TheRetailCoach.
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9 D LifeMode Group: Senior Styles

Senior Escapes

AGE BY SEX (Esri data)
Median Age: 54.6 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

[ I
8% 4% 4% 8%

Male Female

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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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. B
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.

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 O (no diversity) to 100 (complete diversity).

Diversity Index: 44.5 US: 64.0
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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.

Multiple

*Hispanic Can Be of Any Race.

Home
Ownership

US Percentage:
62.7% Own
37.3% Rent

Typical Housing:
Single Family;
Mobile Homes/Seasonal

Median Value:
$120,000

50 100
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9 D LifeMode Group: Senior Styles
Senior Escapes

Market Profile

* Stock up on good deals, especially high-fiber, low-calorie, low-fat, and fat-free foods.

* Own 3, sometimes 4 or more TVs and watch news, sports, CMT, Hallmark, and AMC.

* Belong to veterans’ clubs; maintain AARP and AAA memberships.

* Get most information from TV and the Sunday newspaper; light users of home computers and the
Internet.

* Travel in the US via guided tours but weary of security issues.

* Frequently dine out at Wendy’s, Golden Corral, and Cracker Barrel.

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.

$100,000 - mm e
9 $80,000 e
(9]
R
=
e
Ml 560,000 s e St
c Office And
o Sales And Administrative
5
$ 40000 oo Reteted
Transportation And
Material Moving
$20,000 —pemm—————— = Praparatiah
And Serving
Related
0 | | |
20,000 80,000 120,000

Workers (Age 16+)

® TheRetailCoach.

800.851.0962 | INFO@THERETAILCOACH.NET | THERETAILCOACH.NET | AUSTIN, TEXAS * TUPELO, MISSISSIPPI 20




About The Retail Coach.

The Retail Coach is a national retail recruitment and development firm that combines strategy, technology, and creative
expertise to develop and deliver high-impact retail recruitment and development plans to local governments, chambers
of commerce, economic development organizations and private developers.

Through its unique Retail360® Process, The Retail Coach offers a dynamic system of products and services that better
enable communities to maximize their retail development potential.

Retail:360° Process

Providing more than simple data reports of psychographic and demographic trends, The Retail Coach goes well beyond
other retail consulting and market research firms’ offerings by combining current national and statewide demographics
and trend data with real-world, “on-the-ground” information gathered through extensive visits to our clients’
communities. Every community is different, and there is no “one size fits all” retail recruitment solution. Compiling the
gathered data into client-tailored information packets that are uniquely designed for, and targeted to, specific retailers
and restaurants who meet the community’s needs help assure our clients that they are receiving the latest and best
information for targeted retail recruitment efforts — all with personal service and coaching guidance that continues
beyond the initial project scope and timeline.

Our Retail:360° Process assures that communities get timely, accurate and relevant information.Translating that data

into the information that retailers need and seek assures our clients even better possibilities for tremendous retail
growth and success.

® TheRetailCoach.
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