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Explanations

US %: The percent of the total US that falls in the line item. The percent will
be the same for each of the 66 Profiles, because this is a percent of the
line item as it relates to entire US (not just the specific profile.)

Segment %: The percentage of the Profile as it relates to the line item.

Index: The comparison of the Segment % to the US %. Index scores of 100
indicate that the segment shows this demographic trait at about or
above the average rate for the entire country. Index scores over 100
indicate that the segment is more likely than the national norm to
show this demographic trait. The higher the index above 100, the
better the Profile is for your product.

Behaviors: Some Behaviors are coded with A or an H. Usually the question is
asked for the Household (H) but in some cases the question was

asked just to Adults (A).
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50 Kid Country, USA

Median Income $39,293

Income Range Lower Middle
Age Group Under 45
Ethnicity White, Hisp., Amind

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.

Social Group Middle America

Housing Type Mix

Widely scattered throughout the nations heartland, Kid Country, USA is a segment
dominated by large families living in small towns. Predominantly white, with an above-
average concentration of Hispanics, these young, these working-class households
include homeowners, renters and military personnel living in base housing; about 20

percent of residents own mobile homes.

Demographics

Top 15 Lifestyle Behaviors
01 Go Roller Skating,1yr (A)
02 Go Water Skiing,1yr (A)
03 Buy Sleeping Bag,1yr (H)
04 Buy Electric Trains,1yr (A)
05 Go Canoeing/Kayaking,1yr (A)
06 Go Cross Country Skiing,1yr (A)
07 Buy from Chick-Fil-A,1mo (A) *
08 Go Ice Skating,1yr (A)
09 Buy Construction Toys,1yr (A)
10 Order from priceline.com,1yr (A)
11 Order from J. Crew,1yr (A)
12 Do Woodworking,1yr (A)
13 Buy from Sonic Drive-in,imo (A) *
14 Buy from Shoneys,1mo (A) *
15 Buy from Whataburger,1mo (A) *

Lifestyle Behaviors 16-30
16 Buy Large Baby Dolls,1yr (A)
17 Own Tropical Fish (A)
18 Buy from Papa Johns,1mo (A) *
19 Go In-Line Skating,1yr (A)
20 Rent/Buy Family/Kid Video,1mo (A)
21 Order from Fingerhut,1yr (A)
22 Buy from Arbys,1mo (A) *
23 Go Downhill Skiing,1yr (A)
24 Buy from Checkers,1mo (A) *
25 Collect Stamps,1yr (A)
26 Buy Action Figures,1yr (A)
27 Own Camp Stove (H)
28 Play Baseball,1yr (A)
29 Own Sleeping Bag (H)
30 Buy Builder Sets,1yr (A)

Lifestyle Behaviors 31-45
31 Own Roller Blades/In-Line Skates (A)
32 Own Tent (H)
33 Own Downhill Skis/Boots (A)
34 Visit Any Sea World Park,1yr (A)
35 Own Bowling Ball (A)
36 Buy Infant Toys,1yr (A)
37 Order from Gevalia Kaffe,1yr (A)
38 Visit Any Theme Park,1yr (A)
39 Go Bowling,1yr (A)
40 Travel to Canada,3yr (A)
41 Buy Plush Dolls/Animals,1yr (A)
42 Shop at Wal-Mart Pharmacy,6mo (A)
43 Buy from Pizza Hut,1mo (A) *
44 Play Volleyball,1yr (A)
45 Buy Any Childrens Toys,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Skiing (A)

02 Read Cycle World (A)

03 Read American Baby (A)

04 Read Working Mother (A)

05 Radio,NASCAR,Net Audience (A)
06 Rock,Net Audience (A)

07 Read Hot Rod (A)

08 Read Hunting (A)

09 Read Baby Talk (A)

10 Read 4 Wheel & Off Road (A)

11 Read North American Hunter (A)

12 Watch Country Music TV,1wk (A)
13 Watch ESPN Classic,1wk (A)

14 Read Car Craft (A)

15 Read Motor Trend (A)

16 Watch Speed Channel,1wk (A)
17 Gospel Radio,Net Audience (A)

19 Read Parenting (A)

21 Read Handguns (A)

22 Read Parents Magazine (A)

23 Read Bassmaster (A)

24 Read Guns & Ammo (A)

25 Read WWE Magazine (A)

26 Watch Nickelodeon,1wk (A)

27 Religious,Net Audience (A)

28 Read Popular Hot Rodding (A)
29 Classic Hits,Net Audience (A)

30 TV Auto Racing,Net Audience (A)

18 Classic Rock Radio,Net Audience (A)

20 Watch Show Type,Reality-Based (A)

31 Read Soap Opera Weekly (A)
32 Read Modern Bride (A)

33 Watch Cartoon Network, 1wk (A)
34 Read Rolling Stone (A)

35 Read Tennis (A)

36 Read YM (A)

37 Black Radio,Net Audience (A)
38 Read Playboy (A)

39 Read This Old House (A)

40 Soft Contemporary Radio,Net Audience (A)
41 Read Motorcyclist (A)

42 Read Stock Car Racing (A)

43 Read Star (A)

44 Read Sport Truck (A)

45 Watch FX Network,1wk (A)
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51 Shotguns & Pickups

Median Income $39,668
Income Range Lower Middle
Age Group 25-44

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
Social Group Middle America Housing Type Homeowners
The segment known as Shotguns & Pickups came by its moniker honestly: it scores
near the top of all lifestyles for owning hunting rifles and pickup trucks. These

Americans tend to be young, working-class couples with large families -more than half
have two or more kids- living in small homes and manufactured housing. Nearly a

Ethnicity White, Amind third of residents live in mobile homes, more than anywhere else in the nation.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 7.56 114 Rural/Town (Density Deciles 0-3) 40.01 35.97 90
Pop Age 5-9 6.7 7.85 117 Suburb Fringe (Density Decile 4-5) 19.9 20.28 102
Pop Age 10-14 7.06 8.43 119 Urban Fringe (Density Deciles 6-7) 20 22.59 113
Pop Age 15-17 4.26 5.14 121 Urban (Density Deciles 8-9) 20.09 21.16 105
Pop Age 18-20 4.38 4.62 106 Education
Pop Age 21-24 5.51 57 103
Pop Age 25-34 13.66 13.7 100 | | Description U.S. Segment  Index
Pop Age 35-44 15.21 15.51 102 Completed 0-8 Yrs Elem School 7.62 10.14 133
Pop Age 45-49 7.43 713 96 Attended High School, No Diploma 12.12 16.52 136
Pop Age 50-54 6.64 6.13 92 High School Graduate 28.54 37.51 131
Pop Age 55-59 5.45 5.06 93 Some College, No Degree 21.11 19.88 94
Pop Age 60-64 4.6 3.94 g3 | Associate Degree 6.32 5.6 89
Pop Age 65-74 6.52 5.33 go | Bachelor Degree 15.52 712 46
Pop Age 75-84 458 295 64 Masters Degree 5.86 2.29 39
Pop Age 85+ 174 0.97 56 Professional School Degree 1.95 0.69 35
Doctorate Degree 0.96 0.26 27
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 15.29 104  Description US. Segment  Index
HH Income $15,000-$24,999 11.28 13.31 11g |~ White Alone Pop 7419 80.48 108
HH Income $25,000-$34,999 12.97 15.35 125 Black/African American Alone Pop 12.3 9.34 76
HH Income $35,000-$49,999 15.39 19.45 126 Am Indian/Alaska Native Alone Pop 0.88 2.82 322
HH Income $50,000-$74,999 19.1 202 106 Asian Alone Pop 4.05 0.56 14
HH Income $75,000-$99,999 11.61 9.18 79 Native Hawaiian/Other PI Alone Pop 0.15 0.1 69
HH Income $100,000-$149,999 9.43 5.26 56 | Some Other Race Alone Pop 58 4.85 84
HH Income $150,000-$249,999 4.36 1.44 33 | 2orMore Races Pop 2.63 184 70
HH Income $250,000-8499,999 1.29 0.43 33 Hispanic/Latino Pop 13.5 10.08 75
HH Income $500,000+ 0.6 0.1 16 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 79.25 102
Management Occupation(Except Farm) 8.31 5.13 62 Commute in Garpool 12.81 15.87 124
Farmers & Farm Managers 0.62 53 37 Use Public Transportation 5.02 0.47 9
Business Operations Specialists 2.03 1.12 55 Walk to Work Only 3.13 3.03 97
Financial Specialists 2.12 1.09 51 ~ Commute by Motorcycle o.m 0.1 88
Computer & Mathematical Occup 2.34 0.69 29 Commute by Bicycle 0.4 0.15 38
Architecture & Engineering Occup 1.97 1.2 61 Commute by Other Means 0.75 1.13 151
Life, Physical, & Social Sci Occup 0.9 0.5 56 Work at Home 1.93 2n 109
Community & Social Services Occup 1.51 1.1 73 Commute to Work < 15 Minutes 29.73 27.19 91
Legal Occupations 1.04 0.36 35 Commute to Work in 15-29 Minutes 35.93 35.56 99
Education/Training/Library Occup 5.59 456 82 Commute to Work in 30-44 Minutes 18.97 20.28 107
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 0.79 42 | Commute to Work in 45-59 Minutes 7.37 8.57 116
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51 Shotguns & Pickups

Median Income $39,668
Income Range Lower Middle

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Middle America

Housing Type Homeowners

The segment known as Shotguns & Pickups came by its moniker honestly: it scores

near the top of all lifestyles for owning hunting rifles and pickup trucks. These

Americans tend to be young, working-class couples with large families -more than half

Age Group 25-44 have two or more kids- living in small homes and manufactured housing. Nearly a
Ethnicity White, Amind third of residents live in mobile homes, more than anywhere else in the nation.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.62 80 Commute to Work in 60+ Minutes 8 8.4 105
Healthcare Support Occupations 2.07 2.11 102 Family Composition Household Type
Protective Service Occupations 1.99 1.97 99
Food Prep & Serving Related Occup 4.94 455 g2 | Description US. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 3.67 107 HHs w/ 2+ Persons, Family, Married 51.63 62.17 120
Personal Care & Service Occupation 283 261 92 HHs with 2+ Persons, Family, Other 16.09 15.61 97
Sales & Related Occupations 1120 9.31 83 HHs with 2+ Persons, Nonfamily 6.22 3.8 61
Administration Support Occupations 15.44 13.65 88 HHs w/ 1 or more people < 18 years 35.94 4525 126
Farm/Forest/Fishing Occupations 0.78 2.55 327 HHs with no people under 18 years 64.06 54.75 85
Construction/Extractn/Maint Occup 9.57 14.72 154 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 22.41 150 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 8.01 241
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 11.02 226
HHs with 1 Person 26.07 18.42 71 Home Value $40,000-$59,999 6.7 12.11 181
HHs with 2 Persons 3243 31.37 97 Home Value $60,000-$79,999 8.39 13.51 161
HHs with 3 Persons 16.67 19.34 116 Home Value $80,000-$99,999 9.88 14.02 142
HHs with 4 Persons 14.04 17.29 123 Home Value $100,000-$149,999 22.61 22.76 101
HHs with 5 Persons 6.53 8.31 107 Home Value $150,000-$199,999 15.24 9.63 63
HHs with 6 Persons 254 391 126 Home Value $200,000-$299,999 15.17 5.87 39
HHs with 7+ Persons 172 206 120 Home Value $300,000-$399,999 6.22 1.59 26
Home Value $400,000-$499,999 3.11 0.63 20
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.35 14
Description U.S. Segment Index || Home Value $750,000-$999,999 1.03 0.2 19
Owner-Occupied Housing Units 66.47 79.31 119 Housing Years in Home
Renter-Occupied HUs 33.53 20.69 62
Description U.S. Segment Index
Housing Units in Structure Moved into Unit 1999 to March 2004 24.69 22.89 93
Description U.S. Segment Index Moved into Unit in 1995 to 1998 27.21 26.76 98
Single Unit in Structure 66 63.82 97 Moved into Unit in 1990 to 1994 15.13 15.78 104
2 Units in Structure 419 1.27 30 Moved into Unit in 1980 to 1989 14.66 16.01 109
3-19 Units in Structure 13.49 2.69 20 Moved into Unit in 1970 to 1979 9.27 10.11 109
20-49 Units in Structure 3.37 0.28 8 Moved into Unit in 1969 or earlier 9.05 8.45 93
50+ Units in Structure 5.35 0.12 2
Mobile Home or Trailer 7.38 31.37 425
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Age Group

4N Market Point

Demographic based Housing Feasibility Study

51 Shotguns & Pickups

Median Income $39,668

Income Range Lower Middle
25-44

Ethnicity White, AmInd

provided by MarketGraphics Research Group, Inc.

Social Group Middle America

The segment known as Shotguns & Pickups came by its moniker honestly: it scores

Housing Type Homeowners

near the top of all lifestyles for owning hunting rifles and pickup trucks. These
Americans tend to be young, working-class couples with large families -more than half
have two or more kids- living in small homes and manufactured housing. Nearly a
third of residents live in mobile homes, more than anywhere else in the nation.

Demographics

Top 15 Lifestyle Behaviors
01 Buy Seeds/Garden Supplies by Mail/Phone,1
02 Go Roller Skating,1yr (A)
03 Play Volleyball,1yr (A)
04 Go Hunting with Gun,1yr (A)
05 Own Satellite Dish (H)
06 Buy Construction Toys,1yr (A)
07 Own Camper (H)
08 Order from priceline.com,1yr (A)
09 Buy from Long John Silver,1mo (A) *
10 Go Water Skiing,1yr (A)
11 Own Cross Country Boots/Skis (A)
12 Stay at Hilton on Vacation,1yr (A)
13 Buy from Hardees,1mo (A) *
14 Buy Builder Sets,1yr (A)
15 Go Horseback Riding,1yr (A)

Lifestyle Behaviors 16-30
16 Buy Sleeping Bag,1yr (H)
17 Buy Fishing Equipment,1yr (A)
18 Go Camping,1yr (A)
19 Stay at Motel 6 on Vacation,1yr (A)
20 Own Tent (H)
21 Go to High School Sports,1+ Times,1mo (A)
22 Go Fishing,1yr (A)
23 Do Bird Watching,1yr (A)
24 Own Mountain Bicycle (A)
25 Buy Childrens Book,1yr (A) *
26 Play Soccer,1yr (A)
27 Buy from Ponderosa,1mo (A) *
28 Domestic Vacation,National Park,1yr
29 Buy from Sonic Drive-in,1mo (A) *
30 Own Rifle/Shotgun (A)

Lifestyle Behaviors 31-45
31 Play Softball,1yr (A)
32 Shop at Wal-Mart Pharmacy,6mo (A)
33 Rent Videos,6+ Tapes,1mo (A)
34 Go Backpacking/Hiking,1yr (A)
35 Own Sleeping Bag (H)
36 Buy from Shoneys,1mo (A) *
37 Buy Plush Dolls/Animals,1yr (A)
38 Buy from Dairy Queen,1mo (A) *
39 Domestic Vacation,Play Golf,1yr (A)
40 Own Tropical Fish (A)
41 Own Fishing Equipment (A)
42 Buy Electronic Games,1yr (A)
43 Foreign Travel by Car,3yr (A)
44 Order from Avon,1yr (A)
45 Buy Fashion Dolls,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read North American Hunter (A)
02 Read Outdoor Life (A)

03 Radio,NASCAR,Net Audience (A)
04 Read Hunting (A)

05 Has Satellite Dish/Disc (A)

06 Watch Country Music TV,1wk (A)
07 Read Field & Stream (A)

08 Country Radio,Net Audience (A)
09 Read Working Mother (A)

10 Read Family Fun (A)

11 Read Bassmaster (A)

12 Read Guns & Ammo (A)

13 Read Soap Opera Weekly (A)

14 Read PC World (A)

15 Read 4 Wheel & Off Road (A)

16 Read Stock Car Racing (A)

17 Read PC Magazine (A)

18 Watch Nickelodeon,1wk (A)

19 Read True Story (A)

20 Watch Pay-Per-View Movies,1yr (A)
21 Read Country Living (A)

22 Watch TV Land, 1wk (A)

23 Watch Outdoor Life Network, 1wk (A)
24 Watch TNN, 1wk (A)

25 Read Womans World (A)

26 Read Inc. (A)

27 Read Popular Hot Rodding (A)

28 Read YM (A)

29 Read First for Women (A)

30 Read Photographic (A)

31 Watch Any Pay-per-View,1yr (A)

32 Read Parenting (A)

33 Read Parents Magazine (A)

34 Read Road & Track (A)

35 Watch Nick at Night,1wk (A)

36 Watch The Disney Channel, 1wk (A)
37 Read Country Home (A)

38 Read Redbook (A)

39 Read American Baby (A)

40 Read Seventeen (A)

41 Read Self (A)

42 Read Popular Mechanics (A)

43 TV Auto Racing,Net Audience (A)
44 Classic Rock Radio,Net Audience (A)
45 Read Southern Living (A)

© MarketGraphics Research Group, Inc. 2009 - All Rights Reserved.

Page 153 of

198



4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
52 Suburban Pioneers Social Group Inner Suburbs Housing Type Mix

Median Income $32,255 Suburban Pioneers represents one of the nations eclectic lifestyles, a mix of young

Income Range Lower Middle singles, recently divorced and single parents who have moved into older, inner-ring
suburbs. They live in aging homes and garden-style apartment buildings, where the

Age Group Under 45 jobs are blue-collar and the money is tight. But what unites these residents -a diverse

Ethnicity High Black & Hispanic mix of whites, Hispanics and African-Americans- is a working-class sensibility and an
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 8.92 135 Rural/Town (Density Deciles 0-3) 40.01 44.95 112
Pop Age 5-9 6.7 8.5 127 Suburb Fringe (Density Decile 4-5) 19.9 18.95 95
Pop Age 10-14 7.06 8.09 115 Urban Fringe (Density Deciles 6-7) 20 17.33 87
Pop Age 15-17 4.26 4.58 108 Urban (Density Deciles 8-9) 20.09 18.77 93
Pop Age 18-20 4.38 4.88 112 Education
Pop Age 21-24 5.51 6.47 117
Pop Age 25-34 13.66 15.89 116 | | Description U.S. Segment Index
Pop Age 35-44 15.21 14.39 95 Completed 0-8 Yrs Elem School 7.62 13.15 172
Pop Age 45-49 7.43 6.43 87 Attended High School, No Diploma 12.12 18.32 151
Pop Age 50-54 6.64 5.39 81 High School Graduate 28.54 31.31 110
Pop Age 55-59 5.45 4.99 79 Some College, No Degree 21.11 20.77 98
Pop Age 60-64 4.6 396 77 | Associate Degree 6.32 5.26 83
Pop Age 65-74 6.52 4.71 7 Bachelor Degree 15.52 7.84 51
Pop Age 75-84 458 3.11 68 Masters Degree 5.86 2.31 39
Pop Age 85+ 174 11 63 Professional School Degree 1.95 0.72 37
Doctorate Degree 0.96 0.33 34
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 1467 2042 139 = Description US. Segment  Index
HH Income $15,000-$24,999 11.28 16.8 149 ~ \White Alone Pop 7419 58.91 79
HH Income $25,000-$34,999 12.97 17.62 144 Black/African American Alone Pop 12.3 20.28 165
HH Income $35,000-$49,999 15.39 1815 118 Am Indian/Alaska Native Alone Pop 0.88 1.1 126
HH Income $50,000-$74,999 19.1 16.17 g5 Asian Alone Pop 4.05 2.23 55
HH Income $75,000-$99,999 11.61 6.36 55 Native Hawaiian/Other PI Alone Pop 0.15 0.2 131
HH Income $100,000-$149,999 9.43 3.00 34 Some Other Race Alone Pop 5.8 13.76 237
HH Income $150,000-$249,999 4.36 0.94 2o | 2o0rMore Races Pop 263 3.53 134
HH Income $250,000-$499,999 1.29 0.27 21 HispaniciLatino Pop 135 82.19 238
HH Income $500,000+ 0.6 0.05 9 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 75.73 97
Management Occupation(Except Farm) 8.31 4.84 58 Commute in Garpool 12.81 173 135
Farmers & Farm Managers 0.62 0.13 29 Use Public Transportation 5.02 3.08 60
Business Operations Specialists 2.03 1.47 72 Walk to Work Only 3.13 23 73
Financial Specialists 512 1.9 61 Commute by Motorcycle 0.11 0.14 125
Computer & Mathematical Occup 2.34 1.33 57 Commuste by Bicycle 0.4 04 101
Architecture & Engineering Occup 1.97 1.12 57 Commute by Other Means 0.75 11 147
Life, Physical, & Social Sci Occup 0.9 0.46 51 Work at Home 1.93 1.03 53
Community & Social Services Occup 1.51 1.31 87 Commute to Work < 15 Minutes 29.73 29.07 98
Legal Occupations 1.04 0.49 47 Commute to Work in 15-29 Minutes 35.93 42.35 118
Education/Training/Library Occup 5.59 3.81 68 Commute to Work in 30-44 Minutes 18.97 17.78 94
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 187 1.4 g6 || Commute to Work in 45-59 Minutes 737 4.92 67
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
52 Suburban Pioneers Social Group Inner Suburbs Housing Type Mix

Median Income $32,255 Suburban Pioneers represents one of the nations eclectic lifestyles, a mix of young

Income Range Lower Middle singles, recently divorced and single parents who have moved into older, inner-ring
suburbs. They live in aging homes and garden-style apartment buildings, where the

Age Group Under 45 jobs are blue-collar and the money is tight. But what unites these residents -a diverse

Ethnicity High Black & Hispanic mix of whites, Hispanics and African-Americans- is a working-class sensibility and an
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 2.98 66 Commute to Work in 60+ Minutes 8 5.87 73
Healthcare Support Occupations 2.07 2.52 121 Family Composition Household Type
Protective Service Occupations 1.99 1.9 96
Food Prep & Serving Related Occup 4.94 6.54 132 = Description US. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 5.14 151 HHs w/ 2+ Persons, Family, Married 51.63 4226 82
Personal Care & Service Occupation 2.83 3.11 110 HHs with 2+ Persons, Family, Other 16.09 24.98 155
Sales & Related Occupations 1120 10.53 94 HHs with 2+ Persons, Nonfamily 6.22 7.26 117
Administration Support Occupations 15.44 16.81 109 HHs w/ 1 or more people < 18 years 35.94 42.79 19
Farm/Forest/Fishing Occupations 0.78 0.74 95 HHs with no people under 18 years 64.06 57.21 89
Construction/Extractn/Maint Occup 9.57 12.55 131 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 19.68 132 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 8.94 269
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 10.17 208
HHs with 1 Person 26.07 25.49 08 Home Value $40,000-$59,999 6.7 14.47 216
HHs with 2 Persons 3243 57 88 86 Home Value $60,000-$79,999 8.39 17.18 205
HHs with 3 Persons 16.67 1738 104 Home Value $80,000-$99,999 9.88 15.93 161
HHs with 4 Persons 14.04 13.95 99 Home Value $100,000-$149,999 22.61 22.56 100
HHs with 5 Persons 6.53 8.07 104 Home Value $150,000-$199,999 15.24 6.92 45
HHs with 6 Persons 254 387 152 Home Value $200,000-$299,999 15.17 2.88 19
HHs with 7+ Persons 172 3.35 195 Home Value $300,000-$399,999 6.22 0.53 9
Home Value $400,000-$499,999 3.11 0.21 7
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.1 4
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.04 4
Owner-Occupied Housing Units 66.47 59.62 90 Home Value $1,000,000+ 1 0.08 8
Renter-Occupied HUs 33.53 40.38 120 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 28.33 115
Single Unit in Structure 66 60.44 92 Moved into Unit in 1995 to 1998 27.21 28.76 106
2 Units in Structure 419 4.79 114 Moved into Unit in 1990 to 1994 15.13 14.18 94
3-19 Units in Structure 13.49 15.56 115 Moved into Unit in 1980 to 1989 14.66 12.34 84
20-49 Units in Structure 3.37 2.64 78 Moved into Unit in 1970 to 1979 9.27 7.95 86
50+ Units in Structure 5.35 3.01 56 Moved into Unit in 1969 or earlier 9.05 8.44 93
Mobile Home or Trailer 7.38 13.26 180
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4N Market Point

Demographic based Housing Feasibility Study

52 Suburban Pioneers
Median Income $32,255
Income Range Lower Middle

Age Group Under 45
Ethnicity High Black & Hispanic

provided by MarketGraphics Research Group, Inc.

Social Group Inner Suburbs

Housing Type Mix

Suburban Pioneers represents one of the nations eclectic lifestyles, a mix of young
singles, recently divorced and single parents who have moved into older, inner-ring
suburbs. They live in aging homes and garden-style apartment buildings, where the
jobs are blue-collar and the money is tight. But what unites these residents -a diverse
mix of whites, Hispanics and African-Americans- is a working-class sensibility and an

Demographics

Top 15 Lifestyle Behaviors
01 Buy from Churchs Fried Chicken,1mo (A) *
02 Buy from Houlihans,6mo (A)
03 Go Roller Skating,1yr (A)
04 Buy from Checkers,1mo (A) *
05 Member of Frequent Flyer Program (A)
06 Buy from Fuddruckers,1mo (A) *
07 Go Water Skiing,1yr (A)
08 Play Bingo,1yr (A)
09 Travel to Jamaica,3yr (A)
10 Play Volleyball,1yr (A)
11 Buy from T.G.I. Fridays,1mo (A) *
12 Buy from Little Caesars,1mo (A) *
13 Belong to a Veterans Club (A)
14 Buy from Subway,1mo (A) *
15 Buy from Boston Market,1mo (A) *

Lifestyle Behaviors 16-30
16 Order from BMG Music,1yr (A)
17 Order from Readers Digest Association,1yr (
18 Own Racquetball Equipment (A)
19 Buy from Lone Star Steakhouse,1mo (A)*
20 Go to Professional Football Games,1+ Times
21 Travel to Puerto Rico,3yr (A)
22 Stay at Radisson on Vacation,1yr (A)
23 Buy from Shoneys,1mo (A) *
24 Buy from Chick-Fil-A,1mo (A) *
25 Buy from Popeyes,1mo (A) *
26 Buy from Bob Evans Farm,1mo (A) *
27 Buy from Hardees,1mo (A) *
28 Dine Out,<1 Times/mo,1yr (A)
29 Order from Home Shopping Network,1yr (A)
30 Stay at Comfort Inn on Vacation,1yr (A)

Lifestyle Behaviors 31-45
31 Shop at Walgreens,6mo (A)
32 Do Aerobic Exercise,1yr (A)
33 Travel to Bahamas,3yr (A)
34 Shop at Lane Bryant,3mo (A)
35 Buy from Applebees,1mo (A) *
36 Buy from Bennigans,1mo (A) *
37 Play Basketball,1yr (A)
38 Buy from Golden Corral,1mo (A) *
39 Buy from Godfathers Pizza,6mo (A)
40 Buy from White Castle,1mo (A) *
41 Buy from Taco Bell,imo (A) *
42 Go Cross Country Skiing,1yr (A)
43 Shop at Neiman Marcus,3mo (A)
44 Shop at Radio Shack,1yr (A)
45 Take Adult Education Course,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Entrepreneur (A)

02 Read Macworld (A)

03 Watch QVC,1wk (A)

04 Read Jet (A)

05 Read The Source (A)

06 Read Essence (A)

07 Gospel Radio,Net Audience (A)

08 Read Inc. (A)

09 Read Yachting (A)

10 Adult Standards Radio,Net Audience (A)
11 TV Bowling,Net Audience (A)

12 TV Horse Racing,Net Audience (A)
13 Read Cosmopolitan (A)

14 Read Ebony (A)

15 Watch BBC America, 1wk (A)

16 Hispanic,Net Audience (A)

17 Read Popular Hot Rodding (A)

18 TV Boxing,Net Audience (A)

19 Urban Contemporary Radio,Net Audience (A)
20 Watch Oxygen,1wk (A)

21 Watch Show Type,Pageants Specials (A)
22 Read Hot Rod (A)

23 Read Esquire (A)

24 Read Motor Trend (A)

25 Read Guns & Ammo (A)

26 Watch Cinemax, 1wk (A)

27 Read Vibe (A)

28 Read Metropolitan Home (A)

29 Soft Contemporary Radio,Net Audience (A)
30 Watch BET, 1wk (A)

31 Watch Show Type,Daytime Dramas (A)
32 Watch Speed Channel,1wk (A)

33 Read Car Craft (A)

34 Read Fitness (A)

35 Read Yankee (A)

36 TV Figure Skating,Net Audience (A)
37 Watch The Movie Channel,1wk (A)

38 Read 4 Wheel & Off Road (A)

39 Read Spin (A)

40 Read Car & Driver (A)

41 Read Family Handyman (A)

42 Religious,Net Audience (A)

43 Read Sporting News (A)

44 Sports,Net Audience (A)

45 Watch Independent Film Channel, 1wk
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53 Mobility Blues

Median Income $28,173
Income Range Downscale
Age Group Under 35

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
Social Group Micro-City Blues Housing Type Renters
Young singles and single parents make their way to Mobility Blues, a segment of
working-class neighborhoods in Americas satellite cities. Racially mixed and under 25

years old, these transient Americans tend to have modest lifestyles due to their lower-
income blue-collar jobs. Surveys show they excel in going to movies, playing

Ethnicity White, Black, AmInd basketball and shooting pool.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 7.38 112 Rural/Town (Density Deciles 0-3) 40.01 43.1 108
Pop Age 5-9 6.7 6.51 97 Suburb Fringe (Density Decile 4-5) 19.9 19.39 97
Pop Age 10-14 7.06 6.2 88 Urban Fringe (Density Deciles 6-7) 20 18.93 95
Pop Age 15-17 4.26 3.65 86 Urban (Density Deciles 8-9) 20.09 18.58 93
Pop Age 18-20 4.38 6.59 151 Education
Pop Age 21-24 5.51 9.48 172
Pop Age 25-34 13.66 16.41 120 | | Description U.S. Segment Index
Pop Age 35-44 15.21 13.74 20 Completed 0-8 Yrs Elem School 7.62 8.18 107
Pop Age 45-49 7.43 6.35 86 Attended High School, No Diploma 12.12 15.72 130
Pop Age 50-54 6.64 5.36 81 High School Graduate 28.54 31.74 111
Pop Age 55-59 5.45 40 77 Some College, No Degree 21.11 21.87 104
Pop Age 60-64 4.6 393 76 | Associate Degree 6.32 5.81 92
Pop Age 65-74 6.52 5.04 77 Bachelor Degree 15.52 10.84 70
Pop Age 75-84 458 4.06 89 Masters Degree 5.86 3.88 66
Pop Age 85+ 174 179 103 Professional School Degree 1.95 1.08 55
Doctorate Degree 0.96 0.87 91
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 1467 2556 174 | Description US. Segment  Index
HH Income $15,000-$24,999 11.28 18.85 167  White Alone Pop 7419 71.23 9%
HH Income $25,000-$34,999 12.97 176 143 Black/African American Alone Pop 12.3 16.09 131
HH Income $35,000-$49,999 15.39 16.07 104 Am Indian/Alaska Native Alone Pop 0.88 1.35 154
HH Income $50,000-$74,999 19.1 13.21 pg  Asian Alone Pop 4.05 1.98 49
HH Income $75,000-$99,999 11.61 4.95 43 Native Hawaiian/Other PI Alone Pop 0.15 0.14 93
HH Income $100,000-$149,999 9.43 258 27 Some Other Race Alone Pop 5.8 5.85 101
HH Income $150,000-$249,999 4.36 0.85 19 = 20rMore Races Pop 263 3.36 128
HH Income $250,000-$499,999 1.29 0.28 2o HispaniciLatino Pop 135 124 92
HH Income $500,000+ 0.6 0.05 8 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 74.43 96
Management Occupation(Except Farm) 8.31 5.04 61 Commute in Carpool 12.81 15.57 122
Farmers & Farm Managers 0.62 0.15 o4 Use Public Transportation 5.02 2.56 51
Business Operations Specialists 2.03 1.34 66 Walk to Work Only 3.13 535 1
Financial Specialists 2.12 1.2 57 | | Commute by Motorcycle o.m 0.14 124
Computer & Mathematical Occup 2.34 1.42 61 Commute by Bicycle 0.4 1.06 266
Architecture & Engineering Occup 1.97 1.28 65 Commute by Other Means 0.75 0.9 120
Life, Physical, & Social Sci Occup 0.9 0.8 90 Work at Home 1.93 1.2 62
Community & Social Services Occup 1.51 1.69 112 Commute to Work < 15 Minutes 29.73 47.45 160
Legal Occupations 1.04 0.62 59 Commute to Work in 15-29 Minutes 35.93 34.45 96
Education/Training/Library Occup 5.5 5.25 g4  Commuteto Workin 30-44 Minutes 18.97 10.48 55
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1.86 g9  Commute to Work in 45-59 Minutes 737 8.35 45
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53 Mobility Blues

Median Income $28,173
Income Range Downscale

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Micro-City Blues

Housing Type Renters

Young singles and single parents make their way to Mobility Blues, a segment of
working-class neighborhoods in Americas satellite cities. Racially mixed and under 25
years old, these transient Americans tend to have modest lifestyles due to their lower-

Age Group Under 35 income blue-collar jobs. Surveys show they excel in going to movies, playing
Ethnicity White, Black, AmInd basketball and shooting pool.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.49 77 Commute to Work in 60+ Minutes 8 4.27 53
Healthcare Support Occupations 2.07 2.8 135 Family Composition Household Type
Protective Service Occupations 1.99 1.69 85
Food Prep & Serving Related Occup 4.94 8.18 166 Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 4.78 140 HHs w/ 2+ Persons, Family, Married 51.63 33.22 64
Personal Care & Service Occupation 2.83 3.35 118 HHs with 2+ Persons, Family, Other 16.09 20.78 129
Sales & Related Occupations 1.2 111 99 HHs with 2+ Persons, Nonfamily 6.22 10.97 176
Administration Support Occupations 15.44 15.13 98 HHs w/ 1 or more people < 18 years 35.94 31.42 87
Farm/Forest/Fishing Occupations 0.78 0.56 71 HHs with no people under 18 years 64.06 68.58 107
Construction/Extractn/Maint Occup 9.57 10.14 106 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 18.15 121 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 4.31 130
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 9.67 198
HHs with 1 Person 26.07 35.03 134 Home Value $40,000-$59,999 6.7 17.61 263
HHs with 2 Persons 3243 30.47 04 Home Value $60,000-$79,999 8.39 19.82 236
HHs with 3 Persons 16.67 15.59 94 Home Value $80,000-$99,999 9.88 16.97 172
HHs with 4 Persons 14.04 10.51 75 Home Value $100,000-$149,999 22.61 20.41 90
HHs with 5 Persons 6.53 5.02 77 Home Value $150,000-$199,999 15.24 6.38 42
HHs with 6 Persons 254 204 80 Home Value $200,000-$299,999 15.17 3.36 22
HHs with 7+ Persons 172 134 78 Home Value $300,000-$399,999 6.22 0.78 13
Home Value $400,000-$499,999 3.11 0.34 11
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.17 7
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.07 7
Owner-Occupied Housing Units 66.47 4412 66 Home Value $1,000,000+ 1 0.11 11
Renter-Occupied HUs 33.53 55.88 167 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 32.88 133
Single Unit in Structure 66 55.29 84 Moved into Unit in 1995 to 1998 27.21 28.69 105
2 Units in Structure 419 10.85 259 Moved into Unit in 1990 to 1994 15.13 12.47 82
3-19 Units in Structure 13.49 22.92 170 Moved into Unit in 1980 to 1989 14.66 10.36 71
20-49 Units in Structure 3.37 3.51 104 Moved into Unit in 1970 to 1979 9.27 6.43 69
50+ Units in Structure 5.35 3.77 71 Moved into Unit in 1969 or earlier 9.05 9.18 101
Mobile Home or Trailer 7.38 3.56 48
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53 Mobility Blues
Median Income $28,173
Income Range Downscale

Age Group Under 35
Ethnicity White, Black, Amind

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.

Social Group Micro-City Blues Housing Type Renters

Young singles and single parents make their way to Mobility Blues, a segment of
working-class neighborhoods in Americas satellite cities. Racially mixed and under 25
years old, these transient Americans tend to have modest lifestyles due to their lower-
income blue-collar jobs. Surveys show they excel in going to movies, playing
basketball and shooting pool.

Demographics

Top 15 Lifestyle Behaviors
01 Play Racquetball,1yr (A)
02 Buy from Ponderosa,1mo (A) *
03 Buy from Little Caesars,1mo (A) *
04 Buy from Churchs Fried Chicken,1mo (A) *
05 Shop at Lerner,3mo (A)
06 Buy from Chi-Chis,1mo (A) *
07 Buy from Long John Silver,imo (A) *
08 Buy Tent,1yr (H)
09 Go to Professional Basketball Games,1+ Tim
10 Go to Professional Football Games,1+ Times
11 Buy from Whataburger,1mo (A) *
12 Buy from Dominos Pizza,1mo (A) *
13 Shop at Lane Bryant,3mo (A)
14 Buy Sleeping Bag,1yr (H)
15 Stay at Motel 6 on Vacation,1yr (A)

Lifestyle Behaviors 16-30

16 Buy from Blimpie Subs & Salads,1mo (A)

17 Buy from Krystals Hamburgers,1mo
18 Buy from Golden Corral,imo (A) *
19 Buy Camping Equipment,1yr (H)
20 Own Tropical Fish (A)

21 Order from Fingerhut,1yr (A)

22 Visit Any Six Flags Park,1yr (A)
23 Do Woodworking,1yr (A)

24 Order from J. Crew,1yr (A)

25 Rent Videos,6+ Tapes,1mo (A)
26 Buy Action Figures,1yr (A)

27 Go Mountain Bicycling,1yr (A)

28 Play Trivia Games,1yr (A)

29 Go Jogging,1yr (A)

30 Play Baseball,1yr (A)

Lifestyle Behaviors 31-45
31 Buy 1950s Nostalgia Music,1yr (A) *
32 Foreign Travel for 15+ Nights,3yr (A)
33 Order from BMG Music,1yr (A)
34 Go Fishing,1yr (A)
35 Buy from Papa Johns,1mo (A) *
36 Play Lottery,10+ Times/mo,1yr (A)
37 Play Volleyball,1yr (A)
38 Go to Bar/Nightclub,1yr (A)
39 Own Tent (H)
40 Play Billiards/Pool,1yr (A)
41 Shop at Wal-Mart,3mo (A)
42 Go Ice Skating,1yr (A)
43 Buy from Taco Bell,imo (A) *
44 Visit Any Sea World Park,1yr (A)
45 Go to High School Sports,1+ Times,1mo (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Ebony (A)

02 Read Vibe (A)

03 Read Jet (A)

04 Read WWE Magazine (A)
05 Read Essence (A)

06 Read The Source (A)

07 Watch BET, 1wk (A)

08 Read Black Enterprise (A)
09 Read Brides (A)

10 Read True Story (A)

11 Urban Contemporary Radio,Net Audience (A)
12 Read Modern Bride (A)

13 Read Cable Guide (A)

14 Read Teen People (A)

15 Read The Cable Guide (A)

16 Read YM (A)

17 Read Spin (A)

18 Watch Game Show Network, 1wk (A)
19 Read Bicycling (A)

20 Watch Cartoon Network,1wk (A)
21 Read Popular Hot Rodding (A)
22 Read Soap Opera Digest (A)

23 Read Baby Talk (A)

24 Read Hot Rod (A)

25 Read Soap Opera Weekly (A)
26 Watch Cinemax, 1wk (A)

27 Read Handguns (A)

28 Read Sport Truck (A)

29 Read Allure (A)

30 Read Star (A)

31 Read First for Women (A)

32 Read Working Mother (A)

33 Variety Radio,Net Audience (A)
34 TV Professional Wrestling,Net Audience (A)
35 Read Esquire (A)

36 Read Playboy (A)

37 Read Seventeen (A)

38 Read Marie Claire (A)

39 Black Radio,Net Audience (A)
40 Read Macworld (A)

41 Read Motorcyclist (A)

42 Read Penthouse (A)

43 Watch Showtime,1wk (A)

44 Watch Speed Channel,1wk (A)
45 Watch MTV, 1wk (A)
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54 Multi-Culti Mosaic

Median Income $32,748
Income Range Lower Middle
Age Group 25-44

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
Social Group Midtown Mix Housing Type Mix
An immigrant gateway community, Multi-Culti Mosaic is the urban home for a mixed
populace of younger Hispanic, Asian and African-American singles and families. With

nearly a quarter of the residents foreign born, this segment is a mecca for first-
generation Americans who are striving to improve their lower-middle-class status.

Ethnicity High Black & Hisp., Asian
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 8.88 134 Rural/Town (Density Deciles 0-3) 40.01 35.67 89
Pop Age 5-9 6.7 8.78 131 Suburb Fringe (Density Decile 4-5) 19.9 23.11 116
Pop Age 10-14 7.06 8.47 120 Urban Fringe (Density Deciles 6-7) 20 22.25 111
Pop Age 15-17 4.26 4.65 109 Urban (Density Deciles 8-9) 20.09 18.97 94
Pop Age 18-20 4.38 4.99 114 Education
Pop Age 21-24 5.51 6.36 115
Pop Age 25-34 13.66 16.31 119 = Description U.S. Segment Index
Pop Age 35-44 15.21 14.62 % Completed 0-8 Yrs Elem School 7.62 15.98 210
Pop Age 45-49 7.43 6.36 86 Attended High School, No Diploma 12.12 20.07 166
Pop Age 50-54 6.64 5.26 79 High School Graduate 28.54 27.96 98
Pop Age 55-59 5.45 4.09 75 Some College, No Degree 21.11 18.78 89
Pop Age 60-64 4.26 303 71 Associate Degree 6.32 4.91 78
Pop Age 65-74 6.52 419 64 Bachelor Degree 15.52 8.27 53
Pop Age 75-84 4.58 291 63 Masters Degree 5.86 265 45
Pop Age 85+ 1.74 111 64 Professional School Degree 1.95 0.98 50
Doctorate Degree 0.96 0.41 43
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 21.43 146  Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 15.69 139 =~ White Alone Pop 74.19 45.15 61
HH Income $25,000-$34,999 12.97 16.63 136 Black/African American Alone Pop 12.3 24.21 197
HH Income $35,000-$49,999 15.39 17.68 115 Am Indian/Alaska Native Alone Pop 0.88 1 114
HH Income $50,000-$74,999 19.1 16.03 gq ~ AsianAlone Pop 4.05 472 17
HH Income $75,000-$99,999 11.61 7.04 61 Native Hawaiian/Other PI Alone Pop 0.15 0.24 160
HH Income $100,000-$149,999 9.43 3.92 4o | Some Other Race Alone Pop 5.8 19.97 344
HH Income $150,000-$249,999 4.36 1.18 27  2o0rMore Races Pop 2.63 471 179
HH Income $250,000-$499,999 1.29 0.34 e  HispaniciLatino Pop 135 39.22 291
HH Income $500,000+ 0.6 0.07 12 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 65.73 85
Management Occupation(Except Farm) 8.31 478 58 | | Commute in Garpool 12.81 18.57 145
Farmers & Farm Managers 0.62 0.05 8 Use Public Transportation 5.02 10.32 205
Business Operations Specialists 2.03 1.51 74 Walk to Work Only 313 3.53 113
Financial Specialists 2.12 1.38 g5 | Commute by Motorcycle 0.1 0.13 117
Computer & Mathematical Occup 2.34 1.48 g3 = Commute by Bicycle 0.4 0.69 172
Architecture & Engineering Occup 1.97 1.11 56 Commute by Other Means 0.75 1.04 139
Life, Physical, & Social Sci Occup 0.9 0.52 5g = Workat Home 1.93 1.05 54
Community & Social Services Occup 1.51 1.51 100  Commute to Work <15 Minutes 29.73 22.53 76
Legal Occupations 1.04 0.65 62 Commute to Work in 15-29 Minutes 35.93 40.32 112
Education/Training/Library Occup 5.59 3.85 69 Commute to Work in 30-44 Minutes 18.97 21.69 114
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1,65 gg ~ Commute to Workiin 45-59 Minutes 7.37 7.25 98
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54 Multi-Culti Mosaic

Median Income $32,748
Income Range Lower Middle

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Midtown Mix

Housing Type

Mix

An immigrant gateway community, Multi-Culti Mosaic is the urban home for a mixed
populace of younger Hispanic, Asian and African-American singles and families. With

nearly a quarter of the residents foreign born, this segment is a mecca for first-

Age Group 25-44 generation Americans who are striving to improve their lower-middle-class status.
Ethnicity High Black & Hisp., Asian
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 2.93 64 Commute to Work in 60+ Minutes 8 8.22 103
Healthcare Support Occupations 2.07 2.78 134 Family Composition Household Type
Protective Service Occupations 1.99 2.03 102
Food Prep & Serving Related Occup 4.94 6.68 135 = Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 5.42 159 HHs w/ 2+ Persons, Family, Married 51.63 38.6 75
Personal Care & Service Occupation 2.83 3.28 116 HHs with 2+ Persons, Family, Other 16.09 27.95 174
Sales & Related Occupations 1120 9.93 89 HHs with 2+ Persons, Nonfamily 6.22 8.15 131
Administration Support Occupations 15.44 17.12 111 HHs w/ 1 or more people < 18 years 35.94 43.79 122
Farm/Forest/Fishing Occupations 0.78 0.36 46 HHs with no people under 18 years 64.06 56.21 88
Construction/Extractn/Maint Occup 9.57 10.87 114 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 20.1 135 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 2.93 88
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 6.15 126
HHs with 1 Person 26.07 5.99 97 Home Value $40,000-$59,999 6.7 12.37 185
HHs with 2 Persons 3243 o5 13 78 Home Value $60,000-$79,999 8.39 15.31 183
HHs with 3 Persons 16.67 16.63 100 Home Value $80,000-$99,999 9.88 13.97 141
HHs with 4 Persons 14.04 13.89 99 Home Value $100,000-$149,999 22.61 23.72 105
HHs with 5 Persons 6.53 8.96 137 Home Value $150,000-$199,999 15.24 11.56 76
HHs with 6 Persons 254 4.9 193 Home Value $200,000-$299,999 15.17 10.54 69
HHs with 7+ Persons 172 50 302 Home Value $300,000-$399,999 6.22 2.3 37
Home Value $400,000-$499,999 3.11 0.67 21
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.33 14
Description U.S. Segment Index || Home Value $750,000-$999,999 1.03 0.07 7
Owner-Occupied Housing Units 66.47 51.51 77 Home Value $1,000,000+ 1 0.08 8
Renter-Occupied HUs 33.53 48.49 145 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index | | Moved into Unit 1999 to March 2004 24.69 25.8 105
Single Unit in Structure 66 60.53 92 Moved into Unit in 1995 to 1998 27.21 29.95 110
2 Units in Structure 419 12.15 290 Moved into Unit in 1990 to 1994 15.13 14.52 96
3-19 Units in Structure 13.49 17.6 130 Moved into Unit in 1980 to 1989 14.66 12.64 86
20-49 Units in Structure 3.37 3.45 102 Moved into Unit in 1970 to 1979 9.27 7.92 85
50+ Units in Structure 5.35 4.43 83 Moved into Unit in 1969 or earlier 9.05 9.16 101
Mobile Home or Trailer 7.38 1.78 24
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4N Market Point

Demographic based Housing Feasibility Study

54 Multi-Culti Mosaic

Median Income $32,748

Income Range Lower Middle

Age Group 25-44

Ethnicity High Black & Hisp., Asian

provided by MarketGraphics Research Group, Inc.

Social Group Midtown Mix

Housing Type Mix

An immigrant gateway community, Multi-Culti Mosaic is the urban home for a mixed
populace of younger Hispanic, Asian and African-American singles and families. With
nearly a quarter of the residents foreign born, this segment is a mecca for first-
generation Americans who are striving to improve their lower-middle-class status.

Demographics

Top 15 Lifestyle Behaviors
01 Buy from Jack-in-the-Box,1mo (A) *
02 Visit Disneyland (CA),1yr (A)
03 Travel to Jamaica,3yr (A)
04 Shop at Bloomingdales,3mo (A)
05 Buy from Carls Jr.,1mo (A) *
06 Travel to Mexico,3yr (A)
07 Shop at Saks Fifth Ave,3mo (A)
08 Travel to Central/South America,3yr (A)
09 Buy from Del Taco,1mo (A) *
10 Go to Professional Basketball Games,1+ Tim
11 Shop at Disney Store,3mo (A)
12 Buy from White Castle,1mo (A) *
13 Buy from Checkers,1mo (A) *
14 Buy from Churchs Fried Chicken,1mo (A) *
15 Buy from Pizza Inn,6mo (A)

Lifestyle Behaviors 16-30
16 Shop at Ann Taylor,3mo (A)
17 Member of Frequent Flyer Program (A)
18 Foreign Travel during October-December,3yr
19 Visit Any Busch Gardens Park,1yr
20 Go to Movie,4+ Times,3mo (A)
21 Shop at BJs Wholesale Club,6mo (A)
22 Buy from Little Caesars,1mo (A) *
23 Shop at Lerner,3mo (A)
24 Buy Infant Toys,1yr (A)
25 Order from Fingerhut,1yr (A)
26 Buy from California Pizza Kitchen,1mo (A) *
27 Shop at Marshalls,3mo (A)
28 Visit Any Sea World Park,1yr (A)
29 Visit Any Six Flags Park,1yr (A)
30 Foreign Travel by Bus,3yr (A)

Lifestyle Behaviors 31-45
31 Buy from Dennys,1mo (A) *
32 Buy from Bennigans,1mo (A) *
33 Shop at Circuit City,1yr (A)
34 Buy from Popeyes,1mo (A) *
35 Buy from IHOP,1mo (A) *
36 Buy from Red Lobster,1mo (A) *
37 Do Woodworking,1yr (A)
38 Buy Electric Trains,1yr (A)
39 Buy from Boston Market,1imo (A) *
40 Buy Action Figures,1yr (A)
41 Buy Large Baby Dolls,1yr (A)
42 Buy from Fuddruckers,1mo (A) *
43 Buy from Rallys,6mo (A)
44 Shop at Walgreens,6mo (A)
45 Domestic Travel on American Airlines,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Hispanic,Net Audience (A)
02 Read Black Enterprise (A)
03 Read Ebony (A)

04 Read The Source (A)

05 Read WWE Magazine (A)
06 Read Macworld (A)

07 Read Vibe (A)

08 Read Jet (A)

09 Read Catholic Digest (A)
10 Read Runners World (A)
11 Read Photographic (A)

12 Urban Contemporary Radio,Net Audience (A)
13 Read Essence (A)

14 Read Fitness (A)

15 Read American Photo (A)

16 Read Skiing (A)

17 Read Automobile (A)

18 Read New York Magazine (A)
19 Read True Story (A)

20 Read Atlantic Monthly (A)

21 Read Health (A)

22 Read Elle (A)

23 Watch BET, 1wk (A)

24 Radio,NBA Games,Net Audience (A)
25 Read Teen People (A)

26 Read Entrepreneur (A)

27 Read Muscle & Fitness (A)
28 Read Traditional Home (A)
29 Read Penthouse (A)

30 Read Mens Health (A)

31 Read Star (A)

32 Read Metropolitan Home (A)

33 Read Spin (A)

34 Read Brides (A)

35 Read Discover (A)

36 Read Bicycling (A)

37 Read Shape (A)

38 Read This Old House (A)

39 Read National Geographic Traveler (A)
40 Watch The Movie Channel, 1wk (A)
41 Read Esquire (A)

42 Read ESPN The Magazine (A)

43 Jazz Radio,Net Audience (A)

44 Variety Radio,Net Audience (A)

45 Watch Showtime, 1wk (A)
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4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
55 Golden Ponds Social Group Rustic Living Housing Type Homeowners
Median Income $28,827 Golden Ponds is mostly a retirement lifestyle, dominated by downscale singles and

Income Range Downscale couples over 65 years old. Found in small bucolic towns around the country, these
high school-educated seniors live in small apartments on less than $25,000 a year;

Age Group 65+ one in five resides in a nursing home. For these elderly residents, daily life is often a
Ethnicity White, Amind succession of sedentary activities such as reading, watching TV, playing bingo and
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 4.6 70 Rural/Town (Density Deciles 0-3) 40.01 48.76 122
Pop Age 5-9 6.7 4.94 74 Suburb Fringe (Density Decile 4-5) 19.9 18.14 91
Pop Age 10-14 7.06 5.69 81 Urban Fringe (Density Deciles 6-7) 20 17.52 88
Pop Age 15-17 4.26 3.96 93 Urban (Density Deciles 8-9) 20.09 15.58 78
Pop Age 18-20 4.38 3.48 80 Education
Pop Age 21-24 5.51 417 76
Pop Age 25-34 13.66 9.21 c7  Description U.S. Segment  Index
Pop Age 35-44 15.21 11.76 77 Completed 0-8 Yrs Elem School 7.62 10.31 135
Pop Age 45-49 7.43 6.58 89 Attended High School, No Diploma 12.12 16.23 134
Pop Age 50-54 6.64 6.4 9% High School Graduate 28.54 36.53 128
Pop Age 55-59 5.45 6.34 117 Some College, No Degree 21.11 19.89 94
Pop Age 60-64 4.26 6.29 148 Associate Degree 6.32 4.79 76
Pop Age 65-74 6.52 12.42 190 Bachelor Degree 15.52 8.01 52
Pop Age 75-84 4.58 9.99 218 Masters Degree 5.86 2.89 49
Pop Age 85+ 174 414 038 Professional School Degree 1.95 0.99 51
Doctorate Degree 0.96 0.37 38
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 2563 175 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 18.13 161 White Alone Pop 74.19 87.01 17
HH Income $25,000-$34,999 12.97 16.3 133 Black/African American Alone Pop 12.3 7.32 60
HH Income $35,000-$49,999 15.39 15.68 102 Am Indian/Alaska Native Alone Pop 0.88 1.39 159
HH Income $50,000-$74,999 19.1 13.74 72 Asian Alone Pop 4.05 0.48 12
HH Income $75,000-$99,999 11.61 5.6 48 Native Hawaiian/Other PI Alone Pop 0.15 0.06 39
HH Income $100,000-$149,999 9.43 3.24 34  Some Other Race Alone Pop 58 2.36 41
HH Income $150,000-$249,999 4.36 115 26 2 0rMore Races Pop 263 1.38 53
HH Income $250,000-$499,999 1.29 0.43 33 HispaniciLatino Pop 135 6.23 46
HH Income $500,000+ 0.6 0.09 15 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 79.61 102
Management Occupation(Except Farm) 8.31 5.82 70 Commute in Garpool 12.81 14.36 12
Farmers & Farm Managers 0.62 247 399 Use Public Transportation 5.02 0.57 11
Business Operations Specialists 2.03 1.01 50 Walk to Work Only 3.13 4.16 133
Financial Specialists 2.12 1.2 57 | | Commute by Motorcycle 0.11 0.1 86
Computer & Mathematical Occup 2.34 0.54 23 Commuste by Bicycle 0.4 0.27 66
Architecture & Engineering Occup 1.97 0.95 48 Commute by Other Means 0.75 0.94 126
Life, Physical, & Social Sci Occup 0.9 0.48 54 Work at Home 1.93 1.81 94
Community & Social Services Occup 1.51 1.69 112 Commute to Work < 15 Minutes 29.73 44.44 149
Legal Occupations 1.04 0.48 46 Commute to Work in 15-29 Minutes 35.93 26.37 73
Education/Training/Library Occup 5.59 5.66 101 |~ Commute to Work in 30-44 Minutes 18.97 14.77 78
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1.06 57 || Commute to Work in 45-59 Minutes 7.37 6.18 84
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4N Market Point

55 Golden Ponds

Median Income $28,827
Income Range Downscale

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Rustic Living

Housing Type Homeowners

Golden Ponds is mostly a retirement lifestyle, dominated by downscale singles and
couples over 65 years old. Found in small bucolic towns around the country, these
high school-educated seniors live in small apartments on less than $25,000 a year;

Age Group 65+ one in five resides in a nursing home. For these elderly residents, daily life is often a
Ethnicity White, Amind succession of sedentary activities such as reading, watching TV, playing bingo and
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 4.35 96 Commute to Work in 60+ Minutes 8 8.24 103
Healthcare Support Occupations 2.07 3.02 146 Family Composition Household Type
Protective Service Occupations 1.99 2.11 106
Food Prep & Serving Related Occup 4.94 5.72 116  Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 4.28 125 HHs w/ 2+ Persons, Family, Married 51.63 49.52 96
Personal Care & Service Occupation 2.83 3.11 110 HHs with 2+ Persons, Family, Other 16.09 12.46 77
Sales & Related Occupations 1120 10.32 92 HHs with 2+ Persons, Nonfamily 6.22 3.54 57
Administration Support Occupations 15.44 13.31 86 HHs w/ 1 or more people < 18 years 35.94 24.31 68
Farm/Forest/Fishing Occupations 0.78 2.23 286 HHs with no people under 18 years 64.06 75.69 118
Construction/Extractn/Maint Occup 9.57 11.89 124 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 18.29 122 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 9.3 280
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 14.18 291
HHs with 1 Person 26.07 34.48 132 Home Value $40,000-$59,999 6.7 15.92 238
HHs with 2 Persons 3243 3785 117 Home Value $60,000-$79,999 8.39 15.2 181
HHs with 3 Persons 16.67 124 74 Home Value $80,000-$99,999 9.88 13.08 132
HHs with 4 Persons 14.04 9.04 64 Home Value $100,000-$149,999 22.61 18.04 80
HHs with 5 Persons 6.53 4.04 62 Home Value $150,000-$199,999 15.24 7.05 46
HHs with 6 Persons 254 146 57 Home Value $200,000-$299,999 15.17 4.61 30
HHs with 7+ Persons 172 0.72 42 Home Value $300,000-$399,999 6.22 1.35 22
Home Value $400,000-$499,999 3.11 0.54 17
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.34 14
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.17 16
Owner-Occupied Housing Units 66.47 73.81 111 Home Value $1,000,000+ 1 0.21 21
Renter-Occupied HUs 33.53 26.19 78 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index | | Moved into Unit 1999 to March 2004 24.69 18.67 76
Single Unit in Structure 66 65.16 99 Moved into Unit in 1995 to 1998 27.21 25.01 92
2 Units in Structure 419 2.45 58 Moved into Unit in 1990 to 1994 15.13 16.35 108
3-19 Units in Structure 13.49 6.02 45 Moved into Unit in 1980 to 1989 14.66 17.54 120
20-49 Units in Structure 3.37 1.43 43 Moved into Unit in 1970 to 1979 9.27 10.84 117
50+ Units in Structure 5.35 1.84 34 Moved into Unit in 1969 or earlier 9.05 11.59 128
Mobile Home or Trailer 7.38 21.62 293
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4N Market Point

Demographic based Housing Feasibility Study

55 Golden Ponds
Median Income $28,827
Income Range Downscale

Age Group 65+
Ethnicity White, AmInd

provided by MarketGraphics Research Group, Inc.

Social Group Rustic Living

Housing Type Homeowners

Golden Ponds is mostly a retirement lifestyle, dominated by downscale singles and
couples over 65 years old. Found in small bucolic towns around the country, these
high school-educated seniors live in small apartments on less than $25,000 a year;
one in five resides in a nursing home. For these elderly residents, daily life is often a
succession of sedentary activities such as reading, watching TV, playing bingo and

Demographics

Top 15 Lifestyle Behaviors
01 Belong to a Veterans Club (A)
02 Buy from Shoneys,1mo (A) *
03 Order from Readers Digest Association,1yr (
04 Buy from Bob Evans Farm,1mo (A) *
05 Buy from Hardees,1mo (A) *
06 Play Bingo,1yr (A)
07 Buy from Captain Ds,1mo (A) *
08 Shop at ShopKo,3mo (A)
09 Buy from Ponderosa,1mo (A) *
10 Belong to a Fraternal Order (A)
11 Shop at True Value,1yr (A)
12 Foreign Travel by Bus,3yr (A)
13 Order from J.C. Penney,1yr (A)
14 Shop at Wal-Mart Pharmacy,6mo (A)
15 Domestic Travel,Any Trip,15+ Nights,1yr (A)

Lifestyle Behaviors 16-30
16 Do Bird Watching,1yr (A)
17 Buy from Cracker Barrel,imo (A) *
18 Buy from Long John Silver,1mo (A) *
19 Own Motor Home (H)
20 Belong to a Church Board (A)
21
22 Visit Elected/Government Official,1yr
23 Buy from Golden Corral,1mo (A) *
24 Collect Coins,1yr (A)
25 Foreign Travel by Railroad,3yr (A)
26 Belong to a Civic Club (A)
27 Stay at Days Inn on Vacation,1yr (A)
28 Shop at JCPenney,3mo (A)
29 Do Outdoor Gardening,1yr (A)
30 Own Outboard Motor (H)

Lifestyle Behaviors 31-45
31 Shop at Ace Hardware,1yr (A)
32 Vote in Election,1yr (A)
33 Go to Beauty Parlor,6mo (A)
34 Order from Lands End,1yr (A)
35 Buy from KFC,1mo (A) *
36 Collect Stamps,1yr (A)
37 Buy Greeting Cards,1mo (A) *
38 Order from L.L. Bean,1yr (A)
39 Shop at Thomasville,1yr (A)
40 Shop at Wal-Mart,3mo (A)
41 Do Garment Sewing from Patterns,6mo (A)
42 Own Satellite Dish (H)
43 Travel to Canada,3yr (A)
44 Buy from Friendlys,1mo (A) *
45 Shop at Kmart,3mo (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Radio,Golf,Net Audience (A)

02 TV Bowling,Net Audience (A)

03 TV Figure Skating,Net Audience (A)

04 TV Horse Racing,Net Audience (A)

05 Read Saturday Evening Post (A)

06 Watch Show Type,Early Evening Network Ne
07 TV Daytime TV,Net Audience (A)

08 Watch Show Type,Early Evening Network Ne
09 Radio Lower Half (A)

10 Adult Standards Radio,Net Audience (A)

11 Watch Show Type,Daytime Dramas (A)

12 Watch Show Type,Primetime Documentary/I
13 Watch Show Type,Pageants Specials

14 Gospel Radio,Net Audience (A)

15

16 Radio,MLB Playoffs/World Series,Net Audien
17 Watch Game Show Network,1wk (A)

18 Read Readers Digest (A)

19 Read Daily Newspaper (A)

20 Watch Show Type,Early Morning Talk/Info N
21 Watch The Weather Channel,1wk (A)

22 Read Catholic Digest (A)

23 Read Country Living (A)

24 Watch Turner Classic Movies, 1wk (A)

25 Read Family Circle (A)

26 TV Baseball,Net Audience (A)

27 Watch CNN,1wk (A)

28 Radio,MLB Regular Season,Net Audience (A
29 Watch Home Shopping Network, 1wk

30 Watch American Movie Classics,1wk

31 Watch Country Music TV,1wk (A)

32 Read Prevention (A)

33 Read Sunday Newspaper (A)

34 TV Golf,Net Audience (A)

35 Read Health (A)

36 TV College Basketball,Net Audience

37 Watch Show Type,Entertainment Specials (A
38 Watch Show Type,Coll Football Bowl Game
39 Country Radio,Net Audience (A)

40 Radio,NFL Regular Season,Net Audience (A)
41 Read USA Weekend (A)

42 Watch Fox News Channel,1wk (A)

43 Watch TNN, 1wk (A)

44 Read Country Home (A)

45 Watch Show Type,Baseball Specials (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
56 Crossroad Villagers Social Group Rustic Living Housing Type Mix

Median Income $30,974 With a population of middle-aged, blue-collar couples and families, Crossroads

Income Range Downscale Villagers is a classic rural lifestyle. Residents are high school-educated, with lower-
middle incomes and modest housing; one-quarter live in mobile homes. And theres an

Age Group Under 45 air of self-reliance in these households as Crossroads Villagers help put food on the

Ethnicity White, Amind table through fishing, gardening and hunting.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 6.29 95 Rural/Town (Density Deciles 0-3) 40.01 41.45 104
Pop Age 5-9 6.7 6.52 97 Suburb Fringe (Density Decile 4-5) 19.9 21.12 106
Pop Age 10-14 7.06 7.06 100 Urban Fringe (Density Deciles 6-7) 20 20.03 100
Pop Age 15-17 4.26 4.44 104 Urban (Density Deciles 8-9) 20.09 17.39 87
Pop Age 18-20 4.38 417 95 Education
Pop Age 21-24 5.51 5.4 98
Pop Age 25-34 13.66 13.11 g6 Description U.S. Segment Index
Pop Age 35-44 15.21 15.09 99 Completed 0-8 Yrs Elem School 7.62 12.2 160
Pop Age 45-49 7.43 751 101 Attended High School, No Diploma 12.12 18.31 151
Pop Age 50-54 6.64 6.91 104 High School Graduate 28.54 38.33 134
Pop Age 55-59 5.45 585 108 Some College, No Degree 21.11 17.09 81
Pop Age 60-64 4.26 4.81 113 Associate Degree 6.32 4.77 76
Pop Age 65-74 6.52 7.02 108 Bachelor Degree 15.52 6.17 40
Pop Age 75-84 4.58 4.29 94 Masters Degree 5.86 2.22 38
Pop Age 85+ 174 153 88 Professional School Degree 1.95 0.65 33
Doctorate Degree 0.96 0.26 27
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 23 157 || Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 17.02 151  White Alone Pop 74.19 87.96 119
HH Income $25,000-$34,999 12.97 16.71 136 Black/African American Alone Pop 12.3 7.88 64
HH Income $35,000-$49,999 15.39 16.73 109 Am Indian/Alaska Native Alone Pop 0.88 0.93 106
HH Income $50,000-$74,999 19.1 15.55 g1 Asian Alone Pop 4.05 0.4 10
HH Income $75,000-$99,999 11.61 6.28 54 Native Hawaiian/Other PI Alone Pop 0.15 0.06 38
HH Income $100,000-$149,999 9.43 3.29 35  Some Other Race Alone Pop 58 1.85 27
HH Income $150,000-$249,999 4.36 0.98 23 | 2 0rMore Races Pop 2.63 123 47
HH Income $250,000-8499,999 1.29 0.36 og  Hispanic/Latino Pop 13.5 3.63 27
HH Income $500,000+ 0.6 0.08 13 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 81 104
Management Occupation(Except Farm) 8.31 4.64 56 Commute in Carpool 12.81 15.31 120
Farmers & Farm Managers 0.62 157 053 Use Public Transportation 5.02 0.4 8
Business Operations Specialists 2.03 0.98 48 Walk to Work Only 3.13 216 69
Financial Specialists 212 1 47 Commute by Motorcycle 0.11 0.07 61
Computer & Mathematical Occup 2.34 0.55 23 Commute by Bicycle 0.4 0.14 35
Architecture & Engineering Occup 1.97 1.04 53 Commute by Other Means 0.75 0.92 124
Life, Physical, & Social Sci Occup 0.9 0.46 52 Work at Home 1.93 1.57 81
Community & Social Services Occup 1.51 1.28 85 Commute to Work < 15 Minutes 29.73 31.47 106
Legal Occupations 1.04 0.33 32 Commute to Work in 15-29 Minutes 35.93 34.28 95
Education/Training/Library Occup 5.59 4.42 79 Commute to Work in 30-44 Minutes 18.97 18.14 96
AryDsgn/Entrtnmnt/Sprts/Media Occ 1.87 0.8 43 | Commute to Work in 45-59 Minutes 737 7.64 104
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Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Rustic Living

56 Crossroad Villagers Housing Type Mix

Median Income $30,974
Income Range Downscale

With a population of middle-aged, blue-collar couples and families, Crossroads
Villagers is a classic rural lifestyle. Residents are high school-educated, with lower-
middle incomes and modest housing; one-quarter live in mobile homes. And theres an

Age Group Under 45 air of self-reliance in these households as Crossroads Villagers help put food on the
Ethnicity White, Amind table through fishing, gardening and hunting.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.78 83 Commute to Work in 60+ Minutes 8 8.48 106
Healthcare Support Occupations 2.07 2.51 121 Family Composition Household Type
Protective Service Occupations 1.99 1.96 99
Food Prep & Serving Related Occup 4.94 5.03 102 = Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 3.93 115 HHs w/ 2+ Persons, Family, Married 51.63 55.49 107
Personal Care & Service Occupation 2.83 2.56 90 HHs with 2+ Persons, Family, Other 16.09 15.7 98
Sales & Related Occupations 1120 9.61 86 HHs with 2+ Persons, Nonfamily 6.22 3.87 62
Administration Support Occupations 15.44 12.94 84 HHs w/ 1 or more people < 18 years 35.94 36.12 101
Farm/Forest/Fishing Occupations 0.78 1.77 227 HHs with no people under 18 years 64.06 63.88 100
Construction/Extractn/Maint Occup 9.57 14.2 148 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 24.62 165 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 11.43 344
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 14.7 301
HHs with 1 Person 26.07 24.94 96 Home Value $40,000-$59,999 6.7 15.51 232
HHs with 2 Persons 3243 34.48 106 Home Value $60,000-$79,999 8.39 15.22 181
HHs with 3 Persons 16.67 18.4 110 Home Value $80,000-$99,999 9.88 13.33 135
HHs with 4 Persons 14.04 13.88 99 Home Value $100,000-$149,999 22.61 17.53 78
HHs with 5 Persons 6.53 558 85 Home Value $150,000-$199,999 15.24 6.49 43
HHs with 6 Persons 254 183 7 Home Value $200,000-$299,999 15.17 3.73 25
HHs with 7+ Persons 172 0.89 51 Home Value $300,000-$399,999 6.22 1.07 17
Home Value $400,000-$499,999 3.11 0.42 14
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.24 10
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.14 14
Owner-Occupied Housing Units 66.47 78.1 118 Home Value $1,000,000+ 1 0.18 18
Renter-Occupied HUs 33.53 21.9 65 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 19.97 81
Single Unit in Structure 66 65.33 99 Moved into Unit in 1995 to 1998 27.21 25.22 93
2 Units in Structure 419 1.78 42 Moved into Unit in 1990 to 1994 15.13 15.55 103
3-19 Units in Structure 13.49 3.32 25 Moved into Unit in 1980 to 1989 14.66 16.07 110
20-49 Units in Structure 3.37 0.45 13 Moved into Unit in 1970 to 1979 9.27 11.41 123
50+ Units in Structure 5.35 0.17 3 Moved into Unit in 1969 or earlier 9.05 11.78 130
Mobile Home or Trailer 7.38 28.43 386
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4N Market Point

Demographic based Housing Feasibility Study

56 Crossroad Villagers
Median Income $30,974
Income Range Downscale

Age Group Under 45
Ethnicity White, AmInd

provided by MarketGraphics Research Group, Inc.

Social Group Rustic Living

Housing Type Mix

With a population of middle-aged, blue-collar couples and families, Crossroads
Villagers is a classic rural lifestyle. Residents are high school-educated, with lower-
middle incomes and modest housing; one-quarter live in mobile homes. And theres an
air of self-reliance in these households as Crossroads Villagers help put food on the
table through fishing, gardening and hunting.

Demographics

Top 15 Lifestyle Behaviors
01 Buy Swing Sets,1yr (A)
02 Buy from Pizza Inn,6mo (A)
03 Buy Electric Trains,1yr (A)
04 Buy from Hardees,1mo (A) *
05 Order from Fingerhut,1yr (A)
06 Buy Model Kits,1yr (A)
07 Buy Large Baby Dolls,1yr (A)
08 Own Satellite Dish (H)
09 Go Hunting with Gun,1yr (A)
10 Buy from Shoneys,1mo (A) *
11 Buy Infant Toys,1yr (A)
12 Buy from Long John Silver,1mo (A) *
13 Shop at Wal-Mart Pharmacy,6mo (A)
14 Do Woodworking,1yr (A)
15 Buy from Krystals Hamburgers,1mo

Lifestyle Behaviors 16-30
16 Own Tropical Fish (A)
17 Buy Fishing Equipment,1yr (A)
18 Go Fishing,1yr (A)
19 Go Snowboarding,1yr (A)
20 Buy Action Figures,1yr (A)
21 Go Roller Skating,1yr (A)
22 Buy Builder Sets,1yr (A)
23 Buy from Dairy Queen,1mo (A) *
24 Buy from Captain Ds,1mo (A) *
25 Buy from Dominos Pizza,1mo (A) *
26 Buy from Sonic Drive-in,1mo (A) *
27 Buy from Blimpie Subs & Salads,1mo (A)*
28 Buy from Checkers,1mo (A) *
29 Own Outboard Motor (H)
30 Buy from Pizza Hut,1mo (A) *

Lifestyle Behaviors 31-45
31 Buy Electronic Games,1yr (A)
32 Do Painting/Drawing,1yr (A)
33 Buy from Little Caesars,1mo (A) *
34 Shop at Ace Hardware,1yr (A)
35 Shop at Wal-Mart,3mo (A)
36 Buy Tennis Equipment,1yr (A)
37 Go Bowling,1yr (A)
38 Go to Ice Hockey Games,1+ Times,1mo (A)
39 Own Fishing Equipment (A)
40 Shop at Lerner,3mo (A)
41 Stay at Motel 6 on Vacation,1yr (A)
42 Play Volleyball,1yr (A)
43 Buy Any Childrens Toys,1yr (A)
44 Buy from Golden Corral,1mo (A) *
45 Buy from Taco Bell,imo (A) *

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Sport Truck (A)

02 Read True Story (A)

03 Read Bassmaster (A)

04 Read Hunting (A)

05 Read WWE Magazine (A)

06 Read Handguns (A)

07 Watch Country Music TV,1wk (A)
08 Read Hot Rod (A)

09 TV Professional Wrestling,Net Audience (A)
10 Read North American Hunter (A)
11 Read Field & Stream (A)

12 Read Popular Hot Rodding (A)
13 Read 4 Wheel & Off Road (A)

14 Read Outdoor Life (A)

15 Read Photographic (A)

16 Read Car Craft (A)

17 Radio,NASCAR,Net Audience (A)
18 Read Guns & Ammo (A)

19 Country Radio,Net Audience (A)
20 Read Baby Talk (A)

21 Read Boating (A)

22 Read Cycle World (A)

23 Read YM (A)

24 Read Stock Car Racing (A)

25 Read Seventeen (A)

26 Read Soap Opera Weekly (A)
27 Read Modern Bride (A)

28 Watch TNN, 1wk (A)

29 Read American Baby (A)

30 Read Computer Shopper (A)

31 Read Popular Mechanics (A)
32 Read Star (A)

33 Read Motorcyclist (A)

34 Read Road & Track (A)

35 Read This Old House (A)

36 Has Satellite Dish/Disc (A)

37 Read Automobile (A)

38 Read Motor Trend (A)

39 Read Rolling Stone (A)

40 TV Auto Racing,Net Audience (A)
41 Read Country Home (A)

42 Read Popular Science (A)

43 Watch Sci-Fi Channel,1wk (A)
44 Read Brides (A)

45 Read Yachting (A)
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Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
57 Old Milltowns Social Group Rustic Living Housing Type Mix
Median Income $27,609 Americas once-thriving mining and manufacturing towns have aged -as have the

Income Range Downscale residents in Old Milltowns communities. Today, the majority of residents are retired
singles and couples, living on downscale incomes in pre-1960 homes and apartments.

Age Group 65+ For leisure, they enjoy gardening, sewing, socializing at veterans clubs or eating out at
Ethnicity White, Black, AmInd casual restaurants.
Demographics
Age Housing Urbanization
Description U.S. Segment Index Description U.S. Segment Index
Pop Age 0-4 6.6 6.08 92 Rural/Town (Density Deciles 0-3) 40.01 46.65 117
Pop Age 5-9 6.7 6.18 92 Suburb Fringe (Density Decile 4-5) 19.9 21.22 107
Pop Age 10-14 7.06 6.6 93 Urban Fringe (Density Deciles 6-7) 20 18.01 90
Pop Age 15-17 4.26 4.25 100 Urban (Density Deciles 8-9) 20.09 14.12 70
Pop Age 18-20 4.38 4.47 102 Education
Pop Age 21-24 5.51 5.45 99
Pop Age 25-34 13.66 11.89 87 Description U.S. Segment Index
Pop Age 35-44 15.21 13.14 86 Completed 0-8 Yrs Elem School 7.62 12.24 161
Pop Age 45-49 7.43 6.89 93 Attended High School, No Diploma 12.12 17.81 147
Pop Age 50-54 6.64 6.41 26 High School Graduate 28.54 35.85 126
Pop Age 55-59 5.45 550 101 Some College, No Degree 21.11 17.94 85
Pop Age 60-64 4.6 4.81 113 Associate Degree 6.32 4.8 76
Pop Age 65-74 6.52 8.53 131 Bachelor Degree 15.52 7.39 48
Pop Age 75-84 458 6.82 149 Masters Degree 5.86 2.7 46
Pop Age 85+ 174 297 170 Professional School Degree 1.95 0.94 48
Doctorate Degree 0.96 0.35 36
Income
Race/Ethnicity
Description U.S. Segment Index
HH Income < $15,000 14.67 28.02 191 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 17.85 15~ \White Alone Pop 7419 77.08 104
HH Income $25,000-$34,999 12.97 15.84 129 Black/African American Alone Pop 12.3 16.3 133
HH Income $35,000-$49,999 15.39 15.01 08 Am Indian/Alaska Native Alone Pop 0.88 1.03 118
HH Income $50,000-$74,999 19.1 13.38 70  Asian Alone Pop 4.05 0.6 15
HH Income $75,000-$99,999 11.61 5.44 47 Native Hawaiian/Other PI Alone Pop 0.15 0.06 40
HH Income $100,000-$149,999 9.43 2.96 31 | Some Other Race Alone Pop 58 3.36 58
HH Income $150,000-$249,999 4.36 1.04 24 | 2orMore Races Pop 2.63 156 %9
HH Income $250,000-$499,999 1.29 0.38 o9  HispaniciLatino Pop 135 8.82 65
HH Income $500,000+ 0.6 0.08 13 Work Commuting Patterns
Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 79.59 102
Management Occupation(Except Farm) 8.31 5.15 62 Commute in Carpool 12.81 15.01 17
Farmers & Farm Managers 0.62 0.44 70 Use Public Transportation 5.02 0.63 13
Business Operations Specialists 2.03 1.06 52 Walk to Work Only 3.13 3.5 12
Financial Specialists 2.12 1.13 53 Commute by Motorcycle o.m 0.08 74
Computer & Mathematical Occup 2.34 0.58 25 Commute by Bicycle 0.4 0.24 59
Architecture & Engineering Occup 1.97 1.02 52 Commute by Other Means 0.75 0.96 128
Life, Physical, & Social Sci Occup 0.9 0.46 52 Work at Home 1.93 1.15 59
Community & Social Services Occup 1.51 1.74 115 Commute to Work < 15 Minutes 29.73 49.63 167
Legal Occupations 1.04 0.55 52 Commute to Work in 15-29 Minutes 35.93 2712 75
Education/Training/Library Occup 5.5 5.23 g4  Commuteto Workin 30-44 Minutes 18.97 1223 64
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1.02 54  Commute to Work in 45-59 Minutes 737 5.06 69
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57 Old Milltowns Social Group Rustic Living Housing Type Mix
Median Income $27,609 Americas once-thriving mining and manufacturing towns have aged -as have the

Income Range Downscale residents in Old Milltowns communities. Today, the majority of residents are retired
singles and couples, living on downscale incomes in pre-1960 homes and apartments.

Age Group 65+ For leisure, they enjoy gardening, sewing, socializing at veterans clubs or eating out at
Ethnicity White, Black, AmInd casual restaurants.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 416 92 Commute to Work in 60+ Minutes 8 5.96 74
Healthcare Support Occupations 2.07 3.18 153 Family Composition Household Type
Protective Service Occupations 1.99 2.17 109
Food Prep & Serving Related Occup 4.94 6.3 108 = Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 4.61 135 HHs w/ 2+ Persons, Family, Married 51.63 44.07 85
Personal Care & Service Occupation 2.83 3.11 110 HHs with 2+ Persons, Family, Other 16.09 18.99 118
Sales & Related Occupations 1120 10.44 93 HHs with 2+ Persons, Nonfamily 6.22 415 67
Administration Support Occupations 15.44 13.61 88 HHs w/ 1 or more people < 18 years 35.94 31.83 89
Farm/Forest/Fishing Occupations 0.78 1.1 142 HHs with no people under 18 years 64.06 68.17 106
Construction/Extractn/Maint Occup 9.57 11.04 115 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 21.92 147 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 8.3 250
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 13.88 284
HHs with 1 Person 26.07 30.78 126 Home Value $40,000-$59,999 6.7 17.94 268
HHs with 2 Persons 3243 3215 99 Home Value $60,000-$79,999 8.39 17.19 205
HHs with 3 Persons 16.67 15.69 94 Home Value $80,000-$99,999 9.88 14.44 146
HHs with 4 Persons 14.04 11.33 81 Home Value $100,000-$149,999 22.61 17.59 78
HHs with 5 Persons 6.53 5.09 78 Home Value $150,000-$199,999 15.24 5.87 39
HHs with 6 Persons 254 1.89 74 Home Value $200,000-$299,999 15.17 3.2 21
HHs with 7+ Persons 172 107 62 Home Value $300,000-$399,999 6.22 0.82 13
Home Value $400,000-$499,999 3.11 0.34 11
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.2 8
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.1 10
Owner-Occupied Housing Units 66.47 64.31 97 Home Value $1,000,000+ 1 0.14 14
Renter-Occupied HUs 33.53 35.69 106 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index | | Moved into Unit 1999 to March 2004 24.69 20.25 82
Single Unit in Structure 66 69.92 106 Moved into Unit in 1995 to 1998 27.21 24.48 90
2 Units in Structure 419 5.12 122 Moved into Unit in 1990 to 1994 15.13 14.3 95
3-19 Units in Structure 13.49 9.87 73 Moved into Unit in 1980 to 1989 14.66 14.91 102
20-49 Units in Structure 3.37 1.99 59 Moved into Unit in 1970 to 1979 9.27 11.13 120
50+ Units in Structure 5.35 1.79 33 Moved into Unit in 1969 or earlier 9.05 14.92 165
Mobile Home or Trailer 7.38 11.07 150
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4N Market Point

Demographic based Housing Feasibility Study

57 Old Milltowns

Median Income $27,609

Income Range Downscale

Age Group 65+

Ethnicity White, Black, Amind

provided by MarketGraphics Research Group, Inc.

Social Group Rustic Living

Housing Type Mix

Americas once-thriving mining and manufacturing towns have aged -as have the
residents in Old Milltowns communities. Today, the majority of residents are retired
singles and couples, living on downscale incomes in pre-1960 homes and apartments.
For leisure, they enjoy gardening, sewing, socializing at veterans clubs or eating out at

casual restaurants.

Demographics

Top 15 Lifestyle Behaviors
01 Order from Readers Digest Association,1yr (
02 Buy from Captain Ds,1mo (A) *
03 Buy from Shoneys,1mo (A) *
04 Belong to a Veterans Club (A)
05 Order from Fingerhut,1yr (A)
06 Shop at Wal-Mart Pharmacy,6mo (A)
07 Belong to a Fraternal Order (A)
08 Buy from Ponderosa,1mo (A) *
09 Play Bingo,1yr (A)
10 Buy from Cracker Barrel,1mo (A) *
11 Buy from Long John Silver,1mo (A) *
12 Buy from Sizzler Family Steakhouse,1mo (A)
13 Do Garment Sewing from Patterns,6mo (A)
14 Buy from Krystals Hamburgers,1mo
15 Buy from Pizza Inn,6mo (A)

Lifestyle Behaviors 16-30
16 Buy Seeds/Garden Supplies by Mail/Phone,1
17 Buy from Hardees,1mo (A) *
18 Own Tropical Fish (A)
19 Order from Avon,1yr (A)
20 Order from Gevalia Kaffe,1yr (A)
21 Belong to a Church Board (A)
22 Buy Golf Clubs,1yr (A)
23 Buy from Churchs Fried Chicken,1mo (A) *
24 Buy from Dairy Queen,1mo (A) *
25 Domestic Travel,Any Trip,15+ Nights,1yr (A)
26 Stay at Best Western on Vacation,1yr
27 Belong to a Country Club (A)
28
29 Shop at Lane Bryant,3mo (A)
30 Shop at True Value,1yr (A)

Lifestyle Behaviors 31-45
31 Buy from Godfathers Pizza,6mo (A)
32 Buy from Bob Evans Farm,1mo (A) *
33 Collect Coins,1yr (A)
34 Go to Professional Football Games,1+ Times
35 Shop at Wal-Mart,3mo (A)
36 Shop at Ace Hardware,1yr (A)
37 Own Motor Home (H)
38 Belong to a Civic Club (A)
39 Shop at Radio Shack,1yr (A)
40 Visit Elected/Government Official,1yr
41 Own Camper (H)
42 Own Rifle/Shotgun (A)
43 Stay at Motel 6 on Vacation,1yr (A)
44 Own Handgun (A)
45 Shop at Lowes,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Gospel Radio,Net Audience (A)

02 TV Bowling,Net Audience (A)

03 Read True Story (A)

04 Read Tennis (A)

05 Watch Game Show Network, 1wk (A)

06 Radio,Golf,Net Audience (A)

07 Read Catholic Digest (A)

08 Watch American Movie Classics,1wk (A)
09 Watch Turner Classic Movies, 1wk (A)
10 Watch Court TV, 1wk (A)

11 TV Daytime TV,Net Audience (A)

12 Read Golf Magazine (A)

13 Read Skiing (A)

14 TV Professional Wrestling,Net Audience (A)
15 Watch TNT,1wk (A)

16 Watch The Weather Channel,1wk (A)
17 Read Esquire (A)

18 Watch Oxygen, 1wk (A)

19 Religious,Net Audience (A)

20 Read Soap Opera Weekly (A)

21 Watch Show Type,Daytime Dramas (A)
22 Adult Standards Radio,Net Audience
23 Watch BET, 1wk (A)

24 Watch Headline CNN News, 1wk (A)

25 Radio Lower Half (A)

26 Watch Show Type,Early Morning Talk/Info N
27 Watch TNN, 1wk (A)

28 TV Figure Skating,Net Audience (A)

29 Watch Bravo,1wk (A)

30 Watch TV Land, 1wk (A)

31 Watch Show Type,Early Evening Network Ne
32 Subscribe to Cable TV (A)

33 Heavy Cable TV Viewer,15+ hrs,1wk

34 Watch Show Type,Coll Football Bowl Game
35 Watch Show Type,Pageants Specials

36 Read Ebony (A)

37 Read Family Handyman (A)

38 Read Sport Truck (A)

39 Watch Fox News Channel,1wk (A)

40

41 Watch TBS, 1wk (A)

42 Radio,NASCAR,Net Audience (A)

43 Read Home (A)

44 Watch History Channel,1wk (A)

45 Watch Home Shopping Network, 1wk
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58 Back Country Folks Social Group Rustic Living Housing Type Homeowners
Median Income $29,643 Strewn among remote farm communities across the nation, Back Country Folks are a

Income Range Downscale long way away from economic paradise. The residents tend to be poor, over 55 years
old and living in older, modest-sized homes and manufactured housing. Typically, life

Age Group 55+ in this segment is a throwback to an earlier era when farming dominated the American
Ethnicity White, Amind landscape.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 5.73 87 Rural/Town (Density Deciles 0-3) 40.01 49.97 125
Pop Age 5-9 6.7 6.14 92 Suburb Fringe (Density Decile 4-5) 19.9 19.6 98
Pop Age 10-14 7.06 7.01 99 Urban Fringe (Density Deciles 6-7) 20 16.1 80
Pop Age 15-17 4.26 4.67 110 Urban (Density Deciles 8-9) 20.09 14.34 71
Pop Age 18-20 4.38 3.96 91 Education
Pop Age 21-24 5.51 4.87 88
Pop Age 25-34 13.66 112 go  Description U.S. Segment  Index
Pop Age 35-44 15.21 13.97 92 Completed 0-8 Yrs Elem School 7.62 12.68 166
Pop Age 45-49 7.43 755 102 Attended High School, No Diploma 12.12 17.72 146
Pop Age 50-54 6.64 7.07 106 High School Graduate 28.54 37.87 133
Pop Age 55-59 5.45 6.93 114 Some College, No Degree 21.11 17.23 82
Pop Age 60-64 4.26 5.39 127 Associate Degree 6.32 4.47 71
Pop Age 65-74 6.52 8.46 130 Bachelor Degree 15.52 6.67 43
Pop Age 75-84 4.58 556 192 Masters Degree 5.86 2.4 41
Pop Age 85+ 174 219 126 Professional School Degree 1.95 0.7 36
Doctorate Degree 0.96 0.26 27
Income
Race/Ethnicity
Description U.S. Segment Index
HH Income < $15,000 14.67 25 .41 173 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 17.16 152~ \White Alone Pop 74.19 81.39 110
HH Income $25,000-$34,999 12.97 16 130 Black/African American Alone Pop 12.3 12.96 105
HH Income $35,000-$49,999 15.39 15.98 104 Am Indian/Alaska Native Alone Pop 0.88 2.25 257
HH Income $50,000-$74,999 19.1 14.62 77 | Asian Alone Pop 4.05 0.28 7
HH Income $75,000-$99,999 11.61 5.98 52 Native Hawaiian/Other PI Alone Pop 0.15 0.05 35
HH Income $100,000-$149,999 9.43 3.29 35  Some Other Race Alone Pop 58 183 32
HH Income $150,000-$249,999 4.36 1.06 24  2o0rMore Races Pop 263 1.23 47
HH Income $250,000-$499,999 1.29 0.4 31 HispaniciLatino Pop 135 469 35
HH Income $500,000+ 0.6 0.08 14 Work Commuting Patterns
Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 79.38 102
Management Occupation(Except Farm) 8.31 4.84 58 Commute in Garpool 12.81 15.83 124
Farmers & Farm Managers 0.62 3.00 520 Use Public Transportation 5.02 0.41 8
Business Operations Specialists 2.03 0.85 42 Walk to Work Only 3.13 3.12 100
Financial Specialists 212 1 47 Commute by Motorcycle 0.11 0.06 51
Computer & Mathematical Occup 2.34 0.41 17 Commuste by Bicycle 0.4 0.13 32
Architecture & Engineering Occup 1.97 0.88 45 Commute by Other Means 0.75 1.07 144
Life, Physical, & Social Sci Occup 0.9 0.5 56 Work at Home 1.93 2n 109
Community & Social Services Occup 1.51 1.43 94 Commute to Work < 15 Minutes 29.73 32.95 m
Legal Occupations 1.04 0.36 34 Commute to Work in 15-29 Minutes 35.93 30.14 84
Education/Training/Library Occup 5.59 5.32 95 Commute to Work in 30-44 Minutes 18.97 18.81 99
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 0.78 42 || Commute to Work in 45-59 Minutes 7.37 8.2 11
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Social Group Rustic Living Housing Type Homeowners

58 Back Country Folks

Median Income $29,643
Income Range Downscale

Strewn among remote farm communities across the nation, Back Country Folks are a
long way away from economic paradise. The residents tend to be poor, over 55 years
old and living in older, modest-sized homes and manufactured housing. Typically, life

Age Group 55+ in this segment is a throwback to an earlier era when farming dominated the American
Ethnicity White, Amind landscape.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.86 85 Commute to Work in 60+ Minutes 8 9.89 124
Healthcare Support Occupations 2.07 2.87 138 Family Composition Household Type
Protective Service Occupations 1.99 2.11 106
Food Prep & Serving Related Occup 4.94 4.85 98 Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 4.01 118 HHs w/ 2+ Persons, Family, Married 51.63 54.42 105
Personal Care & Service Occupation 283 268 95 HHs with 2+ Persons, Family, Other 16.09 15.45 96
Sales & Related Occupations 1.2 8.83 79 HHs with 2+ Persons, Nonfamily 6.22 3.04 49
Administration Support Occupations 15.44 12.27 79 HHs w/ 1 or more people < 18 years 35.94 33.7 94
Farm/Forest/Fishing Occupations 0.78 2.77 355 HHs with no people under 18 years 64.06 66.3 103
Construction/Extractn/Maint Occup 9.57 13.34 139 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 22.82 153 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 11.87 357
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 15.99 328
HHs with 1 Person 26.07 27 1 104 Home Value $40,000-$59,999 6.7 16.39 245
HHs with 2 Persons 3243 34.86 108 Home Value $60,000-$79,999 8.39 14.83 177
HHs with 3 Persons 16.67 16.61 100 Home Value $80,000-$99,999 9.88 12.32 125
HHs with 4 Persons 14.04 1278 91 Home Value $100,000-$149,999 22.61 16.21 72
HHs with 5 Persons 6.53 559 86 Home Value $150,000-$199,999 15.24 6.23 41
HHs with 6 Persons 254 2 79 Home Value $200,000-$299,999 15.17 3.79 25
HHs with 7+ Persons 172 1.06 62 Home Value $300,000-$399,999 6.22 1.16 19
Home Value $400,000-$499,999 3.11 0.47 15
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.3 12
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.17 17
Owner-Occupied Housing Units 66.47 77.98 117 Home Value $1,000,000+ 1 0.27 27
Renter-Occupied HUs 33.53 22.02 66 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 16.67 68
Single Unit in Structure 66 70.7 107 Moved into Unit in 1995 to 1998 27.21 23.55 87
2 Units in Structure 419 1.7 41 Moved into Unit in 1990 to 1994 15.13 15.61 103
3-19 Units in Structure 13.49 3.3 24 Moved into Unit in 1980 to 1989 14.66 17.24 118
20-49 Units in Structure 3.37 0.6 18 Moved into Unit in 1970 to 1979 9.27 12.88 139
50+ Units in Structure 5.35 0.23 4 Moved into Unit in 1969 or earlier 9.05 14.05 155
Mobile Home or Trailer 7.38 22.73 308
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Demographic based Housing Feasibility Study

58 Back Country Folks

Median Income $29,643
Income Range Downscale
Age Group 55+
Ethnicity White, Amind

provided by MarketGraphics Research Group, Inc.

Social Group Rustic Living

Housing Type Homeowners

Strewn among remote farm communities across the nation, Back Country Folks are a
long way away from economic paradise. The residents tend to be poor, over 55 years
old and living in older, modest-sized homes and manufactured housing. Typically, life
in this segment is a throwback to an earlier era when farming dominated the American

landscape.

Demographics

Top 15 Lifestyle Behaviors
01 Buy from Ponderosa,1mo (A) *
02 Buy from Pizza Inn,6mo (A)
03 Order from Readers Digest Association,1yr (
04 Shop at ShopKo,3mo (A)
05 Shop at True Value,1yr (A)
06 Buy from Shoneys,1mo (A)

*

*

07 Buy from Hardees,1mo (A)
08 Belong to a Veterans Club (A)

09 Own Satellite Dish (H)

10 Buy from Sizzler Family Steakhouse,1mo (A)
11 Shop at Wal-Mart Pharmacy,6mo (A)

12 Go Cross Country Skiing,1yr (A)

13 Go Hunting with Gun,1yr (A)

14 Own Camper (H)

15 Do Bird Watching,1yr (A)

Lifestyle Behaviors 16-30
16 Order from J.C. Penney,1yr (A)
17 Own Outboard Motor (H)
18 Member of Frequent Flyer Program (A)
19 Buy from Long John Silver,1mo (A) *
20 Own Rifle/Shotgun (A)
21 Shop at Ace Hardware,1yr (A)
22 Buy from Golden Corral,1mo (A) *
23 Do Garment Sewing from Patterns,6mo (A)
24 Belong to a Church Board (A)
25 Buy Seeds/Garden Supplies by Mail/Phone,1
26 Stay at Radisson on Vacation,1yr (A)
27 Own Stationary Bike (A)
28 Play Bingo,1yr (A)
29 Belong to a Civic Club (A)
30 Domestic Travel, Personal (Non Vac) Trip O

Lifestyle Behaviors 31-45
31 Order from Avon,1yr (A)
32 Own Motor Home (H)
33 Go Fishing,1yr (A)
34 Go to Professional Football Games,1+ Times
35 Order from Spiegel,1yr (A)
36 Stay at Days Inn on Vacation,1yr (A)
37 Buy from Cracker Barrel,imo (A) *
38 Own Fishing Equipment (A)
39 Order from Gevalia Kaffe,1yr (A)
40 Do Outdoor Gardening,1yr (A)
41 Buy from Captain Ds,1mo (A) *
42 Visit Elected/Government Official, 1yr
43 Shop at Wal-Mart,3mo (A)
44 Buy from Godfathers Pizza,6mo (A)
45 Buy Fishing Equipment,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Family Handyman (A)

02 Read True Story (A)

03 Read Saturday Evening Post (A)

04 Has Satellite Dish/Disc (A)

05 Country Radio,Net Audience (A)

06 Gospel Radio,Net Audience (A)

07 Radio,Golf,Net Audience (A)

08 Read Hunting (A)

09 Radio,NFL Playoffs/Super Bowl,Net Audienc
10 Watch TV Land, 1wk (A)

11 Watch Outdoor Life Network,1wk (A)

12 Watch Show Type,Daytime Dramas (A)

13 TV Figure Skating,Net Audience (A)

14 Watch Show Type,Early Evening Network Ne
15 Read Boating (A)

16 Read Country Living (A)

17 Read Field & Stream (A)

18 Read Southern Living (A)

19 Watch Show Type,Early Evening Network Ne
20 Radio Lower Half (A)

21 Watch Show Type,Early Morning Talk/Info N
22 Watch Show Type,Pageants Specials

23 Watch Country Music TV,1wk (A)

24 TV Professional Wrestling,Net Audience (A)
25 Watch Turner Classic Movies, 1wk (A)

26 Watch Game Show Network, 1wk (A)

27 Radio,NASCAR,Net Audience (A)

28 Read Outdoor Life (A)

29 Watch Court TV,1wk (A)

30 Watch Show Type,Primetime Documentary/I

31 Radio,NFL Regular Season,Net Audience (A)
32 Read First for Women (A)

33 Read North American Hunter (A)

34 Read Readers Digest (A)

35 TV Daytime TV,Net Audience (A)

36 TV Auto Racing,Net Audience (A)

37 Read Popular Mechanics (A)

38 Religious,Net Audience (A)

39 Watch Show Type,Coll Football Bowl Game
40 Radio,MLB Regular Season,Net Audience (A
41 Watch The Weather Channel,1wk (A)

42 Read Bassmaster (A)

43 Watch American Movie Classics, 1wk

44 Watch Show Type,Entertainment Specials (A
45 Read Country Home (A)
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59 Urban Elders Social Group Urban Cores Housing Type Renters
Median Income $21,908 For Urban Elders -a segment located in the downtown neighborhoods of such metros

Income Range Poor as New York, Chicago, Las Vegas and Miami- life is often an economic struggle.
These communities have high concentrations of Hispanics and African-Americans,

Age Group 55+ and tend to be downscale, with singles living in older apartment rentals.
Ethnicity High Black, Asian & Hisp.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 6.47 98 Rural/Town (Density Deciles 0-3) 40.01 24.16 60
Pop Age 5-9 6.7 6.44 96 Suburb Fringe (Density Decile 4-5) 19.9 18.29 92
Pop Age 10-14 7.06 6.7 95 Urban Fringe (Density Deciles 6-7) 20 17.7 88
Pop Age 15-17 4.26 3.78 89 Urban (Density Deciles 8-9) 20.09 39.85 198
Pop Age 18-20 4.38 4.2 96 Education
Pop Age 21-24 5.51 5.36 97
Pop Age 25-34 13.66 13.86 101 | | Description U.S. Segment Index
Pop Age 35-44 15.21 14.03 92 Completed 0-8 Yrs Elem School 7.62 17.55 230
Pop Age 45-49 7.43 6.6 89 Attended High School, No Diploma 12.12 21.35 176
Pop Age 50-54 6.64 6.02 91 High School Graduate 28.54 25.56 90
Pop Age 55-59 5.45 5.1 04 Some College, No Degree 21.11 15.91 75
Pop Age 60-64 4.6 4.61 108 | | Associate Degree 6.32 4.58 72
Pop Age 65-74 6.52 7.91 121 Bachelor Degree 15.52 9.49 61
Pop Age 75-84 458 6.15 134 Masters Degree 5.86 3.54 60
Pop Age 85+ 1.74 279 160 Professional School Degree 1.95 1.44 74
Doctorate Degree 0.96 0.58 61
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 39.35 ogg = Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 15.42 137 White Alone Pop 74.19 36.08 49
HH Income $25,000-$34,999 12.07 1232 100 Black/African American Alone Pop 12.3 36.71 298
HH Income $35,000-$49,999 15.39 12.13 79 Am Indian/Alaska Native Alone Pop 0.88 0.62 71
HH Income $50,000-$74,999 19.1 10.64 56 | | Asian Alone Pop 4.05 9.4 232
HH Income $75,000-$99,999 11.61 4.97 43 Native Hawaiian/Other PI Alone Pop 0.15 0.25 167
HH Income $100,000-$149,999 9.43 3.30 35 Some Other Race Alone Pop 5.8 12.2 211
HH Income $150,000-$249,999 4.36 1.34 31 2orMore Races Pop 2.63 4.72 180
HH Income $250,000-$499,999 1.29 0.41 32  Hispanic/Latino Pop 135 30.02 222
HH Income $500,000+ 0.6 0.11 18 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 39.38 51
Management Occupation(Except Farm) 8.31 5.54 g7 | | Commute in Garpool 12.81 12.07 94
Farmers & Farm Managers 0.62 0.04 6 Use Public Transportation 5.02 36.69 730
Business Operations Specialists 2.03 1.64 g1 || Walkto Work Only 3.13 10.19 325
Financial Specialists 2.12 1.81 g5 | Commute by Motorcycle 0.11 0.11 94
Computer & Mathematical Occup 2.34 2.13 g1 = Commute by Bicycle 0.4 0.66 165
Architecture & Engineering Occup 1.97 0.87 44 Commute by Other Means 0.75 0.89 19
Life, Physical, & Social Sci Occup 0.9 0.6 g7 | WorkatHome 1.93 0.87 45
Community & Social Services Occup 1.51 2.07 135 = Commute to Work < 15 Minutes 29.73 17.49 59
Legal Occupations 1.04 0.88 84 Commute to Work in 15-29 Minutes 35.93 29.36 82
Education/Training/Library Occup 5.59 4.49 80 Commute to Work in 30-44 Minutes 18.97 23.76 125
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 2.15 145 | | Commute to Work in 45-59 Minutes 7.37 1212 164
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59 Urban Elders

Median Income $21,908
Income Range Poor

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Urban Cores

Housing Type Renters

For Urban Elders -a segment located in the downtown neighborhoods of such metros
as New York, Chicago, Las Vegas and Miami- life is often an economic struggle.
These communities have high concentrations of Hispanics and African-Americans,

Age Group 55+ and tend to be downscale, with singles living in older apartment rentals.
Ethnicity High Black, Asian & Hisp.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.21 71 Commute to Work in 60+ Minutes 8 17.27 216
Healthcare Support Occupations 2.07 4.27 206 Family Composition Household Type
Protective Service Occupations 1.99 2.89 146
Food Prep & Serving Related Occup 4.94 6.37 129 = Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 5.95 174 HHs w/ 2+ Persons, Family, Married 51.63 26.39 51
Personal Care & Service Occupation 283 398 140 HHs with 2+ Persons, Family, Other 16.09 26.01 162
Sales & Related Occupations 112 9.98 89 HHs with 2+ Persons, Nonfamily 6.22 5.98 96
Administration Support Occupations 15.44 17.94 116 HHs w/ 1 or more people < 18 years 35.94 28.72 83
Farm/Forest/Fishing Occupations 0.78 0.2 25 HHs with no people under 18 years 64.06 70.28 110
Construction/Extractn/Maint Occup 9.57 7.49 78 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 15.52 104 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 3.53 106
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 457 94
HHs with 1 Person 26.07 41.61 160 Home Value $40,000-$59,999 6.7 5.96 89
HHs with 2 Persons 3243 2308 74 Home Value $60,000-$79,999 8.39 6.61 79
HHs with 3 Persons 16.67 13.75 83 Home Value $80,000-$99,999 9.88 7.67 78
HHs with 4 Persons 14.04 086 70 Home Value $100,000-$149,999 22.61 17.71 78
HHs with 5 Persons 6.53 5.6 86 Home Value $150,000-$199,999 15.24 13.48 88
HHs with 6 Persons 254 278 109 Home Value $200,000-$299,999 15.17 20.65 136
HHs with 7+ Persons 172 2 41 140 Home Value $300,000-$399,999 6.22 10.12 163
Home Value $400,000-$499,999 3.11 4.38 141
Housing Home Ownership Home Value $500,000-$749,999 2.44 3.15 129
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 1.07 103
Owner-Occupied Housing Units 66.47 15.29 23 Home Value $1,000,000+ 1 1.1 109
Renter-Occupied HUs 33.53 84.71 253 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 21.7 88
Single Unit in Structure 66 14.19 21 Moved into Unit in 1995 to 1998 27.21 29 107
2 Units in Structure 419 7.4 177 Moved into Unit in 1990 to 1994 15.13 16.27 108
3-19 Units in Structure 13.49 26.82 199 Moved into Unit in 1980 to 1989 14.66 15.4 105
20-49 Units in Structure 3.37 14.59 433 Moved into Unit in 1970 to 1979 9.27 9.82 106
50+ Units in Structure 5.35 36.56 683 Moved into Unit in 1969 or earlier 9.05 7.81 86
Mobile Home or Trailer 7.38 0.38 5
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4N Market Point

Demographic based Housing Feasibility Study

59 Urban Elders
Median Income $21,908
Income Range Poor

Age Group 55+
Ethnicity High Black, Asian & Hisp.

provided by MarketGraphics Research Group, Inc.

Social Group Urban Cores

Housing Type Renters

For Urban Elders -a segment located in the downtown neighborhoods of such metros
as New York, Chicago, Las Vegas and Miami- life is often an economic struggle.
These communities have high concentrations of Hispanics and African-Americans,
and tend to be downscale, with singles living in older apartment rentals.

Demographics

Top 15 Lifestyle Behaviors
01 Go Roller Skating,1yr (A)
02 Buy from Churchs Fried Chicken,1mo (A) *
03 Buy from Houlihans,6mo (A)
04 Buy from Del Taco,1mo (A) *
05 Shop at Bloomingdales,3mo (A)
06 Order from Gevalia Kaffe,1yr (A)
07 Shop at Lord & Taylor,3mo (A)
08 Shop at Macys,3mo (A)
09 Buy from Carls Jr.,1mo (A) *
10 Play Lottery,10+ Times/mo,1yr (A)
11 Belong to a Veterans Club (A)
12 Travel to Central/South America,3yr
13 Travel to Canada,3yr (A)
14 Stay at Radisson on Vacation,1yr (A)
15 Buy from Popeyes,1mo (A) *

Lifestyle Behaviors 16-30
16 Play Bingo,1 yr (A)
17 Shop at Walgreens,6mo (A)
18 Go to Movie,4+ Times,3mo (A)
19 Travel to Virgin Islands,3yr (A)
20 Buy from Jack-in-the-Box,1mo (A) *
21 Contribute to PBS,1yr (A)
22
23 Shop at BJs Wholesale Club,6mo (A)
24 Shop at Lane Bryant,3mo (A)
25 Foreign Travel by Car,3yr (A)
26 Go Dancing,1yr (A)
27 Domestic Travel on American Airlines,1yr (A)
28 Buy Electric Trains,1yr (A)
29 Buy from Chevys,1mo (A) *
30 Shop at Longs Drug Store,6mo (A)

Lifestyle Behaviors 31-45
31 Foreign Travel,<$3000,1yr (A)
32 Shop at CVS Pharmacy,6mo (A)
33 Buy from White Castle,1mo (A) *
34 Buy Golf Clubs,1yr (A)
35 Buy from Rallys,6mo (A)
36 Own a Valid Passport (A)
37 Buy 1960s Nostalgia Music,1yr (A) *
38 Stay at Hilton on Vacation, 1yr (A)
39 Buy from KFC,1mo (A) *
40 Buy from Boston Market,1imo (A) *
41 Domestic Travel,Use Travel Agent,1yr (A)
42 Shop at Marshalls,3mo (A)
43 Shop at Radio Shack,1yr (A)
44 Buy from IHOP,1mo (A) *
45 Visit Elected/Government Official, 1yr

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Black Enterprise (A)

02 Hispanic,Net Audience (A)

03 Read Jet (A)

04 Read Los Angeles Times,Sunday (A)
05 Read Ebony (A)

06 Read True Story (A)

07 Read Vibe (A)

08 Read Essence (A)

09 TV Soccer,Net Audience (A)

10 Urban Contemporary Radio,Net Audience (A)
11 All News Radio,Net Audience (A)

12 TV Figure Skating,Net Audience (A)
13 Radio,NBA Games,Net Audience (A)
14 TV Boxing,Net Audience (A)

15 Read New York Times,Sunday (A)

16 TV Daytime TV,Net Audience (A)

17 Read Hunting (A)

18 Bloomberg Network Radio,Net Audience (A)
19 Wall Street Journal Report,Net Audience (A)
20 Read New York Magazine (A)

21 Radio,Golf,Net Audience (A)

22 Read The New Yorker (A)

23 Adult Standards Radio,Net Audience (A)

24 Read Automobile (A)

25 Read Sport Truck (A)

26 Variety Radio,Net Audience (A)

27 Classical Radio,Net Audience (A)

28 TV Tennis,Net Audience (A)

29 Jazz Radio,Net Audience (A)

30 Read The Source (A)

31 Read TV Guide (A)

32 Read Premiere (A)

33 Watch Show Type,Early Evening Network Ne
34 Read WWE Magazine (A)

35 Read Penthouse (A)

36 Read Photographic (A)

37

38 Read American Photo (A)

39 Radio,NFL Regular Season,Net Audience (A)
40 Watch Show Type,Primetime Documentary/I
41 Read Discover (A)

42 Read Forbes (A)

43 Read Spin (A)

44 Religious,Net Audience (A)

45 Read Catholic Digest (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
60 Park Bench Seniors Social Group Micro-City Blues Housing Type Renters
Median Income $21,650 Park Bench Seniors typically are retired singles living in the racially mixed

Income Range Poor neighborhoods of the nations satellite cities. With modest educations and incomes,
these residents maintain low-key, sedentary lifestyles. Theirs is one of the top-ranked

Age Group 55+ segments for TV viewing, especially daytime soaps and game shows.
Ethnicity High Black
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 6.27 95 Rural/Town (Density Deciles 0-3) 40.01 43.64 109
Pop Age 5-9 6.7 6.04 90 Suburb Fringe (Density Decile 4-5) 19.9 19.78 99
Pop Age 10-14 7.06 5.92 84 Urban Fringe (Density Deciles 6-7) 20 17.58 88
Pop Age 15-17 4.26 3.52 82 Urban (Density Deciles 8-9) 20.09 18.99 95
Pop Age 18-20 4.38 5.14 117 Education
Pop Age 21-24 5.51 6.3 114
Pop Age 25-34 13.66 13.06 g6 Description U.S. Segment  Index
Pop Age 35-44 15.21 12.67 83 Completed 0-8 Yrs Elem School 7.62 13.66 179
Pop Age 45-49 7.43 6.28 85 Attended High School, No Diploma 12.12 20.02 165
Pop Age 50-54 6.64 5.61 84 High School Graduate 28.54 30.49 107
Pop Age 55-59 5.45 4.82 88 Some College, No Degree 21.11 18.13 86
Pop Age 60-64 4.6 413 g7 | Associate Degree 6.32 4.66 74
Pop Age 65-74 6.52 8.05 123 Bachelor Degree 15.52 8.44 54
Pop Age 75-84 458 8.01 175 Masters Degree 5.86 2.98 51
Pop Age 85+ 174 418 240 Professional School Degree 1.95 1.07 55
Doctorate Degree 0.96 0.57 59
Income
Race/Ethnicity

Description U.S. Segment Index o
HH Income < $15,000 1467 3831 261~ Description US. Segment  Index
HH Income $15,000-$24,999 11.28 17.59 156  \White Alone Pop 7419 591 80
HH Income $25,000-$34,999 1207 13.96 108 Black/African American Alone Pop 12.3 28.47 231
HH Income $35,000-$49,999 15.39 1215 79 Am Indian/Alaska Native Alone Pop 0.88 0.78 89
HH Income $50,000-$74,999 19.1 10.38 54  Asian Alone Pop 4.05 215 53
HH Income $75,000-$99,999 11.61 4.33 37 Native Hawaiian/Other PI Alone Pop 0.15 0.22 148
HH Income $100,000-$149,999 9.43 553 27 Some Other Race Alone Pop 5.8 6.12 106
HH Income $150,000-$249,999 4.36 1.02 24  2o0rMore Races Pop 263 3.16 120
HH Income $250,000-$499,999 1.29 0.36 og  HispaniciLatino Pop 135 14.19 105
HH Income $500,000+ 0.6 0.08 13 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 68.53 88
Management Occupation(Except Farm) 8.31 5.31 64 Commute in Carpool 12.81 16.59 130
Farmers & Farm Managers 0.62 0.12 19 Use Public Transportation 5.02 5.23 104
Business Operations Specialists 2.03 1.35 66 Walk to Work Only 313 7:52 240
Financial Specialists 2.12 1.25 59 Commute by Motorcycle o.m 0.14 119
Computer & Mathematical Occup 2.34 1.27 54 Commute by Bicycle 0.4 0.79 198
Architecture & Engineering Occup 1.97 1.17 59 Commute by Other Means 0.75 1.2 161
Life, Physical, & Social Sci Occup 0.9 0.56 63 Work at Home 1.93 0.99 51
Community & Social Services Occup 1.51 1.85 122 Commute to Work < 15 Minutes 29.73 42.58 143
Legal Occupations 1.04 0.64 62 Commute to Work in 15-29 Minutes 35.93 34.31 95
Education/Training/Library Occup 5.5 4.44 go  Commuteto Workin 30-44 Minutes 18.97 1299 68
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 152 g1~ Commute to Work in 45-59 Minutes 737 4.46 61
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60 Park Bench Seniors

Median Income $21,650
Income Range Poor

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Micro-City Blues

Housing Type Renters

Park Bench Seniors typically are retired singles living in the racially mixed
neighborhoods of the nations satellite cities. With modest educations and incomes,
these residents maintain low-key, sedentary lifestyles. Theirs is one of the top-ranked

Age Group 55+ segments for TV viewing, especially daytime soaps and game shows.
Ethnicity High Black
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.48 77 Commute to Work in 60+ Minutes 8 5.66 71
Healthcare Support Occupations 2.07 3.44 166 Family Composition Household Type
Protective Service Occupations 1.99 1.97 99
Food Prep & Serving Related Occup 4.94 8 162  Description US. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 6.12 179 HHs w/ 2+ Persons, Family, Married 51.63 25.18 49
Personal Care & Service Occupation 2.83 3.51 124 HHs with 2+ Persons, Family, Other 16.09 20.51 127
Sales & Related Occupations 1120 10.76 9% HHs with 2+ Persons, Nonfamily 6.22 6.49 104
Administration Support Occupations 15.44 14.98 97 HHs w/ 1 or more people < 18 years 35.94 254 71
Farm/Forest/Fishing Occupations 0.78 0.91 117 HHs with no people under 18 years 64.06 74.6 116
Construction/Extractn/Maint Occup 9.57 9.06 95 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 18.29 122 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 4.3 129
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 9.22 189
HHs with 1 Person 26.07 4782 183 Home Value $40,000-$59,999 6.7 13.48 201
HHs with 2 Persons 3243 2484 77 Home Value $60,000-$79,999 8.39 13.89 166
HHs with 3 Persons 16.67 11.91 71 Home Value $80,000-$99,999 9.88 12.99 132
HHs with 4 Persons 14.04 8.03 57 Home Value $100,000-$149,999 22.61 22.29 99
HHs with 5 Persons 6.53 414 63 Home Value $150,000-$199,999 15.24 11.33 74
HHs with 6 Persons 254 186 73 Home Value $200,000-$299,999 15.17 8.29 55
HHs with 7+ Persons 172 14 81 Home Value $300,000-$399,999 6.22 2.26 36
Home Value $400,000-$499,999 3.11 0.94 30
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.56 23
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.21 21
Owner-Occupied Housing Units 66.47 29.2 44 Home Value $1,000,000+ 1 0.23 23
Renter-Occupied HUs 33.53 70.8 211 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index | | Moved into Unit 1999 to March 2004 24.69 27.75 112
Single Unit in Structure 66 37.38 57 Moved into Unit in 1995 to 1998 27.21 30.24 111
2 Units in Structure 419 9.42 225 Moved into Unit in 1990 to 1994 15.13 14.52 96
3-19 Units in Structure 13.49 25.38 188 Moved into Unit in 1980 to 1989 14.66 12.66 86
20-49 Units in Structure 3.37 5.97 177 Moved into Unit in 1970 to 1979 9.27 6.59 71
50+ Units in Structure 5.35 20.14 376 Moved into Unit in 1969 or earlier 9.05 8.24 91
Mobile Home or Trailer 7.38 1.59 21
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60 Park Bench Seniors

Median Income $21,650
Income Range Poor
Age Group 55+
Ethnicity High Black

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.

Social Group Micro-City Blues

Housing Type Renters

Park Bench Seniors typically are retired singles living in the racially mixed
neighborhoods of the nations satellite cities. With modest educations and incomes,
these residents maintain low-key, sedentary lifestyles. Theirs is one of the top-ranked
segments for TV viewing, especially daytime soaps and game shows.

Demographics

Top 15 Lifestyle Behaviors
01 Play Bingo,1yr (A)
02 Belong to a Fraternal Order (A)
03 Go Water Skiing,1yr (A)
04 Buy from Captain Ds,1mo (A) *
05 Buy Golf Clubs,1yr (A)
06 Buy from Shoneys,1mo (A) *
07 Belong to a Veterans Club (A)
08 Buy from Bertuccis,1mo (A) *
09 Belong to a Church Board (A)
10 Buy Tennis Equipment,1yr (A

—_ =

11 Buy from Golden Corral,imo (A) *
12 Play Musical Instrument,1yr (A)
13 Buy from Little Caesars,1mo (A) *
14 Order from QVC,1yr (A)

15 Buy from Hardees,1mo (A) *

Lifestyle Behaviors 16-30
16 Shop at Ann Taylor,3mo (A)
17
18 Buy from Ponderosa,1mo (A) *
19 Buy from Rallys,6mo (A)
20 Shop at ShopKo,3mo (A)
21 Contribute to NPR,1 yr (A)
22 Buy from Checkers,1mo (A) *
23 Go Ice Skating,1yr (A)
24 Buy from Long John Silver,1mo (A) *
25 Own Power Boat (H)
26 Stay at Comfort Inn on Vacation,1yr
27 Buy from Outback Steakhouse,1mo
28 Go In-Line Skating,1yr (A)
29 Own Stationary Bike (A)
30 Buy from Papa Johns,1mo (A) *

Lifestyle Behaviors 31-45
31 Buy from Sizzler Family Steakhouse,1mo (A)
32 Foreign Travel by Bus,3yr (A)
33 Foreign Trips,3+ Trips,3yr (A)
34 Shop at Longs Drug Store,6mo (A)
35 Buy from Dominos Pizza,1mo (A) *
36 Do Bird Watching,1yr (A)
37 Stay at Days Inn on Vacation,1yr (A)
38 Shop at Wal-Mart Pharmacy,6mo (A)
39 Buy from Del Taco,1mo (A) *
40 Buy from Lone Star Steakhouse,1mo
41 Travel to Any Western Europe,3yr
42 Buy from Dennys,1mo (A) *
43 Domestic Travel,Any Trip,15+ Nights,1yr (A)
44 Belong to a Civic Club (A)
45 Stay at Motel 6 on Vacation,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Saturday Evening Post (A)

02 Adult Standards Radio,Net Audience
03 TV Bowling,Net Audience (A)

04 Read Atlantic Monthly (A)

05 Watch Game Show Network, 1wk (A)
06 TV Figure Skating,Net Audience (A)
07 Radio,Golf,Net Audience (A)

08 Watch QVC,1wk (A)

09 Watch Food Network,1wk (A)

10 Read Outdoor Life (A)

11 TV Horse Racing,Net Audience (A)
12 Read Conde Nast Traveler (A)

13 Watch Show Type,Daytime Dramas
14 Read Soap Opera Digest (A)

15 Watch The Travel Channel,1wk (A)

16 TV Daytime TV,Net Audience (A)

17 Read Inc. (A)

18 Watch Home Shopping Network, 1wk
19 Watch Court TV, 1wk (A)

20 Read National Geographic Traveler
21 Watch TNN, 1wk (A)

22 Read Smithsonian (A)

23 Watch TV Guide Channel,1wk (A)
24 Read Ladies Home Journal (A)

25 TV Boxing,Net Audience (A)

26 Watch Show Type,Early Evening Network Ne
27

28 Radio Lower Half (A)

29 Read Sunset (A)

30 Read Womans Day (A)

31 Read Womans World (A)

32 Watch American Movie Classics, 1wk
33 Watch The Weather Channel,1wk (A)
34 Watch ESPN News, 1wk (A)

35 Read Hunting (A)

36 Read USA Weekend (A)

37 Watch Sci-Fi Channel,1wk (A)

38 Read Daily Newspaper (A)

39 Subscribe to Cable TV (A)

40 Read Health (A)

41 Read Readers Digest (A)

42 TV Tennis,Net Audience (A)

43 Watch Show Type,Early Evening Network Ne
44 All Talk,Net Audience (A)

45 Watch TBS,1wk (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
61 City Roots Social Group Urban Cores Housing Type Homeowners
Median Income $25,639 Found in urban neighborhoods, City Roots is a segment of lower-income retirees,

Income Range Downscale typically living in older homes and duplexes theyve owned for years. In these
ethnically diverse neighborhoods -more than a third are African-American and

Age Group 65+ Hispanic- residents are often widows and widowers living on fixed incomes and
Ethnicity High Black & Hispanic maintaining low-key lifestyles.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 6.88 104 Rural/Town (Density Deciles 0-3) 40.01 33.88 85
Pop Age 5-9 6.7 7.3 109 Suburb Fringe (Density Decile 4-5) 19.9 24.02 121
Pop Age 10-14 7.06 7.74 110 Urban Fringe (Density Deciles 6-7) 20 21.7 108
Pop Age 15-17 4.26 4.38 103 Urban (Density Deciles 8-9) 20.09 20.4 102
Pop Age 18-20 4.38 4.19 96 Education
Pop Age 21-24 5.51 4.87 88
Pop Age 25-34 13.66 12 gg  Description U.S. Segment  Index
Pop Age 35-44 15.21 13.34 88 Completed 0-8 Yrs Elem School 7.62 13.89 182
Pop Age 45-49 7.43 6.57 89 Attended High School, No Diploma 12.12 23.05 190
Pop Age 50-54 6.64 5.84 88 High School Graduate 28.54 30.65 107
Pop Age 55-59 5.45 5.07 93 Some College, No Degree 21.11 18.15 86
Pop Age 60-64 4.6 459 108 | | Associate Degree 6.32 4.3 68
Pop Age 65-74 6.52 8.13 125 Bachelor Degree 15.52 6.43 41
Pop Age 75-84 458 6.46 141 Masters Degree 5.86 2.31 39
Pop Age 85+ 174 264 152 Professional School Degree 1.95 0.89 46
Doctorate Degree 0.96 0.34 35
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 1467 3076 210 ~ Description US. Segment Index
HH Income $15,000-$24,999 11.28 18.24 162 White Alone Pop 7419 36.17 49
HH Income $25,000-$34,999 1207 15.59 107 Black/African American Alone Pop 12.3 50.11 407
HH Income $35,000-$49,999 15.39 13.85 90 Am Indian/Alaska Native Alone Pop 0.88 0.56 64
HH Income $50,000-$74,999 19.1 12.16 s  Asian Alone Pop 4.05 26 64
HH Income $75,000-$99,999 11.61 5.04 43 Native Hawaiian/Other PI Alone Pop 0.15 0.1 70
HH Income $100,000-$149,999 9.43 290 31 Some Other Race Alone Pop 5.8 7.61 131
HH Income $150,000-$249,999 4.36 0.98 2o | 2o0rMore Races Pop 263 285 108
HH Income $250,000-$499,999 1.29 0.38 o9  HispaniciLatino Pop 135 23.94 177
HH Income $500,000+ 0.6 0.08 13 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 61.58 79
Management Occupation(Except Farm) 8.31 4.46 54 Commute in Carpool 12.81 16.89 132
Farmers & Farm Managers 0.62 0.05 9 Use Public Transportation 5.02 15.91 317
Business Operations Specialists 2.03 1.41 70 Walk to Work Only 3.13 4.09 131
Financial Specialists 2.12 1.42 g7 | | Commute by Motorcycle o.m 0.1 84
Computer & Mathematical Occup 2.34 1.09 47 Commute by Bicycle 0.4 0.49 122
Architecture & Engineering Occup 1.97 0.79 40 Commute by Other Means 0.75 0.95 127
Life, Physical, & Social Sci Occup 0.9 0.38 43 Work at Home 1.93 0.79 41
Community & Social Services Occup 1.51 1.74 115 Commute to Work < 15 Minutes 29.73 20.37 69
Legal Occupations 1.04 0.54 52 Commute to Work in 15-29 Minutes 35.93 39.11 109
Education/Training/Library Occup 5.59 4.15 74 Commute to Work in 30-44 Minutes 18.97 22.87 121
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1.24 66~ Commute to Work in 45-59 Minutes 737 7.67 104
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4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.

Social Group Urban Cores Housing Type Homeowners

61 City Roots

Median Income $25,639
Income Range Downscale

Found in urban neighborhoods, City Roots is a segment of lower-income retirees,
typically living in older homes and duplexes theyve owned for years. In these
ethnically diverse neighborhoods -more than a third are African-American and

Age Group 65+ Hispanic- residents are often widows and widowers living on fixed incomes and
Ethnicity High Black & Hispanic maintaining low-key lifestyles.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.26 72 Commute to Work in 60+ Minutes 8 9.99 125
Healthcare Support Occupations 2.07 3.94 190 Family Composition Household Type
Protective Service Occupations 1.99 2.96 149
Food Prep & Serving Related Occup 4.94 6.69 135 Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 6.42 188 HHs w/ 2+ Persons, Family, Married 51.63 31.59 61
Personal Care & Service Occupation 283 361 197 HHs with 2+ Persons, Family, Other 16.09 30.29 188
Sales & Related Occupations 112 9.99 89 HHs with 2+ Persons, Nonfamily 6.22 5.56 89
Administration Support Occupations 15.44 18.45 120 HHs w/ 1 or more people < 18 years 35.94 34.29 95
Farm/Forest/Fishing Occupations 0.78 0.29 38 HHs with no people under 18 years 64.06 65.71 103
Construction/Extractn/Maint Occup 9.57 9.42 98 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 17.68 118 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 6.76 203
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 13.52 277
HHs with 1 Person 26.07 3057 125 Home Value $40,000-$59,999 6.7 19.34 289
HHs with 2 Persons 3243 27 11 84 Home Value $60,000-$79,999 8.39 16.88 201
HHs with 3 Persons 16.67 1551 93 Home Value $80,000-$99,999 9.88 12.59 127
HHs with 4 Persons 14.04 11.06 80 Home Value $100,000-$149,999 22.61 16.59 73
HHs with 5 Persons 6.53 6.8 104 Home Value $150,000-$199,999 15.24 6.48 43
HHs with 6 Persons 254 350 139 Home Value $200,000-$299,999 15.17 5.5 36
HHs with 7+ Persons 172 3.03 188 Home Value $300,000-$399,999 6.22 1.31 21
Home Value $400,000-$499,999 3.11 0.48 15
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.3 12
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.11 10
Owner-Occupied Housing Units 66.47 56.22 85 Home Value $1,000,000+ 1 0.15 15
Renter-Occupied HUs 33.53 43.78 131 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 19.06 77
Single Unit in Structure 66 57.93 88 Moved into Unit in 1995 to 1998 27.21 24.62 91
2 Units in Structure 419 10.71 255 Moved into Unit in 1990 to 1994 15.13 13.8 91
3-19 Units in Structure 13.49 13.2 98 Moved into Unit in 1980 to 1989 14.66 14.6 100
20-49 Units in Structure 3.37 4.83 143 Moved into Unit in 1970 to 1979 9.27 11.69 126
50+ Units in Structure 5.35 8.89 166 Moved into Unit in 1969 or earlier 9.05 16.23 179
Mobile Home or Trailer 7.38 4.3 58
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4N Market Point

Demographic based Housing Feasibility Study

61 City Roots
Median Income $25,639
Income Range Downscale

Age Group 65+
Ethnicity High Black & Hispanic

provided by MarketGraphics Research Group, Inc.

Social Group Urban Cores

Housing Type Homeowners

Found in urban neighborhoods, City Roots is a segment of lower-income retirees,
typically living in older homes and duplexes theyve owned for years. In these
ethnically diverse neighborhoods -more than a third are African-American and
Hispanic- residents are often widows and widowers living on fixed incomes and

maintaining low-key lifestyles.

Demographics

Top 15 Lifestyle Behaviors
01 Shop at Lane Bryant,3mo (A)
02 Buy from Friendlys,1mo (A) *
03 Domestic Travel,Any Trip,15+ Nights,1yr (A)
04 Order from Home Shopping Network,1yr (A)
05 Order from Readers Digest Association,1yr (
06 Order from QVC,1yr (A)
07 Go to Professional Basketball Games,1+ Tim
08 Buy from Churchs Fried Chicken,1mo (A) *
09 Buy from Whataburger,1mo (A) *
10 Shop at Walgreens,6mo (A)
11 Belong to a Veterans Club (A)
12 Shop at BJs Wholesale Club,6mo (A)
13 Buy from Sizzler Family Steakhouse,1mo (A)
14 Domestic Travel, $3000+, 1yr (A)
15 Buy from Cheesecake Factory,1mo (A) *

Lifestyle Behaviors 16-30
16 Belong to a Civic Club (A)
17 Buy from Steak N Ale,6mo (A)
18 Buy from Dennys,1mo (A) *
19 Shop at Sears,3mo (A)
20 Play Lottery,10+ Times/mo,1yr (A)
21 Domestic Travel,Use Travel Agent, 1yr (A)
22 Travel to Bahamas,3yr (A)
23 Domestic Travel on American Airlines,1yr (A)
24 Order from Fingerhut,1yr (A)
25 Buy from Ponderosa,1mo (A) *
26 Shop at Thomasville,1yr (A)
27 Own Stationary Bike (A)
28
29 Order from Lillian Vernon,1yr (A)
30 Buy from Popeyes,1mo (A) *

Lifestyle Behaviors 31-45
31 Play Bingo,1yr (A)
32 Buy from White Castle,1mo (A) *
33 Shop at Kmart,3mo (A)
34 Stay at Ramada Inn on Vacation,1yr
35 Buy Tennis Equipment,1yr (A)
36 Buy from IHOP,1mo (A) *
37 Do Garment Sewing from Patterns, 6 mo (A)
38 Order from J.C. Penney,1yr (A)
39 Contribute to PBS,1yr (A)
40 Buy from Outback Steakhouse,1mo
41 Shop at Lerner,3mo (A)
42 Go Ice Skating,1yr (A)
43 Member of Frequent Flyer Program
44 Buy from Godfathers Pizza,6mo (A)
45 Shop at Target,3mo (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Radio,Golf,Net Audience (A)

02 Adult Standards Radio,Net Audience

03 Gospel Radio,Net Audience (A)

04 Dow Jones Money Report,Net Audience (A)
05 TV Figure Skating,Net Audience (A)

06 TV Boxing,Net Audience (A)

07 Hispanic,Net Audience (A)

08 Bloomberg Network Radio,Net Audience (A)
09 Classical Radio,Net Audience (A)

10 TV Bowling,Net Audience (A)

11 TV Daytime TV,Net Audience (A)

12 TV Horse Racing,Net Audience (A)

13 Radio,MLB Playoffs/World Series,Net Audien
14 Read Atlantic Monthly (A)

15 Read Harpers Bazaar (A)

16 Watch Show Type,Comedy/Variety

17 Read Catholic Digest (A)

18 Watch Show Type,Early Evening Network Ne
19 Watch Show Type,Early Evening Network Ne
20 Radio,NBA Games,Net Audience (A)

21 All News Radio,Net Audience (A)

22 Read Ebony (A)

23 Radio,NFL Playoffs/Super Bowl,Net Audienc
24 Watch Show Type,Daytime Dramas

25 Read Esquire (A)

26 TV Tennis,Net Audience (A)

27 Read Jet (A)

28 Read Washington Post,Sunday (A)

29 Read Black Enterprise (A)

30 Read Essence (A)

31 TV Professional Wrestling,Net Audience (A)
32 Read Cooking Light (A)

33 Watch Show Type,Primetime Documentary/I
34 Radio Lower Half (A)

35 Radio,MLB Regular Season,Net Audience (A
36 Watch Show Type,Pageants Specials

37 Read Tennis (A)

38 Jazz Radio, Net Audience (A)

39 Read Motorcyclist (A)

40

41 Read Star (A)

42 Read Los Angeles Times, Sunday(A)

43 Read Premiere (A)

44 Radio,NFL Regular Season, Net Audience (A
45 Read Spin (A)
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4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
62 Hometown Retired Social Group Micro-City Blues Housing Type Homeowners
Median Income $24,971 With three-quarters of all residents over 65 years old, Hometown Retired is one of the

Income Range Downscale oldest lifestyles. These racially mixed seniors tend to live in aging homes -half were
built before 1958- and typically get by on social security and modest pensions.

Age Group 65+ Because most never made it beyond high school and spent their working lives at blue-
Ethnicity High Black, Hispanic collar jobs, their retirements are extremely modest.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 6.76 102 Rural/Town (Density Deciles 0-3) 40.01 40.71 102
Pop Age 5-9 6.7 6.83 102 Suburb Fringe (Density Decile 4-5) 19.9 20.31 102
Pop Age 10-14 7.06 7.05 100 Urban Fringe (Density Deciles 6-7) 20 20.1 100
Pop Age 15-17 4.26 4.27 100 Urban (Density Deciles 8-9) 20.09 18.88 94
Pop Age 18-20 4.38 4.58 105 Education
Pop Age 21-24 5.51 5.26 95
Pop Age 25-34 13.66 11.72 ge  Description U.S. Segment  Index
Pop Age 35-44 15.21 12.49 8 Completed 0-8 Yrs Elem School 7.62 13.56 178
Pop Age 45-49 7.43 6.45 87 Attended High School, No Diploma 12.12 20.28 167
Pop Age 50-54 6.64 5.82 88 High School Graduate 28.54 34.08 119
Pop Age 55-59 5.45 5.08 93 Some College, No Degree 21.11 18.33 87
Pop Age 60-64 4.26 4.61 108 Associate Degree 6.32 4.35 69
Pop Age 65-74 6.52 8.7 133 Bachelor Degree 15.52 6.32 41
Pop Age 75-84 4.58 742 162 Masters Degree 5.86 213 36
Pop Age 85+ 174 296 170 Professional School Degree 1.95 0.69 35
Doctorate Degree 0.96 0.27 28
Income
Race/Ethnicity
Description U.S. Segment Index
HH Income < $15,000 14.67 30.15 205 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 19.91 177~ White Alone Pop 74.19 57.35 7
HH Income $25,000-$34,999 12.97 16.49 134 Black/African American Alone Pop 12.3 32.66 266
HH Income $35,000-$49,999 15.39 14.36 93 Am Indian/Alaska Native Alone Pop 0.88 0.75 86
HH Income $50,000-$74,999 19.1 11.59 g1 Asian Alone Pop 4.05 0.82 20
HH Income $75,000-$99,999 11.61 4.91 36 Native Hawaiian/Other PI Alone Pop 0.15 0.07 46
HH Income $100,000-$149,999 9.43 219 23 Some Other Race Alone Pop 5.8 6.14 106
HH Income $150,000-$249,999 4.36 0.75 17 = 20rMore Races Pop 263 219 83
HH Income $250,000-$499,999 1.29 0.29 23 HispaniciLatino Pop 135 18.02 133
HH Income $500,000+ 0.6 0.05 8 Work Commuting Patterns
Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 74.85 96
Management Occupation(Except Farm) 8.31 4.24 51 Commute in Garpool 12.81 17.32 135
Farmers & Farm Managers 0.62 0.15 o4 Use Public Transportation 5.02 2.64 53
Business Operations Specialists 2.03 1.14 56 Walk to Work Only 3.13 3.35 107
Financial Specialists 212 102 48 Commute by Motorcycle 0.11 0.12 108
Computer & Mathematical Occup 2.34 0.64 28 Commuste by Bicycle 0.4 0.53 132
Architecture & Engineering Occup 1.97 0.86 44 Commute by Other Means 0.75 1.19 159
Life, Physical, & Social Sci Occup 0.9 0.36 40 Work at Home 1.93 0.84 43
Community & Social Services Occup 1.51 1.62 107 Commute to Work < 15 Minutes 29.73 4161 140
Legal Occupations 1.04 0.43 42 Commute to Work in 15-29 Minutes 35.93 36.63 102
Education/Training/Library Occup 5.59 4.33 78 Commute to Work in 30-44 Minutes 18.97 12.49 66
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 187 1.03 55 | | Commute to Work in 45-59 Minutes 737 4.02 55
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4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
62 Hometown Retired Social Group Micro-City Blues Housing Type Homeowners
Median Income $24,971 With three-quarters of all residents over 65 years old, Hometown Retired is one of the

Income Range Downscale oldest lifestyles. These racially mixed seniors tend to live in aging homes -half were
built before 1958- and typically get by on social security and modest pensions.

Age Group 65+ Because most never made it beyond high school and spent their working lives at blue-
Ethnicity High Black, Hispanic collar jobs, their retirements are extremely modest.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.49 77 Commute to Work in 60+ Minutes 8 5.25 66
Healthcare Support Occupations 2.07 3.8 183 Family Composition Household Type
Protective Service Occupations 1.99 2.2 111
Food Prep & Serving Related Occup 4.94 7.61 154  Description US. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 6.36 186 HHs w/ 2+ Persons, Family, Married 51.63 37.62 73
Personal Care & Service Occupation 2.83 3.44 121 HHs with 2+ Persons, Family, Other 16.09 24.36 151
Sales & Related Occupations 11.2 10.82 97 HHs with 2+ Persons, Nonfamily 6.22 515 83
Administration Support Occupations 15.44 14.77 96 HHs w/ 1 or more people < 18 years 35.94 32.24 9%
Farm/Forest/Fishing Occupations 0.78 0.72 92 HHs with no people under 18 years 64.06 67.76 106
Construction/Extractn/Maint Occup 9.57 10.82 113 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 20.14 135 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 7.86 236
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 17.27 354
HHs with 1 Person 26.07 30.87 126 Home Value $40,000-$59,999 6.7 22.52 336
HHs with 2 Persons 3243 30.44 04 Home Value $60,000-$79,999 8.39 19.51 233
HHs with 3 Persons 16.67 15.34 92 Home Value $80,000-$99,999 9.88 13.72 139
HHs with 4 Persons 14.04 10.87 77 Home Value $100,000-$149,999 22.61 13.64 60
HHs with 5 Persons 6.53 5.83 89 Home Value $150,000-$199,999 15.24 3.19 21
HHs with 6 Persons 254 268 105 Home Value $200,000-$299,999 15.17 1.54 10
HHs with 7+ Persons 172 197 115 Home Value $300,000-$399,999 6.22 0.38 6
Home Value $400,000-$499,999 3.11 0.16 5
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.09 4
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.04 4
Owner-Occupied Housing Units 66.47 62.58 94 Home Value $1,000,000+ 1 0.07 7
Renter-Occupied HUs 33.53 37.42 112 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index | | Moved into Unit 1999 to March 2004 24.69 20.17 82
Single Unit in Structure 66 70.56 107 Moved into Unit in 1995 to 1998 27.21 23.95 88
2 Units in Structure 419 5.84 139 Moved into Unit in 1990 to 1994 15.13 13.75 91
3-19 Units in Structure 13.49 10.26 76 Moved into Unit in 1980 to 1989 14.66 14.44 98
20-49 Units in Structure 3.37 2.14 63 Moved into Unit in 1970 to 1979 9.27 11.44 123
50+ Units in Structure 5.35 2.6 49 Moved into Unit in 1969 or earlier 9.05 16.26 180
Mobile Home or Trailer 7.38 8.34 113
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4N Market Point

Demographic based Housing Feasibility Study

62 Hometown Retired
Median Income $24,971
Income Range Downscale

Age Group 65+
Ethnicity High Black, Hispanic

provided by MarketGraphics Research Group, Inc.

Social Group Micro-City Blues

Housing Type Homeowners

With three-quarters of all residents over 65 years old, Hometown Retired is one of the
oldest lifestyles. These racially mixed seniors tend to live in aging homes -half were
built before 1958- and typically get by on social security and modest pensions.
Because most never made it beyond high school and spent their working lives at blue-
collar jobs, their retirements are extremely modest.

Demographics

Top 15 Lifestyle Behaviors
01 Play Bingo,1yr (A)
02 Travel to Jamaica,3yr (A)
03 Buy from Churchs Fried Chicken,1mo (A) *
04 Do Garment Sewing from Patterns,6mo (A)
05 Buy from Long John Silver,1mo (A) *
06 Travel to Puerto Rico,3yr (A)
07 Buy from Bob Evans Farm,1mo (A) *
08 Own Motor Home (H)
09 Buy from Golden Corral,1mo (A) *
10 Buy from Whataburger,1mo (A) *
11 Do Bird Watching,1yr (A)
12 Order from Spiegel,1yr (A)
13 Order from Readers Digest Association,1yr (
14 Buy from Steak N Ale,6mo (A)
15 Buy from Shoneys,1mo (A) *

Lifestyle Behaviors 16-30
16 Belong to a Church Board (A)
17 Belong to a Veterans Club (A)
18 Contribute to PBS,1yr (A)
19 Buy from Dennys,1mo (A) *
20 Belong to a Civic Club (A)
21 Foreign Travel by Cruise Ship,3yr (A)
22 Contribute to NPR,1 yr (A)
23 Buy from Ponderosa,1mo (A) *
24 Collect Stamps,1yr (A)
25 Buy Seeds/Garden Supplies by Mail/Phone,1
26 Shop at Longs Drug Store,6mo (A)
27 Shop at Ethan Allen Galleries,1yr (A)
28
29 Belong to a Fraternal Order (A)
30 Buy from Checkers,1mo (A) *

Lifestyle Behaviors 31-45
31 Do Outdoor Gardening,1yr (A)
32 Shop at Kmart,3mo (A)
33 Shop at Wal-Mart Pharmacy,6mo (A)
34 Stay at Motel 6 on Vacation,1yr (A)
35 Buy from Cracker Barrel,imo (A) *
36 Use Quick Service Copy/Printing,6mo
37 Domestic Vacation,National Park,1yr
38 Buy from Blimpie Subs & Salads,1mo (A)
39 Shop at Ace Hardware,1yr (A)
40 Buy from Captain Ds,1mo (A) *
41 Buy Swing Sets,1yr (A)
42 Member of Frequent Flyer Program (A)
43 Buy from Chi-Chis,1mo (A) *
44 Buy from KFC,1mo (A) *
45 Go to Professional Basketball Games,1+ Tim

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 TV Daytime TV,Net Audience (A)

02 TV Bowling,Net Audience (A)

03 Watch Show Type,Early Evening Network Ne
04 Adult Standards Radio,Net Audience (A)

05 TV Figure Skating,Net Audience (A)

06 TV Golf,Net Audience (A)

07 Wall Street Journal Report,Net Audience (A)

08 Watch Show Type,Early Morning Talk/Info N

09 Watch Show Type,Primetime Documentary/I

10 Read Ladies Home Journal (A)

11 Watch Show Type,Pageants Specials (A)

12 Watch Show Type,Daytime Dramas (A)

13 Watch Show Type,Early Evening Network Ne
14 Radio,Golf,Net Audience (A)

15 Read Catholic Digest (A)

16 Radio Lower Half (A)

17 Read Kiplingers Personal Finance (A)
18 News/Talk Radio,Net Audience (A)

19 Watch QVC, 1wk (A)

20 TV Horse Racing,Net Audience (A)

21 Read Saturday Evening Post (A)

22 TV Tennis,Net Audience (A)

23

24 Read USA Weekend (A)

25 Read Popular Photography & Imaging (A)
26 Radio,NBA Games,Net Audience (A)
27 Read North American Hunter (A)

28 TV College Basketball,Net Audience (A)
29 Read American Photo (A)

30 Read Daily Newspaper (A)

31 Read Womans Day (A)

32 Read Soap Opera Digest (A)

33 Watch Country Music TV,1wk (A)
34 Read Family Circle (A)

35 Watch TV Guide Channel, 1wk (A)
36 Subscribe to Cable TV (A)

37 Watch BBC America, 1wk (A)

38 Watch Court TV,1wk (A)

39 Read Good Housekeeping (A)

40 Read Sunday Newspaper (A)

41 TV Soccer,Net Audience (A)

42 Watch Show Type,Coll Football Bowl Game
43 Radio,NASCAR,Net Audience (A)
44 Watch CNN,1wk (A)

45 Read Sunset (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
63 Family Thrifts Social Group Micro-City Blues Housing Type Renters
Median Income $28,383 The small-city cousins of inner-city districts, Family Thrifts contain young, ethnically
Income Range Downscale diverse parents who have lots of children and work entry-level service jobs. In these

apartment-filled neighborhoods, visitors find the streets jam-packed with babies and
Age Group Under 45 toddlers, tricycles and basketball hoops, Daewoos and Hyundais.

Ethnicity High Black & Hispanic
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 10.76 163 Rural/Town (Density Deciles 0-3) 40.01 39.44 99
Pop Age 5-9 6.7 9.92 148 Suburb Fringe (Density Decile 4-5) 19.9 20.13 101
Pop Age 10-14 7.06 8.93 126 Urban Fringe (Density Deciles 6-7) 20 20.89 104
Pop Age 15-17 4.26 5.03 118 Urban (Density Deciles 8-9) 20.09 19.54 97
Pop Age 18-20 4.38 55 126 Education
Pop Age 21-24 5.51 7.37 134
Pop Age 25-34 13.66 16.16 118 | | Description U.S. Segment  Index
Pop Age 35-44 15.21 13.31 87 Completed 0-8 Yrs Elem School 7.62 19.12 251
Pop Age 45-49 7.43 5.64 76 Attended High School, No Diploma 12.12 21.1 174
Pop Age 50-54 6.64 453 68 High School Graduate 28.54 28.7 101
Pop Age 55-59 5.45 3.49 64 Some College, No Degree 21.11 18.68 88
Pop Age 60-64 4.26 257 60 Associate Degree 6.32 4.43 70
Pop Age 65-74 6.52 357 55 Bachelor Degree 15.52 5.57 36
Pop Age 75-84 4.58 231 50 Masters Degree 5.86 1.57 27
Pop Age 85+ 174 0.9 52 Professional School Degree 1.95 0.61 31
Doctorate Degree 0.96 0.23 24
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 26.63 1go || Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 17.71 157 ~ White Alone Pop 7419 433 58
HH Income $25,000-$34,999 1207 16.72 136 Black/African American Alone Pop 12.3 26.05 212
HH Income $35,000-$49,999 15.39 16.38 106 Am Indian/Alaska Native Alone Pop 0.88 1.16 133
HH Income $50,000-$74,999 19.1 13.53 71 Asian Alone Pop 4.05 2.48 61
HH Income $75,000-$99,999 11.61 5.03 45 Native Hawaiian/Other PI Alone Pop 0.15 0.29 194
HH Income $100,000-$149,999 9.43 269 o9 Some Other Race Alone Pop 5.8 22.13 382
HH Income $150,000-$249,999 4.36 0.79 1g = 20rMore Races Pop 263 459 174
HH Income $250,000-$499,999 1.29 0.27 21 HispaniciLatino Pop 135 4363 323
HH Income $500,000+ 0.6 0.04 7 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 65.72 85
Management Occupation(Except Farm) 8.31 3.74 45 Commute in Garpool 12.81 23.54 184
Farmers & Farm Managers 0.62 0.18 30 Use Public Transportation 5.02 4.66 93
Business Operations Specialists 2.03 1.11 55 Walk to Work Only 3.13 3.64 116
Financial Specialists 2.12 0.95 45 = Commute by Motorcycle 0.1 0.1 97
Computer & Mathematical Occup 2.34 0.87 37 Commuste by Bicycle 0.4 0.67 168
Architecture & Engineering Occup 1.97 0.81 41 Commute by Other Means 0.75 1.66 223
Life, Physical, & Social Sci Occup 0.9 0.34 37 Work at Home 1.93 0.9 46
Community & Social Services Occup 1.51 1.19 79 Commute to Work < 15 Minutes 29.73 31.31 105
Legal Occupations 1.04 0.31 o9 Commute to Work in 15-29 Minutes 35.93 38.3 107
Education/Training/Library Occup 5.59 3.47 62 Commute to Work in 30-44 Minutes 18.97 17.8 94
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 187 0.93 50 || Commute to Work in 45-59 Minutes 737 5.54 75
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
63 Family Thrifts Social Group Micro-City Blues Housing Type Renters
Median Income $28,383 The small-city cousins of inner-city districts, Family Thrifts contain young, ethnically
Income Range Downscale diverse parents who have lots of children and work entry-level service jobs. In these

apartment-filled neighborhoods, visitors find the streets jam-packed with babies and
Age Group Under 45 toddlers, tricycles and basketball hoops, Daewoos and Hyundais.

Ethnicity High Black & Hispanic
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 2.35 52 Commute to Work in 60+ Minutes 8 7.05 88
Healthcare Support Occupations 2.07 3.11 150 Family Composition Household Type
Protective Service Occupations 1.99 1.89 95
Food Prep & Serving Related Occup 4.94 7.36 149 ~ Description US. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 6.93 203 HHs w/ 2+ Persons, Family, Married 51.63 40.8 79
Personal Care & Service Occupation 283 397 116 HHs with 2+ Persons, Family, Other 16.09 32.57 202
Sales & Related Occupations 1.2 10.02 89 HHs with 2+ Persons, Nonfamily 6.22 6.58 106
Administration Support Occupations 15.44 14.28 93 HHs w/ 1 or more people < 18 years 35.94 52.9 147
Farm/Forest/Fishing Occupations 0.78 2.63 337 HHs with no people under 18 years 64.06 471 74
Construction/Extractn/Maint Occup 9.57 12.52 131 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 21.74 145 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 5.47 164
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 10.73 220
HHs with 1 Person 26.07 20.04 77 Home Value $40,000-$59,999 6.7 15.43 230
HHs with 2 Persons 3243 53 79 73 Home Value $60,000-$79,999 8.39 15.3 182
HHs with 3 Persons 16.67 18.62 112 Home Value $80,000-$99,999 9.88 13.78 140
HHs with 4 Persons 14.04 16.07 114 Home Value $100,000-$149,999 22.61 22.75 101
HHs with 5 Persons 6.53 10.38 159 Home Value $150,000-$199,999 15.24 8.89 58
HHs with 6 Persons 254 5.48 215 Home Value $200,000-$299,999 15.17 5.86 39
HHs with 7+ Persons 172 5.62 306 Home Value $300,000-$399,999 6.22 1.14 18
Home Value $400,000-$499,999 3.11 0.34 11
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.19 8
Description U.S. Segment Index || Home Value $750,000-$999,999 1.03 0.05 5
Owner-Occupied Housing Units 66.47 39.7 60 Home Value $1,000,000+ 1 0.09 9
Renter-Occupied HUs 33.53 60.3 180 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 32.68 132
Single Unit in Structure 66 52.53 80 Moved into Unit in 1995 to 1998 27.21 30.93 114
2 Units in Structure 419 7.72 184 Moved into Unit in 1990 to 1994 15.13 13.23 87
3-19 Units in Structure 13.49 25.24 187 Moved into Unit in 1980 to 1989 14.66 10.52 72
20-49 Units in Structure 3.37 3.77 112 Moved into Unit in 1970 to 1979 9.27 6.26 68
50+ Units in Structure 5.35 6.25 117 Moved into Unit in 1969 or earlier 9.05 6.38 71
Mobile Home or Trailer 7.38 4.37 59
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4N Market Point

Demographic based Housing Feasibility Study

63 Family Thrifts
Median Income $28,383
Income Range Downscale

Age Group Under 45
Ethnicity High Black & Hispanic

provided by MarketGraphics Research Group, Inc.

Social Group Micro-City Blues

Housing Type Renters

The small-city cousins of inner-city districts, Family Thrifts contain young, ethnically
diverse parents who have lots of children and work entry-level service jobs. In these
apartment-filled neighborhoods, visitors find the streets jam-packed with babies and
toddlers, tricycles and basketball hoops, Daewoos and Hyundais.

Demographics

Top 15 Lifestyle Behaviors
01 Order from Fingerhut,1yr (A)
02 Buy from Rallys,6mo (A)
03 Buy from Krystals Hamburgers,1mo (A)*
04 Buy from Del Taco,1mo (A) *
05 Buy from Chuck E Cheese,1mo (A) *
06 Buy from Checkers,1mo (A) *
07 Buy from Jack-in-the-Box,1mo (A) *
08 Go Roller Skating,1yr (A)
09 Buy from Chi-Chis,1mo (A) *
10 Buy from Chevys,1mo (A) *
11 Foreign Travel by Car,3yr (A)
12 Go to Professional Basketball Games,1+ Tim
13 Stay at Ramada Inn on Vacation,1yr (A)
14 Go to Movie,4+ Times,3mo (A)
15 Order from Readers Digest Association,1yr (

Lifestyle Behaviors 16-30
16 Shop at ShopKo,3mo (A)
17 Buy from Churchs Fried Chicken,1mo (A) *
18 Buy from Ponderosa,1mo (A) *
19 Buy Fashion Dolls,1yr (A)
20 Buy Sleeping Bag,1yr (H)
21 Order from Home Shopping Network,1yr (A)
22 Buy Tent,1yr (H)
23 Shop at Express,3mo (A)
24 Buy Action Figures,1yr (A)
25 Buy from Popeyes,1mo (A) *
26 Shop at Longs Drug Store,6mo (A)
27 Go to High School Sports,1+ Times,1mo (A)
28 Buy from Dennys,1mo (A) *
29 Play Soccer,1yr (A)
30 Buy from Whataburger,1mo (A) *

Lifestyle Behaviors 31-45
31 Order from Victorias Secret,1yr (A)
32 Buy from Bob Evans Farm,1mo (A) *
33 Buy from Carls Jr.,1mo (A) *
34 Buy from Ruby Tuesdays,1mo (A) *
35 Play Lottery,10+ Times/mo,1yr (A)
36 Order from BMG Music,1yr (A)
37 Play Billiards/Pool,1yr (A)
38 Buy from Little Caesars,1mo (A) *
39 Dine Out,<1 Times/mo,1yr (A)
40 Go to Professional Football Games,1+ Times
41 Own Roller Blades/In-Line Skates (A)
42 Buy from IHOP,1mo (A) *
43 Rent Videos,6+ Tapes,1mo (A)
44 Travel to Canada,3yr (A)
45 Go Snowboarding,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Hispanic,Net Audience (A)

02 Read Sport Truck (A)

03 Read True Story (A)

04 Read American Baby (A)

05 Watch BET, 1wk (A)

06 Read Baby Talk (A)

07 TV Professional Wrestling,Net Audience (A)
08 Read Vibe (A)

09 Read Stock Car Racing (A)

10 Read Popular Hot Rodding (A)
11 Read Automobile (A)

12 Read Jet (A)

13 Read Tennis (A)

14 Read Muscle & Fitness (A)

15 Read Soap Opera Digest (A)

16 Read Essence (A)

17 Black Radio,Net Audience (A)
18 Read 4 Wheel & Off Road (A)
19 Read Parenting (A)

20 Read The Source (A)

21 Read Parents Magazine (A)
22 Watch Nickelodeon,1wk (A)
23 Read Cable Guide (A)

24 Read Cycle World (A)

25 Read Mens Fitness (A)

26 Read The Cable Guide (A)

27 Urban Contemporary Radio,Net Audience (A)
28 Read Ebony (A)

29 Read WWE Magazine (A)

30 Read Car Craft (A)

31 Read Soap Opera Weekly (A)
32 Read Traditional Home (A)

33 Watch Cartoon Network, 1wk (A)
34 Read Working Mother (A)

35 Read Teen People (A)

36 Read Fitness (A)

37 Variety Radio,Net Audience (A)
38 Watch Cinemax, 1wk (A)

39 Read Family Fun (A)

40 Read Modern Bride (A)

41 Read Hot Rod (A)

42 Read Penthouse (A)

43 TV Boxing,Net Audience (A)
44 Read Discover (A)

45 Watch Showtime, 1wk (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
64 Bedrock America Social Group Rustic Living Housing Type Renters
Median Income $26,037 Bedrock America consists of young, economically challenged families in small,
Income Range Downscale isolated towns located throughout the nations heartland. With modest educations,

sprawling families and blue-collar jobs, many of these residents struggle to make ends
Age Group Under 35 meet. One quarter live in mobile homes. One in three havent finished high school.

Ethnicity High Black, Hisp, Amind Rich in scenery, Bedrock America is a haven for fishing, hunting, hiking and camping.
Demographics
Age Housing Urbanization
Description U.S. Segment Index Description U.S. Segment Index
Pop Age 0-4 6.6 9 136 Rural/Town (Density Deciles 0-3) 40.01 41.07 103
Pop Age 5-9 6.7 8.72 130 Suburb Fringe (Density Decile 4-5) 19.9 20.8 105
Pop Age 10-14 7.06 8.84 125 Urban Fringe (Density Deciles 6-7) 20 18.98 95
Pop Age 15-17 4.26 5.39 126 Urban (Density Deciles 8-9) 20.09 19.15 95
Pop Age 18-20 4.38 5.27 120 Education
Pop Age 21-24 5.51 6.53 118
Pop Age 25-34 13.66 13.85 101 Description U.S. Segment Index
Pop Age 35-44 15.21 13.75 20 Completed 0-8 Yrs Elem School 7.62 18.93 248
Pop Age 45-49 7.43 6.29 85 Attended High School, No Diploma 12.12 211 174
Pop Age 50-54 6.64 5.35 81 High School Graduate 28.54 31.79 111
Pop Age 55-59 5.45 435 80 Some College, No Degree 21.11 16.52 78
Pop Age 60-64 4.6 3.46 81 Associate Degree 6.32 4.03 64
Pop Age 65-74 6.52 5.03 77 Bachelor Degree 15.52 5.12 33
Pop Age 75-84 458 3.04 66 Masters Degree 5.86 1.78 30
Pop Age 85+ 174 115 66 Professional School Degree 1.95 0.53 27
Doctorate Degree 0.96 0.21 22
Income
Race/Ethnicity
Description U.S. Segment Index
HH Income < $15,000 14.67 30.02 205 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 18.32 162 White Alone Pop 7419 53.36 72
HH Income $25,000-$34,999 1207 16.01 130 Black/African American Alone Pop 12.3 24.81 202
HH Income $35,000-$49,999 15.39 14.69 95 Am Indian/Alaska Native Alone Pop 0.88 7.77 887
HH Income $50,000-$74,999 19.1 12.45 g5 Asian Alone Pop 4.05 0.65 16
HH Income $75,000-$99,999 11.61 4.81 41 Native Hawaiian/Other PI Alone Pop 0.15 0.09 64
HH Income $100,000-$149,999 9.43 555 27 Some Other Race Alone Pop 5.8 11.14 192
HH Income $150,000-$249,999 4.36 0.79 1g = 20rMore Races Pop 263 218 83
HH Income $250,000-$499,999 1.29 0.31 24  HispaniciLatino Pop 135 26.04 193
HH Income $500,000+ 0.6 0.06 9 Work Commuting Patterns
Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 72.8 94
Management Occupation(Except Farm) 8.31 4.02 48 Commute in Garpool 12.81 20.62 161
Farmers & Farm Managers 0.62 100 197 Use Public Transportation 5.02 0.91 18
Business Operations Specialists 2.03 0.86 42 Walk to Work Only 3.13 3.58 114
Financial Specialists 2.12 0.81 38 Commute by Motorcycle o.m 0.08 73
Computer & Mathematical Occup 2.34 0.38 16 Commuste by Bicycle 0.4 0.24 61
Architecture & Engineering Occup 1.97 0.74 37 Commute by Other Means 0.75 1.77 287
Life, Physical, & Social Sci Occup 0.9 0.37 41 Work at Home 1.93 1.13 58
Community & Social Services Occup 1.51 1.37 90 Commute to Work < 15 Minutes 29.73 36.88 124
Legal Occupations 1.04 0.31 30 Commute to Work in 15-29 Minutes 35.93 32.13 89
Education/Training/Library Occup 5.59 4.81 86 Commute to Work in 30-44 Minutes 18.97 16.86 89
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 187 0.66 35 || Commute to Work in 45-59 Minutes 737 6.42 87
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64 Bedrock America

Median Income $26,037
Income Range Downscale

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Rustic Living

Bedrock America consists of young, economically challenged families in small,

Housing Type Renters

isolated towns located throughout the nations heartland. With modest educations,
sprawling families and blue-collar jobs, many of these residents struggle to make ends

Age Group Under 35 meet. One quarter live in mobile homes. One in three havent finished high school.
Ethnicity High Black, Hisp, Amind Rich in scenery, Bedrock America is a haven for fishing, hunting, hiking and camping.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 3.02 67 Commute to Work in 60+ Minutes 8 7.71 96
Healthcare Support Occupations 2.07 2.98 144 Family Composition Household Type
Protective Service Occupations 1.99 2.33 117
Food Prep & Serving Related Occup 4.94 5.89 119  Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 5.08 149 HHs w/ 2+ Persons, Family, Married 51.63 49.4 96
Personal Care & Service Occupation 283 297 105 HHs with 2+ Persons, Family, Other 16.09 25.87 161
Sales & Related Occupations 1120 9.23 8 HHs with 2+ Persons, Nonfamily 6.22 3.78 61
Administration Support Occupations 15.44 11.99 78 HHs w/ 1 or more people < 18 years 35.94 49.01 136
Farm/Forest/Fishing Occupations 0.78 4.55 584 HHs with no people under 18 years 64.06 50.99 80
Construction/Extractn/Maint Occup 9.57 13.16 138 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 23.27 156 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 14.33 431
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 18.24 374
HHs with 1 Person 26.07 20.95 80 Home Value $40,000-$59,999 6.7 17.56 262
HHs with 2 Persons 3243 26.72 82 Home Value $60,000-$79,999 8.39 15.11 180
HHs with 3 Persons 16.67 18.79 113 Home Value $80,000-$99,999 9.88 11.68 118
HHs with 4 Persons 14.04 16.45 115 Home Value $100,000-$149,999 22.61 14.22 63
HHs with 5 Persons 6.53 9.3 142 Home Value $150,000-$199,999 15.24 4.67 31
HHs with 6 Persons 254 4.4 173 Home Value $200,000-$299,999 15.17 2.66 18
HHs with 7+ Persons 172 3.7 215 Home Value $300,000-$399,999 6.22 0.72 12
Home Value $400,000-$499,999 3.11 0.3 10
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.18 8
Description U.S. Segment Index || Home Value $750,000-$999,999 1.03 0.11 11
Owner-Occupied Housing Units 66.47 65.7 99 Home Value $1,000,000+ 1 0.21 21
Renter-Occupied HUs 33.53 34.3 102 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 24.03 97
Single Unit in Structure 66 61.47 93 Moved into Unit in 1995 to 1998 27.21 26.66 98
2 Units in Structure 419 3.34 80 Moved into Unit in 1990 to 1994 15.13 14.88 98
3-19 Units in Structure 13.49 7.88 58 Moved into Unit in 1980 to 1989 14.66 15.27 104
20-49 Units in Structure 3.37 0.93 28 Moved into Unit in 1970 to 1979 9.27 10.17 110
50+ Units in Structure 5.35 0.96 18 Moved into Unit in 1969 or earlier 9.05 8.99 99
Mobile Home or Trailer 7.38 25 339
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4N Market Point

Demographic based Housing Feasibility Study

64 Bedrock America
Median Income $26,037
Income Range Downscale

Age Group Under 35
Ethnicity High Black, Hisp, Amind

provided by MarketGraphics Research Group, Inc.

Social Group Rustic Living

Housing Type Renters

Bedrock America consists of young, economically challenged families in small,
isolated towns located throughout the nations heartland. With modest educations,
sprawling families and blue-collar jobs, many of these residents struggle to make ends
meet. One quarter live in mobile homes. One in three havent finished high school.
Rich in scenery, Bedrock America is a haven for fishing, hunting, hiking and camping.

Demographics

Top 15 Lifestyle Behaviors
01 Buy Swing Sets,1yr (A)
02 Order from Fingerhut,1yr (A)
03 Order from Home Shopping Network,1yr (A)
04 Buy from Pizza Inn,6mo (A)
05 Go Hunting with Gun,1yr (A)
06 Buy Large Baby Dolls,1yr (A)
07 Buy from Hardees,1mo (A) *
08 Rent/Buy Family/Kid Video,1mo (A)
09 Go Snowboarding,1yr (A)
10 Buy Fishing Equipment,1yr (A)
11 Go Fishing,1yr (A)
12 Shop at Wal-Mart Pharmacy,6mo (A)
13 Play Softball,1yr (A)
14 Buy from Sonic Drive-in,imo (A) *
15 Buy Electric Trains,1yr (A)

Lifestyle Behaviors 16-30
16 Rent Videos,6+ Tapes,1mo (A)
17 Buy Action Figures,1yr (A)
18 Buy from Krystals Hamburgers,1mo (A)*
19 Order from Readers Digest Association,1yr (
20 Play Volleyball,1yr (A)
21 Own Satellite Dish (H)
22 Buy from Little Caesars,1mo (A) *
23 Stay at Motel 6 on Vacation,1yr (A)
24 Play Billiards/Pool,1yr (A)
25 Buy Tent,1yr (H)
26 Buy from Chuck E Cheese,1mo (A) *
27 Buy from Pizza Hut,1mo (A) *
28 Buy from Captain Ds,1mo (A) *
29 Own Tent (H)
30 Play Baseball,1yr (A)

Lifestyle Behaviors 31-45
31 Shop at Lane Bryant,3mo (A)
32 Own Fishing Equipment (A)
33 Buy from Long John Silver,1mo (A) *
34 Order from priceline.com,1yr (A)
35 Own Outboard Motor (H)
36 Buy from Popeyes,1mo (A) *
37 Play Basketball,1yr (A)
38 Belong to a Church Board (A)
39 Buy Camping Equipment,1yr (H)
40 Order from J.C. Penney,1yr (A)
41 Buy from Dominos Pizza,1mo (A) *
42 Buy Childrens Book,1yr (A) *
43 Buy from Godfathers Pizza,6mo (A)
44 Buy from Taco Bell,imo (A) *
45 Go to High School Sports,1+ Times,1mo (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read American Baby (A)

02 Read Baby Talk (A)

03 Read Stock Car Racing (A)

04 Radio,NASCAR,Net Audience (A)
05 Read Guns & Ammo (A)

06 Read Bassmaster (A)

07 Read Field & Stream (A)

08 Read Popular Photography & Imaging (A)
09 Read True Story (A)

10 Read American Photo (A)

11 Read North American Hunter (A)
12 Read Outdoor Life (A)

13 Read Premiere (A)

14 Read Popular Hot Rodding (A)

15 Watch Cartoon Network, 1wk (A)

16 Read Parenting (A)

17 Read Working Mother (A)

18 Read Family Fun (A)

19 Watch Independent Film Channel,1wk
20 TV Professional Wrestling,Net Audience (A)
21 Read WWE Magazine (A)

22 Watch Country Music TV,1wk (A)

23 Read Hunting (A)

24 Read The Source (A)

25 Read Handguns (A)

26 Has Satellite Dish/Disc (A)

27 Read Sport Truck (A)

28 Watch Outdoor Life Network, 1wk (A)
29 Watch TNN, 1wk (A)

30 Read Hot Rod (A)

31 Read Family Handyman (A)

32 Read Parents Magazine (A)

33 Read Modern Bride (A)

34 Read 4 Wheel & Off Road (A)

35 Read Bicycling (A)

36 Watch Pay-Per-View Sports, 1yr (A)
37 Classic Rock Radio,Net Audience (A)
38 Watch TLC (The Learning Channel),1wk (A)
39 Watch Nickelodeon,1wk (A)

40 Read First for Women (A)

41 Read Popular Mechanics (A)

42 Watch Sci-Fi Channel, 1wk (A)

43 Read Road & Track (A)

44 Watch TV Land,1wk (A)

45 Read ESPN The Magazine (A)
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65 Big City Blues

Median Income $28,577
Income Range Downscale
Age Group Under 45

4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
Social Group Urban Cores Housing Type Renters
With a population thats 50 percent Latino, Big City Blues has the highest
concentration of Hispanic Americans in the nation. But its also the multi-ethnic

address for downscale Asian and African-American households occupying older inner-
city apartments. Concentrated in a handful of major metros, these young singles and

Ethnicity High Black, Asian & Hisp. single-parent families face enormous challenges: low incomes, uncertain jobs and
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 9.15 139 Rural/Town (Density Deciles 0-3) 40.01 26.66 67
Pop Age 5-9 6.7 8.29 124 Suburb Fringe (Density Decile 4-5) 19.9 20.47 103
Pop Age 10-14 7.06 7.51 106 Urban Fringe (Density Deciles 6-7) 20 21.7 108
Pop Age 15-17 4.26 4.05 95 Urban (Density Deciles 8-9) 20.09 31.17 155
Pop Age 18-20 4.38 542 124 Education
Pop Age 21-24 5.51 7.79 141
Pop Age 25-34 13.66 18.07 134 | | Description U.S. Segment  Index
Pop Age 35-44 15.21 14.75 97 Completed 0-8 Yrs Elem School 7.62 17.56 230
Pop Age 45-49 7.43 6.03 81 Attended High School, No Diploma 12.12 20.27 167
Pop Age 50-54 6.64 4.94 74 High School Graduate 28.54 26.31 92
Pop Age 55-59 5.45 385 71 Some College, No Degree 21.11 18.34 87
Pop Age 60-64 4.26 288 68 Associate Degree 6.32 5.06 80
Pop Age 65-74 6.52 3.78 58 Bachelor Degree 15.52 8.49 55
Pop Age 75-84 4.58 233 51 Masters Degree 5.86 2.56 44
Pop Age 85+ 174 0.96 55 Professional School Degree 1.95 1.05 54
Doctorate Degree 0.96 0.36 38
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 271 1g5 || Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 16.98 151  White Alone Pop 7419 33.64 45
HH Income $25,000-$34,999 1207 16.54 135 Black/African American Alone Pop 12.3 29.17 237
HH Income $35,000-$49,999 15.39 16.17 105 Am Indian/Alaska Native Alone Pop 0.88 1.06 121
HH Income $50,000-$74,999 19.1 13.34 70  Asian Alone Pop 4.05 6.72 166
HH Income $75,000-$99,999 11.61 5.46 47 Native Hawaiian/Other PI Alone Pop 0.15 0.29 192
HH Income $100,000-$149,999 9.43 3.04 30 Some Other Race Alone Pop 5.8 23.29 402
HH Income $150,000-$249,999 4.36 1 23 2o0rMore Races Pop 263 583 222
HH Income $250,000-$499,999 1.29 0.32 o5 HispaniciLatino Pop 135 45.47 337
HH Income $500,000+ 0.6 0.06 9 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 49.65 64
Management Occupation(Except Farm) 8.31 45 54 Commute in Garpool 12.81 16.73 131
Farmers & Farm Managers 0.62 0.03 5 Use Public Transportation 5.02 25.18 501
Business Operations Specialists 2.03 1.37 67 Walk to Work Only 3.13 6.51 208
Financial Specialists 212 131 62 Commute by Motorcycle 0.11 0.12 101
Computer & Mathematical Occup 2.34 1.42 61 Commuste by Bicycle 0.4 0.82 205
Architecture & Engineering Occup 1.97 0.89 45 Commute by Other Means 0.75 1 135
Life, Physical, & Social Sci Occup 0.9 0.43 48 Work at Home 1.93 0.89 46
Community & Social Services Occup 1.51 1.56 103 Commute to Work < 15 Minutes 29.73 19.08 64
Legal Occupations 1.04 0.47 45 Commute to Work in 15-29 Minutes 35.93 33.51 93
Education/Training/Library Occup 5.59 358 64 Commute to Work in 30-44 Minutes 18.97 23.71 125
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1.77 g5 || Commute to Work in 45-59 Minutes 7.37 10.46 142
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65 Big City Blues

Median Income $28,577
Income Range Downscale

4N Market Point

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Urban Cores

Housing Type Renters

With a population thats 50 percent Latino, Big City Blues has the highest

concentration of Hispanic Americans in the nation. But its also the multi-ethnic

address for downscale Asian and African-American households occupying older inner-

Age Group Under 45 city apartments. Concentrated in a handful of major metros, these young singles and
Ethnicity High Black, Asian & Hisp. single-parent families face enormous challenges: low incomes, uncertain jobs and
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 2.57 57 Commute to Work in 60+ Minutes 8 13.24 165
Healthcare Support Occupations 2.07 3.63 175 Family Composition Household Type
Protective Service Occupations 1.99 2.47 124
Food Prep & Serving Related Occup 4.94 7.61 154  Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 6.54 192 HHs w/ 2+ Persons, Family, Married 51.63 s1.77 62
Personal Care & Service Occupation 283 361 197 HHs with 2+ Persons, Family, Other 16.09 30.5 190
Sales & Related Occupations 1120 10.22 91 HHs with 2+ Persons, Nonfamily 6.22 9.19 148
Administration Support Occupations 15.44 17.69 115 HHs w/ 1 or more people < 18 years 35.94 42.6 119
Farm/Forest/Fishing Occupations 0.78 0.22 28 HHs with no people under 18 years 64.06 57.4 90
Construction/Extractn/Maint Occup 9.57 9.96 104 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 18.16 122 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 25 75
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 3.42 70
HHs with 1 Person 26.07 28.54 109 Home Value $40,000-$59,999 6.7 4.88 73
HHs with 2 Persons 3243 24 01 74 Home Value $60,000-$79,999 8.39 6.5 77
HHs with 3 Persons 16.67 1712 103 Home Value $80,000-$99,999 9.88 8.1 82
HHs with 4 Persons 14.04 1357 97 Home Value $100,000-$149,999 22.61 21.52 95
HHs with 5 Persons 6.53 8.38 108 Home Value $150,000-$199,999 15.24 15.38 101
HHs with 6 Persons 254 4.31 170 Home Value $200,000-$299,999 15.17 24.27 160
HHs with 7+ Persons 172 4.07 236 Home Value $300,000-$399,999 6.22 8.81 142
Home Value $400,000-$499,999 3.11 2.69 87
Housing Home Ownership Home Value $500,000-$749,999 2.44 1.28 52
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.31 30
Owner-Occupied Housing Units 66.47 17.7 27 Home Value $1,000,000+ 1 0.33 33
Renter-Occupied HUs 33.53 82.3 245 Housing Years in Home
Housing Units in Structure Description U.S. Segment Index
Description U.S. Segment Index Moved into Unit 1999 to March 2004 24.69 33.06 134
Single Unit in Structure 66 18.38 28 Moved into Unit in 1995 to 1998 27.21 32.99 121
2 Units in Structure 419 9.64 230 Moved into Unit in 1990 to 1994 15.13 13.81 91
3-19 Units in Structure 13.49 39.71 294 Moved into Unit in 1980 to 1989 14.66 10.4 71
20-49 Units in Structure 3.37 14.55 432 Moved into Unit in 1970 to 1979 9.27 5.51 59
50+ Units in Structure 5.35 16.81 314 Moved into Unit in 1969 or earlier 9.05 4.22 47
Mobile Home or Trailer 7.38 0.84 11
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4N Market Point

Demographic based Housing Feasibility Study

65 Big City Blues
Median Income $28,577
Income Range Downscale

Age Group Under 45
Ethnicity High Black, Asian & Hisp.

provided by MarketGraphics Research Group, Inc.

Social Group Urban Cores

Housing Type Renters

With a population thats 50 percent Latino, Big City Blues has the highest
concentration of Hispanic Americans in the nation. But its also the multi-ethnic
address for downscale Asian and African-American households occupying older inner-
city apartments. Concentrated in a handful of major metros, these young singles and
single-parent families face enormous challenges: low incomes, uncertain jobs and

Demographics

Top 15 Lifestyle Behaviors
01 Shop at Bloomingdales,3mo (A)
02 Buy from White Castle,1mo (A) *
03 Shop at Saks Fifth Ave,3mo (A)
04 Buy from Popeyes,1mo (A) *
05 Travel to Central/South America,3yr (A)
06 Buy from Houlihans,6mo (A)
07 Buy from Rallys,6mo (A)
08 Buy from Churchs Fried Chicken,1mo (A) *
09 Shop at Express,3mo (A)
10 Go Roller Skating,1yr (A)
11 Shop at Macys,3mo (A)
12 Collect Stamps,1yr (A)
13 Shop at Lane Bryant,3mo (A)
14 Buy from Chuck E Cheese,1mo (A) *
15 Shop at The Limited,3mo (A)

Lifestyle Behaviors 16-30
16 Go to Movie,4+ Times,3mo (A)
17 Shop at Structure,3mo (A)
18 Buy from Dunkin Donuts,1mo (A) *
19 Visit Disneyland (CA),1yr (A)
20 Go to Professional Basketball Games,1+ Tim
21 Shop at Lord & Taylor,3mo (A)
22 Order from Fingerhut,1yr (A)
23 Buy from Chi-Chis,1mo (A) *
24 Visit Any Universal Studios Park,1yr (A)
25 Buy from Blimpie Subs & Salads,1mo
26 Shop at Banana Republic,3mo (A)
27 Play Soccer,1yr (A)
28 Shop at Marshalls,3mo (A)
29 Dine Out,<1 Times/mo,1yr (A)
30 Shop at Ethan Allen Galleries,1yr (A)

Lifestyle Behaviors 31-45
31 Shop at Lerner,3mo (A)
32 Go Dancing,1yr (A)
33 Play Volleyball,1yr (A)
34 Shop at CVS Pharmacy,6mo (A)
35 Visit Any Six Flags Park,1yr (A)
36 Buy Action Figures,1yr (A)
37 Buy from Dennys,1mo (A) *
38 Buy from Sizzler Family Steakhouse,1mo (A)
39 Shop at The Gap,3mo (A)
40 Buy from KFC,1mo (A) *
41 Shop at Circuit City,1yr (A)
42 Shop at BJs Wholesale Club,6mo (A)
43 Shop at TJ Maxx,3mo (A)
44 Go to Professional Football Games,1+ Times
45 Shop at Radio Shack,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Read Jet (A)

02 Hispanic,Net Audience (A)

03 Read Ebony (A)

04 Read Essence (A)

05 Read Black Enterprise (A)

06 Read The Source (A)

07 Read Vibe (A)

08 Urban Contemporary Radio,Net Audience (A)
09 TV Soccer,Net Audience (A)

10 Watch BET, 1wk (A)

11 Read WWE Magazine (A)

12 TV Professional Wrestling,Net Audience (A)
13 TV Bowling,Net Audience (A)

14 Read Penthouse (A)

15 Read Star (A)

16 Variety Radio,Net Audience (A)

17 Read Brides (A)

18 Read Cable Guide (A)

19 Read The Cable Guide (A)

20 Read Vogue (A)

21 Read New York Magazine (A)

22 Read Washington Post,Sunday (A)
23 Watch Showtime, 1wk (A)

24 Read Allure (A)

25 Read Los Angeles Times,Sunday (A)
26 Listen Radio on Internet,1mo (A)
27 Read True Story (A)

28 Read GQ (A)

29 Read Premiere (A)

30 Read Baby Talk (A)

31 Jazz Radio,Net Audience (A)

32 Read Sport Truck (A)

33 Watch Pay-Per-View Sports, 1yr (A)
34 Read Spin (A)

35 TV Boxing,Net Audience (A)

36 Read Health (A)

37 Watch The Movie Channel,1wk (A)

38 Watch Cinemax, 1wk (A)

39 Read New York Times,Daily (A)

40 Read Photographic (A)

41 Read American Photo (A)

42 Read Discover (A)

43 Read Soap Opera Digest (A)

44 Watch Show Type,Daytime Dramas
45 Read National Enquirer (A)
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4N Market Point

Demographic based Housing Feasibility Study

provided by MarketGraphics Research Group, Inc.
66 Low-Rise Living Social Group Urban Cores Housing Type Renters
Median Income $21,951 The most economically challenged urban segment, Low-Rise Living is known as a
Income Range Poor transient world for young, ethnically diverse singles and single parents. Home values

Und are low -about half the national average- and even then less than a quarter of
Age Group nder 35 residents can afford to own real estate. Typically, the commercial base of Mom-and-

Ethnicity High Black & Hisp., Asian Pop stores is struggling and in need of a renaissance.
Demographics
Age Housing Urbanization
Description U.S. Segment Index | Description U.S. Segment Index
Pop Age 0-4 6.6 10.78 163 Rural/Town (Density Deciles 0-3) 40.01 29.06 73
Pop Age 5-9 6.7 10.14 151 Suburb Fringe (Density Decile 4-5) 19.9 22.11 111
Pop Age 10-14 7.06 8.9 126 Urban Fringe (Density Deciles 6-7) 20 22.57 113
Pop Age 15-17 4.26 4.77 112 Urban (Density Deciles 8-9) 20.09 26.27 131
Pop Age 18-20 4.38 5.83 133 Education
Pop Age 21-24 5.51 7.47 136
Pop Age 25-34 13.66 17.11 105 | | Description U.S. Segment  Index
Pop Age 35-44 15.21 13.59 89 Completed 0-8 Yrs Elem School 7.62 29.55 388
Pop Age 45-49 7.43 5.47 74 | Aftended High School, No Diploma 12.12 26.1 215
Pop Age 50-54 6.64 4.36 66 High School Graduate 28.54 23.04 81
Pop Age 55-59 5.45 333 61 Some College, No Degree 21.11 12.83 61
Pop Age 60-64 4.26 245 58 Associate Degree 6.32 3.07 49
Pop Age 65-74 6.52 3.3 49 Bachelor Degree 15.52 3.73 24
Pop Age 75-84 4.58 187 41 Masters Degree 5.86 0.98 17
Pop Age 85+ 174 0.71 41 Professional School Degree 1.95 0.55 28
Doctorate Degree 0.96 0.16 17
Income
Race/Ethnicity

Description U.S. Segment Index
HH Income < $15,000 14.67 36.91 252 Description U.S. Segment Index
HH Income $15,000-$24,999 11.28 18.84 167  White Alone Pop 74.19 29.7 40
HH Income $25,000-$34,999 1207 15.45 126 Black/African American Alone Pop 12.3 27.32 222
HH Income $35,000-$49,999 15.39 13.16 86 Am Indian/Alaska Native Alone Pop 0.88 1.15 132
HH Income $50,000-$74,999 19.1 9.53 50  Asian Alone Pop 4.05 415 103
HH Income $75,000-$99,999 11.61 3.45 30 Native Hawaiian/Other PI Alone Pop 0.15 0.22 144
HH Income $100,000-$149,999 9.43 177 19 Some Other Race Alone Pop 5.8 32.26 556
HH Income $150,000-$249,999 4.36 0.64 15 2 0rMore Races Pop 263 52 198
HH Income $250,000-$499,999 1.29 0.23 1g  Hispanic/Latino Pop 135 59.7 442
HH Income $500,000+ 0.6 0.04 6 Work Commuting Patterns

Work Occupation Description U.S. Segment Index
Description U.S. Segment Index Commute Alone in Vehicle 77.77 42.44 55
Management Occupation(Except Farm) 8.31 2.73 33 Commute in Carpool 12.81 21.32 166
Farmers & Farm Managers 0.62 0.04 7 Use Public Transportation 5.02 26.25 522
Business Operations Specialists 2.03 0.8 39 Walk to Work Only 3.13 7.25 231
Financial Specialists 2.12 0.62 o9 ~ Commute by Motorcycle 0.11 0.07 62
Computer & Mathematical Occup 2.34 0.56 24 Commute by Bicycle 0.4 0.98 245
Architecture & Engineering Occup 1.97 0.41 21 Commute by Other Means 0.75 1.69 227
Life, Physical, & Social Sci Occup 0.9 0.2 22 Work at Home 1.93 0.74 38
Community & Social Services Occup 1.51 0.96 63 Commute to Work < 15 Minutes 29.73 18.18 61
Legal Occupations 1.04 0.18 18 Commute to Work in 15-29 Minutes 35.93 33.38 93
Education/Training/Library Occup 5.59 268 48 Commute to Work in 30-44 Minutes 18.97 25.08 132
Art/Dsgn/Entrtnmnt/Sprts/Media Occ 1.87 1 53 | Commute to Work in 45-59 Minutes 737 9.64 181
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4N Market Point

66 Low-Rise Living
Median Income $21,951
Income Range Poor

Demographic based Housing Feasibility Study
provided by MarketGraphics Research Group, Inc.
Social Group Urban Cores

Housing Type Renters

The most economically challenged urban segment, Low-Rise Living is known as a
transient world for young, ethnically diverse singles and single parents. Home values

are low -about half the national average- and even then less than a quarter of

Age Group Under 35 residents can afford to own real estate. Typically, the commercial base of Mom-and-
Ethnicity High Black & Hisp., Asian Pop stores is struggling and in need of a renaissance.
Demographics
Work Occupation Work Commuting Patterns
Description U.S. Segment Index | Description U.S. Segment Index
Healthcare Practitn & Tech Occup 4.54 1.48 33 Commute to Work in 60+ Minutes 8 13.71 171
Healthcare Support Occupations 2.07 3.55 171 Family Composition Household Type
Protective Service Occupations 1.99 2.08 105
Food Prep & Serving Related Occup 4.94 8.54 173 = Description U.S. Segment Index
Building & Grnds/Clean/Maint Occup 3.41 9.36 274 HHs w/ 2+ Persons, Family, Married 51.63 33.44 65
Personal Care & Service Occupation 283 374 132 HHs with 2+ Persons, Family, Other 16.09 37.53 233
Sales & Related Occupations 1120 9.07 81 HHs with 2+ Persons, Nonfamily 6.22 6.74 108
Administration Support Occupations 15.44 14.13 92 HHs w/ 1 or more people < 18 years 35.94 53.63 149
Farm/Forest/Fishing Occupations 0.78 0.66 84 HHs with no people under 18 years 64.06 46.37 2
Construction/Extractn/Maint Occup 9.57 11.84 124 Housing Home Value
Production/Trans/Matl Moving Occup 14.94 25.38 170 Description U.S. Segment Index
Family Composition People in Household Home Value < $20,000 3.33 4.46 134
Description U.S. Segment Index Home Value $20,000-$39,999 4.88 6.69 137
HHs with 1 Person 26.07 223 86 Home Value $40,000-$59,999 6.7 9.44 141
HHs with 2 Persons 3243 19.94 61 Home Value $60,000-$79,999 8.39 9.36 112
HHs with 3 Persons 16.67 1733 104 Home Value $80,000-$99,999 9.88 8.4 85
HHs with 4 Persons 14.04 155 110 Home Value $100,000-$149,999 22.61 17.77 79
HHs with 5 Persons 6.53 11.16 171 Home Value $150,000-$199,999 15.24 14.42 95
HHs with 6 Persons 254 6.51 256 Home Value $200,000-$299,999 15.17 21.67 143
HHs with 7+ Persons 172 705 421 Home Value $300,000-$399,999 6.22 5.2 84
Home Value $400,000-$499,999 3.11 1.56 50
Housing Home Ownership Home Value $500,000-$749,999 2.44 0.63 26
Description U.S. Segment Index Home Value $750,000-$999,999 1.03 0.17 16
Owner-Occupied Housing Units 66.47 15.05 23 Housing Years in Home
Renter-Occupied HUs 33.53 84.95 253
Description U.S. Segment Index
Housing Units in Structure Moved into Unit 1999 to March 2004 24.69 31.88 129
Description U.S. Segment Index Moved into Unit in 1995 to 1998 27.21 33.14 122
Single Unit in Structure 66 23.73 36 Moved into Unit in 1990 to 1994 15.13 14.02 93
2 Units in Structure 419 8.82 210 Moved into Unit in 1980 to 1989 14.66 10.7 73
3-19 Units in Structure 13.49 38.85 288 Moved into Unit in 1970 to 1979 9.27 5.82 63
20-49 Units in Structure 3.37 13.28 394 Moved into Unit in 1969 or earlier 9.05 4.44 49
50+ Units in Structure 5.35 14.51 271
Mobile Home or Trailer 7.38 0.74 10
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4N Market Point

Demographic based Housing Feasibility Study

66 Low-Rise Living
Median Income $21,951
Income Range Poor

Age Group Under 35
Ethnicity High Black & Hisp., Asian

provided by MarketGraphics Research Group, Inc.

Social Group Urban Cores

Housing Type Renters

The most economically challenged urban segment, Low-Rise Living is known as a
transient world for young, ethnically diverse singles and single parents. Home values
are low -about half the national average- and even then less than a quarter of
residents can afford to own real estate. Typically, the commercial base of Mom-and-
Pop stores is struggling and in need of a renaissance.

Demographics

Top 15 Lifestyle Behaviors
01 Buy from White Castle,1mo (A) *
02 Buy from Jack-in-the-Box,1mo (A) *
03 Buy from Little Caesars,1mo (A) *
04 Go to Professional Basketball Games,1+ Tim
05 Order from Fingerhut,1yr (A)
06 Buy from Popeyes,1mo (A) *
07 Buy from Churchs Fried Chicken,1mo (A) *
08 Go to Professional Football Games,1+ Times
09 Buy from Rallys,6mo (A)
10 Order from Spiegel,1yr (A)
11 Buy from Whataburger,1mo (A) *
12 Go to Movie,4+ Times,3mo (A)
13 Buy from Carls Jr.,1imo (A) *
14 Shop at Bloomingdales,3mo (A)
15 Shop at Lerner,3mo (A)

Lifestyle Behaviors 16-30
16 Buy from Sizzler Family Steakhouse,1mo (A)
17 Member of Frequent Flyer Program
18 Stay at Ramada Inn on Vacation,1yr (A)
19 Travel to Central/South America,3yr
20 Visit Disneyland (CA),1yr (A)
21 Shop at Lane Bryant,3mo (A)
22 Shop at Neiman Marcus,3mo (A)
23 Play Volleyball,1yr (A)
24 Shop at Marshalls,3mo (A)
25 Travel to Japan/Asia/Other,3yr (A)
26 Shop at Macys,3mo (A)
27 Go Dancing,1yr (A)
28 Shop at Old Navy,3mo (A)
29 Shop at Walgreens,6mo (A)
30 Buy Swing Sets,1yr (A)

Lifestyle Behaviors 31-45
31 Play Soccer,1yr (A)
32 Shop at Ethan Allen Galleries,1yr (A)
33 Shop at Saks Fifth Ave,3mo (A)
34 Buy from Chuck E Cheese,1mo (A) *
35 Buy from Del Taco,1mo (A) *
36 Play Bingo,1yr (A)
37 Buy Fashion Dolls,1yr (A)
38 Go Snowboarding,1yr (A)
39 Shop at Thomasville,1yr (A)
40 Own Tropical Fish (A)
41 Play Baseball,1yr (A)
42 Shop at Disney Store,3mo (A)
43 Shop at The Gap,3mo (A)
44 Buy Large Baby Dolls,1yr (A)
45 Play Racquetball,1yr (A)

Top 15 Media Behaviors

Media Behaviors 16-30

Media Behaviors 31-45

01 Hispanic,Net Audience (A)

02 Read True Story (A)

03 Read Jet (A)

04 Read Los Angeles Times,Sunday (A)
05 Read Essence (A)

06 Urban Contemporary Radio,Net Audience (A)
07 Read Ebony (A)

08 Read The Source (A)

09 Read Vibe (A)

10 Read WWE Magazine (A)

11 TV Soccer,Net Audience (A)

12 Read Family Fun (A)

13 Read Black Enterprise (A)

14 Watch BET, 1wk (A)

15 Read Baby Talk (A)

16 TV Boxing,Net Audience (A)

17 Jazz Radio,Net Audience (A)

18 Watch Pay-Per-View Sports,1yr (A)
19 Read Soap Opera Weekly (A)

20 Read Star (A)

21 Read Automobile (A)

22 Read Soap Opera Digest (A)

23 Read Teen People (A)

24 TV Professional Wrestling,Net Audience (A)
25 Watch Cinemax, 1wk (A)

26 Read Photographic (A)

27 Read GQ (A)

28 Watch The Movie Channel,1wk (A)
29 Read Premiere (A)

30 TV Horse Racing,Net Audience (A)

31 Gospel Radio,Net Audience (A)
32 Read Penthouse (A)

33 Black Radio,Net Audience (A)
34 Read American Baby (A)

35 Read American Photo (A)

36 Read Seventeen (A)

37 Read Discover (A)

38 Watch Show Type,Daytime Dramas (A)
39 Read National Enquirer (A)

40 TV Daytime TV,Net Audience (A)
41 Read Parents Magazine (A)

42 Read Tennis (A)

43 Read Entertainment Weekly (A)
44 Read Vogue (A)

45 Read Bicycling (A)
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