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Map 10.5: Percent Open Market: Rustbelt Traditions 

Top Segment: Rustbelt Traditions

Map Notes 
• This map shows the Tapestry segment with the #2 penetration rate: Rustbelt Traditions 
• Penetration rate is measured as percent of patrons to the total population in each block group 
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The following is a detailed description of the 
third segment. 
 
Segment Code: 53 
Segment Name: Home Town 
LifeMode Group: L11 Factories and Farms 
Percent Households: 8.3% 
 
Demographic 
Young single-person households, married 
couples, and single-parent families hold the 
median age for Home Town residents to 34 years. 
This figure is slightly younger than the U.S. 
median; however, 24 percent of householders are 
over 65 years of age. Many families have two 
generations that have lived and worked in the 
community and children who plan to do the 
same. Home Town neighborhoods are 
predominantly white with some black population. 
 
Socioeconomic 
The median household income for Home Town 
residents is $28,800; their net worth is $48,800. 
With slightly more than 70 percent of their 
income derived from wages and salaries, they also 
rely on Supplemental Security Income and public 
assistance for support. Retirees draw Social 
Security benefits. Some draw retirement income, 
but very few have invested in the stock market. In 
educational attainment, 34 percent have not 
graduated from high school, compared to 20 
percent nationally. Only 7 percent hold a 
bachelor’s or graduate degree, compared to 25 
percent nationally. Although unemployment is 
fairly high, most of the employed find service or 
skilled labor jobs. The manufacturing, retail trade, 
construction, transportation, and support services 
industries are the primary sources of employment 
for these residents. 
 
Residential 
These low-density, settled neighborhoods in the 
Midwest and South rarely change. Home Town 
residents may move from one house to another, 
but they seldom cross the county line. More than 

70 percent live in single-family detached homes; 
another 12 percent live in two- to four-unit 
structures. More than half of the homes are 
owner-occupied with a median value of $58,900. 
Many of those who rent live in multiunit 
structures, paying very reasonable rates of less 
than $500 per month. With population declining 
in these neighborhoods, new construction is 
scarce. Homes are slightly run down; many 
housing units are vacant. Most homes were built 
before 1970. 
 
Preferences 
Home Town residents savor their quasi-country 
lifestyle by spending time outdoors, gardening, 
fishing, swimming, and walking and, when 
indoors, reading and playing cards. Many are pet 
owners who purchase prepackaged dry pet foods 
over moist foods. They make the most of their 
urban locations, enjoying nightclubs, bars, 
movies, museums, and zoos. They use the Internet 
primarily for e-mail and games, either at home, 
work, or the local library. Their primary means of 
communication is still the telephone, and the 
majority of calls are local. To keep up with 
current events, Home Town households subscribe 
to daily and Sunday newspapers and tune in to 
news and informational channels such as CNN, 
Fox News, and the Discovery Channel. Movie 
channels are also popular. They shop for groceries 
at discount stores such as Wal-Mart; Kroger and 
Aldi are also favorites. Perhaps hindered by lack 
of choice, Home Town shoppers buy apparel at 
discount stores or small local malls; however, they 
are gaining confidence in Internet and mail-order 
shopping. Residents do not dine out very often, 
but Applebee’s, Cracker Barrel, and Golden Corral 
are their restaurants of choice.
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Top Segment: Home Town

Map Notes 
• This map shows the Tapestry segment with the #3 penetration rate: Home Town 
• Penetration rate is measured as percent of patrons to the total population in each block group 
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The following is a detailed description of the 
fourth segment. 
 
Segment Code: 33 
Segment Name: Midlife Junction 
LifeMode Group: L10 Traditional Living 
Percent Households: 7.7% 
 
Demographic: Phasing out of their child-rearing 
years, Midlife Junction residents are approaching 
retirement. The median age is 40 years, and 
nearly a fifth of the residents are 65 or older. 
Their household types are mixed: married couples 
with and without children, and single persons. 
Most of these residents are white. 
 
Socioeconomic:  Most Midlife Junction residents 
are still working, although their labor force 
participation rate is below average, under 62 
percent. Nearly a third of the households are now 
drawing Social Security benefits. Although their 
median household income of $43,000 is below 
the U.S. median, their median net worth of 
$109,000 is not much different from the U.S. 
median of $100,000. Their education level is also 
comparable to the U.S.  
 
Residential:  Midlife Junction communities are 
found in the suburbs across the country. Two-
thirds of the households own their homes, usually 
a single-family home. Their median home value 
of $122,000 is lower than the U.S. median by 
about $24,000. The rest of households have opted 
for apartment living in multi-unit buildings of 
varying styles and sizes.  
 
Preferences:  As Midlife Junction residents pass 
from child rearing into retirement, they live quiet, 
settled lives. They have been planning and saving 
for their retirement, actively participating in IRA 
or 401K accounts. They spend their money 
carefully and do not succumb to fads.  
 
Midlife Junction households enjoy dining out at 
full-service restaurants, particularly on weekends, 
and take advantage of the convenience of fast 

food restaurants. They enjoy tending to their 
gardens. They prefer vehicles from a domestic 
manufacturer to a foreign one. Politically, they 
tend to lean toward the conservative side.  
 
They are comfortable making purchases by phone 
or Internet. Comfortable with computer 
technology, they use email to communicate with 
friends and families, and navigate the Internet at 
home or at work. The Midlife Junction 
households subscribe to cable and watch 
television at a higher rate than the U.S. in 
general. They also like reading the newspaper 
and books. Mindful of their expenses, they search 
for bargains at Wal-Mart, Kmart and JC Penney.
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Map 10.8: Percent Open Market: Midlife Junction 

Top Segment: Midlife Junction

Map Notes 
• This map shows the Tapestry segment with the #5 penetration rate: Midlife Junction 
• Penetration rate is measured as percent of patrons to the total population in each block group 
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The following is a detailed description of the fifth
segment. 
 
Segment Code: 18 
Segment Name: Cozy and Comfortable 
LifeMode Group: L2. Upscale Avenues 
Percent Households: 6.1% 
 
Demographic 
These middle-aged, married couples are 
comfortably settled in single-family homes in 
older neighborhoods. The median age for Cozy 
and Comfortable residents is 40.4 years, well 
above the U.S. median age of 36 years. Most 
residents are married, without children, or 
married couples with school age and adult 
children. This is a relatively large segment, 8.4 
million people, and growing moderately at about 
1 percent annually. Most of the residents in this 
segment are white. 
 
Socioeconomic 
Although the labor force is older, they are in no 
hurry to retire. Labor force participation remains 
above average, approximately 67 percent. 
Unemployment has crept up in the past few years 
but remains relatively low at 5.4 percent. 
Employment represents a variety of industries and 
occupations, from professional or managerial to 
service workers. Median household income is 
$61,000, drawn from wages and salaries for 80 
percent of Cozy and Comfortable residents, from 
investments for 45 percent of households, and 
from Social Security for 29 percent. Their net 
worth is more than $133,000. 
 
Residential 
Many of them are still living in the homes in 
which they raised their children. These are single-
family homes built before 1970 with a current 
market value of $151,000. Cozy and Comfortable 
neighborhoods are located mainly in suburban 
areas in the Midwest and Northeast. More than 
88 percent of the residents are homeowners, and 
vacancies are low at 3.8 percent. 
 

Preferences
Cozy and Comfortable residents prefer mutual 
funds and consult financial planners. They are 
likely to have a second mortgage, hold home 
equity credit lines, and refinance their mortgages. 
Home improvements, including lawn care, are 
important to Cozy and Comfortable residents. 
They own leaf shredders and foliage trimmers 
and buy grass seed. Contracting for concrete or 
masonry work and adding a deck, porch, or patio 
are popular home improvement projects for Cozy 
and Comfortable residents. Leisure time includes 
golf. 
 
Although they have home computers, owning the 
latest technology does not rank particularly high 
with Cozy and Comfortable residents. Their 
computers are several years old, and they are not 
running the latest Windows operating system. 
They use the Internet to obtain information 
about real estate, cars, or to play games. 
Television is more important than technology to 
Cozy and Comfortable residents; many 
households own four or more sets. They watch 
The Golf Channel and enjoy Home & Garden 
Television for information about home 
improvement projects. They enjoy attending 
hockey and pro football games as well as playing 
golf at home and on vacation.
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Map 10.9: Percent Open Market: Cozy and Comfortable  

Top Segment: Cozy and Comfortable

Map Notes 
• This map shows the Tapestry segment with the #6 penetration rate: Cozy and Comfortable 
• Penetration rate is measured as percent of patrons to the total population in each block group 
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The following is a detailed description of the sixth 
segment. 
 
Segment Code: 07 
Segment Name: Exurbanites 
LifeMode Group: L1. High Society 
Percent Households: 5.9% 
 
Demographic 
Exurbanites residents live beyond the urban 
fringe—preferring open space with affluence. 
The majority of households are empty nesters—
married couples with no children living at home. 
But 45 percent of the married couple households 
still have children at home. Most householders 
are between the ages of 45 and 64 years, with a 
median age of 43 years, which places them 
directly between college expenses and the care of 
elderly parents. Lifestage is as important to 
understanding this market as their lifestyle. There 
is little ethnic diversity in this market; most 
residents are white. 
 
Socioeconomic 
Labor force participation remains above average 
among Exurbanites residents, 67 percent. The 
labor force is college educated, more than 40 
percent hold a bachelor’s or a graduate degree 
and are well employed (about half hold 
professional or managerial positions). An 
increased number of residents prefer to be self-
employed or work from home instead of 
commuting to work. Median net worth is more 
than $200,000, almost twice that of the national 
median; median household income is more than 
$80,000. More than 20 percent have begun to 
draw retirement income. Almost 60 percent of 
the households receive additional income from 
their investments. 
 
Residential 
Exurbanites households are growing by almost 2 
percent annually, but these are not the newest 
neighborhoods. Recent construction comprises 
less than 20 percent of the housing stock. More 
than half of the homes were built before 1970. 

Most homes are single-family structures. Median 
home value is about $235,000, almost twice the 
national median. Exurban living is not supported 
by public transportation. Almost 80 percent of 
households own at least two vehicles. 
 
Preferences 
Exurbanites residents’ lifestage highlights their 
focus on investments and financial services. They 
consult with financial planners, own shares in tax-
exempt funds, and track their investments on the 
Internet. They are well insured between personal 
property policies and life insurance policies 
ranging from $250,000 to $500,000. Many have 
second mortgages or home equity lines of credit. 
Exurbanites residents’ lifestyle includes work on 
their homes and gardens and outdoor activities. 
Purchase of lawn care products, shrubs, and 
outdoor plants to enhance their properties is 
popular. Interior improvements also rank high 
with this segment; they contract for carpet and 
ceramic tile floor installation, remodeling, and 
exterior painting. They frequently use the Yellow 
Pages to find general contractors. To perform 
their own home improvement projects, 
Exurbanites residents own equipment such as 
electric sanders, chain saws, and glue guns. 
Leisure time includes golf, boating, hiking, 
kayaking, and vacations.  Shopping is practical. 
They are more likely to buy from Lands’ End, 
L.L.Bean, Old Navy, and Target than shop at 
upscale retailers. They listen to public radio and 
donate to PBS. Reading and dining well are also 
important to Exurbanites residents. They are also 
active in their communities—volunteering, 
participating in civic activities, and donating to 
charitable organizations. 
 



  

  

 

www.civictechologies.com 

(888) 606-7600 
 
 
 
December 2007 

 
 
© CIVICTechnologies 
    Confidential. 

Topeka and Shawnee County Public Library

Map 10.7: Percent Open Market: Exurbanites 

Top Segment: Exurbanites

Map Notes 
• This map shows the Tapestry segment with the #4 penetration rate: Exurbanites 
• Penetration rate is measured as percent of patrons to the total population in each block group 
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The following is a detailed description of the 
seventh segment. 
 
Segment Code: 36 
Segment Name: Old and Newcomers 
LifeMode Group: L4 Solo Acts 
Percent Households: 4.8% 
 
Demographic:  Old and Newcomers are 
neighborhoods in transition, populated by renters 
who are starting their careers or retiring. 
Householders are either in their twenties or over 
the age of 75. The median age, 36 years, simply 
splits this age disparity. These neighborhoods 
have more single-person and shared households 
than families. Most of these residents are white. 
The racial diversity here reflects the U.S. 
 
Socioeconomic:  Although one in four 
households is receiving Social Security now, Old 
and Newcomers have above average rates of 
labor force participation and below average 
unemployment rates. Median household income 
of $40,400 is lower than the U.S. in general, but 
their median net worth of almost $103,000 is 
slightly higher. Their educational attainment is 
slightly above the U.S. average. They work 
manufacturing, retail, healthcare and other 
service industries. 
 
Residential:  Spread throughout metropolitan 
areas of the U.S., neighborhoods of Old and 
Newcomers sustain a lot of transition. Over half 
the residents moved in the last five years. With 62 
percent of households renting, Old and 
Newcomers live in older, mid- or high-rise 
buildings. Six out of ten homes were built 
between the 1960s and 1980s. Median home 
value in these neighborhoods is $143,000.  
 
Preferences:  What the Old and Newcomers buy 
or do not buy reflects their unencumbered 
lifestyle as mainly renters and singles. Compact 
cars are popular among Old and Newcomers to fit 

the needs of the nonfamily household. Although 
they prefer domestic cars to foreign models, the 
gap is not pronounced. They are more likely to 
have renters’ and medical insurance, including 
long term and disability care, than combined 
home/auto or life insurance policies. They enjoy 
the company of pets, but prefer cats to dogs, 
possibly because of apartment living. 
 
They like reading books, either fiction or 
nonfiction. Among the markets with median 
household income below the U.S. level, Old and 
Newcomers have the highest readership. But their 
fondness of books does not translate into heavy 
readership in newspapers or magazines. They 
enjoy watching television and listening to the 
radio, but at a more moderate level than the 
average. Contemporary hit radio trumps other 
formats. They like going to the movies and 
renting videos. 
 
Consumer choices are also as varied as the ages of 
Old and Newcomers. They pursue sports like 
racquetball and golf in addition to jogging or 
walking. They like tee shirts and designer jeans—
and women’s fur coats. They fly kites, go to the 
zoo and enjoy cooking. Age is not always obvious 
from their choices. 
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70 percent among households In Style.
Neighborhoods are freckled across the South and 
Gulf Coast; some are found in the Midwest. A 
concentration of these neighborhoods is also 
found in Arizona. 

Residential:  In Style live in affluent 
neighborhoods of metropolitan areas. More 
suburban than urban, these households 
nevertheless embrace an urbane lifestyle, with 
many favoring townhomes over the traditional 
single-family dwellings. More than 75 percent of 
their homes were built in the last 30 years and 
carry a median value of $204,000. 
Homeownership is just slightly above average at 

 
Preferences: In Style residents are computer-
savvy; they own and use cell phones, PDAs, and 
PCs with a host of software from accounting to 
web authoring and utilities. They would probably 
purchase computer hardware from Dell 
Computer. Online activities include computer 
equipment purchases, researching real estate 
information, tracking investments and planning 
travel. They use tax preparation software, own 
mutual fund shares, insured money market 
accounts through a bank and contribute to 401k 
retirement accounts. Looking toward the future, 
In Style residents hold long-term care and 
disability insurance policies. Home remodeling 
and yard care are contracted out to various 
services.  
 
Physical fitness is an integral part of their lifestyle. 
They subscribe to Weight Watchers for diet 
control, work out in a regular exercise program 
and take vitamins. They own treadmills and 
weights, practice yoga, play tennis and go scuba 
diving. Rock concerts, live theater and museum 
visits fill up leisure time. Domestic travel for 
business and leisure ranks high for this segment. 
They read airline magazines; listen to public, 
news-talk, classical and alternative radio. They 
subscribe to cable (digital, of course); E! and The 
Golf Channel are cable channel favorites. They 
enjoy dining out at Cheesecake Factory, Don 
Pablo’s, and Chili’s Grill and Bar. Shopping 
preferences include Nordstrom, Eddie Bauer, 
Banana Republic, amazon.com, L.L. Bean and 
Land’s End. 

The following is a detailed description of the 
ninth segment. 
 
Segment Code: 13 
Segment Name: In Style  
LifeMode Group: L2. Upscale Avenues 
Percent Households: 4.2% 
 
Demographic:  In Style households live in the 
suburbs, but favor the lifestyle of city dwellers. 
Professional couples predominate, with higher 
labor force participation and fewer children. 
Married couple households represent 55 percent 
of all households. Households without children, 
including singles and nonfamily households, are 
over 60 percent of all households—and 
increasing. The population is slightly older; 
median age is 37.8 years. There is little diversity In 
Style. 
 
Socioeconomic:  In Style households are 
prosperous, with a median household income 
over $65,000 and a median net worth of 
$162,000, roughly 1.5 times the national median. 
Wages and salaries provide income for 85 percent 
of these residents; 45 percent also have some 
form of investment or rental property income. In 
Style residents are very well educated compared 
to the average U.S. residents; nearly 40 percent 
hold a college or graduate degree. Labor force 
participation is above average, 71 percent, and 
unemployment is low, less than five percent. Most 
of the labor force is engaged in professional or 
managerial positions with above average 
concentrations in the financial services, insurance 
and technical service industries. 
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Preferences 
Great Expectations homeowners are not afraid to 
tackle smaller maintenance and remodeling 
projects, often preferring to complete them on 
their own, but they also enjoy a young and active 
lifestyle. Going to bars, dancing, and playing pool 
are some of the leisure activities they enjoy. They 
go out for dinner and a movie, attend music 
concerts, visit a theme park, and go to the zoo or 
the beach. Singles take advantage of the 
convenience of fast-food restaurants. An 
adventurous bunch, they have tried their hand at 
different sports such as fishing, hunting, 
canoeing, roller blading, or boating. 
 
They often watch TV for entertainment and news. 
Their entertainment programs include sitcoms, 
major sports events, and MTV. From country to 
rock, their taste in music is varied. Traveling does 
not rank high in this market segment. Still 
focused on starting a career, many have not 
prepared for their retirement by investing for the 
future. They shop at major discount stores and 
department stores, such as Sears and JCPenney, 
but many residents buy over the Internet or from 
catalogs for good deals. They dress youthfully, 
too, preferring to wear brand name athletic shoes 
and jeans. 

 

 

 

The following is a detailed description of the 
tenth segment. 
 
Segment Code: 48 
Segment Name: Great Expectations  
LifeMode Group: L7 High Hopes  
Percent Households: 3.9% 
 
Demographic 
Young singles and married couples dominate the 
Great Expectations market. Approximately half of 
the married couples have children. The median 
age of the residents is 32.8 years. Some residents 
are just starting out in their careers or family 
lives. An above average percentage of diversity 
householders are still in their twenties and early 
thirties. Their ethnic diversity is comparable to the 
U.S diversity. 
 
Socioeconomic 
The median household income of $36,000 and net 
worth of $69,000 are low compared to those of 
the U.S. median. Although their educational level 
is slightly lower than the U.S. average, many have 
attended college or obtained a degree. The 
relatively large proportion of younger residents 
improves labor force participation, currently more 
than 68 percent. Manufacturing, retail, and other 
service industries are the primary employers of 
workers in Great Expectations. 
 
Residential 
Great Expectations neighborhoods are home to a 
blend of homeowners and renters. Nearly half 
own single-family houses with a median value of 
$96,000, which is equivalent to about two-thirds 
of the U.S. median. The other half rent 
apartments in low- or mid-rise buildings. Most 
homes in these older suburban neighborhoods 
were built before 1960. Great Expectations 
neighborhoods are located throughout the 
country, with higher proportions in the Midwest 
and South. 
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