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Households: 3,319,000

Average Household Size: 2.73

Median Age: 35.3

Median Household Income: $55,000

LifeMode Group: Family Landscapes 

Middleburg

WHO ARE WE?
Middleburg neighborhoods transformed from the easy 
pace of country living to semirural subdivisions in the last 
decade, when the housing boom reached out. Residents 
are conservative, family-oriented consumers. Still more 
country than rock and roll, they are thrifty but willing to 
carry some debt and are already investing in their futures. 
They rely on their smartphones and mobile devices to stay 
in touch and pride themselves on their expertise. They 
prefer to buy American and travel in the US. This market
is younger but growing in size and assets.

OUR NEIGHBORHOOD
• Semirural locales within metropolitan areas.

• Neighborhoods changed rapidly in the  
 previous decade with the addition of
 new single-family homes.

• Include a number of mobile homes
 (Index 152).

• Affordable housing, median value of   
 $158,000 (Index 89) with a low vacancy rate.

• Young couples, many with children;
 average household size is 2.73.

SOCIOECONOMIC TRAITS
• Education: 66% with a high school diploma  
 or some college.

• Unemployment rate lower at 7.4%
 (Index 85).

• Labor force participation typical of a   
 younger population at 66.7% (Index 106).

• Traditional values are the norm here—
 faith, country, and family.

• Prefer to buy American and for a
 good price.

• Comfortable with the latest in technology,  
 for convenience (online banking or saving  
 money on landlines) and entertainment.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Family Landscapes 

Middleburg

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 35.3   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 46.3   US: 62.1

4C

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Residents are partial to trucks, SUVs, and occasionally, convertibles, or motorcycles.

• Entertainment is primarily family-oriented, TV and movie rentals or theme parks
 and family restaurants.

• Spending priorities also focus on family (children’s toys and apparel) or home DIY projects.

• Sports include hunting, target shooting, bowling, and baseball.

• TV and magazines provide entertainment and information.

• Media preferences include country and Christian channels.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Family Landscapes 

Middleburg4C

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$158,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Middleburg
Tapestry Segment by households.

LifeMode Group: Family Landscapes 

Middleburg4C
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Households: 3,517,000

Average Household Size: 2.58

Median Age: 43.1

Median Household Income: $53,000

LifeMode Group: Cozy Country Living 

Salt of the Earth

WHO ARE WE?
Salt of the Earth residents are entrenched in their traditional, 
rural lifestyles. Citizens here are older, and many have 
grown children that have moved away. They still cherish 
family time and also tending to their vegetable gardens 
and preparing homemade meals. Residents embrace the 
outdoors; they spend most of their free time preparing for 
their next fi shing, boating, or camping trip. The majority has 
at least a high school diploma or some college education; 
many have expanded their skill set during their years of 
employment in the manufacturing and related industries. They 
may be experts with DIY projects, but the latest technology 
is not their forte. They use it when absolutely necessary,
but seek face-to-face contact in their routine activities.

OUR NEIGHBORHOOD
• This large segment is concentrated in the  
 Midwest, particularly in Ohio, Pennsylvania,  
 and Indiana.

• Due to their rural setting, households own  
 two vehicles to cover their long commutes,  
 often across county boundaries.

• Home ownership rates are very high
 (Index 132). Single-family homes are   
 affordable, valued at 25 percent less
 than the national market. 

• Two in three households are composed
 of married couples; less than half have  
 children at home.

SOCIOECONOMIC TRAITS
• Steady employment in construction,   
 manufacturing, and related service industries.

• Completed education: 42% with a
 high school diploma only.

• Household income just over the
 national median, while net worth is
 double the national median.

• Spending time with family their top priority.

• Cost-conscious consumers, loyal to brands  
 they like, with a focus on buying American.

• Last to buy the latest and greatest products.

• Try to eat healthy, tracking the nutrition
 and ingredients in the food they purchase.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Cozy Country Living 

Salt of the Earth

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 43.1   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 18.3   US: 62.1

6B

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.



Population900,000 11,000,000

9,180,000

Population Growth (Annual %)-0.5% 3.0%

0.3%

Population Density (Persons per sq. mile)0 25,000

1000

58

0
Wealth Index

96 350

0
Socioeconomic Status Index

107 350

0
Housing Affordability Index

200 350

Own
83.7%

Rent
16.3%

Home
Ownership

US Percentage:
63.6% Own
36.4% Rent

TAPESTRY
SEGMENTATION

TM

esri.com/tapestry

MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Outdoor sports and activities, such as fi shing, boating, hunting, and
 overnight camping trips are popular. 

• To support their pastimes, truck ownership is high; many also own an ATV. 

• They own the equipment to maintain their lawns and tend to their vegetable gardens.

• Residents often tackle home remodeling and improvement jobs themselves. 

• Due to their locale, they own satellite dishes, and many still require dial-up
 modems to access the Internet. 

• These conservative consumers prefer to conduct their business in person
 rather than online. They use an agent to purchase insurance.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Cozy Country Living 

Salt of the Earth6B

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$134,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Salt of the Earth
Tapestry Segment by households.
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Households: 1,215,000

Average Household Size: 2.21

Median Age: 52.4

Median Household Income: $46,000

LifeMode Group: Cozy Country Living 

Rural Resort Dwellers

WHO ARE WE?
Although the Great Recession forced many owners of second 
homes to sell, Rural Resort Dwellers residents remain an 
active market, just a bit smaller. These communities are 
centered in resort areas, many in the Midwest, where the 
change in seasons supports a variety of outdoor activities. 
Retirement looms for many of these blue collar, older 
householders, but workers are postponing retirement or 
returning to work to maintain their current lifestyles. 
Workers are traveling further to maintain employment. 
They are passionate about their hobbies, like freshwater 
fi shing and hunting, but otherwise have very simple tastes.

OUR NEIGHBORHOOD
• Housing is owner-occupied, single-family  
 homes, with some mobile homes. A strong  
 market for second homes, these rural areas  
 provide affordable homes valued at 8% less  
 than the US median home value. Over half  
 of the housing units are vacant due to a  
 high seasonal vacancy rate.

• In this older market, 42% of households  
 consist of married couples with no children  
 at home, while another 28% are single  
 person. Married couples with children at  
 home have older school-age children. 

• Set in scenic rural locations with proximity  
 to outdoor activities, two vehicles are  
 essential to get around.

SOCIOECONOMIC TRAITS
• Rural Resort Dwellers residents are close to 
 retirement. They’ve accumulated wealth  
 and begun to shift their portfolios to low-risk  
 assets. These active residents continue  
 to work in skilled occupations.

• Simple tastes and modesty characterize  
 these blue collar residents. They shop for  
 timeless, comfortable clothing, but only  
 when something must be replaced. They  
 pay little attention to advertising and   
 usually stick to the brands they know.

• They spend time with their spouses and  
 also maintain a social calendar.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Cozy Country Living 

Rural Resort Dwellers

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 52.4   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 21.9   US: 62.1

6E

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Residents drive older domestic vehicles and prefer to spend their disposable income on  
 gear to support their hobbies, which include freshwater fi shing, hunting with a rifl e or   
 shotgun, and motorcycling.

• At home, Rural Resort Dwellers residents spend any free time working on their vehicles
 and maintaining their gear. They make frequent trips to their local hardware store for parts
 and tools. These hands-on consumers are also passionate about vegetable gardening.

• Due to their remote locations, these neighborhoods have satellite dishes. A few residents  
 still rely on dial-up modems to stay connected. They don’t access the Internet often but
 will make online purchases for items diffi cult to fi nd in nearby stores.

• Their taste in TV shows refl ects their hobbies—Animal Planet, Discovery Channel,
 and the DIY Network.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Cozy Country Living 

Rural Resort Dwellers6E

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$163,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Rural Resort Dwellers
Tapestry Segment by households.
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Households: 883,000

Average Household Size: 2.02

Median Age: 61.8

Median Household Income: $63,000

LifeMode Group: Senior Styles 

Silver and Gold

WHO ARE WE?
Almost the oldest senior market (second to The Elders),
the difference of 10 years in median age reveals a
socioeconomic difference: This is the most affl uent senior 
market and is still growing. The affl uence of Silver and Gold 
has afforded the opportunity to retire to sunnier climates 
that feature exclusive communities and vacation homes. 
These consumers have the free time, stamina, and
resources to enjoy the good life.

OUR NEIGHBORHOOD
• Residents of Silver and Gold prefer a
 more bucolic setting, but close to
 metropolitan cities.

• Predominantly single-family, owner-
 occupied homes that have a median value
 of $289,000 (Index 163).

• Neighborhoods include seasonal or
 vacation homes, refl ected in the high   
 vacancy rate of 35%.

• Mostly older married couples with
 no children, average household size is 2.02.

SOCIOECONOMIC TRAITS
• Well-educated seniors, 44% have
 college degree(s). 

• Primarily retired, but many still active
 in the labor force, participation rate of 41%.

• Low unemployment at 7.2% (Index 83);  
 with self-employment highest among
 Tapestry markets (Index 222).

• More than half of the households with 
 income from wages/salaries, Social Security,  
 or investments, many drawing
 retirement income (Index 219).

• Connected, but primarily to get news and  
 track investments, more likely to own an  
 e-reader or tablet than a smartphone.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Senior Styles 

Silver and Gold

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 61.8   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 22.4   US: 62.1

9A

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Partial to luxury cars or SUVs; highest demand market for convertibles.

• Active seniors that maintain a regular exercise regimen and pay attention to
 healthier eating habits.

• Pursue the luxuries that well-funded retirement affords: an active social life, travel,
 hobbies, and sports (especially golf and boating) and liberal use of home
 maintenance services to minimize chores.

• Avid readers of newspapers, magazines (sports and travel), and books
 (audio, e-readers, or tablets).

• Generous supporters of charitable organizations.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Senior Styles 

Silver and Gold9A

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$289,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Silver and Gold
Tapestry Segment by households.

LifeMode Group: Senior Styles 

Silver and Gold9A
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Households: 3,775,000

Average Household Size: 2.65

Median Age: 39.7

Median Household Income: $44,000

LifeMode Group: Rustic Outposts 

Southern Satellites

WHO ARE WE?
Southern Satellites is the second largest market found
in rural settlements but within metropolitan areas located 
primarily in the South. This market is typically nondiverse, 
slightly older, settled married-couple families, who
own their homes. Almost two-thirds of the homes are 
single-family structures; a third are mobile homes.
Median household income and home value are below 
average. Workers are employed in a variety of industries, 
such as manufacturing, health care, retail trade, and 
construction, with higher proportions in mining and
agriculture than the US. Residents enjoy country living, 
preferring outdoor activities and DIY home projects.

OUR NEIGHBORHOOD
• About 79% of households are owned.

• Married couples with no children are
 the dominant household type, with a   
 number of multigenerational households  
 (Index 112).

• Most are single-family homes (65%), with a  
 number of mobile homes (Index 523).

• Most housing units were built in
 1970 or later. 

• Most households own 1 or 2 vehicles, but  
 owning 3+ vehicles is common (Index 146).

SOCIOECONOMIC TRAITS
• Education: almost 40% have a high school  
 diploma only (Index 137); 41% have college  
 education (Index 72).

• Unemployment rate is 9.2%, slightly higher  
 than the US rate.

• Labor force participation rate is 59.7%,  
 slightly lower than the US.

• These consumers are more concerned  
 about cost rather than quality or
 brand loyalty.

• They tend to be somewhat late in adapting
 to technology.

• They obtain a disproportionate amount of 
 their information from TV, compared to  
 other media.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Rustic Outposts 

Southern Satellites

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 39.7   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 38.6   US: 62.1

10A

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Usually own a truck; likely to service it themselves.

• Frequent the convenience store, usually to fi ll up a vehicle with gas.

• Typical household has a satellite dish.

• Work on home improvement and remodeling projects.

• Own a pet, commonly a dog.

• Participate in fi shing and hunting.

• Prefer to listen to country music and watch Country Music Television (CMT).

• Read fi shing/hunting and home service magazines.

• Partial to eating at low-cost family restaurants and drive-ins.

• Use Walmart for all their shopping needs (groceries, clothing, pharmacy, etc.).

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Rustic Outposts 

Southern Satellites10A

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family;
Mobile Homes

Median Value:
$119,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Southern Satellites
Tapestry Segment by households.

LifeMode Group: Rustic Outposts 

Southern Satellites10A
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Households: 1,354,000

Average Household Size: 2.74

Median Age: 34.3

Median Household Income: $36,000

LifeMode Group: Rustic Outposts 

Down the Road

WHO ARE WE?
Down the Road is a mix of low-density, semirural 
neighborhoods in large metropolitan areas; half are
located in the South, with the rest chiefl y in the West and 
Midwest. Almost half of householders live in mobile homes; 
approximately two-fi fths live in single-family homes. These 
are younger, diverse communities, with the highest 
proportion of American Indians of any segment. These 
family-oriented consumers value their traditions. Workers 
are in service, retail trade, manufacturing, and construction 
industries, with higher proportions in agriculture and 
mining, compared to the US. This market has higher 
unemployment, much lower median household income
and home value, and a fi fth of households with income 
below poverty level. 

OUR NEIGHBORHOOD
• Two-thirds of households are owned.

• Family market, primarily married couples
 or single-parent households (Index 145).

• Close to half of all households live in   
 mobile homes (Index 808). 

• Four-fi fths of households were built
 in 1970 or later.

• About 18% of owned homes are
 valued under $50,000 (over 3 times
 the US percentage). 

SOCIOECONOMIC TRAITS
• Education completed: 37% with a
 high school diploma only, 38% with
 some college education or a degree.

• Unemployment rate is 11.6%,
 higher than the US rate.

• Labor force participation rate is 59.6%,  
 slightly lower than the US.

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

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

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Rustic Outposts 

Down the Road

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 34.3   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 70.5   US: 62.1

10D

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Purchased a used vehicle in the past year, likely maintaining the vehicle themselves.

• Routinely stop by the convenience store to purchase a lottery ticket.

• Participate in fi shing and hunting.

• Visit chat rooms and play games online.

• Listen to the radio, especially at work, with a preference for rap, R&B, and hip-hop music.

• Enjoy programs on Animal Planet, typically watching via satellite dish.

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

• Favorite fast food: pizza.

• Frequent Walmart for all their shopping needs (groceries, clothing, pharmacy, etc.).

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Rustic Outposts 

Down the Road10D

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Mobile Homes; 
Single Family

Median Value:
$104,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Down the Road
Tapestry Segment by households.

LifeMode Group: Rustic Outposts 

Down the Road10D
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Households: 1,664,000

Average Household Size: 2.54

Median Age: 39.7

Median Household Income: $29,000

LifeMode Group: Rustic Outposts 

Rural Bypasses

WHO ARE WE?
Open space, undeveloped land, and farmland characterize 
Rural Bypasses. These families live within small towns along 
country back roads and enjoy the open air in these sparsely 
populated neighborhoods. Their country lifestyle focuses on 
the outdoors, gardening, hunting, and fi shing. They are 
more likely to own a satellite dish than a home computer. 
Although a majority of households do have a connection
to the Internet, their use is very limited. Those who are not 
yet retired work in blue collar jobs in the agriculture or 
manufacturing industries. 

OUR NEIGHBORHOOD
• An older market, with more married couples  
 without children and single households, the  
 average household size is slightly lower
 at 2.54.

• Most residents own single-family homes,
 or mobile homes (Index 493).

• Most housing was built from 1970 to 1989;  
 vacancy rates are higher due to
 seasonal housing.

• Residents live in very rural areas,
 almost entirely in the South.

SOCIOECONOMIC TRAITS
• Education is not a priority in this market.  
 Almost 30% have not fi nished high school;  
 only 9% have a bachelor’s degree or higher.

• Unemployment is very high at 14%
 (Index 161); labor force participation
 is low at 46% (Index 74).

• Income is primarily derived from wages;  
 however, dependence on Social Security  
 and Supplemental Security Income is
 above average.

• Religion, faith, and traditional values
 are central in their lives.

• Many have a pessimistic outlook of
 their household’s fi nancial well-being. 

• They rely on television to stay informed.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Rustic Outposts 

Rural Bypasses

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 39.7   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 59.9   US: 62.1

10E

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.



Population900,000 11,000,000

4,523,000

Population Growth (Annual %)-0.5% 3.0%

0.2%

Population Density (Persons per sq. mile)0 25,000

1000

33

0
Wealth Index

49 350

0
Socioeconomic Status Index

70 350

0
Housing Affordability Index

191 350

Own
71.1%

Rent
28.9%

Home
Ownership

US Percentage:
63.6% Own
36.4% Rent

TAPESTRY
SEGMENTATION

TM

esri.com/tapestry

MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Typical of their country lifestyle, Rural Bypasses residents prefer trucks over sedans.

• To save money, households shop at discount department stores, such as
 Walmart, and warehouse clubs like Sam’s Club.

• Magazines are a popular source of news and entertainment, particularly fi shing,
 hunting, and automotive types.

• As satellite TV subscribers, they regularly watch sports programming as well as
 their favorite shows on CMT or TCM.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Rustic Outposts 

Rural Bypasses10E

HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family;
Mobile Homes

Median Value:
$85,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Rural Bypasses
Tapestry Segment by households.
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Households: 2,305,000

Average Household Size: 2.25

Median Age: 40.0

Median Household Income: $27,000

LifeMode Group: Hometown 

Small Town Simplicity

WHO ARE WE?
Small Town Simplicity includes young families 
and senior householders that are bound by 
community ties. The lifestyle is down-to-earth 
and semirural, with television for entertainment 
and news, and emphasis on convenience for 
both young parents and senior citizens. Residents 
embark on pursuits including online computer 
games, scrapbooking, and rural activities like 
hunting and fishing. Since almost 1 in 4 
households is below poverty level, residents 
also keep their fi nances simple—paying bills
in person and avoiding debt.

OUR NEIGHBORHOOD
• They reside in small towns or semirural  
 neighborhoods, mostly outside
 metropolitan areas.

• Homes are a mix of older single-family  
 houses (61%), apartments, and mobile homes.

• A majority, 51%, of homes are
 owner occupied. (Index 80).

• Median home value of $88,000 is about
 half the US median.

• Average rent is $600 (Index 62).

• This is an older market, with almost half of  
 the householders aged 55 years or older,  
 and predominantly single-person households  
 (Index 139).

SOCIOECONOMIC TRAITS
• Education: 65% with high school diploma or
 some college.

• Unemployment higher at 11.9% (Index 138).

• Labor force participation lower at 51% (Index 81),
 which could result from lack of jobs or retirement.

• Income from wages and salaries (Index 82), Social   
 Security (Index 142) or retirement (Index 112),
 increased by Supplemental Security Income (Index 203).

• Price-conscious consumers that shop accordingly,
 with coupons at discount centers.

• Connected, but not to the latest or greatest gadgets;   
 keep their landlines.

• Community-orientated residents;
 more conservative than middle-of-the-road.

• Rely on television or newspapers to stay informed.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by GfK MRI.
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LifeMode Group: Hometown 

Small Town Simplicity

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 40.0   US: 37.6
|  Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 49.1   US: 62.1

12C

OCCUPATION BY EARNINGS
The fi ve occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Small Town Simplicity features a semirural lifestyle, complete with trucks
 (domestic, of course), ATVs, and vegetable gardens.

• Hunting, fi shing, and target shooting are favorite pastimes.

• A large senior population visit doctors and health practitioners regularly.

• However, a largely single population favors convenience over cooking—frozen meals
 and fast food.

• Home improvement is not a priority, but vehicle maintenance is.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status,
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size
and change among all Tapestry markets. Data estimated by Esri.
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HOUSING
Median home value is displayed for markets that are primarily
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$88,000
US Median: $177,000
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SEGMENT DENSITY
This map illustrates the density and
distribution of the Small Town Simplicity
Tapestry Segment by households.
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