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Software Price List

PCensus

Is aonestop, affordable solution for identifying your best business opportunities, PCensus is the only tg
need. Designed specifibato analyze customers and markets, it enables you to import and integrate you
with demographics for the most accurate market analysis.

A PCensus solution consists of: Mapping software (GIS), PCensus analysis software, Demographic an
Geographicgtreets maps, census boundaries and postal zip codes) data

Mapping

PCensus for PCensus for PCensus for
Choos a Version of PCensus MapPoint ArcView Maplnfo
$795 $795 $795
Profiling & Targeting . .

R OptionakE Optionalé
Drive Time Areas Included ($500) ($250)
Import and link pur data with PCensus
Display street maps to define study areas
locating street addresses
Basic Thematic Mapping
(State, County, CT, ZIP)

Advanced Thematic Mapping
(Block Group, Custom Boundaries)
Uses ESRI mapping & data (.mdlyr, .shp)
Uses MaplInfo mapping & data (.tab, .mif)

. : MapPoint ArcView MaplInfo Professiond
Required Mapping Software $250 Call for pricing Call for pricing
Premium Street Maps n/a OptionalD Optional D A

E Drive Time Option (used withPCensus for ArcViey
Defines drive time polygons (the area that describes the travel time in minutes from a location). Covers the stree
road network for the entire United States.

é Drive Time Option using MapPoint (used withPCensus foMaplInfg)
Defines drive time polygons using Microsoft MapPoint (the area that describes the travel time in minutes from a |

D NAVTEQ i NAVSTREETSmaps includes streets & highveawith address ranges Call for pricing

AStreetProi TeleAtlas street maps witiddress rangdsised withPCensus for Mapinjo Call for pricing

Source of Drive Time Option: Applied Spatial Technology, Falls Church, VA

Maplnfo is a regitered trademark of Pitney Bowes Business Insibtaty, NY

ESRI and ArcView ee registered trademarks of Environmental Systems Research Institute, Redlands, CA

Microsoft and Microsoft MapPoint are registered trademarks of Microsoft Corporation, Redmond, WA

Product description and prices contained herein are subject to chahgetwibtice. Prices showru&e i


http://appserver:8088/software/pcensus/pcensus_arcview.html
http://appserver:8088/software/pcensus/pcensus_arcview.html
http://appserver:8088/software/pcensus/pcensus_arcview.html
http://appserver:8088/software/pcensus/pcensus_arcview.html
http://appserver:8088/software/pcensus/pcensus_arcview.html
http://appserver:8088/software/pcensus/pcensus_arcview.html
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Nielsen Claritas Btabases Overview

Pop Facts Demographic$ page2
PopFacts is a shorthand term for the massive set of
demographic estimates and projections produced each ys
by Claritas. Estimates are data prepared for current yeatr
and projections (sometimes called forecasts) areapeep
for dates five years in the future.

Pop Facts Supplemental page9
PopFacts Supplemental provides demographic data as a
mid-year update to the annual version of FgEts®. The
Supplemental coverthe basics of population, households,
income, education, and home value

Consumer Buying Poweri pagell
Consumer Buying Power provides the most current
consumer expenditures availalltecontains currenyear
estimates and-$ear projections of total household
expenditures for over 350 specific product categories,

including goods and services, and 73 summary categories.

Business Fact$ page 15
Businesdg-acts gives marketers access to U.S. business
and employee count infoiation for all types of
companies.

PRIZM i pagel6
PRIZM is a revolutionary new segmentation system that
harnesses the power of both household and geographic
level data. PRIZMusesa pateripending methodology that
marries demographic and lifestyle data to help companie
target their customers

Retail Market Power i page23
The Retail Market PowerE
actionable portrait of sales opportunity for optimal site an
market analysis, so you can maximize your growth
strategies by accurately targetiting sales gaps that exist
in the marketplace.

Net Worth & Income Producing Assetsi page25
Net Worth is defined as a household's total financial asse
minus its liabilities. Assets include financial holdirsggh
as deposit accounts, investments and home value.
Liabilities include loans, mortgages and credit card debt.

Financial CLOUT i page27
Claritas Financial CLOUT® is a database that contains th
currentyear (CY) and fiveyear (FY) projections of
market penetration and dollar balances for more than 10(

PSYCLE i page28
P$YCLE is a household segmentation systerhghaups

par consumers into 58 segments based on income producing
assets and a wide variety of financial and investment
behavior.

J

Bank Branch Locationsi page29

The Bank Branch Database isvaalth of data about the
nationds bank branch syst e
and total deposits for every branch of every bank, savings
bank, savings and loan, and credit union in the U.S. The
database also |ists every
holding company.
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The Claritas Demographic Estimation Program traces its history to the industry's earliest years, and is complet
its third decade in the hands of the industry's most experienced demographers. The demographers now with t
Claritasteam did the industrydéds groundbreaking work in
to the profession of applied demography.

PopFactsis a shorthand term for the massive set of demographic estimates and projections produced l@ach ye:
Claritas. Estimatesare data prepared for current year, prajections(sometimes called forecasts) are prepared for
dates five years in the future.

PopFactsis produced each year for many geographic levels including national, state, cowgygcpyétown),

MCD, census tract, and block group. Data are also available for commonly used areas such as metropolitan a
ZIP Codes, and media areas such as DMAs. Because they are produced for smBb@Featscan be easily
aggregated to custn geographic areas specified by the user.

PopFactsstarts with the estimation and projection of "base counts," such as total population, household
population, group quarters population, households, family households, and housing units. Chasactkistido
these base counts are then estimated. Population characteristics include age, sex, race, and Hispanic ethnicit
households are estimated by age of householder and income; family households are estimated by income; ant
owneroccupied housingnits are estimatelly value.

PopFactsare prepared first for large geographic areas, then for progressively smaller areas, with adjustments
ensuring consistency from one level to the next. In order to take full advantage of methodological refavegnents
new data resources, each set of updates begins no
recent decennial census. For this reason, the difference between estimates for consecutive years is not an es
of change from ongear to the next. Change is estimated with reference to the previous census numbers. The
target estimation and projection datdanuaryl of the relevant year.

PopFacts is a trademark of Claritas, Inc.

Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.

States Region | United | County*
Level of Data X ) ) )
Size|Size|Si ze| Si ze|(8states| States| /CBSA
Block Group, Census Trad¥JCD, County, $595
Place, CBSADMA, State, ZIP Code $1,235 | $1980. | $2475 | $3,300 | $5,360 | $8,245 | ¢4 190
CensusTract, County, CBSA, DMA, State $430. $695. $865. $1,155 call call -
MCD, County, CBSA, DMA, State $430. $695. $865. $1,155 call call -
ZIP Code, County, CBSADMA, State $430. $695. $865. $1,155 call call -
Place, County, CBSA, DMA, State - - - - $1.800. -
County, CBSA, DMA, State - - - - - $1,200. -
* County exceptions: Cook, IL; Harri$X; Los Angeles, CA; Maricopa, AZ; Orange, CA; San Diego, CA $1,190
Shopping Center Locations $960. $1,535 | $1,920.| $2,560.| $4,160. | $6,400. /$$19(;C210
Traffic Volume Locations $1,130 | $1,80Q | $2,250.| $3,000.| $4,875. | $7,500. 2;12’122556
SizefAO States SizefiBO States SizefCo States SizefDO States

Alaska, Arizona, Delaware, D.C.,
Hawaii, Idaho, Montana, Nevada,
New Hampshire, New Mexico, Oregq
Rhode Island, Utah, Vermont,
Wyoming

Alabama, Colorado, Connecticut,
Maine, Maryland, Mississippi,
Nebraska, North Dakota, Oklahoma,
South Carolina, Soutbakota,
Washington, West Virginia

Arkansas, Georgia, Indiana, lowa,
Kansas, Kentucky, Louisiana,
Massachusetts, Missouri, North
Carolina, Tennessee, Virginia,
Wisconsin

California, Florida, Michigan, lllinois,
Minnesota, New York, New Jersey, Ohi

Pennswania, Texas
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Pop Facts: Demographic Quick Facts

Population
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth 19962000
Households
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth 19962000

C-Yr Estimated Population by Single
Race Classification
White alone
Black or African American alone
American Indian and Alaska Native
alone
Asian alone
Native Hawaiian and Other Pacific
Islander alone
Some other race alone
Two or more races

C-Yr Estimated Population Hispanic
or Latino

Hisparic or Latino

Not Hispanic or Latino
C-Yr Tenure of Occupied Housing
Units

Owner Occupied

Renter Occupied
C-Yr Average Household Size
C-Yr Estimated Households by
Household Income

Less than $15,000

$15,000 to $24,999

$25,000 to $34,999

$35,000 to $49,999

$50,000 to $74,999

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $249,999

$250,000 to $499,999

$500,000 or more
C-Yr Estimated Average Household
Income
C-Yr Estimated Median Household
Income
C-Yr Estimated Per Capita Income

Pop Facts: Population Quick Facts
Population Age 15- 17 Age 18 and over Native Hawaiian and Other Pacific
5-Yr Projection Age 18- 20 Age 21 and over Islander alone
C-Yr Estimate Age 21- 24 Age 65 and over Some other race alone
2000 Census Age 25- 34 C-Yr Estimated Median Age Two or more races
1990 Census Age 35- 44 C-Yr Estimated Average Age C-Yr Estimated Population Hispanic
Growth C-Yr to 5-Yr Age 45- 49 C-Yr Estimated Population bySingle | or Lati no
Growth 2000to C-Yr Age 50- 54 Race Classification Hispanic or Latino
Growth 1990-2000 Age 55- 59 White alone Not Hispanic or Latino
C-Yr Estimated Total Population by Age 60- 64 Black or African American alone C-Yr Estimated Population by Sex
Age Age 65- 74 American Indian and Alaska Native Male
Age 0-4 Age 75- 84 alone Female
Age 5-9 Age 85 and over Asian alone Male/Female Ratio
Age 10- 14 Age 16 and over
Pop Facts: Household Quick Facts
Households $75,000 to $99,999 C-Yr Estimated Group Quarters Single Female Householder

5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth C-Yrto 5-Yr
Growth 2000to C-Yr
Growth 1990-2000
C-Yr Estimated Households by
Household Income
Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999

$100,000 to $149,999

$150,000 to $249,999

$250,000 to $499,999

$500,000 or more
C-Yr Estimated Average Household
Income
C-Yr Estimated Median Household
Income
C-Yr Estimated Per Capita Income
C-Yr Estimated Households by
Household Type

Family households

Non-family households

Population
C-Yr Estimated Households by
Household Size

1-person household

2-person household

3-person household

4-person household

5-person household

6-person household

7-or-more person household
C-Yr Average Household Size
C-Yr Estimated Households by Type
and Presence of Ow Children

Single Male Householder

Married Couple Families
With own children
No own children
Male Householder
With own children
No own children
Female Householder
With own children
No own children
Nonfamily: Male Householder
Nonfamily: Female Householder

Pop Facts: Demographic Snapshot

Population
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth C-Yr to 5-Yr
Growth 2000to C-Yr
Growth 1990-2000
C-Yr Estimated Population by Single
Race Classification
White abne
Black or African American alone
American Indian and Alaska Native
alone
Asian alone
Native Hawaiian and Other Pacific
Islander alone
Some other race alone
Two or more races
C-Yr Estimated Population Hispanic
or Latino by Origin
Not Hispanic or Latino
Hispanic or Latino
Hispanic or Latino by Origin
Mexican
Puerto Rican
Cuban

All Other Hispanic or Latino
C-Yr Estimated Hispanic or Latino by
Single Race Classification

White alone

Black or African American alone

American Indian and Alaska Native

alone

Asian alone

Native Hawaiian and Other Pacific

Islander alone

Some other race alone

Two or more races alone
C-Yr Estimated Population, Asian
Alone Race by Category

Chinese, except Taiwanese

Filipino

Japanese

Asian Indian

Korean

Vietnamese

Cambodian

Hmong

Laotian

Thai

Other Asian

Two or more Asian categories
C-Yr Estimated Population by Sex

Male

Female

Male/Female Ratio
C-Yr Estimated Population by Age

Age 0-4

Age 5-9

Age 10- 14

Age 15- 17

Age 18- 20

Age 21- 24

Age 25- 34

Age 35-44

Age 45- 49

Age 50- 54

Age 55- 59

Age 60- 64

Age 65- 74

Age 75- 84

Age 85 and over

Age 16 and over

Age 18 and over

Age 21 and over

Age 65 and over
C-Yr Estimated Median Age
C-Yr Estimated Average Age
C-Yr Estimated Male Population by
Age

(Ranges as above)
C-Yr Estimated Median Age, Male
C-Yr Estimated Average Age, Male
C-Yr Estimated Female Population by
Age

(Ranges as above)
C-Yr Estimated Median Age, Female
C-Yr Estimated Average Age, Female
C-Yr Estimated Population Age 15
and Over by Marital Status

Total, Never Married

Married, spouse present

Married, spouse absent

Widowed

Divorced

Males, Never Married

Previously Married
Females, Never Married
Previously Married

C-Yr Estimated Population Age 25
and Over by Educational Attainment

Less than 9th grade

Some High School, no diploma

High school graduate (or GED)

Some college, no degree

Associate Degree

Bachelor's degree
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Master's degree
Professional school degree
Doctorate degree
Households
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth C-Yr to 5-Yr
Growth 2000to C-Yr
Growth 1990-2000
C-Yr Estimated Households by
Household Type
Family households
Non-family households
C-Yr Estimated Group Quarters
Population
C-Yr Estimated Households by
Household Income
Less than $15,000
$15,000 to $24999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $149,999
$150,000 to $249,999
$250,000 to $499,999
$500,000 or more
C-Yr Estimated Average Household
Income
C-Yr Estimated Median Household
Income
C-Yr Estimated Per Capita Income
C-Yr Estimated Households by Type
and Presence of Own Children
Single Male Householder
Single Female Householder
Married Couple Families
With own children
No own children
Male Householder
With own children
No own children
Female Housatider
With own children
No own children
Nonfamily: Male Householder
Nonfamily: Female Householder
C-Yr Estimated Households by
Household Size
1-person household

2-person household

3-person household

4-person household

5-person household

6-person household

7-or-more person household
C-Yr Estimated Average Household
Size
C-Yr Estimated Households by
Presence of People
Households with 1 or more People Agd
18 or under:

Married-couple family

Other Family: Male Householder

Other Family: Female Householder

Nonfamily: Male Householder

Nonfamily: Female Householder
Households with no People Age 18 or
under:

Married-couple family

Other Family: Male Householder

Other Family: Female Householder

Nonfamily: Male Householder

Nonfamily: Female Householder
C-Yr Estimated Households by
Number of Vehicles

No Vehicles

1 vehicle

2 vehicles

3 vehicles

4 vehicles

5 or more vehicles
C-Yr Estimated Average Number of
Vehicles
Family Households

5-Yr Projection

C-Yr Estimate

2000 Census

1990 Census
Growth C-Yr to 5-Yr
Growth 2000 to GYr
Growth 1990-2000
C-Yr Estimated Family Households
by Household Income

Less than $15,000

$15,000 to $24,999

$25,000 to $34,999

$35,000 to $49,999

$50,000 to $74,999

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $249,999

$250,000 to $49,999
$500,000 or more
C-Yr Estimated Average Family
Household Income
C-Yr Estimated Median Family
Household Income
C-Yr Estimated Families by Poverty
Status
Income above poverty level
Married couple family
With own children
No own children
Male Houséaolder
With own children
No own children
Female Householder
With own children
No own children
Income below poverty level
(Groups as above)
C-Yr Estimated Population Age 16
and Over by Employment
In Armed Forces
Civilian: Employed
Civilian: Unemployed
Notin labor force
C-Yr Estimated Employed Population
Age 16 and over by Occupation
Management, Business, and Financi
Operations
Professional and Related Occupatio
Service
Sales and Office
Farming, Fishing, and Forestry
Construction, Extraction, and
Maintenance
Production, Transportation, and
Material Moving
C-Yr Estimated Workers Age 16 and
Over by Transportation To Work
Drove Alone
Car Pooled
Public Transportation
Walked
Motorcycle
Bicycle
Other Means
Worked at Home
C-Yr Estimated Workers Age 16 and
over by Travel Time to Work
Less than 15 minutes
15 to 29 Minutes

30 to 44 Minutes
45 to 59 Minutes
60 or more minutes
C-Yr Estimated Average travel time
to work in minutes
C-Yr Estimated Tenure of Occupied
Housing Units
Owner Occupied
Renter Occupied
C-Yr Estimated All Owner-Occupied
Housing Units by Value
Less than $20,000
$20,000 to $39,999
$40,000 to $59,999
$60,000 to $79,999
$80,000 to $99,999
$100,000 to $149,999
$150,000 to $199,999
$200,000 to $299,999
$300,000 to $399,999
$400,000 to $499,999
$500,000 to $749,999
$750,000 to $999,999
$1,000,000 or more
C-Yr Estimated Median Owner
Occupied Housing Value
C-Yr Estimated Housing Units by
Units in Structure
Al 1 Unit Attached
1 Unit Detached
s 2 Units
3 to 19 Units
20 to 49 Units
50 or More Units
Mobile Home or Trailer
Boat, RV, Van etc.
Dominant structure type
C-Yr Estimated Housing Units by
Year Structure Built
1999 to MarchC-Yr
1995 to 1998
1990 to 1994
1980 to 1989
1970 to 1979
1960 to 1969
1950 to 1959
1940 to 1949
1939 or Earlier
C-Yr Estimated Median Year
Structure Built
Dominant Year Structure Built

Pop Facts: Census Demographic Overview

Population
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth 1990-2000
2000 Population by Single Race
Classification
White alone
Black orAfrican American alone
American Indian and Alaska Native
alone
Asian alone
Native Hawaiian and Other Pacific
Islander alone
Some other race alone
Two or more races
2000 Population by Hispanic or Latino
Origin
Not Hispanic or Latino

Hispanic or Latino
Hispanic or Latino by Origin
Mexican
Puerto Rican
Cuban
All other Hispanic or Latino
2000 Hispanic or Latino by single race
classification
White alone
Black or African American alone
American Indian and Alaska Native
alone
Asian alone
Native Hawaiian and O#r Pacific
Islander alone
Some other race alone
Two or more races
2000 Population by sex
Male

Female

Male/Female Ratio
2000 Total Population by Age

Age 0- 4

Age 5-9

Age 10- 14

Age 15-17

Age 18- 20

Age 21- 24

Age 25- 34

Age 35-44

Age 45- 49

Age50-54

Age 55- 59

Age 60- 64

Age 65- 74

Age 75- 84

Age 85 and over

Age 16 and over

Age 18 and over

Age 65 and over
2000 Median Age
2000 Average Age
2000 Male Population by Age
(Ranges as above)
2000 Median Age, Male
2000 Average AgeMale
2000 Female Population by Age
(Ranges as above)
2000 Median Age, Female
2000 Average age, Female
2000 Population age 15 and Over by
Marital Status
Never Married
Married, spouse present
Married, spouse absent
Widowed
Divorced
Males, Never Married

Age 21 and over

Males, Previously Married
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Females, Never Married

Females, Previously Married
2000 Population Age 25 and over by
Educational Attainment

Less than 9th grade

Some High School, no diploma

High school graduate (includes

equivalency)

Some college, no degree

Assciate Degree

Bachelor's degree

Master's degree

Professional school degree

Doctorate degree
Households

5-Yr Projection

C-Yr Estimate

2000 Census

1990 Census
Growth 1990-2000
2000 Households by Household Type

Family households

Non-family households
2000Population in Group Quarters
2000 Households by Household Size

1-person household

2-person household

3-person household

4-person household

5-person household

6-person household

7-or-more person household
2000 Average Household Size
2000 Households by Hasehold
Income

Less than $15,000

$15,000 to $24,999

$25,000 to $34,999

$35,000 to $49,999

$50,000 to $74,999

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $249,999

$250,000 to $499,999

$500,000 or more
2000 Average Household Income

2000 Median Houghold Income
2000 Per Capita Income
2000 Household Type, Presence of
Own Children
Single Male Householder
Single Female Householder
Married Couple Families
With own children
No own children
Male Householder
With own children
No own children
Female Housholder
With own children
No own children
Nonfamily: Male Householder
Nonfamily: Female Householder
2000 Households by Presence of
People
Households with 1 or more People Agd
18 or under:
Married-couple Family
Other Family: Male Householder
Other Family:Female Householder
Nonfamily: Male Householder
Nonfamily: Female Householder
Households with no People Age 18 or
under:
Married-couple family
Other Family: Male Householder
Other Family: Female Householder
Nonfamily: Male Householder
Nonfamily: Female Hoseholder
2000 Households by Number of
Vehicles
No vehicle
1 vehicle
2 vehicles
3 vehicles
4 vehicles
5 or more vehicles
Average Vehicles Available
2000 Families by Poverty Status
Income At or Above Poverty Level
Married Couple Family
With related childen

No related children
Male Householder
With related children
No related children
Female Householder
With related children
No related children
Income Below Poverty Level
(Groups as above)
2000 Population Age 16 and Over by
Employment
In Armed Forces
Civilian: Employed
Civilian: Unemployed
Not in labor force
2000 Employed Population Age 16 and
over by Occupation
Management, Business, and Financi
Operations
Professional and Related Occupatiof
Service
Sales and Office
Farming, fishing, and forestry
occupations
Construction, Extraction, and
Maintenance
Production, Transportation, and
Material Moving
2000 Workers Age 16 and over by
Means of Transportation to Work
Drove alone
Carpooled
Public Transportation
Walked
Motorcycle
Bicycle
Other Means
Worked at Hne
2000 Workers Age 16 and over by
Travel Time to Work
Less than 15 Minutes
15 to 29 Minutes
30 to 44 Minutes
45 to 59 Minutes
60 or more minutes

2000 Average Travel time to Work in
Minutes
2000 Tenure of Occupied Housing
Units

Owner Occupied

Renter Occpied
2000 All Owner-Occupied Housing
Units by Value
Less than $20,000
$20,000 to $39,999
$40,000 to $59,999
$60,000 to $79,999
$80,000 to $99,999
$100,000 to $149,999
$150,000 to $199,999
$200,000 to $299,999
$300,000 to $399,999
$400,000 to $499,999
$500000 to $749,999
$750,000 to $999,999
$1,000,000 or more
2000 Median All Owner-Occupied
Housing Value
2000 Housing Units by Units in
Structure

1 Unit Detached

1 Unit Attached

2 Units

3 to 19 Units

20 to 49 Units

50 or More Units

Mobile home

Boat, RV, vangtc.
2000 Housing Units by Year Structure
Built

1999 to March 2000

1995 to 1998

1990 to 1994

1980 to 1989

1970 to 1979

1960 to 1969

1950 to 1959

1940 to 1949

1939 or Earlier
2000 Estimated Median Year
Structure Built

Rl

S

Pop Facts: Household Trend

- 2000 Census, C-Yr Estimate, 5-Yr Projection (Years displ

ayed in columns)

Population

Percent Change
Households

Percent Change
Families

Percent Change
Housing Units

Percent Change
Group Quarters Population

Percent Change
Average Household Size

Percent Change

Income Totals

Aggregate Income (MM$)
Percent Change
Per Capita Income ($)
Percent Change
Households by Household Income
Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $149,999
$150000 to $249,999

$250,000 to $499,999

$500,000 or more
Average Household Income
Median Household Income
Family Households by Household
Income

(Ranges as above)
Average Family Household Income
Median Family Household Income
Households by Type and Size
Non-family Households

1-person household

2-person household

3-person household
4-person household
5-person household
6-person household
7-or-more person household
Family Households
2-person household
3-person household
4-person household
5-person household
6-person household
7-or-more person household

Pop Facts: Demographic Tre

nd - 2000 Census, C-Yr Estim

ate, 5-Yr Projection (Years displayed in columns)

Population by age
AgeOto4
Age5to 9
Age 10 to 14
Age 15 to 17
Age 18 to 20
Age 21 to 24
Age 25 to 34
Age 35t0 44
Age 45 to 49
Age 50 to 54
Age 55 to 59

Age 60 to 64
Age 65 to 74
Age 75 to 84
Age 85 and over
Age 16 and over
Age 18 and over
Age 21 and over
Age 65 and over

Median age

Average age

Population by sex
Male

Female

Male/Female Ratio
Population by Single Race
Classification and Hispanic or Latino
Hispanic or Latino

White alone

Black or African American alone

American Indian and Alaska Native

alone

Asian alone

Native Hawaiian or Pacific Islander

alone

Some other race alone
Two or more races
Not Hispanic or Latino
White alone
Black or African American alone
American Indian and Alaska Native
alone
Asian alone
Native Hawaiian or Pacific Islander
alone
Some other race alone
Two or more races
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Households by Age of Householder
Age 15 to 24

Age 65 to 74
Age 75 and over

$25,000 to $34,999
$35,000 to $49,999

$250,000 to $499,999
$500,000 or more

Age 25 to 34 Median Age of Householder $50,000 to $74,999 Average Household Income
Age 35to 44 Households by Household Income $75,000 to $99,999 Median Household Income
Age 45 to 54 Less than $15,000 $100,000 to $14999 Per Capita Income
Age 55 to 64 $15,000 to $24,999 $150,000 to $249,999
Pop Facts: Household Income by Age of Householder - 2000 Census, C-Yr Estimate, 5-Yr Projection
Al Age IAge Age Age IAge Age IAge Age Age lAge
IAges 15-24 25-34 35-44 A45-54 55-64 65-69 70-74 75-79 80-84 85+

Households by Income
Less than $10,000
$10,000 to $14,999
$15,000 to $19,999
$20,000 to $24,999
$25,000 to 89,999
$30,000 to $34,999
$35,000 to $39,999
$40,000 to $44,999
$45,000 to $49,999
$50,000 to $59,999
$60,000 to $74,999
$75,000 to $99,999
$100,000 to $124,999
$125,000 to $149,999
$150,000 to $199,999
$200,000 to $249,999
$250,000 to $499,999
$500,000 or more

Medium Income

Population by Age and Race Trend - All Races, White, Black, American Indian, Asian, Pacific Islander alone, Other,
Two or more races - 2000 Census, C-Yr Estimate, 5-Yr Projection (Races displayed in columns)

Population Totals Population by Age Age 25 to 34 Age 75to 84
5-Yr Projection AgeOto4 Age 35 to 44 Age 85 and over
C-Yr Estimate Age5to9 Age 45- 49 Age 18 and over
2000 Census Age 10 to 14 Age 50- 54 Age 21 and over
1990 Census Age 15- 17 Age 55 to 59 Age 65 and over
Growth 19962000 Age 18- 20 Age 60 to 64 Median age

Age 21- 24 Age 65 to 74 Average age

Population by Age and Sex Trend - 1990 Census, 2000 Cen

(Years displayed in columns)

sus, C-Yr Estimate, 5-Yr Projection

Total Population
Growth
Total Population by Age
Age 0-4
Age 5-9
Age 10- 14
Age 15-17
Age 18- 20

Age 21- 24
Age 25- 34
Age 35- 44
Age 45- 49
Age 50- 54
Age 55- 59
Age 60- 64
Age 65- 74

Population by Age, Race and Sex

Age 75- 84

Age 85 and over

Age 16 and over

Age 18 and over

Age 21 and over

Age 65 and over
Median Age
Average Age

Male Population by Age
(Ranges as above)

Median Age

Average Age

Female Population by Age
(Ranges as above)

Median Age

Average Age

Total Population, Male, Female - 2000 Census, C-Yr Estimate, 5-Yr Projection (Sexes displayed in columns)

Population Totals
5-Yr Projection
C-Yr Estimate
2000 Census
1990 Census
Growth 19962000

Population by Age
Age 0-4
Age 5-9
Age 10- 14
Age 15- 17
Age 18- 20
Age 21- 24
Age 25- 34

Age 35- 44

Age 45- 49

Age 50- 54

Age 55- 59

Age 60- 64

Age 65- 74

Age 75- 84

Age 85 and over

Age 18 and over

Age 21 and over

Age 65 and over
Median Age
Hispanic or Latino Population by Age

(Ranges as above)

Median Age

White Alone Population by Age
(Ranges as above)

Median Age

Black or African American Alone

Population by Age
(Ranges as above)

Median Age

American Indian and Alaska Native

Alone Population by Age
(Ranges as above)

Median Age

Asian Alone Population by Age
(Ranges as above)

Median Age
Native Hawaiian and Other Pacific
Islander Alone Population by Age
(Ranges as above)
Median Age
Someother race Alone Population by
Age
(Ranges as above)
Median Age
Two or More Races Population by
Age
(Ranges as above)
Median Age
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Race and Hispanic Report

Universe Totals
Total Population
Percent Change (20tD05,
20052010)
Households
Percent Change
Families
Percent Change
Housing Units
Percent Change
Group Quarters Population
Percent Change

Income Totals
Aggregate($MM) Household
Income
Percent Change
Per Capita
Percent Change
2005 Estimated Population
Hispanic or Latino by Origin*
Not Hispanic or Laho
Hispanic or Latino
Mexican
Puerto Rican

Cuban
All Other Hispanic or Latino

Total Population by Single Race
Class

White Alone

Black or African American

Alone

American Indian and Alaska

Native Alone

Asian Alone

Native Hawaiian and Other

Pacific IslandeAlone

Some Other Race Alone

Two or More Races
Hispanic or Latino by Single
Race Class

(Ranges as above)
Hispanic or Latino by Sex

Male

Female

Male/Female Ratio

Total Hispanic Median Age
Hispanic or Latino Households

Non-Hispanic

Hispanic or Latino White

Hispanic or Latino Black or
African American
Hispanic or Latino American
Indian/Alaska Native
Hispanic or Latino Asian
Hispanic or Latino
Hawaiian/Pacific Islander
Hispanic or Latino Some Other
Race
Hispanic or Latino Two or More
Races
Hispanic or Latino Household
Income
Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $149,999
$150,000 to $249,999
$250,000 to $499,999
$500,000 or more
Hispanic or Latino Median
Household Income

Non-Hispanic or Latino
Household Income
(Ranges as above)
Non-Hispanic or Latino Median
Household Income
Occupied Housing Units*
Owner Occupied:
Not Hispanic or Latino
White Alone
Black or African American
Alone
American Indian and Alaska
Native Alone
Asian Alore
Native Hawaiian and Other
Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic or Latino
(Ranges as above)
Renter Occupied:
Not Hispanic or Latino
(Ranges as above)
Hispanic or Latino
(Ranges as above)

Effective Buying Income - C-Yr Estimate, 5-Yr Projection

Demographic Totals
Population
Households
Families
Group Quarters Population
Housing Units

Average Household Size

Median Age
Median Household Income
Median All Owner-Occupied Housing
Value
Estimated Households by Effective
Buying Income

Less than $15,000

$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $149,999
$150,000 to $249,999

$250,000 to $499,999

$500,000 or more
Average Household Effective Buying
Income
Median Household Effective Buying
Income

Middle Years - 2000 Census,

C-Yr Estimate, 5-Yr Projection (Years displayed in columns)

Population
Percent Growth
Total Population
Age 35- 54
Age 35- 39
Age 40- 44
Age 45- 49
Age 50- 54
Total Population, Male
(Rangs as above)
Total Population, Female
(Ranges as above)
Population by Single Race
Classification
White Alone
Age 35- 44
Age 45-54
Black or African American alone
(Ranges as above)

American Indian and Alaska Native
alone

(Ranges as above)
Asian alone

(Ranges as above)
Native Hawaiian and Other Pacific
Islander alone

(Ranges as above)
Some other race alone

(Ranges as above)
Two or more races

(Ranges as above)
Population by Hispanic or Latino
Hispanic Population

(Ranges as above)
Non-Hispanic Population

(Ranges as above)
Household Income by Age of
Householder
Householder Age 35 to 44

Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $124,999
$125,000 to $149,999
$150,000 to $199,%9
$200,000 or more
Median Household Income
Householder Age 45 to 54
(Ranges as above)
Median Household Income
Households by Household Income
Less than $15,000
(Ranges as above)
Average Household Income
Median Household Income
Per Capita Income

Specified Qvner-Occupied Housing
Units by Value
Less than $20,000
$20,000 to $39,999
$40,000 to $59,999
$60,000 to $79,999
$80,000 to $99,999
$100,000 to $149,999
$150,000 to $199,999
$200,000 to $299,999
$300,000 to $399,999
$400,000 to $499,999
$500,000 to $749,999
$750,000 to $999,999
$1,000,000 or more
Median Value
Tenure of Occupied Housing Units
Owner Occupied
Renter Occupied

Young Adults - 2000 Census,

C-Yr Estimate, 5-Yr Projection (Years displayed in columns)

Population
Percent Growth
Total Population
Age 15- 34

Age 15-17

Age 18- 20

Age 21

Age 22- 24

Age 25- 29

Age 30- 34
Total Population, Male
Age 15- 34

(Ranges as above)

Age 15- 34
(Ranges as above)
Population by Single Race Category
White Alone
Age 15- 17
Age 18- 20
Age 21- 24
Age 25- 34
Black or African American Alone
(Ranges as above)
American Indian and Alaskan Native
Alone
(Ranges as above)
Asian Alone

2000 Female Population by Age

7

(Ranges as above)
Native Hawaiian and Other Pacific
Islander Alone
(Ranges as above)
Some Other Race Aloe
(Ranges as above)
Two or More Races
Age 15-17
Age 18- 20
Age 21- 24
Age 25- 34
Population by Hispanic or Latino
Hispanic or Latino
(Ranges as above)

Not Hispanic or Latino
(Ranges as above)
Household Income by Age of
Householder
Householder Age 5 - 24
Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
$100,000 to $124,999
$125,000 to $149,999
$150,000 to $199,999
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$200,000 or more
Median Household Income
Householder Age 25 34
(Rangesas above)
Median Household Income
Households by Household Income
Total Households
(Ranges as above)
Average Household Income

Median Household Income
Per Capita Income
All Owner -Occupied Housing Unit
Values
Total All Owner -Occupied Housing
Unit Values

Less than $20,000

$20,000 to $39,999

$40,000 to $59,999

$60,000 to $79,999

$80,000 to $99,999

$100,000 to $149,999
$150,000 to $199,999
$200,000 to $299,999
$300,000 to $399,999
$400,000 to $499,999
$500,000 to $749,999
$750,000 to $999,999

$1,000,000 or mer
Median All Owner-Occupied Housing
Unit Value
Tenure of Occupied Housing Units
Owner Occupied
Renter Occupied

Owner Occupied Housing Units by Value- 2000 Census, C-

Yr Estimate, 5-Yr Projection (Years displayed in columns)

Less than $20,000
$20,000to $39,999
$40,000 to $59,999
$60,000 to $79,999
$80,000 to $99,999
$100,000 to $149,999
$150,000 to $199,999
$200,000 to $299,999
$300,000 to $399,999
$400,000 to $499,999
$500,000 to $749,999

$750,000 to $999,999

$1,000,000 or more
C-Yr Estimated Median Owner
Occupied Housing Value
Housing Units by Tenure
Owner Occupied
Renter Occupied
C-Yr Estimated Housing Units by
Units in Structure

1 Unit Attached

1 Unit Detached

2 Units

3 to 19 Units

20 to 49 Units

50 or More Units

Mobile Home or Trailer

Boat, RV,Van etc.
C-Yr Estimated Housing Units by
Year Structure Built

1999 to MarchC-Yr

1995 to 1998

1990 to 1994

1980 to 1989
1970 to 1979
1960 to 1969
1950 to 1959
1940 to 1949
1939 or Earlier

C-Yr Estimated Median Year
Structure Built

Point Data - Regional Shopping Center Locations - over 750,000 square feet GLA (Gross Leasable Area)

Total Number of Shopping Centers
Total Number of Stores
Gross Leasable Area (sg. ft.)
Years Since Center Opened
11to 4 years
5to 9 years
10 to 14 years
15 to 19 years
20to 24 years
25 years or more
Unknown
Shopping Center Type
Community
Neighborhood

Regional
Super Regional
Unknown

Market Positioning Strategy
Traditional Mix
Specialty
Upscale Fashion
Off Price
Factory Outlet
Discount
Festival Entertainment
Service Oriented
Home Improvement
Power Center

Optional Point Data

Auto Mall
Convenience
Catalog
Lifestyle
Other
Unknown
Current Construction Status
Proposed New Centers
Planned New Centers
New Centers Under Construction
Expanding Centers
Renovating Centers
Both Expanding and Renovating
No Current Construction Activity

Enclosed Status
Enclosed
Not Enclosed
Unknown

Strip Centers
Strip Center
Not Strip Center
Unknown

Presence of Food Court
Food Court
No Food Court
Unknown

Shopping Center Locations (Additional Cost Option i see page 2 for pricing)

Total Number of Shopping Centers
Total Number of Stores
Gross Leasable Area (sg. ft.)
Years Since Center Opened
1to 4 years
5to 9 years
10 to 14 years
15 to 19 years
20 to 24 years
25 years or more
Unknown
Shopping Center Type
Community
Neighborhood

Regional
Super Regional
Unknown

Market Positioning Strategy
Traditional Mix
Specialty
Upscale Fashion
Off Price
Factory Outlet
Discount
Festival Entertainment
Service Oriented
Home Improvement
Power Center

Auto Mall
Convenience
Catlog
Lifestyle
Other
Unknown
Current Construction Status
Proposed New Centers
Planned New Centers
New Centers Under Construction
Expanding Centers
Renovating Centers
Both Expanding and Renovating
No Current Construction Activity

Enclosed Status
Enclosed
Not Enclosed
Unknown

Strip Centers
Strip Center
Not Strip Center
Unknown

Presence of Food Court
Food Court
No Food Court
Unknown

Traffic Count Locations (Add

itional Cost Option i see page 2 for pricing)

Number of traffic locations
Traffic count

Cross stree distance
Cross direction

Survey Year
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PopFacts Supplemental provides demographic data as-geardupdate to the annuadrsion of Pog-acts®.The
Supplemental covers the basics opplation, households, income, education, and home vétlugcorporates the
most recent available input data sources, newly available data sourcesyestatistical techniques to provide the
best current | ook at todayods demographics.

The householdyopulation, home value and income data are based on the latest inputs provided since the annu
PopFactsreleasa Census, American Community Survey (ACS), USPS Postal counts, Valassis (ADVO) new

housing unit counts, National Association of Realtor heaies prices, and The Federal Housing Fin&gsncy
Home Price Indexin particular, home values within Péjacts Supplemental greatly benefit from recent data
inputs and nownore closely track the rapid change in the housing maRatio-adjusted vagables are

interpolated out to reflecdluly 1 of the relevant yearThis supplemental data can only be purchased in conjunction

with PopFacts annual demographics.

PopFacts is a trademark of Claritas, Inc.

Level of Data States Region | United | County*
Size|Size|Size|Si ze|(8states| States| /CBSA
Block Group, Census Tract, County, CBSA, $180.
DMA, State, ZIP Code $380. $605. $750. $1,00Q | $1,625 | $2,500 /$360.
Census Tract, County, CBSDMA, State $135 $215 $265. $350. $660. | $1,000. -
ZIP Code, County, CBSA, DMA, State $135 $215. $265. $350 $660. | $1,000. -
County, CBSA, DMA, State - - - - - $375. -
* County exceptions: Cook, IL; Harris, TX; Los Angeles, CA; Maricopa, AZ; Ora@de San Diego, CA $360.
Note: Pdpacts Supplemental data are not available for Place or MCD levels
Size AAO S Size ABO S Size ACO S Size ADO St

Alaska, Arizona, Delaware, D.C.,
Hawaii, [daho, Montana, Nevada,
New Hampshire, Bw Mexico, Oregon
Rhode Island, Utah, Vermont,

Wyoming

Alabama, Colorado, Connecticut,
Maine, Maryland, Mississippi,
Nebraska, North Dakota, Oklahoma,
South Carolina, South Dakota,
Washington, West Virginia

Arkansas, Georgia, Indiana, lowa,
Kansas, Kentugy, Louisiana,
Massachusetts, Missouri, North
Carolina, Tennessee, Virginia,
Wisconsin

California, Florida, Michigan, lllinois,
Minnesota, New York, New Jersey, Ohi
Pennsylvania, Texas

Pop-Facts Supplemental: Demographic Overview Report: Population

C-Yr (S) Population American Indian and Alaska Native | C-Yr (S) Average Age Age 21- 24
Group Quarters Population Alone C-Yr (S) Male Population by Age Age 25- 34
C-Yr (S) Population by Single Race Asian Alone Age 0-4 Age35-44
Classification Native Hawaiian and Other Pacific Age 5-9 Age 45- 49
White Alone Islander Alone Age 10- 14 Age 50- 54
Black or African American Alone Some Other Race Alone Age 15- 17 Age 55- 59
American Indian and Alaska Native Two or More Races Age 18- 20 Age 60- 64
Alone C-Yr (S) Population by Age Age 21- 24 Age 65-74
Asian Alone Age 0- 4 Age 25- 34 Age 75- 84
Native Hawaiian and Other Pacific Age 5-9 Age 35-44 Age 85 and over
Islander Alone Age 10- 14 Age 45- 49 Age 16 and over
Some Other Racalone Age 15-17 Age 50- 54 Age 18 and over
Two or More Races Age 18- 20 Age 55- 59 Age 21 and over
C-Yr (S) Population Hispanic or Age 21- 24 Age 60- 64 Age 65 and over
Latino by Single Race Class. Age 25- 34 Age 65- 74 C-Yr (S) Median Age, Female
White Alone Age 35- 44 Age 75- 84 C-Yr (S) Average Age, Female
Black or African American Alone Age 45- 49 Age 85 and over C-Yr (S) Population Age 25+ by
American Indian and Alaska Native Age 50- 54 Age 16 and over Educational Attainment
Alone Age 55- 59 Age 18 and over Less than 9th grade
Asian Alone Age 60- 64 Age 21 and over Some High School, no diploma
Native Hawaiian and Other Pacific Age 65- 74 Age 65 and over High School Graduate (or GED)
Islander Alone Age 75- 84 C-Yr (S) Median Age, Male Some College, no degree
Some Other Race Alone Age 85 and over C-Yr (S) Average Age, Male Associate Degree
Two or More Races Age 16 and over C-Yr (S) Female Population by Age Bachelor's Degree
C-Yr (S) Population Not Hispanic or Age 18 and over Age 0-4 Master's Degree
Latino by Single Race Class. Age 21 ad over Age 5-9 Professional School Degree
White Alone Age 65 and over Age 10- 14 Doctorate Degree
Black or African American Alone C-Yr (S) Median Age Age 15- 17
Age 18- 20
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Pop-Facts Supplemental: Demographic Overview Report Households

C-Yr (S) Estimated Households
C-Yr (S) Households by Single Race

Classification
White Alone

Black or African American Alone

American Indian and Alaska Native

Alone
Asian Alone

Native Hawaiian and Other Pacific

Islander Alone
Some OtheRace Alone
Two or More Races

C-Yr (S) Households Hispanic or

Latino
White Alone

Black or African American Alone

American Indian and Alaska Native

Alone
Asian Alone

Native Hawaiian and Other Pacific
Islander Alone

Some Other Race Alone

Two or More Races

C-Yr (S) Households Not Hispanic or

Latino

White Alone
Black or African American Alone
American Indian and Alaska Native
Alone
Asian Alone
Native Hawaiian and Other Pacific
Islander Alone
Some Other Race Alone
Two or More Races
C-Yr (S) Households by Size
1-person household
2-person household
3-person household
4-person household
5-person household
6-person household
7 or more person household

C-Yr (S) Average Family Size
C-Yr (S) Family Households by
Household Size

2-person household

3-person household

4-person household

5-person household

6-person household

7 or more person household
C-Yr (S) Average Family Household
Size

C-Yr (S) Non-Family Households by

Household Size
1-person household
2-person household
3-person household
4-person household
5-person hasehold
6-person household
7 or more person household
C-Yr (S) Average Family Household
Size
C-Yr (S) Households by Age of
Householder
Householder Age 1524
Householder Age 2534
Householder Age 3544
Householder Age 4554
Householder Age 5559
Householder Age 6064
Householder Age 6569
Householder Age 7074
Householder Age 7579
Householder Age 8084
Householder Age 85+
Householder, Median Age

C-Yr (S) Households by Income
Income Less than $15,000
Income $15,000 $24,999
Income $25)00- $34,999
Income $35,000 $49,999
Income $50,000 $74,999
Income $75,000 $99,999
Income $100,000$149,999
Income $150,000$249,999
Income $250,000$499,999
Income $500,000 or more

C-Yr (S) Aggregate Household Income

C-Yr (S) Aggregate Houseiid

Income, Households with Income Le!

Than $200,000
C-Yr (S) Aggregate Household
Income, Households with Income
$200,000 or More
Current Year Median Household
Income

C-Yr (S) Average Household Income

C-Yr (S) Households by Effective
Buying Income (EBI)
EBILess than $15,000
EBI$15,000- $24,999

EBI $25,000- $34,999
EBI $35,000- $49,999
EBI $50,000- $74,999
EBI $75,000- $99,999
EBI $100,000- $149,999
EBI $150,000- $249,999
EBI $250,000- $499,999
EBI $500,000 or more

C-Yr (S) Aggregate Household
Effective Buying Income

C-Yr (S) Median Household Effective
Buying Income

C-Yr (S) Average HouseholdEBI

C-Yr (S) HouseholdType, Presence of
Own Children
Single Male Householder
Single Female Householder
Married-Couple Family
With own children
No own chitren
Male Householder
With own children
No own children
Female Householder
With own children
No own children
55 Nonfamily, Male Householder
Nonfamily, Female Householder
C-Yr (S) Tenure of Occupied Units
Owner Occupied
Renter Occupied
C-Yr (S) All Owner-Occupied Housing
Values
Value Less than $20,000
Value $20,000 $39,999
Value $40,000 $59,999
Value $60,000 $79,999
Value $80,000 $99,999
Value $100,000 $149,999
Value $150,000 $199,999
Value $200,000 $299,999
Value $300,000 $399,999
Value $£0,000- $499,999
Value $500,000 $749,999
Value $750,000 $999,999
Value $1,000,000 or more
C-Yr (S) Median All Owner-Occupied
Housing Value

Pop Facts Supplemental: Household Income by Age of Householder

JAIl
|Ages

Age
1524

IAge
25-34

Age
35-44

Age
45-54

IAge
55-64

Age
65-69

IAge
70-74

Age
75-79

Age
80-84

lAge
85+

Households by Income
Less than $10,000
$10,000 to $14,999
$15,000 to $19,999
$20,000 to $24,999
$25,000 to $29,999
$30,000 to $34,999
$35,000 to $39,999
$40,000 to $44,999
$45,000 to $49,999
$50,000 to $59,999
$60,000 to $74,999
$75,000 to $99,999
$100,000 to $124,999
$125,000t0 $149,999
$150,000 to $199,999
$200,000 to $249,999
$250,000 to $499,999
$500,000 or more

Medium Income
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Consumer Buying Power provisléhe most current consumer expenditures available. Enhanced methodology, expansion c
categories and more clearly organized data make the Consumer Buying Power database an outstanding information sot
contains currenyear estimates andygar projetions of total household expenditures for over 350 specific product
categories, including goods and services, and 73 summary categories.

Additionally, Claritas developed a cressference that leverages the Consumer Buying Power database to estimait poten
consumer expenditures by store types for 41 distinct retail store types. Breakdowns of average household expenditures |
also available for 53 Yellow Page headings. The estimates also include College Dorm (group quarters) population
expenditures inreas where college dorms are present.

Consumer Buying Power data is an invaluable tool for target marketing. Examples of applications for this type of data:
1 Mobile phone service expenditures to better track consumers' transition to wireless technology.
1 Elder care expenses, a growing concern as baby boomers hit retirement age.
f Vitamins and other health supplements, a booming market added to better reflect society's growing health conce
1 Household Repair and Services facilitates exploration of homesWrenrd to det-yourself projects.
1 Automotive sales' differentiation between lease and purchase, new and used.

How Consumer Buying Power (CBP) is Built

The database is created using statistical models estimated from the Bureau of Labor Statistit&r@&xpenditure Surveys
(CEX) and the most current CES data available. Current CBP data employs the most recent annual suraZg&l1{1997
Claritas uses the latest five years to update the CBP model coefficients each year.

The methodology now includes amdependent set of natiorlalvel expenditure estimates and projections. Developed by
Global Insight, formerly Wharton Econometric Forecasting Associates (WEFA), national expenditure models are created
controls to update the national spending leval<ionsumer Buying Power line items.

Details

TheConsumer Buying Power Summary datakiasarrentyear aggregate household expenditures for 73 sumieagl/
products/services in your local market. Summaries are created through the aggregation of indivahiesnto broad
groupings. For example, the summary variable "Photographic Equipment” would provide total household expenditures fo
specific variables "Film" + "Film Processing" + "Photographic Equipment".

Claritas Data includes Census and ZIP Code Boundary files to use with Mapinfo or ArcView.

States : .
Level of Data No. of Size | Size| Size | Size Region | United | County”
ltems States
AAQ ABd ACq A Do Sates /CBSA
Block Group, Census Tract, MCD, County, 100y | $550 | $865 [$1,100($1,50Q| call call | $350%550.
Place, CBSA, DMA, State, ZIPdde All $1,500|$2,500($3,600{$4,800{ $7,800. | $11,995./$1000/175(
Census Traabr ZIP Codeor MCD, 100y $160.| $320.| $500.| $640. call call -
County, Place, CBSA, DMA, State All $450. | $895. ($1,200|$1,600] call call -
100y - - - - - $995. -
County, Place, CBSA, DMA, State
All - - - - - $2,995. -
Block Group, Census Tract, MCD, County, 100y [*County exceptions: Cook, IL; Harris, TX; $550.
Place, CBSA, DMA, State, ZIP Code All Los Angles, Orange, San e, CA; Maricopa, AZ $1,750.
Summary Categories oniyBlock Group, etqg Summary| $375.| $600.| $750. | $900.| $1,950.| $2,995. -
y You can select any categories that total up to 100 items.
Size "A" States Size "B" States Size "C" States Size "D" States
Alaska, Arizona, Delaware, D.C., Alabama, Colorado, Connecticut, Arkansas, Georgia, Indiana, lowa, | California, FloridaMichigan, lllinois,
Hawaii, [daho, Montana, Nevada, Maine, Maryland, Misissippi, Kansas, Kentucky, Louisiana, Minnesota, New York, New Jersey, Ohi
New Hampshire, New Mexico, Oregd Nebraska, North Dakota, Oklahoma| Massachusetts, Missouri, North Pennsylvania, Texas
Rhode Island, Utah, Vermont, South Carolina, South Dakota, Carolina, Tennessee, Virginia,
Wyoming Washington, West Virginia Wisconsin

11
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C-Yr, 5-Yr, Aggregate Expenditure, Annual Average per Household, Average Annual Growth, Market Index to USA (in Columns)

Consumer Buying Power - Summary Categories

Consumer Buying Power Summary Report

TOTAL SPECIFIED
CONSUMER
EXPENDITURES
FOOD AT HOME
Bakery Products
Cereals & Cereal Products
Dairy Products
Fresh Milk & Cream
Other Dairy Products
Fats & Oils
Fish & Seafood
Fruits & Vegetables
Juices
Meats (All)
Non-Alcoholic Beverages
Prepared Foods
Sugar & Other Sweets
FOOD AWAY FROM HOME
& ALCOHOL
Alcoholic Beverages
Alcoholic Beverages at
Home
Alcoholic Beverages away
from Home

Food Away from Home
Lunch
Dinner
Breakfast & Brunch
FOOD & BEVERAGES BY
CHANNEL
Food/Goods/Bevages at
Grocery Stores
Food/NonrAlcoholic
Beverages at Convenience
Store
Food/NonrAlcoholic
Beverages at Grocery Store
DAY CARE, EDUCATION &
CONTRIBUTIONS
All Day Care
Contributions (All)
Education
Room & Board
Tuition & School Supplies
HEALTHCARE
Medical Services
Prescription Drugs
Medical Supplies

HOUSEHOLD
FURNISHINGS &
APPLIANCES
Furniture
Bedroom Furniture
Living/Dining Room
Furniture
Other Furniture
Household Textiles
Domestic Textiles
Window & Furniture
Covers
Major Household Appliances
Miscellaneos Household
Equipment
Small Appliances &
Housewares
HOUSING RELATED &
PERSONAL
Housing Expenses
Fuels & Utilities
Telephone Services
Household Repairs
Household Services

Housekeeping Supplies
Personal Expenses and
Services
PERSONAL CARE &
SMOKING PRODUCTS
Personal Care Products &
Services
Personal Care Services
Smoking Products & Suppli€]
PET EXPENSES
SPORTS &
ENTERTAINMENT
Photographic
Equipment/Supplies
Reading Materials
Sports & Recreation
Sports Equipment
Travel Expenses
TV, Radio, & Sound
Equipment
TRANSPORTATION &
AUTO EXPENSES
Automotive
Maintenance/Repair/Other

5

Gasoline

Diesel Fuel

Vehicle Purchases & Leases
New
Automobiles/Trucks/Vans
Used Vehicles

Rented Vehicles

Towing Charges

Boats/Outboard Motor, Etc.

TOTAL APPAREL

Women's Apparel

Men's Apparel

Girl's Apparel

Boy's Apparel

Infant's Apparel

Footwear (Excluding Infants)
Other Apparel Products &
Services

Consumer Buying Pow

er Yellow Page Heading

s Report

TOTAL SPECIFIED
CONSUMER
EXPENDITURES
AUTO & TRUCK
REPAIR/SERVICE
Automobile Body Repairing
andPainting
Auto Repairing and Service
Auto Parts New/Used
Tires Dealers
HOME MAINTENANCE -
CONTRACTORS &
SUPPLIES
Appliances Repair/Service

Electric- Contractors
Heating- Contractors
Home Improvements
Landscape Contractors
Lawn Maintenance
Pest Control/Exterminators
Plumbing- Contractors
Roofing- Contractors
RETAIL HEADINGS
Appliances Household
Dealers
Book Dealers/Retail
Carpet & Rug Dealers
Computer Dealers

Departmenttores
Florists- Retail
Furniture- Retail
Grocers- Retail
Hardware- Retail
Lumber- Retall
Pet Shops
Pharmacies or Drugstores
Rental Stores & Yard
Sporting Goods Retail
SERVICE HEADINGS
Attorneys/Lawyers
Beauty Salons
Child/Day Care Centers

Hospitals
Optometrists/O.D.
Physicians & Surgeons
Pet Grooming
Nursing Homes
TRANSPORTATION
Automobile Dealers New &
Used
Auto Renting/Leasing
Motorcycles & Motor
Scooters Dealers
TRAVEL &
ENTERTAINMENT
Airline Companies

Restaurants Fast Food &
Other
Theaters

MISCELLANEOUS
HEADINGS

Moving & Storage
Veterinarians

Schools- Colleges &
Universities

Schools- Elementary &
Secondary

Television- Cable, CATV &
Satellite

Building Materials Electronic Equipment & Cleaners Dry Golf Courses Public
Contractors General Supplies Dealers Dentists Motels & Hotels
Consumer Buying Power Summary - Retail Store Type

TOTAL SPECIFIED
CONSUMER
EXPENDITURES
All Retail Stores
Grocery Stores
Convenience Stores
Eating Places
Drinking Places
Health & Personal Care Stor
Total Accommodation &
Food Services

ES

Building Material & Garden
Equipment & Supplies
Dealers

Hardware Stores

Home Centers

Nursery & Garden Centers
Lawn & Garden Equipment §
Supplies Dealers

General Merchandise Stores
Warehouse Clubs &
Superstores

3

Full-Service Restaurants

Limited Service Eating Place
Furniture Stores

Other Home Furnishing
Stores

Household Appliance Stores
Radio/TV/Other Electronics
Stores

Computer & Software Stores|
Camera/Photographic Suppl
Stores

Clothing & Clothing

Accessory Store

Consumer Buying Power - Detailed Categories

Clothing Accessory Stores
Department Stores (excludin
leased)

Shoe Stores

Jewelry Stores

Gift, Novdty, & Souvenir
Shops

Hobby, Toy, & Game Shops
Sew/Needlework/Piece Goo
Stores

Florists

S

Book Stores

Sporting Goods Stores
Luggage & Leather Goods
Stores

Auto Dealers

Automotive Part, Accessories,
& Tire Stores

Gasoline Stations with
Convenience Stores
Gasoline Stations without
Convenience Stores
Electronic Shopping & Mail
Order

Food at Home (47)

CEREALS & CEREAL
PRODUCTS
Cereals
Rice
Pasta Cornmeal & Other
Cereal Products
Flour/Prepared Flour Mixes
BAKERY PRODUCTS
Cookies
Crackers
Bread & Bakery Products
FISH & SEAFOOD
Canned Fish & Shellfish

Frozen Fish & Shellfish

Fresh Fish & Shellfish
MEATS (ALL)
Meats
Poultry
JUICES
Frozen Juices
Other Juices
FRUITS & VEGETABLES
Fresh Fruits & Vegetables
Frozen Fruits & \égetables
Canned Fruits & Vegetables
Other Vegetables
DAIRY PRODUCTS

Eggs

FRESH MILK & CREAM
Fresh Whole Milk All
Types
Cream

OTHER DAIRY PRODUCTS
Butter & Margarine
Cheese
Ice Cream
Other Dairy Products

SUGAR & OTHER SWEETS

Candy & Chewing Gum

Jams, Jéiks, & Preserves

Sugar & Artificial

Sweeteners

12

FATS & OILS
Fats & Oil Products
Non-Diary Cream Substituteg
Peanut Butter
NON-ALCOHOLIC
BEVERAGES
Coffee
Non-Carbonated Beverages
Carbonated Beverages
Tea
PREPARED FOODS
Canned & Packaged Soup
Frozen Meals

Frozen/Prep. Food Other
Than Meals

Potato Chips & Other Snacks
Nuts

Salt/Other Seasonings &
Spices

Sauces & Gravies
Prepared Salads

Baby Food

Misc. Prepared Foods
Condiments
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Housekeeping Supplies

(4)

Soaps & Detergents

| Other Laundry/Cleaning Prods.

| PaperTowels/Napkins/Toilet Tissue

| Miscellaneous Household Products

Food away from Home (9)

Snacks & NoprAlcoholic
Beverage
Catered Affairs

Food/NonrAlcoholic Beverages
on Trips
LUNCH

Lunch-Fast Food

LunchFull Service
DINNER

DinnerFast Food

DinnerFull Sewrice

BREAKFAST & BRUNCH
Breakfast & Brunckrast
Food

Breakfast & BruncH-ull
Service

Food and Beverages by

Channel* (2)

* Includes items categorized
elsewhere

Food/Goods/Beverages at
Grocery Stores

Food/NonrAlcoholic Beverages
at Convenience Store

FoodNon+Alcoholic Beverages
at Grocery Store

Alcoholic Beverages (8)

ALCOHOLIC BEVERAGES
AT HOME
Beer & Ale At Home
Whiskey At Home

Wine At Home
Other Alcoholic Bev. At
Home

ALCOHOLIC BEVERAGES
AWAY FROM HOME
Beer & Ale Away from Homel

Wine Away from Home

Other Alcoholic Beverages
Away from Home
Alcohol at Restaurants Etc.

Smoking Products and Supplies (2)

Cigarettes | Cigars/Pipes/Other Tobacco Products

Personal Care Products, Services (9)

PERSONAL CARE Non-Electric Articles forthe Shaving Needs Deodorant, Feminine Electric Personal Care
PRODUCTS Hair Cosmetics, Perfume, Bath Hygiene, Miscellaneous Appliances

Hair Care Products

Oral Hygiene Products

Preparations

(Personal Care)

Wigs & Hairpieces

All Day Care (3)

Baby-Sitting/Child Care |

Day Care/Nurse/Psehool

| Eldercare

Household Services (5)

Domestic Service
Gardening/Lawn Care Service

Miscellaneous Home Services

Termite & Pest Control Service

Moving, Storage, Freight
sEXpress

Household Furnishings

& Furniture (26)

HOUSEHOLD TEXTILES
DOMESTIC TEXTILES
Bathroom Linens
Bedroom Linens
WINDOW & FURNITURE
COVERS
Curtains & Drapes
Kitchen & Dining Room
Linens

Other Linens
Slipcovers/Decorative
Pillows

Sewing Materials
Window Coverings
Norn-permanent Floor
Coverings

Other Household
Decorative Items

FURNITURE
BEDROOM FURNITURE
Mattress & Springs
Other Bedroom Furniture
LIVING/DINING ROOM
FURNITURE
Living Room Chairs
Living Room Tables
Sofas

Kitchen/Dining Room
Furniture

OTHER FURNITURE
Infants Furniture
Patio/Porch/Outdoor
Furniture
Other Living/Family Room
Furniture

Office Furniture &
Equipment (Home Use)
Rental of Office Furniture
& Equipment (Home Use)
Infants' Equipment
Lamps & Lighting Fixtures
Closet & Storage ltems

Major Household Appli

ances (10)

Purchase/Installation Window
AIC

Purchase/Installation
Refrigerator/Freezer

Purchase/Installation Clothes
Washer

Purchase/Installation Clothes
Dryer

Purchase/Installation Stoves,
Ovens

Purchase/Installation
Microwave Ovens

Purchase/Install

Dishwashers/Disposals/Hood
Repair of Household Appliancsg
Sewing Maching

Electric Floor Cleaning
Equipment
s

Small Appliance & Hou

sewares (11)

Small Electric Kitchen
Appliances

Portable Heating/Cooling
Equipment
Plastic Dinnerware

China & Other Dinnerware
Flatware
Glassware

Serving Pieces
Non electric Cookware
Clocks

Smoke Alrm & Detectors
Miscellaneous Household Items

Misc. Household Equipment (7)

Power Tools
Nonpower/Hand Tools

Fresh Flowers & Potted Plants
Qutdoor Equipment

Lawn & Garden Supplies

Rental/Repair Lawn Mowing
Equip.

Yard Machinery (Power & Non
power)

Household Repairs (24)

Wall-to-Wall Carpet

Heat/Air Conditioning/Electric
Labor/Materials
Plumbing/Water Heater
Labor/Materials

Electric Supplies, Heat/Cool
Equipment

Construction Materials

Hard Surface Floor
Labor/Materials

Floor Repair/Replacement
Materials

Patio, Masonry, Etc. Materials
Landscaping Materials

Remodeling/Maintenance/
Repair Materials
Paint/Wallpaper Supplies &
Equipment
Paneling/Roofing/Siding
Materials

Plumbing Supplies/Equipment

Security System Management
Fees

Miscellaneous Household
Repairs

Miscellaneous Equipment &
Hardware

Capital Improvements Material

1

Capital Improvements Labor
Roofing/Gutters
Labor/Materials
Painting/Papering
Labor/Materials

Housing Expenses (5)

FUELS & UTILITIES

Gas, Bottled or Tank

TELEPHONE SERVICES

Telephone Service, Excl

Telephone Service for Mobile

Fuel Qil Other Home Heating Fuels Mobile Phone Phone

Apparel (68)

WOMEN'S APPAREL Women's Shorts, Shorts Setg Men's Suits Men's Shirts Girls' Active Sportswear
Women's Dresses Women's Active Sportswear| Men's Sport Coats/Tailored Men's Pants Girls' Underwear &

Women's Coats & Jackets
Women's Sport Coats,
Tailored Jackets

Women's Vests & Sweaters
Women's Shirts, Tops,
Blouses

Women's Skirts

Women's Pants

Women's Sleepwear
Women's Undergarments
Women's Hosiery
Women's Suits
Women's Accessories
Women's Uniforms &
Costumes

MEN'S APPAREL

Jakets

Men's Coats & Jackets
Men's Underwear

Men's Hosiery

Men's Nightwear/Loungeweg
Men's Accessories

Men's Sweaters & Vests

Men's Active Sportswear

13

Men's Shorts/Shorts Sets

Men's Uniforms & Costumes|
GIRLS' APPAREL

Girls' Coats &Jackets

Girls' Dresses, Suits

Girls' Shirts/Blouses/Sweate

Girls' Skirts & Pants

=

Girls' Shorts, Shorts Sets

Sleepwear

Girls' Hosiery

Girls' Accessories

Girls' Uniforms & Costumes
BOYS' APPAREL

s Boys' Coats & Jekets

Boys' Sweaters
Boys' Shirts



nielsen

Claritas

Consumer Buying Power

Boys' Underwear

Boys' Nightwear

Boys' Hosiery

Boys' Accessories

Boys' Suits, Sport Coats,
Vests

Boys' Pants

Boys' Shorts, Shorts Sets

Boys' Active Sportswear
Boys' Uniforms & Costumes
INFANTS' APPAREL
Infants'
Coats/JackstSnowsuit
Infants' Dresses/Outerwear
Infants' Undergarments
Infants' Sleeping Garments

Infants' Accessories
FOOTWEAR (EXCLUDING
INFANTS)

Men's Footwear

Boys' Footwear

Girls' Footwear

Women's Footwear

OTHER APPAREL

PRODUCTS & SERVICES
Clothing/Material/Rtterns/No
tions
Clothing Rental & Storage
Clothing Repair & Alteration
Shoe Repair, Other Shoe
Service

Coin Operated Laundry
Service

Laundry/Dry Cleaning (Not
Coin Operated)

Watches

Jewelry

Watch & Jewelry Repair

TV, Radio & Sound Equipment (19)

Communiy Antenna or Cable
TV

Color TVs (All)

VCRs/Video Disc Players
Radios

Purchased CD/Tape/Needle
(Not Club)
Record/Tape/CD/Video Mail
Order Club

Video Cassettes/Tapes/Discs

Computer Hardware (bme
Use)

Repair Computers/Systems
(Home Use)

Rental Video
Cassettes/Tapes/Discs/Films
Telephone Answering Devices
Telephone & Accessories
Video Games

Repair of TV/Radio/Sound
Equipment
Rerntal of Home Electronic
Equipment

Sound Components/ComponepSoftware & Accessories (Home Calculators & Other Office Hardware/Software

Sys. Use) Machinery (Home Use)

Sports and Recreation (17)

RECREATION Admission fees for Rent/Repair Musical Bicycles Water Sport Equipment

Social/Recreation/Civic Club
Membership
Fees for Participant Sports

Entertainment

Admission to Sporting Events
Fees for Recreational Lessons
Music Instruments/Acasories

Instruments

SPORTS EQUIPMENT
General Sport/Exercise
Equipment

Camping Equipment
Hunting, Fishing Equipment
Winter Sport Equipment

Other Sports Equipment

Playground Equipment
Toys Games Hobbies
Tricycles

Photographic Equip. &Supplies (3)

Film | Photographic Equipment [ Film Processing
Pet Expenses (4)
Pet Food | Pets Purchase/Supplies/Medicine [ Pet Services | Vet Services

Reading Materials (4)

Newspapers (Single Copy &
Subscription)

Magazines (Single Gpy &
Subscription)

Books Through Book Clubs

Books Not Through Book Clubs

Education (7)

ROOM/BOARD TUITION/SCHOOL SUPPLIES Other School Tuition Books/Supplies/Equipment Nen
Board College Tuition Books/Supplies/Equipmefdr College| College
Housing While Attending School Elementary/High School Tuition

Transportation (13)

Boats/Outboard Motor, Etc. NEW AUTOS/TRUCKS/VANS USED VEHICLES Auto Rental

Towing Charges New Cars Usdl Cars Vehicle Rentals (Nomuto)

Gasoline
Diesel Fuel

VEHICLE PURCHASES & LEASES

New Car Lease
New Trucks/Vans
New Motorcycles

Used Trucks/Vans
Used Motorcycles
RENTED VEHICLES

Automotive Maintenance Repair (21)

Motor Oil

Vehicle Audio Equipment
Miscellaneous Auto
Repair/Services

Tire Repair & Other Repair
Work

Minor Parts & Accesstes
Automobile Service Clubs
Coolant/Additives/Brake/Trans
mission Fluid

Tires
Purchased/Replaced/Install

Body Work/Paint/Repair
Upholstery

Repair to Steering or Front En
Front End Alignment, Wheel
Balancing/Rotation

Repair to Engine Cooling
System

I Motor TuneUp
Lubrication & Oil Change
Shock Absorber Replacement

Exhaust System Repair

Electrical System Repair
Motor Repair/Replacement
Brake Work

Clutch, Transmission Repair
Drive Shaft & ReafEnd Repair

Travel (8)

Airline Fares on Trips
Intercity Bus Faresn Trips

Local Transportation on Trips
Intercity Train Fares on Trips

Ship Fares on Trips
Travel ltems/Luggage

Entertainment Expense on Trips

Lodging while on Trips

Health Care (17)

MEDICAL SERVICES
Eye Care Services
Dental Services
Physicians Services
Services by Specialists

Lab Tests, XRays

Hospital Room

Hospital Service Other Than
Room

Care in Convalescent or

Nursing Home

Other Medical Care Service
DRUGS

Nonprescription Drugs

Vitamins & Vitamin

Supplements

Prescription Drugs
MEDICAL SUPPLIES

Eyeglases & Contact Lense

Hearing Aids

Topicals & Dressings
Purchase/Rent Medical &
Surgical Equipment

Personal Expenses & Services (7)

Legal Fees
Funeral Expense

Cemetery Lots, Vaults,
Fees

Maintenance

Credit Card Memberships
Accounting Fees

Postage
Statiorery, Gift Wrap, Etc.

Contributions (8)

Contributions to Charity

Contributions to Religious Organizations

Other Contributions

Contributions to Political Organizations
Cash Support to Persons not in the

Consumer Unit

Cash Support to College Student

Gifts to Persons not in the Con
Unit

sumer

Contributions to Education Institutions
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BusinessFacts:
Business and Employee Count:

BusinesgFacts gives marketers access to U.S. business and employee courstioioion all types of companies. This data
can be used for a broad range of sales and marketing applications, including market analysis, site location, targieting, pla
and territory evalaion. Over 12 million business and professional records aiéable on BusinesBacts.

Telephone verification by vendors such as infoUSA, Inc. helps insure the accuracy of such vital data elements as Stande
Industrial Classification (SIC) Codes and Enyptent. Sales Volume is actual for public companieseahdadquarters, and

modeled using sales per employee by SIC code derived from a large national survey at the local level.
Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.

Level of Data States United | Region| County
Size "A" | Size "B"| Size "C"| Size "D"| States |(8 states| /CBSA
BG, CT, MCD, County, Place, CBSA, DMA, State $520 $840 $1,05Q | $1400 | $3,500.| $2,275.| $270./$500
Census Tract, County, CBSA, DMA, State $205. $335 $420. $560. | $1,450.| $945. -
MCD, County, CBSA, DMA, State $205. $335. $420. $560. | $1,450.| $945. -
ZIP Code, County, CBSA, DMA, State $205. $335. $420. $560. $1,450. | $945. -
Place, County, CBSA, DMA, State - - - - $875. - -

Size "A" States

Size "B" States

Size "C" States

Size "D" States

Alaska, Arizona, Delaware, D.C.,
Hawaii, Idaho, Montana, Nevada,

Rhode Island, Utah, Vermont,
Wyoming

New Hampshire, New Mexico, Oregg

Alabama, Colorado, Connecticut,
Maine, Maryland, Mississippi,
NebraskaNorth Dakota, Oklahoma,
South Carolina, South Dakota,
Washington, West Virginia

Arkansas, Georgia, Indiana, lowa,
Kansas, Kentucky, Louisiana,
Massachusetts, Missouri, North
Carolina, Tennessee, Virginia,
Wisconsin

California, Florida, Michigan, lllinc,
Minnesota, New York, New Jersey,
Ohio, Pennsylvania, Texas

Businesses by Major Sector

Establishments, Employees, Sales, Establishments with > 20 Employees (Displayed in columns)

Total Businesses

Dominant Major Group

Dominant Minor Group

Retail Trade
Home Improvement Stores
General merchandise stores
Food stores
Auto dealers, gas stations
Apparel, accessory stores
Furniture, home furnishings

Eating & drinking places
Miscellaneous Retail Stores
Finance, Insurance, Real Estate
Banks, saving & lending 8t.
Security, commodity brokers

Insurance carriers & Agencies

Real estate, Holding cos.
Services

Hotels & other lodging

Personal services

Business services

Motion pictures & Amusement

Health services

Legal services

Educational services

Social services

Othe Services
Agriculture & Natural Resources
Resource Extraction
Construction

Manufacturing
Transport/Communication, Utilities
Wholesale Trade

Government

Daytime Population

Residential Population
Households

Average Household Income

Businesses by 2-digit SIC Codes

Agriculture & Natural Resources
01 Agricultural products: crops
02 Agricultural products: stock
07 Agricultural services
08 Forestry
09 Fishing, hunting, trapping

Natural Resources extraction
10 Metal mining
12 Anthracite & bituminous
13 Oil & gasextraction
14 Nonmetallic mining

Construction
15 General building contractors
16 Heavy constr. contractors
17 Special trade contractors

Manufacturing
20 Food & kindred products
21 Tobacco manufacturers
22 Textile mill products
23 Apparel & textiles
24 Lumter & wood products
25 Furniture & fixtures
26 Paper & allied products
27 Printing & publishing

28 Chemical products

29 Petroleum & coal products

30 Rubber & plastic products

31 Leather products

32 Stone, clay & glass products

33 Primary metal industries

34 Fabricated metal products

35 Machinery, not electrical

36 Electric & electronic mach.

37 Transportation equipment

38 Instruments & related

39 Miscellaneous manufacturing
Transportation, Utilities

40 Railroad transportation

41 Local & interurban

42 Trucking and warehousing

43 U.S. postal service

44 Water transportation

45 Transportation by air

46 Pipelines, except gas

47 Transportation services

48 Communications

49 Electric, gas, sanitation
Wholesale Trade

50 Wholesale: durable goods
51 Wholesale: nondugoods
Retail Trade
52 Building, garden supplies
53 General merchandise stores
54 Food stores
55 Auto dealers, gas stations
56 Apparel, accessory stores
57 Furniture, home furnishings
58 Eating & drinking places
59 Miscellaneous
Finance, Insurance, Real Estte
60 Banking
61 Credit agencies, not banks
62 Security, commodity brokers
63 Insurance carriers
64 Insurance agents, brokers
65 Real estate
67 Holding & other companies
Services
70 Hotels & other lodging
72 Personal services
73 Business services

76 Misc. repair services
78 Motion pictures
79 Amusement & recreation
80 Health services
81 Legal services
82 Educational services
83 Social services
84 Museums, botanical, zoos
86 Membership organizations
87 Engineering & management
89 Misc. services

90 Government

99 Nonclassifiable

Employees in All Businesses by
2-digit SIC Codes
(Repeat the above variables)

Sales by 2digit SIC Codes
(Repeat the above variables)

75 Autorepairs & garages
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Employees in Businesses (20 or more
employees) by Aigit SIC Codes
(Repeat the above variables)
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' Claritas PRIZM

PRIZM is a revolutionary new segmentation system that harnesses the power of both household and geograpt
level data. PRIZMisesa paterfpending methodology that marries demographic and lifestyle data to help
companiesdrget their customers.

PRIZM® has a final scheniiand it breaks new industry ground@ihe final model contains G&gmentsonsistent
at both the household and geodemographic leladZM marks the first time marketers will have a means of
using geodemogphic segmentationvhere appropriate and househtdglel segmentatiqgrwhere appropriaiall
using the same systerithe 66segment model resulted fraimesedemographic drivers:

1 Age 1 Presence of Children 1 Homeownership
T Income 1 Marital Status 1 Urbanicity

The final 66 segments are arrangednake up two standard setsgobups: SociaGroupand Lifestagésroup
PRIZMis a trademark of Claritas, Inc.

Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.

States United | Region| County
Level of Data Size Size | Size Size
" "B e D" States (8 states| /CBSA

Block Group, Census TradICD, ZIP Code, CBSA, $1,250.%
County, Place, DMA, State $2,400 | $3,840 | $4,800Q | $6,400 | $16,000.$10,400 1$2.180,
Block Grow, Census TracMCD, County, Place, CBSA, $815.**
DMA, State $1,920 | $3,070| $3,840 | $5,120 call call 1$1.630.
g;r:zus Traadr ZIP Codeor MCD, County, CBSA, DMA, $960. | $1535 | $1,920 | $2,560 call call )
Place, County, CBSA, DMA, State - - - - $3,630. - -
County, CBSA, DMA, State - - - - $2,495. - -

* County exceptions: Cook, IL; Harris, TX; Maricopa, AZ; Los Angeles, Orange, San Diego, CA $2,180.

** County exceptions: Cook, IL; Harris, TX; Maricopa, AZ; Los Angeles, Orange, San Diego, CA $1,630.

Size "A" States Size "B" States Size "C" States Size "D" States
Alaska, Arizona, Delaware, D.C., Alabama, Colorado, Connecticut, Arkansas, Georgia, Indiana, lowa, | California,Florida, Michigan, lllinois,
Hawaii, [daho, Montana, Nevada, Maine, Marybnd, Mississippi, Kansas, Kentucky, Louisiana, Minnesota, New York, New Jersey,
New Hampshire, New Mexico, Oregd Nebraska, North Dakota, Oklahomg Massachusetts, Missouri, North Ohio, Pennsylvania, Texas
Rhode Island, Utah, Vermont, South Carolina, South Dakota, Carolina, Tennessee, Virginia,
Wyoming Washington, West Virginia Wisconsin

Social Groups - based on an entirely new density model

The 14 Social Groupsare classified byhree levels of affluence (low, moderate, highyl ky the following four
levels of urbanization

T "Urban": Megacities with density score of 839 (on scale of 0 to 99)rban areas comprise 19% of U.S.

T "2nd City": Cities and big towns with density scores of88) 2nd Cities comprise 18% of total U.S.

T "Suburban": Suburbs of Urban and 2nd City areas, with density scores@®A8uburbs comprise 23% of
total U.S.

T "Town & Country": Exurbs and towns with density less than 40; Town & Country comprises 40% of | U.S.

"Density" refers to the density of poputat in neighborhoods. At its simplest, this involves dividing the total
population of a particular census tract or block group by its land area and creating a density ranking of O to 99
least dense, 99 most dense). For the PRIZM model, Claritas' DegarRle & Development team devoted
extensive resources to creating a more accurate measure and classification of neighborhood density.
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PRIZM Segments

U1 - Urban Uptown

The five segments in Urban Upt own a mrse Mémbarseof
this social group tend to be affluent to middle class, college educated and ethnically diverse, with
average concentrations of Asian and Hispanic Americans. Although this group is diverse in termg
housing styles and family sizegg s i dents share an upscale urbad
marketplace choices. Urban Uptown consumers tend to frequent the arts, shop at exclusive reta
drive luxury imports, travel abroad and spend heavily on computer and wirelesdagghno

04 Young Digerati

07 Money & Brains

16 Bohemian Mix

26 The Cosmopolitans
29 American Dreams

U271 Midtown Mix

Diversity is the hallmark of Midtown Mix, a
diverse social group, besides canitag a mix of singles and couples, homeowners and renters, collg
alumnae and high school graduates. In U2, the households are dominated by childless consume
pursue active social livesfrequenting bars, health clubs and restaurants at higl®rltten to
progressive music, drive small imports and acquire the latest consumer electronics.

31 Urban Achievers
40 Close-In Couples
54 Multi-Culti Mosaic

U371 Urban Cores

Urban Cores segments are characterized by relatively modest incomes, educatientahagartments
but affordable housing is part of the allur
least affluent social groups, U3 has a high concentration of Hispanics and Adrizancans, and
surveys indicate a fondnessfoot h et hni ¢ and mainstream med
preferences: TV news and daytime programming, Spanish and black radio, telephony services ai
pagers, cheap fast food and higid department stores.

59 Urban Elders
61 City Roots

65 Big City Blues
66 Low-Rise Living

S171 Elite Suburbshe most affluent suburban social group, Elite Suburbs is a world-&ifjaie
incomes, posgraduate degrees, singkmily homes and managerial and professional occupations.
segments here are predomitig white with significant concentrations of walff Asian Americans.
Befitting their lofty salaries, S1 members are big consumers of large homes, expensive clothes, |
cars and foreign travel. Despite representing a small portion of the U.Sapoputhey hold a large
share of the nationds personal net worth.

01 Upper Crust
02 Blue Blood Estates
03 Movers & Shakers

S2i The Affluentials

The six segments in The Affluentials are one socioeconomic rung down from the Elite Subvittba
25 percehdrop in median inconge but their residents still enjoy comfortable, suburban lifestyles. T
median income in S2 is nearly $60,000, the median home value is about $200,000, and the most
couples in this social group tend to have college degrees andash#ejobs. Asian Americans make
up an important minority in these predominantly white segments. As consumers, The Affluentials
fans of health foods, computer equipment, consumer electronics and the full rangbmf bétpilers.

08 Executive Suites
14 New Empty Nests
15 Pools & Patios

17 Beltway Boomers
18 Kids & Cul-de-Sacs
19 Home Sweet Home

S3i Middleburbs

The five segments that comprise Middleburbs share a mallais, suburban perspective, but there th
similarity ends. Two groupare filled with very young residents, two are filled with seniors and one
middle-aged. In addition, S3 includes a mix of both, homeowners and renters as well as high schg
graduates and college alums. With good jobs and money in their jeans, thersneiMieldleburbs
tend to have plenty of discretionary income to visit nightclubs and edsuag restaurants, shop at
midscale department stores, buy dance and easy listening CDs by the dozen and travel across th
and Canada.

21 Gray Power

22 Young Influentials
30 Suburban Sprawl
36 Blue-Chip Blues
39 Domestic Duos

S41 Inner Suburbs

The four segments in the Inner Suburbs social group are concentrated in tkrengnseburbs of major
metro® areas where residents tend to be high school educetedrried and lowemiddle class.
Thereb6s diversity in this group, with segme
homeowners and renters and filled with households that are either young or aging in place. How
the consumer behavior dfé S4 segments are dominated by older Americans who enjoy social act
at veterans clubs and fraternal orders, TV news and talk shows, and shopping at discount depart
stores.

44 New Beginnings
46 Old Glories

49 American Classics
52 Suburban Pioneers

C171 Second City Society

Among secondier cities, Second City Society stands at the top of the heap, a social group consis
the wealthiest families who I|Iive outside th
are dominatd with married couples with children, college degrees, large homes, and executive jo
Ethnically, the residents are predominantly white with akmxerage rates of Asian Americans. In the|
marketplace, they spend big on digital and wireless technologindss and cultural media, casual
dining restaurants, upscale retailers, foreign travel and luxury cars.

10 Second City Elite
12 Brite Li
13 Upward Bound
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PRIZM Segments

C2i City Centers

The five segments in the C2 social group consist of a mix of Aareficold and young, homeowners
and renters, familiesand singles ho 6 ve settl ed in the nationé
middle-class status, some college educations and a lifestyle heavy on leisure and recreation. The
members of City Centetend to be big fans of hormntered activities: computer surfing, video
renting, TV viewing and playing games and musical instruments. Outside their homes, they go tq
movies, museums and bowling alleys at high rates.

24 Up-and-Comers

27 Middleburg
Managers

34 White Picket Fences
35 Boomtown Singles
41 Sunset City Blues

C3i Micro-City Blues

Micro-City Blues was created via the predominantly downscale residents living in the affordable H
found throughout t he nat ilgoud thesefireaskgments coatairt ai max
old and young, singles and widowers, whites, Afridanericans and Hispanics. Most of the workers
hold bluecollar job$ hencethenanieand t heir mar ket pl ace beha
lifestyles. This is one of the few social groups where consumers have a high index for video game
bingo, aerobic exercise and fishing, BET and the Country Music Network.

47 City Startups

53 Mobility Blues

60 Park Bench Seniors
62 Hometown Retired
63 Family Thrifts

T17 Landed Gentry

Widely scattered throughout the nation, the five segments in the Landed Gentry social group con
weal thy Americans who migrated to the small
households contain Boomer faiad and couples with college degrees, professionadjobh e y 6 r ¢
as likely as average Americans to telecommuaed expansive homes. With their upscale incomes,
they can afford to spend heavily on consumer electronics, wireless and computer teghmalmgy
car s, power boat s, books and magazi nes, chil

05 Country Squires

09 Big Fish, Small
Pond

11 Godbés Co
20 Fast-Track Families
25 Country Casuals

T271 Country Comfort

The five segments in Country Comfort anéefi with predominantly white, middielass homeowners.
In their placid towns and scenic bedroom communities, these Americans tend to be married, bety
ages of 25 and 54, with or without children. They enjoy comfortable upscale lifestyles, egHilmtin
indices for barbecuing, bdmopping and playing golf as well as hoimased activities such as gardenin
woodworking and crafts. Reflecting their rural, family environment, they prefer trucks, SUVs and
minivans to cars.

23 Greenbelt Sports
28 Traditional Times
32 New Homesteaders
33 Big Sky Families
37 Mayberry-ville

T31 Middle America

The six segments in Middle America are filled with middlass homeowners living in small towns an
remote exurbs. Typically found in scenic settings throughot he nati ondés hear
tend to be white, high school educated, living as couples or larger families, and ranging in age frg
under 25 to over 65. Like many residents of remote communities, these conservative consumersg
prefer taditional rural pursuits: fishing, hunting, making crafts, antique collecting, watching televis
and meeting at civic and veterans clubs for recreation and companionship. Friday nights are for

celebrating high school sports.

38 Simple Pleasures
42 Red, White & Blues
43 Heartlanders

45 Blue Highways

50 Kid Country, USA
51 Shotguns & Pickups

T4 171 Rustic Living

The six segments in Rustic America represen
group, T4 residents have relatively modesbmes, low educational levels, aging homes and-aillar
occupations. Many of the residents, a mix
watched scores of their neighbors migrate to the city. In their remote communities, tresaearsn
spend their leisure time in such traditional spi@iln activities as fishing and hunting, attending soci

activities at the local church and veterans club, enjoying country music and car racing.

48 Young & Rustic

55 Golden Ponds

56 Crossroads Villagers
57 Old Milltowns

58 Back Country Folks
64 Bedrock America

Lifestage Groups - based on age, Children

The 11 Lifestage Groupsare classified by three levels of affluence (low, moderate, high) and by one of three

primary categories of agendchildren combinations:

T "Younger Years": Largely under age 35, these households havéif@nyi children. Households tend to be
singles, although there are also couples that fall into this Lifestage.

T "Family Life": Households with kids meet the primary critdoathis Lifestage. While the householder age
range is broa®5 to 54 and there are some couples that fall into this Lifestage, the vast majority of househol
have at least one child under 18.

T "Mature Years": Largelyover age 45, these are eniptgst hogeholds mostly couples whose kids have
flown the coop.
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Y1 - Midlife Success

The eight segments in Midlife Success typically are filled with childless singles and couples in th
thirties and forties. The wealthiest of the Younger Years class, thip ggdiome to many white,
collegeeducated residents who make-Bgure incomes at executive and professional jobs but also
extends to more middle class segments. Most of these segments are found in suburban and ex|
communities, and consumers herelaigefans of the latest technology, financial products, aerobic
exercise and travel.

PRIZM Segments

03 Movers & Shakers
08 Executive Suites
11 Godods
12 Brite
19 Home Sweet Home
25 Country Casuals
30 Suburban Sprawl
37 Mayberry-ville

Y21 Young Achievers

Young, hip singles are the prime resident¥ofing Achieversa lifestage group of twengomethings

whobdéve recently settled in metro nelasgitoivalto-h g
do, but most residents ardlstenting apartments in cities or clegesuburbs. These seven segment
contain a high percentage of Asian singles,
as reflected in the group6s lylnightlife.ryauhg Aph®eveist i ¢
segments are twice as likely as the general population to include college students living in group
quarters.

04 Young Digerati

16 Bohemian Mix

22 Young Influentials
23 Greenbelt Sports
24 Up-and-Comers
31 Urban Achievers
35 Boomtown Singles

Y3 - Striving Singles

The seven segments in Striving Singles make up the most downscale of the Younger Years clag
Centered in exurban towns and satellite cities, these twentysomething singles typically have low
income® often under $2B00 a yead from service jobs or paitme work they take on while going t¢
college. Housing for this group consists of a mix of cheap apartment complexes, dormitories an
mobile homes. As consumers, the residents in these segments score high forspaidsomovies an
music, fast food and inexpensive cars.

42 Red, White & Blues
44 New Beginnings

45 Blue Highways

47 City Startups

48 Young & Rustic

53 Mobility Blues

56 Crossroad Villagers

F11 Accumulated Wealth

The presence of children is the defigicharacteristic of the segments in the Family Life class. The
three segments in Accumulated Wealth contain the wealthiest families, mostly ealiecgted, white
coll ar Baby Boomers | iving in sprawlinmnlyhon
segments are filled with upscale professiodalsh e gr oupds medi an D whoo
have the disposable cash and sophisticated tastes to indulge their children with electronic toys,
computer games and tayf-the-line sporting equipmentThe adults in these households are also a
prime audience for print media, expensive cars and frequent vaéatiftes to theme parks as well a
European destinations.

02 Blue Blood Estates
05 Country Squires
06 Winner 6s

F2- Young Accumulators

Compared to the Accumulated Wealth group, the five segments in Young Accumulators are sligh
younger and less affluent than their upscale peers. Ethnically diverse, these households includg
aboveaverage number of Hispanic and Asian Americans. Adytisally have college educations an
work a mix of whitecollar managerial and professional jobs. Found mostly in suburban and exur,
areas, the large families in Young Accumulators have fashioned comfortable, upscale lifestyles i
mid-sized homes They favor outdoor sports, kidendly technology and adult toys like campers,
powerboats and motorcycles. Their media tastes lean towards cable networks targeted to childn
teenagers.

13 Upward Bound

17 Beltway Boomers
18 Kids & Cul-de-Sacs
20 Fast-Track Families
29 American Dreams

F3- Mainstream Families

Mainstream Families refers to a collection of seven segments of madievorkingclass childfilled
households. While the age range of adults is liydanim 25 to 54 most families have a¢ast one
child under 18. And residents in this exurban group share similar consumption patterns, living in
modestly priced homésincluding mobile home$ and ranking high for owning three or more cars.
consumers, Mainstream Families maintain lifestplesf i t t i ng | arge famil.i
lots of sports, electronic toys, groceries in bulk and televised media.

32 New Homesteaders
33 Big Sky Families

34 White Picket Fences
36 Blue-Chip Blues

50 Kid Country, USA
51 Shotguns & Pickups
52 Suburban Pioneers
54 Multi-Culti Mosaic

F4 - Sustaining Families

Sustaining Families is the least affluent of Family Life groups, an assortment of segments that rg
from workingclass to decidedly downscale. Ethnically mixed, with a high percenfaifeican
American, Asian and Hispanic families, these segments also display geographic é@veositynner
cities to some of the most isolated communities in the nation. Most adults holcbbhreand service
jobs, earning wages that relegate thamilies to small, older apartments and mobile homes. And th
lifestyles are similarly modest: Households here are into playing games and sports, shopping at

chains and convenience stores, and tuning into nearly everything that airs on TV and radio

63 Family Thrifts

64 Bedrock America
65 Big City Blues

66 Low-Rise Living
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M1 - Affluent EmptyNests
While those on the AMTV sideodo of fifty may

Mature Years tend to be over 45 years old and liiingouses that have emptgsted. The four
wealthiest segments in this group are classified Affluent Empty Nests, and they feature upscale
who are college educated, hold executive and professional positions and are over 45. While the
neighborhads are found across a variety of landscapiesm urban to smaltown aread they all
share a propensity for living in large, older homes. With their children out of the house, these
consumers have plenty of disposable cash to finance active lifestyies tiavel, cultural events,
exercise equipment and business media. These folks are also community activists who write po
volunteer for environmental groups and vote heavily in elections.

M2 - Conservative Classics

College educated, over 55 years old and uppiddle-class, the six segments in Conservative Class
offer a portrait of quiet comfort. These childless singles and couples live in older suburbamitbm
two cars in the driveway and a wooden deck out back. For leisure at home, they enjoy gardenin
reading books, watching public television and entertaining neighbors over barbecues. When the
out, itdés often to a |abdniad restaurantdike the OlivelGarden bré&cy
Star Steakhouse.

M3 - Cautious Couples

Another large group of Mature Years segtsda Cautious Couples, featuring an eB&ryearold mix
of singles, couples and widows. Widely scattered throughout the nation, the residents in these ¢
segments typically are workingass and white, with some college education and a high rate of
homeownership. Given their billar roots, Cautious Couples today pursue sedate lifestyles. T
have high rates for reading, travel, eating out at family restaurants and pursuingdsedenobbies
like coin collecting and gardening.

01 Upper Crust

07 Money & Brains

09 Big Fish, Small Pond
10 Second City Elite

14 New Empty Nests

15 Pools & Patios

21 Gray Power

26 The Cosmopolitans
27 Middleburg Managers
28 Traditional Times

38 Simple Pleasures
39 Domestic Duos
40 Close-In Couples
41 Sunset City Blues
43 Heartlanders

46 Old Glories

49 American Classics

55 Golden Ponds

57 Old Milltowns

58 Back Country Folks
59 Urban Elders

61 City Roots

60 Park Bench Seniors
62 Hometown Retired

M4 - Sustaining Seniors
Sustaining Seniors consists of nine segments filled with older, economically challenged America
Racially mixedand dispersed throughout the country, they all score high for having residents whq
over 65 years old and household incomes under $25,000. Many are single or widowed, have m
educational achievement and live in older apartments or small homéwxiOfixed incomes, they leag
low-key, homec ent ered | i festyl es. Theydre big on
Their social life often revolves around activities at veterans clubs and fraternal organizations.

PRIZM segments are numberéd to 66 based on an overall affluence measure. This is in accord with
MicroVisions ®®numbering scheme but is slightljfferent from what existing PRIZM clients are used to seeing.
PRIZM hashave lots of segment names t@ddritas usersvill recognize. Upper Crust, Blue Blood Estates,
Movers & Shakers, Winner's Circle, American Classics and Urban Achievers are amerigtihg segment
names from both MicroVision and PRIZM 62 making a return performance in PRIZM.

Movers & Shakers is home to America's u

and-coming business class: a wealthy

01 Upper Crust 03 Movers & Shakers

The nation's most exclusive address, Upp¢
Crust is the wealthiest lifestyle in Ameriea

05 Country Squires
The wealthiest residents in exurban Ameri
live in Country Squires, an oasis for afflue

07 Money & Brains
a The residents of Money & Brains seem to
t have it all: high incomes, advanced degrees

r

haven for emptynesting couples over 55
years old. N segment has a higher
concentration of residents earning over
$200,000 a year or possessing a postgrad
degree. And none has a more opulent
standard of living.

02 Blue Blood Estates
Blue Blood Estates is a family portrait of
suburban wealth, a placé million-dollar
homes and manicured lawns, highd cars
and exclusive private clubs. The nation's
secondwealthiest lifestyle, it is characterizq
by married couples with children, college
degrees, a significant percentage of Asian
Americans and sifigure incomes earned b
business executives, managers and
professionals.

suburban world of dughcome couples who
are highly educated, typically between the
ages of 35 and 54 and often with children.
atBiven its high percentage of executives an|
white-collar professionals, there's a decide
business bent to this segment: Movers &
Shakers rank numbe@me for owning a smal
business and having a home office.

04 Young Digerati

Young Digerati are the nation's tesavvy
singles and couples living in fashionable

d neighborhoods on the urban fringe. Affluer]
highly educated and ethnically mixed, You
Digerati communities are typically filled wit|
trendy apartments and rdos, fitness clubs
and clothing boutiques, casual restaurants
and all types of barfom juice to coffee to
microbrew.

Baby Boomers who've flethe city for the

charms of smaitown living. In their bucolic

communities noted for their recently built
d
I of executives live in sifigure comfort.
Country Squires enjoy country club sports
like golf, tennis andwimming as well as
skiing, boating and biking.

06 Winner's Circle

Among the wealthy suburban lifestyles,
Winner's Circle is the youngest, a collectio

t, of mostly 25 to 34yearold couples with

hglarge families in newnoney subdivisions.

n Surrounding their hmes are the signs of
upscale living: recreational parks, golf
courses and upscale malls. With a median
income of nearly $90,000, Winner's Circle
residents are big spenders who like to travi
ski, go out to eat, shop at clothing boutiqug

homes on sprawling properties, the familieg

5

h

and sophisticated tastes to match their
credentials. Many of these citivellers,
predominantly white with a high
concentration of Asian Americansgar
married couples with few children who live
in fashionable homes on small, manicured
lots.

08 Executive Suites

Executive Suites consists of upgaiddle-
class singles and couples typically living just
beyond the nation's beltways. Filled with
significantnumbers of Asian Americans and
college graduateBoth groups are
represented at more than twice the national
averagethis segment is a haven for white
collar professionals drawn to comfortable
homes and apartments within a manageable

pl, commute to downtown Jus, restaurants and
s entertainment.

and take in a sho.
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09 Big Fish, Small Pond
Older, upperclass, collegeeducated
professionals, the members of Big Fish,
Small Pond are often among the leading
citizens of their smaftown communities.
These upscale, emphesting couplesnjoy
the trappings of success, belonging to
country clubs, maintaining large investmen
portfolios and spending freely on computer|
technology.

10 Second City Elite

There's money to be found in the nation's
smaller cities, and you're most likely to finq

it in Second City Elite. The residents of thelsesubdivisions, and they're pursuing kid

satellite cities tend to be prosperous
executives who decorate their $200,000
homes with multiple computers, largereen
TV sets and an impressive collection of
wines. With more than half holding college
degress, Second City Elite residents enjoy
cultural activitiesfrom reading books to
attending theater to dance productions.

11 God's Country
When city dwellers and suburbanites bega]
moving to the country in the 1970s, God's
Country emerged as the most affluenthe
nation's exurban lifestyles. Today, wealthig
communities exist in the hinterlands, but
God's Country remains a haven for upper

income couples in spacious homes. TypicgllyWidely scattered across the nation's subur

collegeeducated Baby Boomers, these
Americans try to maintain a balanced
lifestyle between higjpower jobs and laid
back leisure.

12 Brite Lites, Li'l City
Not all of the America's chic sophisticates
live in major metros. Brite Lights, Li'l City i
a group of weloff, middle-aged couples
settled in the nation's satellite cities
Residents of these typical DINK (double
income, no kids) households have college
educations, welpaying business and
professional careers and swank homes fillg
with the latest technology.

13 Upward Bound

More than any other segment, Upward
Bound appearto be the home of those

legendary Soccer Moms and Dads. In these computers, DVD players, home theater

small satellite cities, uppelass families
boast dual incomes, college degrees and
split-levels and colonials. Residents of
Upward Bound tend to be kiobsessed, with
heavy purchasesf computers, action figure
dolls, board games, bicycles and camping
equipment.

14 New Empty Nests
With their grownup children recently out of
the house, New Empty Nests is composed
upscale older Americans who pursue activj
and activistlifestyles. Nearly threequarters
of residents are over 65 years old, but they
show no interest in a reebme retirement.
This is the topranked segment for all
inclusive travel packages; the favorite
destination is Italy.

15 Pools & Patios
Formed during the postw&aby Boom,

Pools & Patios has evolved from a segment

of young suburban families to one for
mature, emptynesting couples. In these
stable neighborhoods graced with backyar
pools and patioshe highest proportion of
homes were built in the 196@ssidentsvork
as whitecollar managers and professionals
and are now at the top of their careers.

16 Bohemian Mix
A collection of young, mobile urbanites,

Bohemian Mix represents the nation's most

liberal lifestyles. Its residents are a
progressive mix of youngrmgles and

Hispanics, Asians, AfricaAmericans and
whites. In their funky rowhouses and
apartments, Bohemian Mixers are the earl
adopters who are quick to check out the la]
movie, nightclub, laptop and microbrew.

17 Beltway Boomers
t all grown up. Today, these Americans are
their forties and fifties, and one segment o
this huge cohortollegeeducated, upper
middle-class and homewning-is found in
Beltway Boomers. Like mangf their peers
who married late, these Boomers are still
raising children in comfortable suburban

centered lifestyles.

18 Kids & Cul-de-Sacs
Upscale, suburban, married couples with
childrenthat's the skinny on Kid& Cul-de-
Sacs, an enviable lifestyle of large families|
recently built subdivisions. With a high rate|
of Hispanic and Asian Americans, this
segment is a refuge for collegelucated,
white-collar professionals with

N administrative jobs and upperiddle-class

and children translates into large outlays fd

child-centered products and services.

19 Home Sweet Home

r

the residents of Home Sweet Home tend t
be uppemiddle-class married couples livin
in mid-sized homes with few children. The
adults in the segment, mostly between the

hold professional and whitepllar jobs. With
their upscale incomes and small families,
these folkshave fashioned comfortable
lifestyles, filling their homes with toys, TV
sets and pets.

20 FastTrack Families
With their uppemmiddle-class incomes,
d numerous children and spacious homes,-H
Track Families are in their prime acquisitio
years. These midetaged parents have the

want the best for their children. They buy t
latest technology with impunity: new

systems and video games. They take
evadvantage of their rustic lates by camping,
boating and fishing.

21 Gray Power
The steady rise of older, healthier America|
over the past decade has produced one
important byproduct: middleclass, home
owning suburbanites who are aging in plad
rather than moving to retirement

ofconmunities. Gray Power reflects this tren

E a segment of older, midscale singles and
couples who live in quiet comfort.

22 Young Influentials
Once known as the home of the nation's
yuppies, Young Influentials reflects the
fading glow of acquisitive yuppiedam
Today, the segment is a common address
young, middleclass singles and couples wi
are more preoccupied with balancing work
and leisure pursuits. Having recently left
college dorms, they now live in apartment
complexes surrounded by ball fields, hikal
clubs and casudalining restaurants.

23 Greenbelt Sports

. A segment of middlelass exurban couples
Greenbelt Sports is known for its active
lifestyle. Most of these middiaged resident
are married, collegeducated and own new
homes; about a thirdalve children. And few
segments have higher rates for pursuing
outdoor activities such as skiing, canoeing
backpacking, boating and mountain biking

couples, students and professionals,

The members of the postwar Baby Boom gre

incomes. Their nexus of education, affluenge

ages of 25 and 54, have gone to college and

disposable income and educated sensibility t

24 Up-and-Comers

Up-andComers is a stopover for young,

midscale singles before they marry, have
©Shmilies and establish more deskbound
lifestyles. Found in secortikr cities, these
mobile, twentysomethings include a
disproportionate number of recent college
graduates who are into athletic activities, t
latest technology and nightlife entertainme

25 Country Casuals
There's a laitback atmosphere in Country
Casuals, a collection of middged, upper
middle-class households that have started
emptynest. Workers herand most
households boast two earndwsve wel
paying blue or white collar jobs, or own
small businesses. Today these B&imom
couples have the disposable income to enjf
traveling, owning timeshares and going ou

into eat.

26 The Cosmopolitans
Educated, midscale and mudtihnic, The
Cosmopolitans are urbane couples in
America's fasgrowingcities. Concentrated
in a handful of metrosuch as Las Vegas,
["~Miami and Albuguerqu¢hese households
" feature older homewners, emptynesters
and college graduates. A vibrant social scq
surrounds their older homes and apartmen
and residents love theghtlife and enjoy
leisureintensive lifestyles.

n
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27 Middleburg Managers
Middleburg Managers arose when empty
nesters settled in satellite communities wh
offered a lower cost of living and more
relaxed pace. Today, segment residents te
to be middleclass and over 55 years old,
with solid managerial jobs and comfortablg
retirements. In their older homes, they enjq

gardening and refinishing furniture.

28 Traditional Times

?Sﬁ'raditional Times is the kind of Bstyle

are beginning to enjoy their first emptest

Qears. Typically in their fifties and sixties,

€ these middleclass Americans pursue a king
of granolaandgrits lifestyle. On their coffee]
tables are magazinesth titles ranging from
Country Living and Country Home to
Gourmet and Forbes. But they're big
travelers, especially in recreational vehicle:
and campers.

'29 American Dreams

American Dreams is a living example of hq

ethnically diverse the nation has bewa

more than half the residents are Hispanic,

Asian or AfricanAmerican. In these

* multilingual neighborhoodsne in ten speak|
a language other than Englistiddle-aged
immigrants and their children live in middlg
class comfort.

30 Suburban Sprawl

Suburba Sprawl is an unusual American
lifestyle: a collection of midscale, middle
Ifor, : PR

aged singles and couples living in the hear
0 of suburbia. Typically members of the Bab
Boom generation, they hold decent jobs, o
older homes and condos, and pursue
cocooning vesions of the American Dream
Among their favorite activities are jogging
on treadmills, playing trivia games and
renting videos.

31 Urban Achievers

Concentrated in the nation's port cities,
Urban Achievers is often the first stop for-y
andcoming immigants from Asia, South
America and Europe. These young singles|
and couples are typically collegelucated
and ethnically diverse: about a third are

e

i

reading, playing musical instruments, indogr

where smaltown couples nearing retirement

foreign-born, and even more speak a
language other than English.

32 New Homesteaders

Young, middleclass fanlies seeking to
escape suburban sprawl find refuge in New
Homesteaders, a collection of small rustic
townships filled with new ranches and Cape
Cods. With decerpaying jobs in white
collar and service industries, these dual
income couples have fashioneaimfortable,
child-centered lifestyles, their driveways
filled with campers and powerboats, their
family rooms with PlayStations and Game
Boys.

33 Big Sky Families

Scattered in placid towns across the
American heartland, Big Sky Families is a
segment of gung rural families who have
turned high school educations and baadlar
jobs into busy, middlelass lifestyles.
Residents like to play baseball, basketball
and volleyball, besides going fishing, hunting
and horseback riding. To entertain their
sprawlirg families, they buy virtually every
piece of sporting equipment on the market.

34 White Picket Fences

Midpoint on the socioeconomic ladder,
Gesidents in White Picket Fences look a lot
tS’Iike the stereotypical American household of
a generation ago: young,ddle-class,
married with children. But the current
version is characterized by modest homes
and ethnic diversityncluding a
disproportionate number of Hispanics and
African-Americans.

nd5 Boomtown Singles

Affordable housing, abundant entevel

jobs anda thriving singles scerall have

given rise to the Boomtown Singles segment
in fastgrowing satellite cities. Young, single
and workingclass, these residents pursue
active lifestyles amid sprawling apartment
complexes, bars, convenience stores and
laundomats.

36 Blue-Chip Blues

Blue-Chip Blues is known as a comfortable
lifestyle for young, sprawling families with
well-paying bluecollar jobs. Ethnically
diversewith a significant presence of
Hispanics and AfricasAmericansthe
segment's aging neighborhdmofeature
compact, modestly priced homes surrounded
by commercial centers that cater to child
filled households.

W37 Mayberry-ville

Like the old Andy Griffith show set in a
quaint picturesque berg, Maybetville

harks back to an olthshioned way of fe. In
these small towns, middigass couples and
families like to fish and hunt during the day,
and stay home and watch TV at night. With
lucrative bluecollar jobs and moderately
priced housing, residents use their
discretionary cash to purchase boats,
campers, motorcycles and pickup trucks.
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38 Simple Pleasures
With more than twethirds of its residents
over 65 years old, Simple Pleasures is mo:
a retirement lifestyle: a neighborhood of

lower-middle-class singles and couples living Blue Highways is the standofor lower

in modestly pricedhomes. Many are high
schooleducated seniors who held bicellar
jobs before their retirement. And a
disproportionate number served in the
military; no segment has more members o
veterans clubs.

39 Domestic Duos

Domestic Duos represents a middlassmix
of mainly over 55 singles and married
couples living in older suburban homes. Wj
their highschool educations and fixed
incomes, segment residents maintain an-e
going lifestyle. Residents like to socialize b
going bowling, seeing a play, meetiagthe
local fraternal order or going out to eat.

40 Closeln Couples
Closeln Couples is a group of
predominantly older, AfricaAmerican
couples living in older homes in the urban
neighborhoods of midized metros. High
school educated and empty nestithgse 55
yearold-plus residents typically live in olde
city neighborhoods, enjoying secure and
comfortable retirements.

41 Sunset City Blues

Scattered throughout the older
neighborhoods of small cities, Sunset City
Blues is a segment of lowaniddle-class
singles and couples who have retired or ar
getting closed to it. These emptgsters tend
to own their homes but have modest
educations and incomes. They maintain a
low-key lifestyle filled with newspapers ang
television by day, and familgtyle
restawants at night.

42 Red, White & Blues
The residents of Red, White & Blues
typically live in exurban towns rapidly
morphing into bedroom suburbs. Their
streets feature new faftod restaurants, and
locals have recently celebrated the arrival
chains likeWal-Mart, Radio Shack and
Payless Shoes. Middkged, high school
educated and loweniddle class, these folkg
tend to have solid, blueollar jobs in
manufacturing, milling and construction.

43 Heartlanders
America was once a land of small middle
class obwns, which can still be found today
among Heartlanders. This widespread
segment consists of middéged couples
with working-class jobs living in sturdy,
unpretentious homes. In these communitie)
of small families and emptgesting couples,
Heartlanders prsue a rustic lifestyle where
hunting and fishing remain prime leisure
activities along with cooking, sewing,
camping and boating.

44 New Beginnings
Filled with young, single adults, New
Beginnings is a magnet for adults in
transition. Many of its residéen are
twentysomething singles and couples just
starting out on their career patbsstarting
over after recent divorces or company
transfers. Ethnically diverseith nearly half
its residents Hispanic, Asian or African
AmericanNew Beginnings householdsnd
to have the modest living standards typical
transient apartment dwellers.

45 Blue Highways
On maps, blue highways are often tlane
tlyoads that wind through remote stretches d
the American landscape. Among lifestyles|

middle-class couples and families who live
isolated towns and farmsteads. Here, Boo
men like to hunt and fish, the women enjoy
sewing and crafts, and everyone looks
forward to going out to a country music
concert.

46 Old Glories

Old Glories are the nation's downscale

suburban retirees, Americans aging in plaq
thin older apartment complexes. These racig|

mixed households often contain widows al
psyvidowers living on fixed incomes, and the
fy tend to lead homeentered lifestyles. They'n
amongthe nation's most ardent television
fans, watching game shows, soaps, talk
shows and newsmagazines at high rates.

47 City Startups
In City Startups, young, mutgthnic singles
have settled in neighborhoods filled with
cheap apartments and a commercialebaf

to twentysomethings. One of the youngest
segments in Ameriewith ten times as man
college students as the national avertgse
neighborhoods feature low incomes and hi
concentrations of Hispanics édifrican
Americans.

48 Young & Rustic

Like the soap opera that inspired its
nickname, Young & Rustic is composed of|
young, restless singles. Unlike the glitzy sq
denizens, however, these folks tend to be
lower income, high scho@ducated and
living in tiny apartments in the nation's
exurban towns. With their service industry
jobs and modest incomes, these folks still
to fashion faspaced lifestyles centered on
sports, cars and dating.

49 American Classics

They may be older, loweniddle class and
bf retired, but the residents of American
Classics are still living the American Drean
of home ownership. Few segments rank
higher in their percentage of home owners
and that fact alone reflects a more

b

white singes and couples with deep ties to
their neighborhoods.

50 Kid Country, USA

Widely scattered throughout the nation's
heartland, Kid Country, USA is a segment
dominated by large families living in small
towns. Predominantly white, with an abeve|
average conceération of Hispanics, these
young, these workinglass households
include homeowners, renters and military
personnel living in base housing; about 20
percent of residents own mobile homes.

51 Shotguns & Pickups

5

cameby its moniker honestly: it scores nea|
the top of all lifestyles for owning hunting
rifles and pickup trucks. These Americans
tend to be young, workinglass couples witH
large familiesmore than half have two or
more kidsliving in small homes and
manufatured housing. Nearly a third of
residents live in mobile homes, more than
ofanywhere else in the nation.

cafes, bars, laundromats and clubs that caferCulti Mosaic is the urban home for a mixed

comfortable lifestyle for these predominantly selfreliance in these households as

The segment known as Shotguns & Pickugs Strewn among remote farm communities

52 Suburban Pioneers

Suburban Pioneers represents one of the
f nation's eclectic lifestyles, a mix of young
singles, recently divorced and single pasery
who have moved into older, inreng
in suburbs. They live in aging homes and
negardenstyle apartment buildings, where th¢
jobs are bluecollar and the money is tight.
But what unites these residemtsliverse mix
of whites, Hispanics and AfricaAmericans
is a workingclass sensibility and an
appreciation for their ofthe-beatertrack
neighborhoods.

53 Mobility Blues
llyYoung singles and single parents make thq
d way to Mobility Blues, a segment of
working-class neighborhoods in America's
satellite cities. Reially mixed and under 25
years old, these transient Americans tend
have modest lifestyles due to their lower
income bluecollar jobs. Surveys show they
excel in going to movies, playing basketba
and shooting pool

54 Multi-Culti Mosaic

An immigrant géeway community, Multi

b

populace of younger Hispanic, Asian and
African-American singles and families. Wit
nearly a quarter of the residents foreign bo
phthis segment is a mecca for fiugéneration
Americans whare striving to improve their
lower-middle-class status.

55 Golden Ponds
Golden Ponds is mostly a retirement lifest
dominated by downscale singles and coup

apver 65 years old. Found in small bucolic
towns around the country, these high scho
educaed seniors live in small apartments o
less than $25,000 a year; one in five residg
in a nursing home. For these elderly

ryresidents, daily life is often a succession o

TV, playing bingo and doing craft projisc

56 Crossroads Villagers
With a population of middiaged, blue
collar couples and families, Crossroads
Villagers is a classic rural lifestyle. Resider|
are high schoeéducated, with lowemiddle
incomes and modest housing; eqearter
live in mobilehomes. And there's an air of

Crossroads Villagers help put food on the
table through fishing, gardening and huntir|

57 Old Milltowns
America's oncehriving mining and
manufacturing towns have agad have the
residens in Old Milltowns communities.
Today, the majority of residents are retired
singles and couples, living on downscale

For leisure, they enjoy gardening, sewing,

casuakestaurants.

58 Back Country Folks

across the nation, Back Country Folks are
long way away from economic paradise. T
residents tend to be poor, over 55 years ol
and living in older, modestized homes and
manufactired housing. Typically, life in this
segment is a throwback to an earlier era
when farming dominated the American
landscape.

59 Urban Elders
For Urban Elders segment located in the
downtown neighborhoods of such metros 4
New York, Chicago, Las Vegas @iviami-
life is often an economic struggle. These
communities have high concentrations of

it

incomes in prel960 homes and apartments.

to be downscale, with singles living in older
apartment rentals.

60 Park Bench Seniors

Park Bench Seniors typically are retd

singles living in the racially mixed
neighborhoods of the nation's satellite cities.
With modest educations and incomes, these
residents maintain lowey, sedentary
lifestyles. Theirs is one of the tapnked
segments for TV viewing, especially daytime
soaps and game shows.

61 City Roots

Found in urban neighborhoods, City Roots is
a segment of loweincome retirees, typically
irliving in older homes and duplexes they've
owned for years. In these ethnically diverse
neighborhoodsnore than a third are Africy
American and Hispanicesidents are often
o widows and widowers living on fixed
incomes and maintaining lokey lifestyles.

62 Hometown Retired
With threequarters of all residents over 65
years old, Hometown Retired is one of the
oldest lifestyles. Thesecially mixed seniors
tend to live in aging homesalf were built
before 1958nd typically get by on social
security and modest pensions. Because most
never made it beyond high school and spent

Intheir working lives at blueollar jobs, their

retirementsare extremely modest.

63 Family Thrifts

The smalcity cousins of innecity districts,
Family Thrifts contain young, ethnically

le diverse parents who have lots of children and

eavork entrylevel service jobs. In these
apartmentfilled neighborhoods, visitornd

pl the streets jampacked with babies and

h toddlers, tricycles and basketball hoops,

s Daewoos and Hyundais.

64 Bedrock America

sedentary activities such as reading, watchingedrock America consists of young,

economically challenged families in small,
isolated towns located throughout the
nation's hedland. With modest educations,
sprawling families and blueollar jobs,
many of these residents struggle to make
tsends meet. One quarter live in mobile homes.
One in three haven't finished high school.
Rich in scenery, Bedrock America is a haven
for fishing, hunting, hiking and camping.

65 Big City Blues

g. With a population that's 50 percent Latino,
Big City Blues has the highest concentration
of Hispanic Americans in the nation. But it's
also the multiethnic address for downscale
Asian and AfricarAmericanhouseholds
occupying older innecity apartments.
Concentrated in a handful of major metros,
these young singles and singlarent

families face enormous challenges: low
incomes, uncertain jobs and modest

socializing at veterans clubs or eating out at educations. More than 40 percent haven't

finished high school.
66 Low-Rise Living

The most economically challenged urban

| segment, LowRise Living is known as a

he transient world for young, ethnically diverse
il singles and single parents. Home values are
low-about half the national averagad even
then less thn a quarter of residents can
afford to own real estate. Typically, the
commercial base of Morand-Pop stores is
struggling and in need of a renaissance.

Hispanics and AfricaAmericans, and tend
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Claritas Retail Market Power
Overview X
The Retail Mar ket Power E (RMP) dat ab as eforpptinalsitedapdsmarket a

analysis, SO you can maximize your growth strategies by accurately targeting the sales gaps that exist in the marketplac
using sales potential to depict supply and geogrdyaised estimates of potential annual consumesredifures to depict
demand within a specific market, RMP enables an opportunity gap analysis of the retail environment. The database was
developed using the Consumer Expenditure (CEX) surveys conducted by the Bureau of Labor Statistics and the Census
Retail Trade conducted by the US Census. Cufyear (CY) supply and demand estimates andyear (5Y) demand
projections are available for all standard census, postal, and marketing geographies.

Supply Side Estimates
The base for the supply side or gutial sales estimates for Retail Market Power is the 1997 Census of Retail Trade (CRT),
component of the Economic Census fielded by the U.S. Census Bureau. The county level data from CRT is updated to Z
by accounting for changes in business sal@gigceach year using wage & employment data from the BLS (th2@®ile)
and local sales tax data. The county level values are allocated to block groups based on employment counts from Busin
Facts. This results in block group level potential retaiés estimates by NAICS (North American Industrial Classification
System). The NAICS categories are further break out by Merchandise Lines and adjusted to reflect current year totals o
retail sales. Data Sources for Potential Sales:

9 Census of Retail fde (CRT) 1 Claritas Businesfacts 9 State Sales Tax reports

1 Annual Survey of Retail Trade  { Census of Employment & Wages § Trade Associations

Demand Side Estimates

The base for the demand side or potential expenditures estimates is the Consumer Expgadiay¢€EX) from the

Bureau of Labor Statistics. Estimates are produced by developing regression models of household expenditures for a wi
range of goods and services. These household level models are combined with Claritas current year demagedphic est
to create geographic estimates of potential household demand for products and services. Using CRT information, those
estimates are assigned to NAICS categories and used to estimate potential demand by NAICS code

In order to ensure that the potehtlemand estimates are aligned with expenditures at the macro level, control totals are
introduced into the development process. These control totals are obtained thorough Global Insights, which is the premic
source of information at the national levBtade Associations data is also a part of the control process and it serves as a
measure of expenditures in specific industries. Similar to the supply side, estimates are developed using the NAICS star
Data Sources for Potential Expenditures:

1 Consumer Expenditure Survey (CEX) 1 Claritas Current Year demographics

1 Global Insights 1 Trade Assaociations

Opportunity Gap/Surplus

Retail Market Power allows you to compare supply and demand to determine potential sources of revenue growth at any
standard or usalefined geographic level. Such comparison can be achieved at the retail outlet level or the merchandise |
level. An opportunity gap appears when household expenditures levels for a specific geography are higher than the
corresponding retail sales estites. This difference signifies that resident households are meeting the available supply anc
supplementing their additional demand potential by going outside of their own geography. The opposite is true in the ev
of an opportunity surplus. That ishen the levels of household expenditures are lower than the retail sales estimates. In th
case, local retailers are attracting residents of other areas into their stores.

Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.
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Retail Market Power

Claritas
States United | Region | County
Level of Data Size "A"| Size "B"| Size "C"| Size "D"| States (8 states)| /CBSA
Block Group, Census TradICD, ZIP $1,000*
Code, CBSA, County, Place, DMA, State $1500. | $2500. | $3600. | $4,80Q | $12,000. $7.800. /$1.750
* County exceptions: Cook, IL; Harris, TX; Maricopa, AZ; Los Angeles, Orange, San Diego, CA | $1,75Q

Size "A" States

Size "B" States

Size "C" States

Size "D" States

Alaska, Arizona, Delaware, D.C.,
Hawaii, Idaho, Montana, Nevada,
New HampshireNew Mexico, Oregon|
Rhode Island, Utah, Vermont,
Wyoming

Alabama, Colorado, Connecticut,
Maine, Maryland, Mississippi,
Nebraska, North Dakota, Oklahom4
South Carolina, South Dakota,
Washington, West Virginia

Arkansas, Georgia, Indiana, lowa,
Kansas, Ketucky, Louisiana,
Massachusetts, Missouri, North
Carolina, Tennessee, Virginia,
Wisconsin

California, Florida, Michigan, lllinois
Minnesota, New York, New Jersey,
Ohio, Pennsylvania, Texas

Retail Store Types (RST)

Retail Market Power expenditures and retail sales estimates are organized by retail store types. Each retail store type is

assigned purchases for each RMP category according to the proportion of sales.

Total Retail Sales Including Eating and Drinking Places

Motor Vehicle and Parts Dealers-441
Automotive Dealers-4411
Other Motor Vehicle Dealers-4412
Auto Parts/Accessories, Tire Stores-4413

Furniture and Home Furnishings Stores-442
Furniture Stores-4421
Home Furnishing Stores-4422

Electronics and Appliances Stores-443
Appliances, Televisions, Electronics Stores-44311
Household Appliances Stores-443111
Radio, Television, Electronics Stores-443112
Computer and Software Stores-44312
Camera and Photographic Equipment Stores-44313

Building Material and Garden Equipment Stores-444

Building Material and Supply Dealers-4441

Home Centers-44411

Paint and Wallpaper Stores-44412

Hardware Stores-44413

Other Building Materials Dealers-44419

Building Materials, Lumberyards-444191

Lawn/Garden Equipment, Supplies Stores-4442

Outdoor Power Equipment Stores-44421

Nursery and Garden Centers-44422

Food and Beverage Stores-445
Grocery Stores-4451
Supermarket, Grocery Excluding Convenience Stores-44511
Convenience Stores-44512
Specialty Food Stores-4452
Beer, Wine and Liguor Stores-4453

Health and Personal Care Stores-446
Pharmacies and Drug Stores-44611
Cosmetics, Beauty Supplies, Perfume Stores-44612
Optical Goods Stores-44613
Other Health and Personal Care Stores-44619

Gasoline Stations-447
Gasoline Stations with Convenience Stores-44711
Other Gasoline Stations-44719

Clothing & Clothing Accessories Stores-448

Clothing Stores-4481
Men's Clothing Stores-44811
Women's Clothing Stores-44812
Children's, Infants' Clothing Stores-44813
Family Clothing Stores-44814
Clothing Accessories Stores-44815
Other Clothing Stores-44819

Shoe Stores-4482

Jewelry, Luggage, Leather Goods Stores-4483
Jewelry Stores-44831
Luggage and Leather Goods Stores-44832

Sporting Goods, Hobby, Book, Music Stores-451
Sporting Goods, Hobby, Musical Instrument Stores-4511
Sporting Goods Stores-45111
Hobby, Toys & Games Stores-45112
Sew/Needlework/Piece Goods Stores-45113
Musical Instrument and Supplies Stores-45114
Book, Periodical and Music Stores-4512
Book Stores and News Dealers-45121
Book Stores-451211
News Dealers & Newsstands-451212
Prerecorded Tapes, CDs, Record Stores-45122

General Merchandise Stores-452
Department Stores Excluding Leased Departments-4521
Other General Merchandise Stores-4529
Warehouse Clubs and Super Stores-45291
All Other General Merchandise Stores-45299

Miscellaneous Store Retailers-453
Florists-4531
Office Supplies, Stationery, Gift Stores-4532
Office Supplies, Stationery Stores-45321
Gift, Novelty and Souvenir Stores-45322
Used Merchandise Stores-4533
Other Miscellaneous Store Retailers-4539

Non-Store Retailers-454
Electronic Shoppng, Mail-Order Houses-4541
Vending Machine Operators-4542
Direct Selling Establishments-4543

Foodservice and Drinking Places-722
Full-Service Restaurants-7221
Limited Service Eating Places-7222
Special Foodservices-7223
Drinking Places Alcoholic Beverages-7224

GAFO (General merchandise, Apparel, Furniture and Other)
General Merchandise Stores-452
Clothing and Clothing Accessories Stores-448
Furniture and Home Furnishings Stores-442
Electronics and Appliance Stores-443
Sporting Goods, Hobby, Book, Music Stores-451
Office Supplies, Stationery, Gift Stores-4532
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Claritas

Retail Market Power

Merchandise Line Items (MLI)

RMP can also be accessed via Merchandise Line Iltems. This is a limited list that includes 38 major merchandise line items.
MLI are available for both expenditures and retail sales estimates.

Groceries and Other Foods

Meals and Snacks

Alcoholic Drinks

Packaged Liquor/Wine/Beer

Cigars, Cigarettes, Tobacco and Accessories
Drugs, Health Aids and Beauty Aids

Soaps, Detergents and Household Cleaners
Paper and Related Products

Men's Wear

Women's, Juniors' and Misses' Wear

Sewing, Knitting and Needlework Goods
Curtains, Draperies, Blinds, Slipcovers etc.
Major Household Appliances

Small Electric Appliances

Televisions, Video Recorders, Video Cameras
Audio Equipment, Musical Instruments
Furniture and Sleep Equipment

Flooring and Floor Coverings

Computer Hardware, Software and Supplies
Kitchenware and Home Furnishings

Photographic Equipment and Supplies
Toys, Hobby Goods and Games

Optical Goods

Sporting Goods

Hardware, Tools, Plumbing, Electrical
Lumber and Building Materials

Paint and Sundries

Cars, Trucks, Other Powered Transportation
Automotive Fuels

Automotive Lubricants

e Net Worth Indicators & Income Producing Asset

Net Worth Indicators

Targeting high net worth individuals can be elusive. You know they exist in the market and in your current customer file,
you need a cosiffective way to find them. These househalds key targets to crosell and cultivate into your most

profitable relationships.

Claritas' Net Worth Indicators can help you identify highly desirable households by helping you answer such questions a

1 How much are the households worth?

1 Who are my dfuent customers?

1 Which customers would be most likely to need special services, such as trusts?
1 Which customers have the greatest growth potential?

Benefits of using Net Worth Indicators

For more successful targeting of high net worth individuals,jt@taiNet Worth Indicators is a tool with many applications.
The Net Worth model is based on actual, not forecasted, net worth information from Claritas' annual MarketiAuagitof
more than 100,000 households. Net Worth is calculated by subtradiiadifities, such as loans and mortgages, from all
assets, including real estate, investments and cash. Then, the model is optimized using Heusktatd elements
available on the Equifax Consumer Marketing Database. The result is the indusstyreliable indicator of a household's
net worth, the Claritas Net Worth Indicators which is appended to your customer file. Here's how you'll benefit:

1 Superior Customer Managementi Net Worth Indicators segment your customers to determine-sedigsy
opportunities for products and services. It's ideal for targeting mutual funds and annuity products, as well as
brokerage services.

1 Enhanced Targeting For Direct Mail i Reduce your mailing costs and increase your response rates with the
improved targeting NeWorth Indicators. Effectively target prospects for new services by segmenting your custome
list based on a household's net worth.

1 EasyTo-Use Outputi Unlike traditional ranlordering models developed in the past, the Claritas Net Worth
Indicators outptiis the estimated net worth value in hundreds of dollars, rather than a score. There is no translatio
required to interpret the model, just an indicator for easy identification.

1 Balanced Risk/Opportunity Model Developmeni’ Use the Net Worth Indicatora conjunction with segmentation
models, or create your own custom model, to add power and precision to your marketing strategies. Augmenting
risk model with the Net Worth Indicator can allow you to implement innovative strategies fosetisg or
targeting while controlling risk. Net Worth Indicators are available for appending to your current customer file, as
well as for determining market penetration and potential via the Net Worth Market Estimates database.
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Baiian Net Worth Indicators & Income Producing Assets
An easy way to target your prospects

Net Worth is defined as a household's total financial assets minus its liabilities. Assets include financial holdings such as
deposit accounts, investments and home value. Liabilities include loans, mortgages and credit card debt. The following
standard NeWorth breaks are available using Equifax houseleldl data:

1=3%071 $24,999 5=$100,0001 $149,999 9 =$750,000 7 $999,999
2 =$25,00071 $49,999 6 = $150,000 i $249,999 10 = $1,000,000 +

3 =$50,00071 $74,999 7 =$250,000 7 $499,999

4 =$75,0007 $99,999 8 = $500,000 7 $749,999

Income Producing Assets
Proven Technology to Estimate True Affluence

The Key Predictor Of Real Worth

The Claritas Income Producing Assets (IPA) database contains current year gy@gfiestimates of the number of
houselblds. The IPA database includes ten categories of IPA value, and provides estimates for geographies as small as
groups. The IPA database contains the following data breaks:

1 $2,000,000 or more 1 $250,00071 $499,999 1 $25,0007 $49,999
1 $1,000,0007 $1,999,999 1 $100,00071 $249,999 1 Lessthan $25,000
1 $750,0007 $999,999 T $75,0007 $99,999
1 $500,0007 $749,999 1 $50,0007 $74,999

For Marketers That Need to go Beyond Net Worth And Gross Assets

Claritas designed the IPA database to provide a more powexfulo measure segments of the affluent and wealth markets
than net worth or gross assets. Because IPA recognizes that as Americans get wealthier, their assets holdings change, i
many advantages over traditional income and net worth segmentatiacimgcl

1 Offers greater discrimination between the high and low ends of the economic spectrum

1 Clearly delineates segments in the affluent sector

1 Powerfully predicts consumer demand for a variety of important financial services and products when compared 1
microeconomic or demographic variables

Use IPA to Target Market:
The Income Producing Assets estimates have many applications for financial marketers, including:

T Accurately selecting the best location for new branches
1 Developing a merchandise mix fimdividual branches based on the distribution of households by their IPA levels
1 Locating and analyzing new markets for unique gl products

Methodology

Claritas' IPA estimates rely on the Market Auditlaritas' annual survey of more than 100,000detolds about financial
behaviori as well as Claritas' industtgading demographic updates and Census RUlsicMicroSample (PUMS) data.

Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.

States United | Region | County
Level of D
evel of Data Size "A"| Size "B"| Size "C"| Size "D"| States (8 states)| /CBSA
Block Group, Census Trad¥iCD, ZIP $900*
Code, CBSA, County, Place, DMA, State $1.875. | $3,000 | $3750 | $4500. | $15,000.| 39,750 /$1,80Q

* County exceptions: Cook, IlHarris, TX; Maricopa, AZ; Los Angeles, Orange, San Diego, CA $1,800

Size "A" States Size "B" States Size "C" States Size "D" States
Alaska, Arizona, Delaware, D.C., Alabama, Colorado, Connecticut, Arkansas, Georgia, Indiana, lowa, | California, Florida, Michigan, lllinois|
Hawaii, [daho, Montana, Nevada, Maine, Maryland, Mississippi, Kansas, Kentucky, Louisiana, Minnesota, New York, New Jersey,
New Hampshire, New Mexico, Oregd Nebraska, North Dakota, Oklahomg Massachusetts, Mieari, North Ohio, Pennsylvania, Texas
Rhode Island, Uth, Vermont, South Carolina, South Dakota, Carolina, Tennessee, Virginia,
Wyoming Washington, West Virginia Wisconsin
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Claritas

Financial CLOUT

Overview

Claritas Financial CLOUT® is a database that contains the ctyeant(CY) and fiveyear EY) projections of
market penetration and dollar balances for more than 100 financial prothese estimates and projections

includeall basic banking products and auxiliary services, such as paying bills using the telephone or Internet, a

non-traditionalbanking services, such as investments.

Claritas Data includes Census and ZIP Code Boundary files to use with MapInfo or ArcView.

Level of Data States United | Region
Size "A"| Size "B"| Size "C"| Size "D"| States |(8 states)
Block Group(All Geographic Levels) $825 | $825 | $4,950 | $6,600 | $16,500.| $10,725.
Census Tract $555. $555. | $3,315.| $4,420. | $11,060. $7,185.
Zip Code $250. $250. $250. $330. $830. $535.

Financial CLOUT Demand

Checking/DDA Products
Interest DDA
Regular/Non-Interest DDA
Transaction/DDA

Credit Card Products
AMEX Optima Card
AMEX Optima Card with revolving balance
Bank Credit Card
Bank Credit Card with revolving balance
Discover Card
Discover Card with revolving balance
MasterCard Card
MasterCard with revolving balance
VISA Card
VISA Card with revolving balance

Delivery Products
Account Relations (Ave. per household)
Asset/Cash Management Account
ATM/Debit Cardholder
ATM/Debit Card User
ATM/Debit Trans/Month (Ave. per HH)
Direct Deposit Payroll
Holding Company Relations (Ave. per HH)
Institution Relations (Ave. per HH)
Mutual Fund,Obtain by Mail
Mutual Fund,Obtain by Phone
Mutual Fund,Obtain from Bank/SL/CU
Mutual Fund,Obtain from Brokerage
Mutual Fund,Obtain from Mut Fnd Co
Mutual Fund,Obtain from Other
Mutual Fund,Obtain in Person
Mutual Fund,Obtain through Internet
Mutual Fund,Obtain Use Oth Method
Online Trades,3mos
Online Transfers,3mos
Pay Bill via Internet,3mos
Social Security/Direct Deposit
Use Electronic Banking (exc ATM)
Use Electronic Banking (inc ATM)
Use Internet Banking

Installment Loan Products
Auto Lease
By Dealer
On Own
Auto Loans
By Dealer
On Own
First Mortgages
First Mortgages > $150,000
Personal Loans (PL)
PL Other Types
PL Second Mortgage
PL,Student Loan

Insurance Products
Annuities
Cash Value Insurance
Fixed Rate Annuities
Variable Rate Annuities

Investment Products
Any Prod/Investment Service (exc 401k)
Any Prod/Investment Service (inc 401k)
Brokerage Services,Discount
Brokerage Services,Full Service
Brokerage Services,Total
Collectibles/Precious Metals/Other
Corporate/Municipal Bonds
Futures/Warrants/Options
Government Securities
Make Stock Trades,3mos
Money Market Mutual Funds
Mutual Funds (exc IRAs)
Mutual Funds (inc IRAs)
Mutual Funds (Stock/Bond)
Real Estate Investments
Securities
Stock
Stocks from Employer
Stocks not from Employer
Total Mutual Funds
Trust/Estate Planning Services
US Saving Bond/T-Bills/Notes

Lines of Credit Products
American Express Card (AMEX)
Home Equity Line of Credit (HELOC)
HELOC with revolving balance
Personal Line of Credit (PLC)
PLC with revolving balance
PLC,Other Types
PLC,Other Types with revolving balance
PLC,Overdraft Protection
PLC,Overdraft Protection with revolving balance
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Overall Credit Measures

Credit Products (exc Mortgage)

Credit with revolving balance (exc Mortgage)
Credit Products (inc Mortgage)

Credit with revolving balance (inc Mortgage)
Credit Products (exc Mortgage/CC)

Credit with revolving balance (exc Mortgage/CC)
Installment Credit Products

R/E Secured Credit (exc 1st Mortgage)

R/E Secured Credit (inc 1st Mortgage)
Revolving Credit Products

Fixed Rate Mortgages (Residential)

Adjustable Rate Mortgages (ARM) (Residential)
Other Type of Interest Rate Mortgages
(Residential)

Overall Deposit Measures

Deposit Products
Liquid Deposit Products

Retirement Products

401k in Mutual Funds

401k Plans

IRA Products

IRA in CD Products

IRA in Mutual Funds

IRA in Other Products

IRA in Other Investment

IRA in Savings Accounts

IRA in Securities Products
Keogh Plans

Other Retirement Plan Products
Private Pension Plans
Retirement Savings Products
ROTH IRA

Savings Products

CD Products (exc CD IRASs)

CD Products (inc CD IRAs)

Fixed-Interest Savings (exc IRA)

Money Market Savings Products
Regular/Liquid Savings (exc IRA)

Savings Products

Variable-Interest Saving (exc IRA)
Tax-Advantaged College Savings Account (529
Educational Savings Plan, Educational IRA,
prepaid tuition, etc.)

Financial Clout Demand 2014 Projection
5yr Projected Total Households

5yr Projected Total Income (Millions)

5yr Projected Average Household Income
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Claritas

P$YCLET Financial & Investment Segmentation

Overview
Nielsen P$YCLE is a househatégmentation system that groups consumers into 58 segments based on income

producing assets and a wide variety of financial and investment behavior. The 58 P$YCLE® segments fit withi
Lifestage Groups based on age, family structure, income and a&smimplete description of each of the
segments can be founda sample repodn the Tetrad website
(www.tetrad.com/pub/documents/psyclesample.pdf

Level of Data States United | Region
Size "A"| Size "B"| Size "C"| Size "D"| States |(8 states)
Block Group(All Geographic Levels) $2,970 | $4,75Q | $6,400 | $7,920. | $19,800. | $12,870.
Census Traobr Zip Code Call Call Call Call Call Call

Younger Years Family Life Mature Years
4—— —————————————lifestage — P
High M1
A F1 Financlal Elite
Flourishing Familles 01 The Wealth Market
07 Family Fortunes 03 Business Class
09 Big Spenders
12 Feathered Nests M2
= Mt Wealthy Achlevers
02 Globetrotters
Y1 e o8 Someicae
Upw ‘—’Em—m 10 Capital Accumulators
SRR 17 Home Sweet Equity
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Claritas. Bank Branch Locations
Overview

The Bank Branch Database is a wealth of data abou
and totaldeposits for every branch of every bank, savings bank, savings and loan, and credit union in the U.S.
dat abase also |ists every institutionds branch pa

Benefits of using Bank Branch Locations

The Bank Branch data can be easilcorporated into both mapping and reporting applications, and is useful for
analyzing your competition and determining the deposit levels in your trade areas. For example, competitive d:
for small trade areas or major market areas is available oathbase. The Bank Branch database is a useful tool
for a number of applications including:

{Detailed competitive analysis {IStrategic planning
{Branch site evaluation fResource allocation
fMerchandising at the branch level TAlternate dévery systems planning

{Mergers and acquisitions

Bank Branch Locations

Bank Name Number of Bank Branches
Bank ID Amount on Deposit
Branch Name This Year
Branch Number Last Year
Popular Name Past 3 Years
Address Percent Change in Last Year
City
State Number of Savings & Loan Branches
ZIP plus 4 Amount on Deposit
Holding Company Name This Year
Holding Company ID Last Year
Holding Company City Past 3 Years
Holding Company State Percent Change in Last Year
Year Opened
Established Date Number of Credit Union Branches
Acquisition Date Amount on Deposit
Bank Type This Year
Office Type Last Year
Summary: Past 3 Years
Total Number of Branches Percent Change in Last Year
Total Number of Institutions
Year Opened
Bank Type
Office Type
Ni el sen Claritasdé data source is Highline Data LL

Savings Association Insurance Fund (SAIF), and the National Credit Union Association release their annually
compiled Ists of all branch locations of financial institutions, Highline quickly edits, enhances, and refines the
government data. Highline also attaches historical deposit information to each branch, and verifies key data ite
The Bank Branch database is anea$s financial marketers because it is the only source that offers this breadth c
data.

Please Note Bank Branch Locations apart ofa Financial packgethatalsoincludes:
fPopFacts
fBusiness Facts
{Financial Clout

Call for Pricing.
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Call toll-free 1-800-663-1334

Email: info@tetrad.com
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TETRAD Computer Applications Inc. is a Licensed Distributor of Nielsen C | a r Padp-&axts, Pop-Facts Supplemental,
Business-Facts, Consumer Buying Power, PRIZM Segmentation, Retail Market Power, Net Worth & Income Producing
Assets, Financial CLOUT, Bank Branch Locations, Shopping Center Locations, Traffic Count Locations and P$YCLE
Segmentation data for PCensus.

ESRI
Technology

TETRAD Computer Applications Inc. is an Authorized Developer of ESRI.

2= PitneyBowes

Maplinfo

TETRAD Computer Applications Inc. is a Strategic Partner of Pithey Bowes Business Insight.

Microsoft .
“alMapPoint
TETRAD Computer Applications Inc. is in the Microsoft MapPoint Alliance Program.

PCensus for MapPoint features Microsoft MapPoint Technology.
Microsoft MapPoint is a registered trademark of Microsoft Corporation, Redmond, WA

2006

Census

Data from Statistics Canada

TETRAD Computer Applications I nc. i s anatest€énbus DatafoeRCers$lisst r i bu

(Licensing Agreement no. 6543).
January 2010



