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One Corporate Plaza Latitude   29.576375
Longitude   -95.108374

This site is located in:

City: Houston city County: Harris
State: Texas Census Tract: 48201340400
ZIP: 77062 Census Block Group: 482013404001
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 5.0 mile

Distance: Street: Closest Cross-street: Year of Count: Count:

0.15 Bay Area Blvd Moonrock Dr (0.11 miles NE) 2006 38,480

0.28 Space Center Blvd Falcon Pass (0.05 miles NW) 2001 24,050

0.29 Space Center Blvd Bay Area Blvd (0.01 miles NW) 2001 20,010

0.30 University Escuela Ln (0.03 miles W) 2006 1,390

0.32 Gemini St Space Center Blvd (0 miles NE) 1991 18,886

0.34 Bay Area Blvd Seahorse Dr (0.06 miles SW) 2006 39,160

0.41 Gemini St Space Center Blvd (0.09 miles NE) 2001 4,310

0.42 Fairwind Rd Space Center Blvd (0 miles NE) 1996 28,120

0.46 Broadlawn Dr Neumann Dr (0.02 miles SW) 2001 2,710

0.55 Space Center Blvd Gunwale Rd (0.06 miles NW) 1998 22,865

0.60 n/a n/a (0 miles n/a) 1996 6,400

0.61 Avenue B Space Center Blvd (0.13 miles NW) 2001 7,410

0.62 Bay Area Blvd Brook Forest Dr (0.12 miles N) 2006 13,980

0.63 Gunwale Rd Seahorse Dr (0.04 miles SW) 2006 3,210

0.64 Neptune Ln Fairwind Rd (0.07 miles NW) 2001 2,810

0.66 Brook Forest Dr Plum Hollow Dr (0.19 miles E) 2006 8,300

0.69 Brook Forest Dr Ledgestone Dr (0.06 miles E) 2006 6,300

0.70 Plum Hollow Dr Craighurst Dr (0.02 miles N) 2006 6,480

0.70 Gemini Ave University Green Blvd (0.03 miles SW) 2006 4,810

0.72 Space Center Blvd Middlebrook (0.12 miles E) 2006 13,390

0.72 University Green Blvd Bay Area Blvd (0.02 miles NW) 2006 1,180

0.75 n/a n/a (0 miles n/a) 2006 1,500

0.76 n/a n/a (0 miles n/a) 2006 1,670

0.77 n/a n/a (0 miles n/a) 2001 13,190

0.77 Gemini Ave University Green Blvd (0.04 miles N) 2006 5,280

    

Data Note: The Traffic Profile displays up to 25 of the closest available traffic counts within the largest radius around your site. The years of 
the counts in the database range from 2008 to 1963. Just over 57% of the counts were taken between 2001 and 2008 and 83% of the counts 
were taken in 1997 or later. Traffic counts are identified by the street on which they were recorded, along with the distance and direction to 
the closest cross-street. Distances displayed as 0.00 miles (due to rounding), are closest to the site. A traffic count is defined as the two-way 
Average Daily Traffic (ADT) that passes that location.

Source: Copyright: 2008 MPSI Systems Inc. d.b.a. DataMetrix®
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 1.0 mile

Summary Demographics
2008 Population 9,204
2008 Households 4,141
2008 Median Disposable Income $59,857
2008 Per Capita Income $49,132

Industry Summary Demand Supply Leakage/Surplus Number of
(Retail Potential) (Retail Sales) Retail Gap Factor Businesses

Total Retail Trade and Food & Drink (NAICS 44-45, 722) $173,333,558 $62,968,679 $110,364,879 46.7 65
Total Retail Trade (NAICS 44-45) $148,718,692 $42,348,758 $106,369,934 55.7 37
Total Food & Drink (NAICS 722) $24,614,866 $20,619,921 $3,994,945 8.8 28

Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Motor Vehicle & Parts Dealers (NAICS 441) $37,295,321 $339,847 $36,955,474 98.2 1
   Automobile Dealers (NAICS 4411) $32,558,727 $0 $32,558,727 100.0 0
   Other Motor Vehicle Dealers (NAICS 4412) $2,601,035 $0 $2,601,035 100.0 0
   Auto Parts, Accessories, and Tire Stores (NAICS 4413) $2,135,559 $339,847 $1,795,712 72.5 1

 
Furniture & Home Furnishings Stores (NAICS 442) $7,030,725 $316,108 $6,714,617 91.4 1
   Furniture Stores (NAICS 4421) $3,893,374 $0 $3,893,374 100.0 0
   Home Furnishings Stores (NAICS 4422) $3,137,351 $316,108 $2,821,243 81.7 1

 
Electronics & Appliance Stores (NAICS 443/NAICS 4431) $5,524,371 $3,629,580 $1,894,791 20.7 8

 
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) $6,150,468 $672,349 $5,478,119 80.3 2
   Building Material and Supplies Dealers (NAICS 4441) $5,783,445 $595,022 $5,188,423 81.3 1
   Lawn and Garden Equipment and Supplies Stores (NAICS 4442) $367,023 $77,327 $289,696 65.2 1

 
Food & Beverage Stores (NAICS 445) $25,943,678 $19,905,642 $6,038,036 13.2 5
   Grocery Stores (NAICS 4451) $23,925,528 $19,080,969 $4,844,559 11.3 2
   Specialty Food Stores (NAICS 4452) $883,156 $111,694 $771,462 77.5 1
   Beer, Wine, and Liquor Stores (NAICS 4453) $1,134,994 $712,979 $422,015 22.8 2

 
Health & Personal Care Stores (NAICS 446/NAICS 4461) $5,036,834 $2,865,715 $2,171,119 27.5 4

 
Gasoline Stations (NAICS 447/4471) $20,104,039 $9,887,236 $10,216,803 34.1 3

 
Clothing and Clothing Accessories Stores (NAICS 448) $9,517,188 $461,293 $9,055,895 90.8 4
   Clothing Stores (NAICS 4481) $7,319,875 $121,739 $7,198,136 96.7 1
   Shoe Stores (NAICS 4482) $1,252,977 $291,783 $961,194 62.2 2
   Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) $944,336 $47,771 $896,565 90.4 1

 
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) $2,300,292 $2,749,347 $-449,055 -8.9 3
   Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) $1,277,147 $596,875 $680,272 36.3 2
   Book, Periodical, and Music Stores (NAICS 4512) $1,023,145 $2,152,472 $-1,129,327 -35.6 1

 

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount spent 
by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This is a measure 
of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail opportunity outside the 
trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap represents the difference 
between Retail Potential and Retail Sales. ESRI uses the North American Industry Classification System (NAICS) to classify businesses by their primary type of economic activity. 
Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food Services & Drinking Establishments subsector.

Source: ESRI and infoUSA®
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 1.0 mile

Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
General Merchandise Stores (NAICS 452) $23,312,252 $945,192 $22,367,060 92.2 1
   Department Stores Excluding Leased Depts.(NAICS 4521) $7,380,033 $0 $7,380,033 100.0 0
   Other General Merchandise Stores (NAICS 4529) $15,932,219 $945,192 $14,987,027 88.8 1

 
Miscellaneous Store Retailers (NAICS 453) $2,105,625 $530,609 $1,575,016 59.7 4
   Florists (NAICS 4531) $244,809 $98,469 $146,340 42.6 1
   Office Supplies, Stationery, and Gift Stores (NAICS 4532) $837,761 $0 $837,761 100.0 0
   Used Merchandise Stores (NAICS 4533) $288,219 $20,345 $267,874 86.8 1
   Other Miscellaneous Store Retailers (NAICS 4539) $734,836 $411,795 $323,041 28.2 2

 
Nonstore Retailers (NAICS 454) $4,397,899 $45,840 $4,352,059 97.9 1
   Electronic Shopping and Mail-Order Houses (NAICS 4541) $2,423,531 $0 $2,423,531 100.0 0
   Vending Machine Operators (NAICS 4542) $495,527 $45,840 $449,687 83.1 1
   Direct Selling Establishments (NAICS 4543) $1,478,841 $0 $1,478,841 100.0 0

 
Food Services & Drinking Places (NAICS 722) $24,614,866 $20,619,921 $3,994,945 8.8 28
   Full-Service Restaurants (NAICS 7221) $7,279,133 $8,761,648 $-1,482,515 -9.2 18
   Limited-Service Eating Places (NAICS 7222) $13,713,651 $9,763,092 $3,950,559 16.8 8
   Special Food Services (NAICS 7223) $2,656,765 $253,319 $2,403,446 82.6 1
   Drinking Places - Alcoholic Beverages (NAICS 7224) $965,317 $1,841,862 $-876,545 -31.2 1

 
 

       Leakage/Surplus Factor by Industry Subsector
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 1.0 mile

       Leakage/Surplus Factor by Industry Group
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 5.0 mile

Summary Demographics
2008 Population 141,177
2008 Households 55,942
2008 Median Disposable Income $61,874
2008 Per Capita Income $41,025

Industry Summary Demand Supply Leakage/Surplus Number of
(Retail Potential) (Retail Sales) Retail Gap Factor Businesses

Total Retail Trade and Food & Drink (NAICS 44-45, 722) $2,228,320,785 $1,951,042,835 $277,277,950 6.6 1,276
Total Retail Trade (NAICS 44-45) $1,913,208,129 $1,603,374,162 $309,833,967 8.8 919
Total Food & Drink (NAICS 722) $315,112,656 $347,668,673 $-32,556,017 -4.9 357

Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
Motor Vehicle & Parts Dealers (NAICS 441) $488,443,275 $407,541,921 $80,901,354 9.0 97
   Automobile Dealers (NAICS 4411) $425,781,235 $356,244,362 $69,536,873 8.9 20
   Other Motor Vehicle Dealers (NAICS 4412) $35,551,933 $34,971,484 $580,449 0.8 47
   Auto Parts, Accessories, and Tire Stores (NAICS 4413) $27,110,107 $16,326,075 $10,784,032 24.8 30

 
Furniture & Home Furnishings Stores (NAICS 442) $89,158,061 $70,106,064 $19,051,997 12.0 64
   Furniture Stores (NAICS 4421) $50,529,569 $40,083,461 $10,446,108 11.5 33
   Home Furnishings Stores (NAICS 4422) $38,628,492 $30,022,603 $8,605,889 12.5 31

 
Electronics & Appliance Stores (NAICS 443/NAICS 4431) $68,385,891 $65,787,322 $2,598,569 1.9 96

 
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) $76,374,093 $62,643,612 $13,730,481 9.9 47
   Building Material and Supplies Dealers (NAICS 4441) $71,988,698 $60,420,586 $11,568,112 8.7 35
   Lawn and Garden Equipment and Supplies Stores (NAICS 4442) $4,385,395 $2,223,026 $2,162,369 32.7 12

 
Food & Beverage Stores (NAICS 445) $347,703,397 $273,777,546 $73,925,851 11.9 76
   Grocery Stores (NAICS 4451) $322,604,253 $257,156,429 $65,447,824 11.3 45
   Specialty Food Stores (NAICS 4452) $10,392,538 $4,101,922 $6,290,616 43.4 13
   Beer, Wine, and Liquor Stores (NAICS 4453) $14,706,606 $12,519,195 $2,187,411 8.0 18

 
Health & Personal Care Stores (NAICS 446/NAICS 4461) $61,773,148 $50,377,651 $11,395,497 10.2 73

 
Gasoline Stations (NAICS 447/4471) $261,792,773 $143,184,738 $118,608,035 29.3 47

 
Clothing and Clothing Accessories Stores (NAICS 448) $118,310,304 $169,021,748 $-50,711,444 -17.6 160
   Clothing Stores (NAICS 4481) $90,913,261 $138,968,463 $-48,055,202 -20.9 100
   Shoe Stores (NAICS 4482) $15,174,359 $14,445,371 $728,988 2.5 23
   Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) $12,222,684 $15,607,914 $-3,385,230 -12.2 37

 
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) $29,514,764 $52,048,894 $-22,534,130 -27.6 83
   Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) $17,302,914 $32,349,003 $-15,046,089 -30.3 67
   Book, Periodical, and Music Stores (NAICS 4512) $12,211,850 $19,699,891 $-7,488,041 -23.5 16

 

Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected amount spent 
by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot of retail opportunity. This is a measure 
of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 'leakage' of retail opportunity outside the 
trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade area. The Retail Gap represents the difference 
between Retail Potential and Retail Sales. ESRI uses the North American Industry Classification System (NAICS) to classify businesses by their primary type of economic activity. 
Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups within the Food Services & Drinking Establishments subsector.

Source: ESRI and infoUSA®
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 5.0 mile

Demand Supply Leakage/Surplus Number of
Industry Group (Retail Potential) (Retail Sales) Retail Gap Factor Businesses
General Merchandise Stores (NAICS 452) $292,395,788 $181,944,704 $110,451,084 23.3 30
   Department Stores Excluding Leased Depts.(NAICS 4521) $102,844,244 $134,459,352 $-31,615,108 -13.3 18
   Other General Merchandise Stores (NAICS 4529) $189,551,544 $47,485,352 $142,066,192 59.9 12

 
Miscellaneous Store Retailers (NAICS 453) $29,491,670 $24,572,212 $4,919,458 9.1 128
   Florists (NAICS 4531) $3,196,118 $1,893,184 $1,302,934 25.6 17
   Office Supplies, Stationery, and Gift Stores (NAICS 4532) $11,799,102 $14,465,642 $-2,666,540 -10.2 43
   Used Merchandise Stores (NAICS 4533) $4,525,118 $1,610,468 $2,914,650 47.5 25
   Other Miscellaneous Store Retailers (NAICS 4539) $9,971,332 $6,602,918 $3,368,414 20.3 43

 
Nonstore Retailers (NAICS 454) $49,864,965 $102,367,750 $-52,502,785 -34.5 18
   Electronic Shopping and Mail-Order Houses (NAICS 4541) $29,096,005 $58,034,861 $-28,938,856 -33.2 3
   Vending Machine Operators (NAICS 4542) $5,623,037 $3,307,677 $2,315,360 25.9 7
   Direct Selling Establishments (NAICS 4543) $15,145,923 $41,025,212 $-25,879,289 -46.1 8

 
Food Services & Drinking Places (NAICS 722) $315,112,656 $347,668,673 $-32,556,017 -4.9 357
   Full-Service Restaurants (NAICS 7221) $92,500,718 $159,404,933 $-66,904,215 -26.6 207
   Limited-Service Eating Places (NAICS 7222) $177,482,270 $129,086,878 $48,395,392 15.8 119
   Special Food Services (NAICS 7223) $32,739,239 $18,877,067 $13,862,172 26.9 6
   Drinking Places - Alcoholic Beverages (NAICS 7224) $12,390,429 $40,299,795 $-27,909,366 -53.0 25
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Latitude 29.576375

One Corporate Plaza  Longitude -95.108374
Site Type:  Ring Ring: 5.0 mile

       Leakage/Surplus Factor by Industry Group
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Site 1 Site 2 Site 3
One Corporate Plaza One Corporate Plaza One Corporate Plaza

Latitude     29.576375
Longitude  -95.108374 Ring:  1.0 mile Ring:  3.0 mile Ring:  5.0 mile

2000 - 2008 Population Annual Rate 0.49% 1.24% 1.56%
2008 - 2013 Population Annual Rate 1.73% 1.74% 2.08%
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI converted 1990 Census data into 2000 geography. ESRI forecasts for 2008 and 2013.
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One Corporate Plaza One Corporate Plaza One Corporate Plaza

Latitude     29.576375
Longitude  -95.108374 Ring:  1.0 mile Ring:  3.0 mile Ring:  5.0 mile

2000 - 2008 Population Annual Rate 0.49% 1.24% 1.56%
2008 - 2013 Population Annual Rate 1.73% 1.74% 2.08%
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One Corporate Plaza One Corporate Plaza One Corporate Plaza

Latitude     29.576375
Longitude  -95.108374 Ring:  1.0 mile Ring:  3.0 mile Ring:  5.0 mile

2000 Population by Sex
   Males 49.2% 50.1% 50.3%
   Females 50.8% 49.9% 49.7%
2008 Population by Sex
   Males 49.1% 50.0% 50.1%
   Females 50.9% 50.0% 49.9%
2013 Population by Sex
   Males 49.2% 50.0% 50.0%
   Females 50.8% 50.0% 50.0%

2008 Population by Race

 Area 1  Area 2  Area 3
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2008 Hispanic Origin 12.2% 16.5% 17.7%

2008 Population 25+ by Educational Attainment
Total 6,646 52,219 92,112
     Less than 9th Grade 1.4% 2.2% 2.9%
     9th - 12th Grade, No Diploma 2.1% 3.7% 4.0%
     High School Graduate 12.9% 13.9% 15.7%
     Some College, No Degree 20.7% 19.6% 21.2%
     Associate Degree 6.5% 7.0% 7.7%
     Bachelor's Degree 31.7% 32.4% 30.3%
     Graduate/Professional Degree 24.7% 21.1% 18.3%

Data Note:  Persons of Hispanic Origin may be of any race.

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2008 and 2013.
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2000 Population by Age
Total 8,840 72,390 124,270
  0 - 4 4.8% 7.1% 7.3%
  5 - 9 5.6% 7.3% 7.4%
  10 - 14 6.4% 7.3% 7.3%
  15 - 19 6.0% 6.2% 6.3%
  20 - 24 6.3% 6.4% 6.3%
  25 - 34 13.8% 15.8% 16.3%
  35 - 44 17.8% 19.3% 19.7%
  45 - 54 16.6% 14.9% 14.8%
  55 - 64 13.3% 9.0% 8.3%
  65 - 74 6.6% 4.4% 4.0%
  75 - 84 2.3% 1.8% 1.7%
  85+ 0.5% 0.4% 0.5%

2008 Population by Age
Total 9,207 80,117 141,177
  0 - 4 4.7% 6.9% 7.1%
  5 - 9 5.1% 6.9% 6.9%
  10 - 14 5.8% 7.1% 7.1%
  15 - 19 6.1% 6.9% 6.8%
  20 - 24 6.0% 7.1% 6.8%
  25 - 34 11.7% 13.2% 14.0%
  35 - 44 14.8% 16.1% 16.4%
  45 - 54 18.5% 16.5% 16.6%
  55 - 64 15.2% 11.1% 10.6%
  65 - 74 7.5% 5.2% 4.7%
  75 - 84 3.5% 2.4% 2.2%
  85+ 1.0% 0.7% 0.7%

2013 Population by Age
Total 10,026 87,321 156,518
  0 - 4 4.8% 7.0% 7.2%
  5 - 9 4.8% 6.5% 6.6%
  10 - 14 5.3% 6.6% 6.6%
  15 - 19 5.5% 6.4% 6.4%
  20 - 24 7.1% 8.2% 7.5%
  25 - 34 11.8% 13.8% 14.7%
  35 - 44 12.8% 13.7% 14.3%
  45 - 54 18.1% 16.3% 16.2%
  55 - 64 16.8% 12.1% 11.9%
  65 - 74 7.7% 5.7% 5.3%
  75 - 84 4.0% 2.7% 2.4%
  85+ 1.3% 0.9% 0.9%

Median Age
  2000 39.5 34.9 34.4
  2008 42.4 36.3 35.8
  2013 43.6 36.2 35.8

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2008 and 2013.
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2000 - 2008 Civilian Employed Population 16+ Annual Rate -0.31% 0.18% 0.68%
2008 - 2013 Civilian Employed Population 16+ Annual Rate 1.94% 1.94% 2.27%

Total Civilian Employed Population 16+
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Total Civilian Employed Population 16+
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Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI converted 1990 Census data into 2000 geography. ESRI forecasts for 2008 and 2013.
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2000 Employed Population 16+ by Industry
Total 4,771 38,751 66,868
  Agriculture/Mining 0.9% 1.1% 1.2%
  Construction 4.8% 4.7% 5.4%
  Manufacturing 15.0% 17.2% 17.0%
  Wholesale Trade 3.1% 3.7% 3.8%
  Retail Trade 6.4% 9.3% 9.4%
  Transportation/Utilities 5.8% 5.6% 5.5%
  Information 2.4% 1.7% 1.7%
  Finance/Insurance/Real Estate 6.3% 5.6% 6.0%
  Services 46.3% 43.3% 43.3%
  Public Administration 9.1% 7.9% 6.7%

2008 Employed Population 16+ by Industry
Total 4,651 39,334 70,702
  Agriculture/Mining 1.2% 1.5% 1.5%
  Construction 5.4% 5.5% 6.1%
  Manufacturing 11.5% 13.1% 13.1%
  Wholesale Trade 2.7% 3.3% 3.4%
  Retail Trade 6.1% 8.8% 9.0%
  Transportation/Utilities 5.3% 5.2% 5.1%
  Information 1.8% 1.3% 1.2%
  Finance/Insurance/Real Estate 6.6% 6.1% 6.5%
  Services 50.3% 47.4% 47.4%
  Public Administration 9.2% 7.8% 6.5%

2000 Employed Population 16+ by Occupation
Total 4,770 38,751 66,864
  White Collar 83.1% 80.7% 78.1%
    Management/Business/Financial 20.0% 19.5% 19.0%
    Professional 39.5% 37.5% 35.1%
    Sales 10.7% 11.6% 11.9%
    Administrative Support 12.8% 12.1% 12.1%
  Services 6.2% 8.3% 8.7%
  Blue Collar 10.8% 11.0% 13.2%
    Farming/Forestry/Fishing 0.0% 0.0% 0.1%
    Construction/Extraction 1.2% 2.3% 2.8%
    Installation/Maintenance/Repair 2.1% 2.2% 3.0%
    Production 4.2% 3.9% 4.3%
    Transportation/Material Moving 3.2% 2.6% 2.9%

2008 Employed Population 16+ by Occupation
Total 4,653 39,335 70,704
  White Collar 82.7% 79.2% 76.6%
   Management/Business/Financial 21.0% 20.0% 19.5%
    Professional 39.4% 36.8% 34.6%
    Sales 10.8% 11.6% 11.8%
    Administrative Support 11.5% 10.8% 10.8%
  Services 7.1% 9.8% 10.3%
  Blue Collar 10.3% 11.1% 13.1%
    Farming/Forestry/Fishing 0.0% 0.0% 0.1%
    Construction/Extraction 1.4% 2.9% 3.4%
    Installation/Maintenance/Repair 1.8% 2.0% 2.7%
    Production 3.9% 3.6% 4.0%
    Transportation/Material Moving 3.1% 2.6% 2.9%

Data Note:  Detail may not sum to totals due to rounding.

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2008 and 2013.
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2008 Employed Civilian Population 16+ by Industry

 Area 1  Area 2  Area 3

Agriculture, Forestry, Fishing, and Hunting
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Data Note:  Industry descriptions based on 2000 Census of Population and Housing definitions.

Source:  ESRI forecasts for 2008.
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2000 - 2008 Population by Industry Annual Rate

 Area 1  Area 2  Area 3
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Health Care/Social Assistance

Arts/Entertainment/Recreation
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Data Note:  Industry descriptions based on 2000 Census of Population and Housing definitions.

Source:  ESRI forecasts for 2008.
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2000 - 2008 Households Annual Rate 0.48% 1.14% 1.48%
2008 - 2013 Households Annual Rate 1.68% 1.67% 2.03%
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Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI converted 1990 Census data into 2000 geography. ESRI forecasts for 2008 and 2013.
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2008 Household Income

 Area 1  Area 2  Area 3
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Median Household Income
  2000 $60,472 $62,410 $62,456
  2008 $77,090 $79,079 $79,515
  2013 $83,781 $87,615 $88,682

2000 - 2008 Median Household Income Annual Rate 2.99% 2.91% 2.97%
2008 - 2013 Median Household Income Annual Rate 1.68% 2.07% 2.21%

2008 Median Net Worth $221,660 $206,312 $200,073

Data Note:  Detail may not sum to totals due to rounding. Income represents annual income for the preceding year. Income for 2008 and 2013 is expressed in current 
dollars, including an adjustment for inflation.

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2008 and 2013.
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Top Tapestry Segments

  Suburban Splendor (29.1%)
  Young and Restless (24.8%)
  Old and Newcomers (23.0%)
  Prosperous Empty Nesters (21.1%)
  Exurbanites (2.1%)

Percent of Households by Tapestry Segment

Top Tapestry Segments:

Suburban Splendor

These successful suburbanites are the epitome of upward mobility, just a couple of rungs below the top, situated in growing neighborhoods of affluent homes 
with a median value of $442,916. Most households are composed of two-income, married-couple families with or without children. The population is well 
educated and well employed, with a median age of 41.5 years. Home improvement and remodeling are a main focus of Suburban Splendor residents. Their 
homes feature the latest amenities and reflect the latest in home design. Residents travel extensively in the United States and overseas for business and 
pleasure. Leisure activities include physical fitness, reading, visiting museums, or attending the theater. This market is proactive in tracking investments, 
financial planning, and holding life insurance policies.

Young and Restless

Change is the constant in this diverse market. With a median age of 28.7 years, the population is young and on the go. About 85 percent of householders 
moved in the last five years. Young and Restless householders are primarily renters, living in apartments in multiunit buildings. Almost 60 percent are single-
person or shared households. This educated market has the highest labor force participation among all the Community Tapestry segments, at 76 percent, and 
the highest female labor force participation, at 73 percent. The median household income is $45,236. Residents use the Internet daily to visit chat rooms, play 
games, obtain the latest news, and search for employment. They read computer and music magazines and listen to public radio. They watch movies in the 
theater and on DVD, attend rock concerts, play pool, go dancing, and exercise weekly at a gym.
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Old and Newcomers

Old and Newcomers neighborhoods are in transition, populated by those who are starting their careers or retiring. The proportion of householders in their 20s 
or aged 75 years or older is higher than the national level. The median age is 37.1 years. Spread throughout metropolitan areas of the United States, these 
neighborhoods have more single-person and shared households than families. Many residents have moved in the last five years. Over sixty percent of 
households are occupied by renters; approximately half live in mid-rise or high-rise buildings. Residents have substantial life insurance policies and 
investments in certificates of deposit, bonds, and annuities. Leisure activities include roller skating, using Rollerblades, playing golf, gambling at casinos, 
playing bingo, and attending college ball games. They listen to classic hits on the radio. Many residents are members of fraternal orders or school boards.

Prosperous Empty Nesters

Prosperous Empty Nesters neighborhoods are well established, located throughout the United States; approximately one-third are on the eastern seaboard. 
The median age is 48.7 years. More than half of the householders are aged 55 or older. Forty percent of household types are married couples with no children 
living at home. Educated and experienced, residents are enjoying the life stage transition from child rearing to retirement. The median household income is 
$70,623. Residents place a high value on their physical and financial well-being and take an active interest in their homes and communities. They travel 
extensively, both at home and abroad. Leisure activities include refinishing furniture, playing golf, attending sports events, and reading mysteries. Civic 
participation includes joining civic clubs, engaging in fund-raising, and working as volunteers.

Exurbanites

Open areas with affluence define these neighborhoods. Empty nesters comprise 40 percent of these households; married couples with children occupy 32 
percent. Over half of the householders are between the ages of 45 and 64 years. The median age is 44.8 years. Approximately half of those who work hold 
professional or managerial positions. The median home value is $288,301; the median household income is $88,531. Financial health is a priority for the 
Exurbanites market; they consult with financial planners and track their investments online. They own a diverse investment portfolio and hold long-term care 
and substantial life insurance policies. Residents work on their homes, lawns, and gardens. Leisure activities include boating, hiking, kayaking, playing 
Frisbee, photography, and bird-watching. Many are members of fraternal orders and participate in civic activities.
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Top Tapestry Segments

  Young and Restless (35.1%)
  Suburban Splendor (18.3%)
  Boomburbs (14.9%)
  Prosperous Empty Nesters (8.2%)
  Milk and Cookies (6.7%)
  Sophisticated Squires (3.7%)
  Exurbanites (3.3%)
  Cozy and Comfortable (3.3%)
  Metropolitans (3.2%)
  Old and Newcomers (3.2%)

Percent of Households by Tapestry Segment

Top Tapestry Segments:

Young and Restless

Change is the constant in this diverse market. With a median age of 28.7 years, the population is young and on the go. About 85 percent of householders 
moved in the last five years. Young and Restless householders are primarily renters, living in apartments in multiunit buildings. Almost 60 percent are single-
person or shared households. This educated market has the highest labor force participation among all the Community Tapestry segments, at 76 percent, and 
the highest female labor force participation, at 73 percent. The median household income is $45,236. Residents use the Internet daily to visit chat rooms, play 
games, obtain the latest news, and search for employment. They read computer and music magazines and listen to public radio. They watch movies in the 
theater and on DVD, attend rock concerts, play pool, go dancing, and exercise weekly at a gym.

Suburban Splendor

These successful suburbanites are the epitome of upward mobility, just a couple of rungs below the top, situated in growing neighborhoods of affluent homes 
with a median value of $442,916. Most households are composed of two-income, married-couple families with or without children. The population is well 
educated and well employed, with a median age of 41.5 years. Home improvement and remodeling are a main focus of Suburban Splendor residents. Their 
homes feature the latest amenities and reflect the latest in home design. Residents travel extensively in the United States and overseas for business and 
pleasure. Leisure activities include physical fitness, reading, visiting museums, or attending the theater. This market is proactive in tracking investments, 
financial planning, and holding life insurance policies.
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Boomburbs

The newest additions to the suburbs, Boomburbs communities are home to younger families who live a busy, upscale lifestyle. The median age is 33.7 years. 
This market has the highest population growth at 5.3 percent annually more than four and one-half times the national figure. The median home value is 
$334,829, and most households have two earners and two vehicles. This is the top market for households to own projection TVs, MP3 players, scanners, and 
laser printers as well as owning or leasing full-sized SUVs. It is the second-ranked market for owning flat-screen or plasma TVs, video game systems, and 
digital camcorders as well as owning or leasing minivans. Family vacations are a top priority. Popular vacation destinations are Disney World and Universal 
Studios, Florida. For exercise, residents play tennis and golf, ski, and jog.

Prosperous Empty Nesters

Prosperous Empty Nesters neighborhoods are well established, located throughout the United States; approximately one-third are on the eastern seaboard. 
The median age is 48.7 years. More than half of the householders are aged 55 or older. Forty percent of household types are married couples with no children 
living at home. Educated and experienced, residents are enjoying the life stage transition from child rearing to retirement. The median household income is 
$70,623. Residents place a high value on their physical and financial well-being and take an active interest in their homes and communities. They travel 
extensively, both at home and abroad. Leisure activities include refinishing furniture, playing golf, attending sports events, and reading mysteries. Civic 
participation includes joining civic clubs, engaging in fund-raising, and working as volunteers.

Milk and Cookies

Milk and Cookies households are composed mainly of young, affluent married-couple families. Approximately half of the households include children. The 
median age for this market is 34 years. Residents prefer single-family homes in suburban areas, chiefly in the South, particularly in Texas. Smaller 
concentrations of households are located in the West and Midwest. The median home value is $148,781. Families with two or more workers, more than one 
child, and two or more vehicles is the norm for this market. Residents are well insured for the future. The presence of children drives their large purchases of 
baby and children's products and timesavers such as fast food. For fun, residents play video games, chess, backgammon, basketball and football, or fly kites. 
Favorite cable channels include Toon Disney, The Discovery Health Channel, ESPNews, and Lifetime Movie Network.

Sophisticated Squires

Sophisticated Squires residents enjoy cultured country living in newer home developments with low density and a median home value of $268,921. These 
urban escapees are primarily married-couple families, educated, and well employed. They prefer to commute to maintain their semi-rural lifestyle. The median 
age is 38.3 years. They do their own lawn and landscaping work as well as home improvement and remodeling projects such as installing carpet or hardwood 
floors and interior painting. They like to barbeque on their gas grills and make bread with their bread-making machines. This is the top market for owning three 
or more vehicles. Vehicles of choice are minivans and full-sized SUVs. Family activities include playing volleyball, bicycling, playing board games and cards, 
going to the zoo, and attending soccer and baseball games.
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Exurbanites

Open areas with affluence define these neighborhoods. Empty nesters comprise 40 percent of these households; married couples with children occupy 32 
percent. Over half of the householders are between the ages of 45 and 64 years. The median age is 44.8 years. Approximately half of those who work hold 
professional or managerial positions. The median home value is $288,301; the median household income is $88,531. Financial health is a priority for the 
Exurbanites market; they consult with financial planners and track their investments online. They own a diverse investment portfolio and hold long-term care 
and substantial life insurance policies. Residents work on their homes, lawns, and gardens. Leisure activities include boating, hiking, kayaking, playing 
Frisbee, photography, and bird-watching. Many are members of fraternal orders and participate in civic activities.

Cozy and Comfortable

Cozy and Comfortable residents are settled, married, and still working. Many couples are still living in the pre-1970s, single-family homes in which they raised 
their children. Households are located primarily in suburban areas of the Midwest, Northeast, and South. The median age is 42.1 years, and the median home 
value is $174,687. Home improvement and remodeling are important to Cozy and Comfortable residents. Although some work is contracted, homeowners 
take an active part in many projects, especially painting and lawn care. They play softball and golf, attend ice hockey games, watch science fiction films on 
DVD, and gamble at casinos. Television is significant; many households have four or more sets. Preferred cable stations include QVC, Home & Garden 
Television, and The History Channel.

Metropolitans

Metropolitans residents favor city living in older neighborhoods. Approximately half of the households are composed of singles who live alone or with others. 
However, married-couple families comprise 40 percent of the households. The median age is 37.7 years. Over half of employed persons hold professional or 
management positions. These neighborhoods are an eclectic mix of single-family homes and multiunit structures, with a median home value of $215,587. The 
median household income is $62,812. Residents lead busy, active lifestyles. They travel frequently and participate in numerous civic activities. They enjoy 
going to museums and zoos and listening to classical music and jazz on the radio. Refinishing furniture and playing a musical instrument are favorite hobbies. 
Exercise includes yoga, using Rollerblades, and hiking/backpacking.

Old and Newcomers

Old and Newcomers neighborhoods are in transition, populated by those who are starting their careers or retiring. The proportion of householders in their 20s 
or aged 75 years or older is higher than the national level. The median age is 37.1 years. Spread throughout metropolitan areas of the United States, these 
neighborhoods have more single-person and shared households than families. Many residents have moved in the last five years. Over sixty percent of 
households are occupied by renters; approximately half live in mid-rise or high-rise buildings. Residents have substantial life insurance policies and 
investments in certificates of deposit, bonds, and annuities. Leisure activities include roller skating, using Rollerblades, playing golf, gambling at casinos, 
playing bingo, and attending college ball games. They listen to classic hits on the radio. Many residents are members of fraternal orders or school boards.

Source: ESRI
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Top Tapestry Segments

  Young and Restless (26.2%)
  Boomburbs (18.8%)
  Suburban Splendor (14.0%)
  Up and Coming Families (6.8%)
  Old and Newcomers (6.7%)
  Milk and Cookies (6.6%)
  Enterprising Professionals (6.5%)
  Prosperous Empty Nesters (5.2%)
  In Style (4.7%)
  Aspiring Young Families (4.7%)

Percent of Households by Tapestry Segment

Top Tapestry Segments:

Young and Restless

Change is the constant in this diverse market. With a median age of 28.7 years, the population is young and on the go. About 85 percent of householders 
moved in the last five years. Young and Restless householders are primarily renters, living in apartments in multiunit buildings. Almost 60 percent are single-
person or shared households. This educated market has the highest labor force participation among all the Community Tapestry segments, at 76 percent, and 
the highest female labor force participation, at 73 percent. The median household income is $45,236. Residents use the Internet daily to visit chat rooms, play 
games, obtain the latest news, and search for employment. They read computer and music magazines and listen to public radio. They watch movies in the 
theater and on DVD, attend rock concerts, play pool, go dancing, and exercise weekly at a gym.

Boomburbs

The newest additions to the suburbs, Boomburbs communities are home to younger families who live a busy, upscale lifestyle. The median age is 33.7 years. 
This market has the highest population growth at 5.3 percent annually more than four and one-half times the national figure. The median home value is 
$334,829, and most households have two earners and two vehicles. This is the top market for households to own projection TVs, MP3 players, scanners, and 
laser printers as well as owning or leasing full-sized SUVs. It is the second-ranked market for owning flat-screen or plasma TVs, video game systems, and 
digital camcorders as well as owning or leasing minivans. Family vacations are a top priority. Popular vacation destinations are Disney World and Universal 
Studios, Florida. For exercise, residents play tennis and golf, ski, and jog.
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Suburban Splendor

These successful suburbanites are the epitome of upward mobility, just a couple of rungs below the top, situated in growing neighborhoods of affluent homes 
with a median value of $442,916. Most households are composed of two-income, married-couple families with or without children. The population is well 
educated and well employed, with a median age of 41.5 years. Home improvement and remodeling are a main focus of Suburban Splendor residents. Their 
homes feature the latest amenities and reflect the latest in home design. Residents travel extensively in the United States and overseas for business and 
pleasure. Leisure activities include physical fitness, reading, visiting museums, or attending the theater. This market is proactive in tracking investments, 
financial planning, and holding life insurance policies.

Up and Coming Families

Up and Coming Families represents the second highest household growth market and, with a median age of 31.9 years, is the youngest of Community 
Tapestry's affluent family markets. The profile for these neighborhoods is young, affluent families with young children. Approximately half of the households are 
concentrated in the South, with another half in the West and Midwest. Neighborhoods are located in suburban outskirts of midsized metropolitan areas. The 
homes are newer, with a median value of $213,306. Because family and home priorities dictate their consumer purchases, they frequently shop for baby and 
children's products and household furniture. Leisure activities include playing softball, going to the zoo, and visiting theme parks (generally SeaWorld or 
Disney World). Residents enjoy watching science fiction, comedy, and family-type movies on DVD.

Old and Newcomers

Old and Newcomers neighborhoods are in transition, populated by those who are starting their careers or retiring. The proportion of householders in their 20s 
or aged 75 years or older is higher than the national level. The median age is 37.1 years. Spread throughout metropolitan areas of the United States, these 
neighborhoods have more single-person and shared households than families. Many residents have moved in the last five years. Over sixty percent of 
households are occupied by renters; approximately half live in mid-rise or high-rise buildings. Residents have substantial life insurance policies and 
investments in certificates of deposit, bonds, and annuities. Leisure activities include roller skating, using Rollerblades, playing golf, gambling at casinos, 
playing bingo, and attending college ball games. They listen to classic hits on the radio. Many residents are members of fraternal orders or school boards.

Milk and Cookies

Milk and Cookies households are composed mainly of young, affluent married-couple families. Approximately half of the households include children. The 
median age for this market is 34 years. Residents prefer single-family homes in suburban areas, chiefly in the South, particularly in Texas. Smaller 
concentrations of households are located in the West and Midwest. The median home value is $148,781. Families with two or more workers, more than one 
child, and two or more vehicles is the norm for this market. Residents are well insured for the future. The presence of children drives their large purchases of 
baby and children's products and timesavers such as fast food. For fun, residents play video games, chess, backgammon, basketball and football, or fly kites. 
Favorite cable channels include Toon Disney, The Discovery Health Channel, ESPNews, and Lifetime Movie Network.
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Enterprising Professionals

This fast-growing market is home to young, educated, working professionals, with a median age of 32.4 years. Single or married, they prefer newer 
neighborhoods with townhomes or apartments. The median household income is $71,018. This segment is ranked second of all the Community Tapestry 
markets for labor force participation, at 75 percent. Their lifestyle reflects their youth, mobility, and growing consumer clout. Residents rely on cell phones and 
PCs to stay in touch. They use the Internet to find their next job or home, track their investments, and shop. They own the latest electronic gadgets. Leisure 
activities include yoga, playing Frisbee and football, jogging, going to the movies, and attending horse races and basketball games. These residents also travel 
frequently, both domestically and overseas.

Prosperous Empty Nesters

Prosperous Empty Nesters neighborhoods are well established, located throughout the United States; approximately one-third are on the eastern seaboard. 
The median age is 48.7 years. More than half of the householders are aged 55 or older. Forty percent of household types are married couples with no children 
living at home. Educated and experienced, residents are enjoying the life stage transition from child rearing to retirement. The median household income is 
$70,623. Residents place a high value on their physical and financial well-being and take an active interest in their homes and communities. They travel 
extensively, both at home and abroad. Leisure activities include refinishing furniture, playing golf, attending sports events, and reading mysteries. Civic 
participation includes joining civic clubs, engaging in fund-raising, and working as volunteers.

In Style

In Style residents live in affluent neighborhoods of metropolitan areas. More suburban than urban, they nevertheless embrace an urban lifestyle. Townhome 
ownership is more than double that of the national level; however, more than half of the households are traditional single-family homes. Labor force 
participation is high, and professional couples predominate. The median household income is $72,326. Nearly one-third of these households include children. 
The median age is 40.3 years. In Style residents are computer savvy; they use the Internet daily to research information, track investments, or shop. They own 
a diverse investment portfolio, contribute to retirement savings plans, and hold long-term care and life insurance policies. They enjoy going to the beach, 
snorkeling, playing golf, casino gambling, and domestic travel.

Aspiring Young Families

Aspiring Young Families neighborhoods are located in large, growing metropolitan areas in the South and West, with the highest concentrations in California, 
Florida, and Texas. Mainly composed of young, married-couple families or single parents with children, the median age for this segment is 30.6 years. Nearly 
half of the households are owner-occupied, single-family dwellings or townhomes, and over half are occupied by renters, many living in newer, multiunit 
buildings. Residents spend much of their discretionary income on baby and children's products and toys as well as home furnishings. Recent electronic 
purchases include cameras and video game systems. Leisure activities include dining out, dancing, going to the movies, attending professional football 
games, fishing, weight lifting, and playing basketball. Typically, vacations would include visits to theme parks. Internet usage mainly involves chat room visits.

Source: ESRI
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Latitude 29.576375 One Corporate Plaza One Corporate Plaza One Corporate Plaza
Longitude -95.108374
Site Type:  Ring Ring:  1.0 mile Ring:  3.0 mile Ring:  5.0 mile

Total Crime Index 221 131 129

Personal Crime Index 254 148 128
   Murder Index 278 175 124
   Rape Index 148 124 137
   Robbery Index 342 193 150
   Assault Index 266 104 98

Property Crime Index 170 103 120
   Burglary Index 244 100 114
   Larceny Index 108 91 112
   Motor Vehicle Theft Index 139 101 116
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Data Note: The Crime Index data represents a series of standardized indexes based on a national average of 100. A Crime index of 120 
indicates that the propensity for a crime in the trade area is 20 percent above the national average. Aggregate indexes for personal, property, and 
total crime are unweighted indexes, in that a murder is weighted no more heavily than a purse snatching in the computation.

Source: Applied Geographic Solutions, Newbury Park, CA
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Educational attainment is reported for persons age 25 and older. This is the traditional age by which most people have completed their 
formal education, although a trend has developed in recent years for persons to return for schooling past age 25. Still, these figures provide 
a picture of the general educational level of the population. Educational attainment is usually associated with income.

Also provided are the counts for persons presently enrolled in school, educational courses, and degree programs.

Persons Age 25+    Number     Percent  
                    

  

Educational Attainment 6,241 100%
College Graduate * 3,851 61.7%

Some College 1,415 22.7%
High School Graduate 739 11.8%
Less than High School 236 3.8%

* Associate, Bachelor's, Graduate or Professional Degree

Educational Attainment, 2000
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Persons Age 3+    Number      Percent   
            

Education Enrollment 2,415 100%
Nursery/Preschool 130 5.4%

Kindergarten 64 2.7%
Grades 1-8 879 36.4%

Grades 9-12 446 18.5%
College 623 25.8%

Graduate School 273 11.3%

Education Enrollment, 2000
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.
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Educational attainment is reported for persons age 25 and older. This is the traditional age by which most people have completed their 
formal education, although a trend has developed in recent years for persons to return for schooling past age 25. Still, these figures provide 
a picture of the general educational level of the population. Educational attainment is usually associated with income.

Also provided are the counts for persons presently enrolled in school, educational courses, and degree programs.

Persons Age 25+    Number     Percent  
                    

  

Educational Attainment 47,797 100%
College Graduate * 28,370 59.4%

Some College 10,290 21.5%
High School Graduate 6,080 12.7%
Less than High School 3,057 6.4%

* Associate, Bachelor's, Graduate or Professional Degree

Educational Attainment, 2000
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Persons Age 3+    Number      Percent   
            

Education Enrollment 20,554 100%
Nursery/Preschool 1,574 7.7%

Kindergarten 1,054 5.1%
Grades 1-8 8,752 42.6%

Grades 9-12 3,765 18.3%
College 3,856 18.8%

Graduate School 1,553 7.6%

Education Enrollment, 2000
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.
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Educational attainment is reported for persons age 25 and older. This is the traditional age by which most people have completed their 
formal education, although a trend has developed in recent years for persons to return for schooling past age 25. Still, these figures provide 
a picture of the general educational level of the population. Educational attainment is usually associated with income.

Also provided are the counts for persons presently enrolled in school, educational courses, and degree programs.

Persons Age 25+    Number     Percent  
                    

  

Educational Attainment 81,722 100%
College Graduate * 45,111 55.2%

Some College 18,941 23.2%
High School Graduate 11,733 14.4%
Less than High School 5,937 7.3%

* Associate, Bachelor's, Graduate or Professional Degree

Educational Attainment, 2000
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Persons Age 3+    Number      Percent   
            

Education Enrollment 35,318 100%
Nursery/Preschool 2,828 8.0%

Kindergarten 1,943 5.5%
Grades 1-8 15,081 42.7%

Grades 9-12 6,381 18.1%
College 6,628 18.8%

Graduate School 2,457 7.0%

Education Enrollment, 2000
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.
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One Corporate Plaza Latitude:  29.576375

 Longitude:  -95.108374
29.576375, -95.108374 Site Type:   Ring Radius:  1 miles

Quarterly Population Update
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Quarter Population Percent Change Households Percent Change
     January 2008 9,487 4,265
     April 2008 9,481 -0.1% 4,254 -0.3%
     July 2008 9,565 0.9% 4,288 0.8%
     October 2008 9,547 -0.2% 4,279 -0.2%
     January 2009 9,548 0.0% 4,281 0.0%
     April 2009 9,554 0.1% 4,284 0.1%
     July 2009 9,549 -0.1% 4,282 0.0%
     October 2009 9,570 0.2% 4,291 0.2%

     January 2008 - January 2009 0.6% 0.4%
     April 2008 - April 2009 0.8% 0.7%
     July 2008 - July 2009 -0.2% -0.1%
     October 2008 - October 2009 0.2% 0.3%

     January 2008 - October 2009 0.9% 0.6%

Source: ESRI
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One Corporate Plaza Latitude:  29.576375

 Longitude:  -95.108374
29.576375, -95.108374 Site Type:   Ring Radius:  3 miles

Quarterly Population Update
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Quarter Population Percent Change Households Percent Change
     January 2008 79,361 32,110
     April 2008 79,502 0.2% 32,094 0.0%
     July 2008 80,068 0.7% 32,253 0.5%
     October 2008 79,803 -0.3% 32,132 -0.4%
     January 2009 79,822 0.0% 32,150 0.1%
     April 2009 79,925 0.1% 32,202 0.2%
     July 2009 79,863 -0.1% 32,175 -0.1%
     October 2009 80,070 0.3% 32,253 0.2%

     January 2008 - January 2009 0.6% 0.1%
     April 2008 - April 2009 0.5% 0.3%
     July 2008 - July 2009 -0.3% -0.2%
     October 2008 - October 2009 0.3% 0.4%

     January 2008 - October 2009 0.9% 0.4%

Source: ESRI
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One Corporate Plaza Latitude:  29.576375

 Longitude:  -95.108374
29.576375, -95.108374 Site Type:   Ring Radius:  5 miles

Quarterly Population Update
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     January 2008 142,090 56,528
     April 2008 142,464 0.3% 56,555 0.0%
     July 2008 143,405 0.7% 56,818 0.5%
     October 2008 143,038 -0.3% 56,660 -0.3%
     January 2009 143,073 0.0% 56,684 0.0%
     April 2009 143,265 0.1% 56,784 0.2%
     July 2009 143,216 0.0% 56,765 0.0%
     October 2009 143,718 0.4% 56,953 0.3%

     January 2008 - January 2009 0.7% 0.3%
     April 2008 - April 2009 0.6% 0.4%
     July 2008 - July 2009 -0.1% -0.1%
     October 2008 - October 2009 0.5% 0.5%

     January 2008 - October 2009 1.1% 0.8%

Source: ESRI
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One Corporate Plaza
Latitude:      29.576375 29.576375, -95.108374 29.576375, -95.108374 29.576375, -95.108374
Longitude:   -95.108374 Radius:   1 Miles Radius:   3 Miles Radius:   5 Miles

2000 Total Population 8,841 72,390 124,329
  2000 Group Quarters 0 298 854
2009 Total Population 9,549 79,863 143,216
2014 Total Population 9,999 84,272 153,848
  2009 - 2014 Annual Rate 0.93% 1.08% 1.44%

2000 Households 3,981 29,365 49,582
  2000 Average Household Size 2.22 2.46 2.49
2009 Households 4,265 32,139 56,635
  2009 Average Household Size 2.24 2.47 2.51
2014 Households 4,455 33,807 60,655
  2014 Average Household Size 2.24 2.48 2.52
  2009 - 2014 Annual Rate 0.88% 1.02% 1.38%
2000 Families 2,424 19,326 32,773
  2000 Average Family Size 2.84 3.05 3.09
2009 Families 2,489 20,267 36,131
  2009 Average Family Size 2.91 3.13 3.17
2014 Families 2,542 20,858 37,971
  2014 Average Family Size 2.94 3.17 3.2
  2009 - 2014 Annual Rate 0.42% 0.58% 1%

2000 Housing Units 4,205 31,334 53,108
     Owner Occupied Housing Units 59.9% 55.6% 55.1%
     Renter Occupied Housing Units 34.3% 38.2% 38.2%
     Vacant Housing Units 5.7% 6.2% 6.7%
2009 Housing Units 4,556 34,659 61,515
     Owner Occupied Housing Units 56.8% 54.4% 53.7%
     Renter Occupied Housing Units 36.8% 38.3% 38.3%
     Vacant Housing Units 6.4% 7.3% 7.9%
2014 Housing Units 4,762 36,440 65,825
     Owner Occupied Housing Units 56.9% 55.6% 55.1%
     Renter Occupied Housing Units 36.6% 37.2% 37.1%
     Vacant Housing Units 6.4% 7.2% 7.9%

Median Household Income
           2000 $60,472 $62,410 $62,452
           2009 $73,294 $76,822 $76,990
           2014 $68,984 $72,909 $73,403
Median Home Value
           2000 $119,703 $129,293 $127,931
           2009 $158,615 $166,654 $165,008
           2014 $180,220 $189,999 $187,195
Per Capita Income
           2000 $35,705 $31,965 $30,783
           2009 $44,930 $39,996 $38,688
           2014 $45,456 $40,265 $38,857
Median Age
           2000 39.5 34.9 34.4
           2009 41.6 36.1 35.6
           2014 41.8 35.6 35.2

Data Note:  Household population includes persons not residing in group quarters. Average Household Size is the household population divided by total households. 
Persons in families include the householder and persons related to the householder by birth, marriage, or adoption. Per Capita Income represents the income received 
by all persons aged 15 years and over divided by total population. Detail may not sum to totals due to rounding.

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.
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One Corporate Plaza
Latitude:      29.576375 29.576375, -95.108374 29.576375, -95.108374 29.576375, -95.108374
Longitude:   -95.108374 Radius:   1 Miles Radius:   3 Miles Radius:   5 Miles

2000 Households by Income
Household Income Base 3,930 29,388 49,628
   < $15,000 7.9% 6.8% 6.7%
   $15,000 - $24,999 7.6% 7.3% 7.3%
   $25,000 - $34,999 9.2% 10.2% 9.8%
   $35,000 - $49,999 15.3% 13.8% 14.3%
   $50,000 - $74,999 22.2% 21.6% 21.7%
   $75,000 - $99,999 10.8% 14.2% 15.5%
   $100,000 - $149,999 16.6% 16.8% 16.3%
   $150,000 - $199,999 5.1% 5.5% 4.6%
   $200,000+ 5.4% 3.8% 3.6%
Average Household Income $79,545 $78,307 $76,365

2009 Households by Income
Household Income Base 4,266 32,138 56,635
   < $15,000 5.7% 4.5% 4.6%
   $15,000 - $24,999 4.5% 4.6% 4.8%
   $25,000 - $34,999 6.4% 6.1% 5.9%
   $35,000 - $49,999 8.8% 9.6% 9.2%
   $50,000 - $74,999 25.6% 23.3% 23.7%
   $75,000 - $99,999 17.3% 17.6% 17.6%
   $100,000 - $149,999 14.0% 16.7% 18.2%
   $150,000 - $199,999 8.7% 9.7% 9.4%
   $200,000+ 8.8% 7.8% 6.7%
Average Household Income $99,882 $99,227 $97,210

2014 Households by Income
Household Income Base 4,456 33,809 60,653
   < $15,000 5.2% 4.1% 4.1%
   $15,000 - $24,999 4.5% 4.5% 4.8%
   $25,000 - $34,999 5.9% 5.5% 5.2%
   $35,000 - $49,999 7.4% 8.2% 7.8%
   $50,000 - $74,999 33.6% 29.6% 29.5%
   $75,000 - $99,999 13.9% 15.5% 15.5%
   $100,000 - $149,999 12.1% 15.1% 17.0%
   $150,000 - $199,999 8.6% 9.7% 9.4%
   $200,000+ 8.9% 7.8% 6.7%
Average Household Income $101,303 $100,205 $97,932

2000 Owner Occupied HUs by Value
Total 2,548 17,361 29,353
   <$50,000 5.7% 4.2% 3.8%
   $50,000 - 99,999 27.6% 24.1% 26.8%
   $100,000 - 149,999 31.0% 35.0% 33.5%
   $150,000 - 199,999 16.1% 17.5% 18.6%
   $200,000 - $299,999 14.4% 13.6% 12.4%
   $300,000 - 499,999 4.2% 4.2% 3.6%
   $500,000 - 999,999 0.9% 1.2% 1.2%
   $1,000,000+ 0.0% 0.1% 0.1%
Average Home Value $147,729 $154,019 $150,743

2000 Specified Renter Occupied HUs by Contract Rent
Total 1,452 12,005 20,256
   With Cash Rent 99.1% 98.9% 98.7%
   No Cash Rent 0.9% 1.1% 1.3%
Median Rent $559 $606 $610
Average Rent $605 $665 $656

Data Note:  Income represents the preceding year, expressed in current dollars. Household income includes wage and salary earnings, interest, dividends, net rents, 
pensions, SSI and welfare payments, child support and alimony. Specified Renter Occupied Housing Units exclude houses on 10+ acres. Average Rent excludes units 
paying no cash rent.

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.
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One Corporate Plaza
Latitude:      29.576375 29.576375, -95.108374 29.576375, -95.108374 29.576375, -95.108374
Longitude:   -95.108374 Radius:   1 Miles Radius:   3 Miles Radius:   5 Miles

2000 Population by Age    
Total 8,840 72,390 124,332
  0 - 4 4.8% 7.1% 7.3%
  5 - 9 5.6% 7.3% 7.4%
  10 - 14 6.4% 7.3% 7.3%
  15 - 19 6.0% 6.2% 6.3%
  20 - 24 6.3% 6.4% 6.3%
  25 - 34 13.8% 15.8% 16.3%
  35 - 44 17.8% 19.3% 19.7%
  45 - 54 16.6% 14.9% 14.8%
  55 - 64 13.3% 9.0% 8.3%
  65 - 74 6.6% 4.4% 4.0%
  75 - 84 2.3% 1.8% 1.7%
  85+ 0.5% 0.4% 0.5%
  18+ 79.4% 74.2% 73.8%

2009 Population by Age
Total 9,544 79,861 143,214
  0 - 4 4.8% 7.0% 7.2%
  5 - 9 5.0% 6.9% 7.0%
  10 - 14 5.5% 6.8% 6.9%
  15 - 19 5.8% 6.5% 6.5%
  20 - 24 7.1% 7.1% 6.8%
  25 - 34 13.2% 14.2% 14.8%
  35 - 44 13.7% 15.4% 15.7%
  45 - 54 17.7% 16.4% 16.4%
  55 - 64 14.0% 10.7% 10.5%
  65 - 74 8.5% 5.7% 5.2%
  75 - 84 3.8% 2.6% 2.4%
  85+ 0.9% 0.7% 0.7%
  18+ 81.1% 75.2% 74.9%

2014 Population by Age
Total 9,999 84,273 153,845
  0 - 4 4.7% 6.9% 7.1%
  5 - 9 5.1% 6.9% 7.0%
  10 - 14 5.3% 6.8% 6.8%
  15 - 19 5.1% 6.1% 6.1%
  20 - 24 6.9% 6.9% 6.7%
  25 - 34 14.9% 15.6% 16.0%
  35 - 44 12.4% 13.9% 14.5%
  45 - 54 15.8% 15.1% 14.8%
  55 - 64 14.7% 11.3% 11.3%
  65 - 74 9.5% 6.7% 6.3%
  75 - 84 4.5% 3.0% 2.7%
  85+ 1.2% 0.8% 0.8%
  18+ 81.8% 75.5% 75.3%

2000 Population by Sex
   Males 49.2% 50.1% 50.3%
   Females 50.8% 49.9% 49.7%
2009 Population by Sex
   Males 49.2% 50.0% 50.1%
   Females 50.8% 50.0% 49.9%
2014 Population by Sex
   Males 49.5% 50.0% 50.0%
   Females 50.5% 50.0% 50.0%

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.



Market Profile
Prepared by Colin Fox & Associates. LLC

©2009 ESRI On-demand reports and maps from Business Analyst Online. Order at www.esri.com/bao or call 800-292-2224 6/29/2009 Page 4 of 8

   
One Corporate Plaza
Latitude:      29.576375 29.576375, -95.108374 29.576375, -95.108374 29.576375, -95.108374
Longitude:   -95.108374 Radius:   1 Miles Radius:   3 Miles Radius:   5 Miles

2000 Population by Race/Ethnicity    
  Total 8,840 72,391 124,329
    White Alone 82.5% 78.0% 79.7%
    Black Alone 3.6% 4.8% 5.0%
    American Indian Alone 0.3% 0.4% 0.4%
    Asian or Pacific Islander Alone 8.8% 10.2% 8.0%
    Some Other Race Alone 2.3% 3.8% 4.4%
    Two or More Races 2.4% 2.8% 2.5%
  Hispanic Origin 7.8% 10.7% 11.7%
  Diversity Index 40.9 49.8 48.9

2009 Population by Race/Ethnicity
  Total 9,548 79,863 143,216
    White Alone 75.4% 70.5% 72.9%
    Black Alone 4.7% 5.9% 6.1%
    American Indian Alone 0.4% 0.5% 0.5%
    Asian or Pacific Islander Alone 12.5% 13.5% 10.4%
    Some Other Race Alone 3.8% 6.1% 6.9%
    Two or More Races 3.2% 3.5% 3.2%
  Hispanic Origin 12.9% 17.2% 18.6%
  Diversity Index 54.6 62.9 61.9

2014 Population by Race/Ethnicity
  Total 9,999 84,272 153,847
    White Alone 71.5% 66.6% 69.7%
    Black Alone 5.1% 6.3% 6.4%
    American Indian Alone 0.4% 0.5% 0.5%
    Asian or Pacific Islander Alone 14.6% 15.3% 11.6%
    Some Other Race Alone 4.7% 7.5% 8.2%
    Two or More Races 3.6% 3.9% 3.5%
  Hispanic Origin 16.1% 21.1% 22.2%
  Diversity Index 60.9 68.6 67.1

2000 Population 3+ by School Enrollment
Total 8,582 69,291 118,853
   Enrolled in Nursery/Preschool 1.5% 2.3% 2.4%
   Enrolled in Kindergarten 0.7% 1.5% 1.6%
   Enrolled in Grade 1-8 10.2% 12.6% 12.7%
   Enrolled in Grade 9-12 5.2% 5.4% 5.4%
   Enrolled in College 7.3% 5.6% 5.6%
   Enrolled in Grad/Prof School 3.2% 2.2% 2.1%
   Not Enrolled in School 71.9% 70.3% 70.3%

2009 Population 25+ by Educational Attainment
Total 6,867 52,479 94,120
   Less than 9th Grade 1.3% 2.5% 3.0%
   9th - 12th Grade, No Diploma 2.1% 3.8% 4.1%
   High School Graduate 13.0% 14.6% 16.2%
   Some College, No Degree 20.3% 19.4% 21.1%
   Associate Degree 6.7% 6.9% 7.7%
   Bachelor's Degree 32.1% 32.1% 30.2%
   Graduate/Professional Degree 24.6% 20.7% 17.8%

Data Note:  Persons of Hispanic Origin may be of any race. The Diversity Index measures the probability that two people from the same area will be from different race/
ethnic groups.

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.
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2009 Population 15+ by Marital Status
Total 8,092 63,341 113,139
     Never Married 29.0% 26.6% 26.2%
     Married 58.5% 59.4% 59.4%
     Widowed 2.8% 3.2% 3.3%
     Divorced 9.8% 10.8% 11.1%

2000 Population 16+ by Employment Status
Total 7,147 55,584 95,043
   In Labor Force 70.0% 72.9% 73.7%
     Civilian Employed 66.8% 69.7% 70.4%
     Civilian Unemployed 3.0% 2.9% 2.9%
     In Armed Forces 0.3% 0.3% 0.4%
   Not in Labor Force 30.0% 27.1% 26.3%

2009 Civilian Population 16+ in Labor Force
        Civilian Employed 91.8% 92.1% 92.3%
        Civilian Unemployed 8.2% 7.9% 7.7%

2014 Civilian Population 16+ in Labor Force
        Civilian Employed 94.5% 94.6% 94.8%
        Civilian Unemployed 5.5% 5.4% 5.2%

2000 Females 16+ by Employment Status and Age of Children
Total 3,752 27,913 47,387
   Own Children < 6 Only 6.1% 9.9% 10.2%
     Employed/in Armed Forces 3.4% 5.4% 5.8%
     Unemployed 0.4% 0.5% 0.4%
     Not in Labor Force 2.3% 4.0% 3.9%
   Own Children < 6 and 6-17 Only 3.5% 6.3% 6.9%
     Employed/in Armed Forces 2.5% 3.5% 3.8%
     Unemployed 0.0% 0.2% 0.1%
     Not in Labor Force 1.1% 2.6% 2.9%
   Own Children 6-17 Only 16.6% 19.6% 19.5%
     Employed/in Armed Forces 10.4% 13.1% 13.3%
     Unemployed 0.1% 0.3% 0.4%
     Not in Labor Force 6.2% 6.2% 5.8%
   No Own Children < 18 73.8% 64.3% 63.4%
     Employed/in Armed Forces 41.5% 38.0% 37.6%
     Unemployed 1.6% 2.1% 2.3%
     Not in Labor Force 30.7% 24.2% 23.5%

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.
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2009 Employed Population 16+ by Industry
  Total 4,641 38,000 69,649
      Agriculture/Mining 1.1% 1.4% 1.5%
      Construction 5.5% 5.5% 6.1%
      Manufacturing 10.6% 12.2% 12.1%
      Wholesale Trade 2.5% 3.2% 3.2%
      Retail Trade 6.2% 9.0% 9.2%
      Transportation/Utilities 5.4% 5.2% 5.1%
      Information 1.8% 1.3% 1.3%
      Finance/Insurance/Real Estate 6.9% 6.1% 6.5%
      Services 50.7% 48.1% 48.2%
      Public Administration 9.4% 8.1% 6.9%
2009 Employed Population 16+ by Occupation
  Total 4,642 37,999 69,650
      White Collar 82.4% 79.1% 76.6%
        Management/Business/Financial 20.6% 19.9% 19.3%
        Professional 39.5% 36.8% 34.6%
        Sales 10.7% 11.6% 11.9%
        Administrative Support 11.6% 10.7% 10.8%
      Services 7.5% 10.2% 10.7%
      Blue Collar 10.1% 10.7% 12.7%
        Farming/Forestry/Fishing 0.0% 0.0% 0.1%
        Construction/Extraction 1.3% 2.9% 3.4%
        Installation/Maintenance/Repair 2.0% 2.0% 2.7%
        Production 3.6% 3.4% 3.8%
        Transportation/Material Moving 3.2% 2.5% 2.8%
2000 Workers 16+ by Means of Transportation to Work
Total 4,744 38,415 66,395
   Drove Alone - Car, Truck, or Van 86.5% 84.5% 84.3%
   Carpooled - Car, Truck, or Van 7.4% 8.9% 9.2%
   Public Transportation 1.4% 1.7% 1.6%
   Walked 1.3% 1.3% 1.2%
   Other Means 1.2% 1.1% 1.2%
   Worked at Home 2.2% 2.5% 2.5%
2000 Workers 16+ by Travel Time to Work
Total 4,743 38,415 66,394
   Did Not Work at Home 97.8% 97.5% 97.5%
     Less than 5 minutes 3.4% 2.6% 2.2%
     5 to 9 minutes 15.0% 11.0% 9.5%
     10 to 19 minutes 32.2% 31.1% 29.5%
     20 to 24 minutes 7.6% 10.0% 11.7%
     25 to 34 minutes 14.8% 17.3% 18.3%
     35 to 44 minutes 7.1% 8.1% 8.0%
     45 to 59 minutes 10.2% 10.6% 10.7%
     60 to 89 minutes 7.0% 6.0% 6.2%
     90 or more minutes 0.4% 0.8% 1.3%
   Worked at Home 2.2% 2.5% 2.5%
Average Travel Time to Work (in min) 23.4 25.0 26.2
2000 Households by Vehicles Available
Total 3,999 29,366 49,619
   None 2.3% 3.0% 3.1%
   1 40.8% 36.9% 35.4%
   2 44.5% 46.9% 47.5%
   3 10.7% 10.8% 11.4%
   4 1.5% 2.0% 2.2%
   5+ 0.2% 0.4% 0.5%
Average Number of Vehicles Available 1.7 1.7 1.8

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2009 and 2014.
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2000 Households by Type    
Total 3,983 29,366 49,582
  Family Households 60.9% 65.8% 66.1%
    Married-couple Family 51.0% 55.1% 55.3%
      With Related Children 20.6% 28.1% 28.9%
    Other Family (No Spouse) 9.9% 10.7% 10.8%
      With Related Children 6.0% 7.3% 7.4%
  Nonfamily Households 39.1% 34.2% 33.9%
    Householder Living Alone 32.2% 28.0% 27.5%
    Householder Not Living Alone 6.9% 6.2% 6.4%

Households with Related Children 26.6% 35.4% 36.2%
Households with Persons 65+ 15.4% 11.7% 11.0%

2000 Households by Size
Total 3,981 29,365 49,582
  1 Person Household 32.3% 28.0% 27.5%
  2 Person Household 37.5% 33.2% 32.6%
  3 Person Household 13.5% 16.1% 16.4%
  4 Person Household 11.9% 14.7% 15.1%
  5 Person Household 3.7% 5.7% 5.9%
  6 Person Household 0.9% 1.7% 1.8%
  7+ Person Household 0.3% 0.7% 0.8%

2000 Households by Year Householder Moved In
Total 3,999 29,365 49,619
  Moved in 1999 to March 2000 31.1% 30.3% 30.8%
  Moved in 1995 to 1998 27.4% 32.9% 33.2%
  Moved in 1990 to 1994 16.4% 16.3% 16.9%
  Moved in 1980 to 1989 15.5% 12.7% 11.8%
  Moved in 1970 to 1979 6.6% 6.2% 5.4%
  Moved in 1969 or Earlier 3.1% 1.6% 1.9%
Median Year Householder Moved In 1996 1997 1997

2000 Housing Units by Units in Structure
Total 4,244 31,310 53,210
  1, Detached 49.0% 53.7% 54.8%
  1, Attached 13.7% 5.3% 4.2%
  2 0.1% 0.3% 0.4%
  3 or 4 1.8% 3.2% 2.7%
  5 to 9 9.4% 8.9% 7.7%
  10 to 19 8.3% 10.3% 11.0%
  20+ 17.6% 18.2% 18.5%
  Mobile Home 0.0% 0.0% 0.4%
  Other 0.0% 0.0% 0.2%

2000 Housing Units by Year Structure Built
Total 4,227 31,331 53,158
  1999 to March 2000 1.7% 3.2% 4.4%
  1995 to 1998 3.8% 9.3% 10.5%
  1990 to 1994 9.1% 13.8% 14.5%
  1980 to 1989 40.4% 31.9% 32.3%
  1970 to 1979 30.1% 27.1% 23.9%
  1969 or Earlier 14.9% 14.7% 14.4%
Median Year Structure Built 1981 1983 1984

Source:  U.S. Bureau of the Census, 2000 Census of Population and Housing.
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Top 3 Tapestry Segments

1. Suburban Splendor Young and Restless Young and Restless
2. Young and Restless Suburban Splendor Boomburbs
3. Old and Newcomers Boomburbs Suburban Splendor

2009 Consumer Spending shows the amount spent on a variety of goods and services by households that reside in the market 
area. Expenditures are shown by broad budget categories that are not mutually exclusive. Consumer spending does not equal 
business revenue.
Apparel & Services: Total $ $10,912,352 $81,891,911 $140,823,856
     Average Spent $2,558.58 $2,548.05 $2,486.52
     Spending Potential Index 102 102 99
Computers & Accessories: Total $ $1,406,268 $10,622,963 $18,395,718
     Average Spent $329.72 $330.53 $324.81
     Spending Potential Index 144 145 142
Education: Total $ $8,075,167 $59,851,580 $101,882,352
     Average Spent $1,893.36 $1,862.27 $1,798.93
     Spending Potential Index 151 148 143
Entertainment/Recreation: Total $ $19,306,493 $144,546,084 $249,898,874
     Average Spent $4,526.73 $4,497.53 $4,412.45
     Spending Potential Index 140 139 136
Food at Home: Total $ $27,075,584 $200,386,158 $345,057,233
     Average Spent $6,348.32 $6,234.98 $6,092.65
     Spending Potential Index 139 137 134
Food Away from Home: Total $ $20,397,296 $152,870,872 $262,976,551
     Average Spent $4,782.48 $4,756.55 $4,643.36
     Spending Potential Index 144 143 140
Health Care: Total $ $21,427,462 $154,126,406 $264,948,273
     Average Spent $5,024.02 $4,795.62 $4,678.17
     Spending Potential Index 133 127 124
HH Furnishings & Equipment: Total $ $11,631,870 $88,120,227 $153,274,752
     Average Spent $2,727.28 $2,741.85 $2,706.36
     Spending Potential Index 125 126 125
Investments: Total $ $8,121,742 $58,448,763 $101,067,210
     Average Spent $1,904.28 $1,818.62 $1,784.54
     Spending Potential Index 132 126 124
Retail Goods: Total $ $146,228,435 $1,095,635,616 $1,893,708,909
     Average Spent $34,285.68 $34,090.53 $33,437.08
     Spending Potential Index 133 133 130
Shelter: Total $ $96,598,243 $723,369,497 $1,252,446,902
     Average Spent $22,649.06 $22,507.53 $22,114.36
     Spending Potential Index 145 144 141
TV/Video/Sound Equipment: Total $ $7,371,167 $55,081,678 $94,623,664
     Average Spent $1,728.29 $1,713.86 $1,670.76
     Spending Potential Index 142 141 137
Travel: Total $ $11,069,489 $82,025,789 $142,268,655
     Average Spent $2,595.43 $2,552.22 $2,512.03
     Spending Potential Index 141 138 136
Vehicle Maintenance & Repairs: Total $ $5,596,345 $41,613,935 $71,760,268
     Average Spent $1,312.16 $1,294.81 $1,267.07
     Spending Potential Index 140 138 135

Data Note:  The Spending Potential Index represents the amount spent in the area relative to a national average of 100.

Source:  Consumer Spending data are derived from the 2005 and 2006 Consumer Expenditure Surveys, Bureau of Labor Statistics. ESRI.
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