CITY OF HENDERSONVILLE

BUSINESS ADVISORY COMMITTEE

City Hall — 2" Floor Meeting Room | 160 6™ Avenue E. | Hendersonville NC 28792
Monday, November 20, 2023 — 11:30 AM

MINUTES

Present: Chair Ken Gordon, Jay Egolf, Vice-Chair Rebecca Waggoner, John Stevens, Chris Cormier, Sarah
Cosgrove, Adam Justus, Cam Boyd, Jen Hensley, Brittany Brady

Staff Present:  City Manager John Connet, City Clerk Jill Murray, Community Development Director Lew
Holloway, Planning Projects Manager Matt Manley, Communications Manager Allison Justus,
Budget Manager Adam Murr

Others Present: Lorna Allen, Bolton & Menk; Grant Meacci, Bolton & Menk; Ben Hitchings, Green Heron
Planning; Meg Nealon, Nealon Planning; Jenn Gregory, Retail Strategies / Downtown Strategies

1. CALL TO ORDER
Chairman Ken Gordon called the meeting to order at 11:37 a.m. and welcomed those present.
2. NEW BUSINESS
A. Generation H Comprehensive Plan Discussion - Matt Manley, Planning Projects Manager

The consultants and the board introduced themselves to each other and then each consultant took
turns going over both PowerPoint presentations and answering questions.

HENDERSONVILLE
COMPREHENSIVE PLAN

Advisory Board Round Table
11.20.2023
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PROJECT
UPDATE

PROJECT PHASES

\
PHASE ONE > PHASE TWO > PHASE THREE > PHASE FOUR

Issues and Vision and Goals + Implementation Adoption
Opportunities Growth and Strategy Engaging Community
Gathering Background Conservation Building Vision Boards, and
Information Framework Statements Stakeholders

Organizing CAC

Interviewing Starting Public
Stakeholders Engagement
Launching Public
Survey and Public
Meetings

Assembling Forecasts Exploring Growth

Alternatives

Finalizing the Plan by
Project Management

Developing Strategies Team

and Actions Reviewing and Public
Hearing by Planning

Board

Developing Public
Engagement Continuing Public
Engagement

Drafting Comp Plan Reviewing/Adopting

by City Council

Public Engagement
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PROJECT

Key Themes

* Balancing growth with hometown character

» Effects of growth: fraffic, affordable housing, natural environment loss
* Workforce availability

* Direct growth in corridors and preserve environmentally sensitive areas

* Community health (mental, physical, spiritual)

ENGAGEMENT

STAKEHOLDER INTERVIEWS

* Opportunities to improve mobility and connectivity through parks, trails, and

greenway networks

Council Comp-versations

Comp-versations
COUNCIL €CONVERSATIONS
We are having conversations across Hendersonville about the

Gen H - Hendersonville's Comprehensive Plan
and planning for the next 20 years & beyond!

WHERE DO YOU SEE HENDERSONVILLE IN 20 YEARS?

Hello Gen H:
H

r Debbie Roundtree

The Heart of Gen H:
Developing the Vision for Downtown's Future 5
9, 2023 | 530 PM - 7:00 PM HENDERSONVILLE CITY COUNCIL EONVERSATIONS:

The Heor of Gen ¢ Developing
th Vision for Downtow s Future

What Does Change Look Like to Gen H:
Growth & Strengthening Community Character

t. 2, 2023 | 5:30 P 7:00 PM
. GEN H

A Healthy Dose of Gen H:

Th e of burs and Oy bpss. HENDERSONVILLE

COMPREHENSIVE PLAN

www.hvinc.gov/GenH

nnifer Hensiey

PRESERVE
oom DOWNTOWN
w
Councl Mo it e the Gen H EIEE
The Housing Component of Gen H: SUrvey o leart ﬁ P
£ spacesin.
Living in Hendersonville's Future more a El -Mm -'*"!
Monday, Oct. 16, 2023 | 5:30 PM - 7.00 PM o
igh School - Cafeteri
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Pop-Ups, Presentations, Round Tables

‘h w W H Hendersonville
3 S High School

CAROLINA

- West Henderson

o B HENDERSONVILLE High Schoe

| ‘Wllagef

NC
Sl coumou ON AGING - '/ ﬁ C H AM BE R Car(')

\/ East Henderson
High School

.&-' & Bruce Drysdale

®  Elementary

HENDERSON COUNTY
PUBLIC LIBRARY

g) Council
~/ onAging

for Henderson County

MEADOWS
COMMUNITY

JH[ BUZ

Neighborhood Canvas: Green Meadows

WHAT WOULD YOU LIKE IN THE FUTURE? WHAT IS GOOD ABOUT LIVING IN THIS NEIGHBORHOOD?

WHAT IS YOUR BIGGEST CONCERN?

a
P I I = I = u n I I I - n k3 I I B’ I = " N H
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MEETINGS “TO GO”

ki |

=
-
-

City of Hendersonville Map

Downtown Hendersonville Map

Bubble Size Legend

64 icons

4-5 icons

Street Connections
Trail System

Sidewalks & Bike Lanes
Conserve

Gather & Play

Preserve

Gen H Comprehensive Plan
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SURVEYS CLOSED 11/14

Key Issues -

Student

Survey

1. Housing

2. Effects of
Population
Growth

3. Accessto
quality goods
and services

4. Economic
Development

5. Community
Resources

Gen H - Comprehensive Plan - HCPS Student

438

227

Survey

384

83

Gen H - Comprehensive Plan Survey

10,008 4,087 153,12 9270 1,429

00

¥

Key Issues -

Generdal

Survey

1. Effects of
Population
Growth

2. Housing

3. Community
Safety and
Appearance

4. Environmental
Health

5. Quality
Education

General

9. If you spend time in downtown, select all the reasons you come here:

Dine

Events (i.e., parade, festival, art show, cruise-in)

Shop

Recreate

Exercise

Work

Live

Other (write-in)

Government offices (i.e,, Courthouse for services, City Hall to pay billy

Student

9. If you spend time in downtown, select all the reasons you come here:

Events (i.e., parade, festival, art show, cruise-in) v
Dine v
Shop 24 v
Work ) v
Recreate 5
Exercise 4
Live v
Government offices (i.e., Courthouse for services, City Hall to pay bill) 3w
Other (write-in) 9 v
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General

10. What are your top three improvements for downtown?

Historic preservation/reuse of existing buildings/fagade improvements,

building maintenance

Improvements

Student

10. What are your top three improvements for downtown?

Safe/improved pedestrian and bike connections in and to downtown from
neighborhoods (sidewalks, crosswalks, crossing signals, bike lanes)

Historic preservation/reuse of existing buildings/fagade improvements,

New and/or improved public spaces/parks (pla: greenspace, ampitheater, v
erc.) building maintenance
safe/improved pedestrian and bike connections in and to downtown f 7 New and/or improved public spaces/parks (plazas, greenspace, ampitheater, v
neighborhoods (sidewalks, crosswalks, crossing signals, bike lanes) etc)
Additional public parking or dedicated employee parking v Additional festivals, events, and programs in downtown 58 v
m Businesses with better/longer hours of operation v Aaditional public parking or dedicated employee parking v
Additional public restrooms v Businesses with better/longer hours of operatior 43v
Additional festivals, events, and programs in downtown v Landscaping (plantings, street trees) v
Other (write-in) 465 v Lighting (street lighting, pedestrian lighting, decorative lighting) 26 v

Seating, especially in the shade, a

treet furnishings (i.e. trash cans) 28
TRESATGNES. ) v m More/better public art ) v

Lighting (street lighting, pedestrian lighting, decorative lighting) S Additional public restroom
L. itional C restl S v

More/better public art 177 v

Other (write-in) 4v

Student

11. What types of places does downtown Hendersonville need (or need more of)?

General

11. What types of places does downtown Hendersonville need (or need more of)?

m Cultural and entertainment venues (theaters, galleries, etc.) Cultural and entertainment venues (theaters, galleries, etc.) % v

m Dining, food service

Places Lo exercise, recreate (parks)

Events (parade, festival, art show, live music) (XY

Dining, food service

Housing (townhomes, condos, |ofts) Places to exercise, recreate (parks) 68 v

Specialty shops, boutiques

Specialty shops, boutiques

Events (parade, festival, art show, live music) B19 & Housing (townhomes, condos, lofts) 63

@ Workspaces, studio spaces 39w
m Services (hair/nail salons, tax prep, FedEx) 35 v

Grocery stores, drug stores

m Workspaces, studio spaces

Other (write-in) 4~ Grocery stores, drug stores 30 v~
Government offices (US Post Office, City Hall to pay billy 208 W Government offices (US Post Office, City Hall to pay bill) 10~
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Survey Results

Key Themes

+ Great main street
* Mainstreet USA
Vibrant, Charming, « Attractive downtown with lots of old,
Quaint, Pleasant, architecturally interesting buildings and
Lovely businesses
« Great, eclectic, unique restaurants, shopping anc
dining.
* Nice variety of festivals.
+ Going downtown is like a trip from the past.

Friendly.
(Family &
Blele)

« A small version of downtown Naperville Illinois;

» A smaller Franklin, TN in the mountains of NC

» Similar to Beaufort, SC.

| wish Main St. looked more like Helen, GA or
Greenville, SC

Safe, Walkable

Survey Results

Key Themes

+ Very nice downtown , as long as you're here on vacation.

» Selection/quality of shops and restaurants might be ok for
tourists visiting for a weekend but not full-time residents

+ Touristy shops and restaurants. Few other shopping
opportunifies

+ Touristy shops that have replaced art galleries, bookstores and
fine dining, Increased vacancies.

+ Lacking any decent stores or any longevity for small

businesses-Rent $$ Closes early,
+ No comedy clubs, museums, Not enough housing Not much to
+ Big-city conveniences outside the downtown area. oI5

+ Too much aftention fo Main St., not encugh done other areas.
A town that spends 75% of it's budget on it's Main Street area
once every three years

+ Replace unsightly molder fountain at Main St. with mention of
Tom Orr and others.

+ The parking deck off Main St was a great waste of money...
SHOULD have free parking

+ There are WAY TOO MANY downtown street closures.

+ Main street closes at 5pm

Parking,
Homeless
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Survey Results

Id edads for the foUl’e + Music venues, outdoor amphitheaters, and concert halls,

Performing arts centers, theaters, auditoriums
« Recreational activity spaces for youth in the community (splash
pads, science museums, playgrounds, movie theaters,
pickleball courts, skateboard parks, bowling alleys, skating rinks,
Cultural Facilities putt-putt places, and photogenic art walls and spaces,

f community gardens)
and Music Venues » Recreational activity spaces oriented toward older adults

(sculpture gardens, community gardens, libraries, green spaces
with chess tables and other games, soda shops, senior centers,
Communi’ry art galleries and museums, water features)

Green Spcce + More events and festivals that can create more community for
residents and attract visitors to a vibrant downtown.
A community green space and park downtown that can hold
large events and food frucks
+ A completion of the Ecusta Trail and Saluda Trail, connectivity
between existing trails and greenways to each other,
Recreation spaces downtown, and other neighborhoods and parks
for all ages «  Expansion and continuation of a frail and greenway network
+ Increase of bicycle lanes, infrastructure, and activities
throughout the town
+ LGBTQ center, safe spaces, and events
« A pedestrian main street and other additional streets that
prohibit vehicles, and an increase of sidewalks and walkability

Survey Results

Ideas for the future

« Supermarkets, wholesalers, and grocery stores such as
Costco, Trader Joe's, Target, Whole Foods, and Lidl

« More of a variety of dining and shopping options that
accommodate all demographics

« adding forms of hospitality and hotels fo be in the
downtown

= Increase of bicycle lanes, infrastructure, and activities
throughout the town

« More jobs and industries, and affordable housing More Housing

* Minor league baseball team or other sporting teams Options

« Free trollies and public transit throughout the town

« Revitalization of abandoned buildings, run-down malls
and shopping centers, and train station

« More affordable housing and accessible jobs

« More night life with late night dining and businesses Better Connectivity
that have activities in late evenings

More variety of
businesses
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HENDERSONVILLE
COMPREHENSIVE PLAN

Demographic Market Analysis
September 13, 2023

Data Sources &

g \
Trends

LANDVISION™ sy
Z&4L = Near TETRAD P> sitewise m STDB
"'ai"whe" 9 siteseer y SitesUSA, : REGIS Cham)(Y
21 CRITTENDEN REPORT
Memberships, Subscriptions & Research Partners &
Customized Reports Geographic Information Systems
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Research Sources
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Retail is Economic Development

Source:
National Retail Federation

Full-time Full-time
Non-retail workers Retail workers
(25-54 years old) (25-54 years old)

$34,368 pa—

Retail Sales

SOURCE: US Census, adjust

Retail spending rises

696,982

Year-over-year sales are up
6.4% in January.

BUSINESS ADVISORY COMMITTEE - November 20, 2023 Page | 12



National Retailer Expansions in 2023

Dollar General and Chipotle among retailers with most announced openings in 2023

1050

Dollar General
McDonald's I 100
Chipotle NI 35
Five Below |EGGG—_—_—_———— 200
O'Reilly Automotive I 190
FAT Brands GG 175
TJX Companies NS 150
Burlington Stores N 90
Tractor Supply NN 70
Shake Shack N 70
Floor & Décor HE 35
Sprouts Farmers Market [l 30

——
Sam'sClub W 30 \

Walmart Health Wl 28
Uniglo M 20

Wayback Burgers M 20
Target W 20

PetSense MW 15 " "
m # of store openings announced in 2023
PizzeriaUno W 15 pening
Fogo de Chao W 12
Condado Tacos W 12
Yardbird B 11
Source: PNC Creditntell, JLL Research
[/ AV I

New Store Openings 100+ LOCATIONS

‘AL e | %

SMOOTHIE Ko H I:s @ig_ll-l DOLLAR TREE

KiNG
DUT?BROS_ @ TJX EE¥$

ACE % DOLLAR GENERAL

Hardware

Byurlington

BUSINESS ADVISORY COMMITTEE - November 20, 2023 Page | 13



New Store Openings

SHAKE £

SHACK= i
Costcco  iCOSS pOpshelf
t@arget gl

BADMASS sATAp@
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sweetgreen
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Millennials & the Future Consumer

Share of US population by generation

Post Gen Z
Pre-Boomer ——

8.4%
Y Gen Z
Baby Boomers N
P

N\ somesinkats y

GenX—/ ’

« Omnichannel & ||
Social Media

* Loyalty

+ Differentiate or
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Electric Vehicles

Market Research &
. Analysis

Market Analysis

Mobile Data
Collections

Customized Trade
Area Analysis

The information covered in this
document represents the key
highlights for your community
from a data and analytics
perspective.

Demographic
Overview

Retail GAP Analysis

Tapestry Lifestyle
Segmentation
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Mobile I
Data
Collection

0.2%
0%
o.4% ok

0% o2% 0.1% 0.4%

0.1%
0.5%

0.8%

Mobile data tracking uses data collected from mobile
phone users who have agreed within their apps and
phone settings to enable location information. This
technology includes mobile phone data with latitude 0.3%
and longitude points that are accurate to
approximately 20 feet. Data inputs are updated as
quickly as every 24-hours.

The data shown includes shoppers who visited the
defined location during a 1-year time period. This tool 0.2%
allows us to identify where consumers are actually

coming from to shop in your market (Custom Trade

Areq) using actual data —_—
o) '
The location fracked was U b I I X
Publix
Location Name Publix Estimated Annual Visits 96,886
. . Address 635 Greenville Hwy Repeat Visitors 43%
For the time penod of City, State Hendersonville, NC Tourist Visits 8.6%
August 2022 - August 2023 Category Grocery  Average Distance From Home 491 mi
Brand Publix  Average Dwell Time 22 min

Custom N

BILTMORE PARK

Trade Area ey :

<]
Avery Creek Asden ©)

Oakipork Bat Cave

Each retailer has a specific set of site selection criteria SR
they use to detemine if they will have a profitable
store. Municipal boundaries, radius rings, and drive

time areas are a start.

Naples

Mountain
Home

A customized tfrade area is the next step to analyzing Balfour

a market. A frade area defines a core customer base 3 P Z
of consumers highly likely to shop and eat in the ’
market at least once a month.

Valley Hill (225
East Flat Rock
Penrose Flat Rock

Zirconia

Your frade area has been created by combining a ks
series of drive times, mobile data analysis, geographic e
boundaries, and proximity to neighboring shopping

destinations. ORTH CAROLINA

NORTH (;AROL\'i‘A HutH CAROLINA

ZouTH CAROLINA

*The following demographics reflect the Custom Trade Area (CTA) Cedor
and not geographic community boundaries. Mountain

Hendersonville, NC (CTA)*
Population — 93,554 T o
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Custom Trade Area Demographics

93,554

Estimated CTA population

71 5.2%

98,
Projected 2027 population Projected growth rate 2022-2027

42 46

male average age female average age

Custom Trade Area Demographics

H Asian
CURRENT YEAR ESTIMATED POPULATION BY RACE M Black
M Latino
W White
M Other
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Cusiom Trade Area Demographics

CURRENT YEAR ESTIMATED HOUSEHOLDS BY HOUSEHOLD SIZE

A 47,842

’ number of households
11,768

2.30 $59,850

Average people per household Median household income

1,742 -
25
1-person 2-person 3-person 4-person 5-person 6-person 7 or more
household household household household household household person
household

Custom Trade Area Demographics

CURRENT YEAR ESTIMATED HOUSING UNITS BY TENURE

$475,230

average housing unit value
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Cusiom Trade Area Demographics

CURRENT YEAR ESTIMATED DAYTIME POPULATION

M Children at home M Retired/Disable persons ® Homemakers
B Work at Home W Employed H Unemployed
M Student Populations

Custom Trade Area Demographics

CURRENT YEAR ESTIMATED EMPLOYMENT TYPE Unclassified
1%

White Collar
35%

Blue Collar
64%

$47,561

average employee
salary

@ White Collar OBlue Collar O Unclassified

BUSINESS ADVISORY COMMITTEE - November 20, 2023 Page | 20



Custom Trade Area Demographics

Current Year Estimated Population
Age 25+ b‘)"' DOCTORATE DEGREE
Educational Aftainment

PROFESSIONAL SCHOOL DEGREE
MASTER'S DEGREE

BACHELOR'S DEGREE

ASSOCIATE DEGREE

SOME COLLEGE, NO DEGREE

HIGH SCHOOL GRADUATE (OR GED)
SOME HIGH SCHOOL, NO DIPLOMA

LESS THAN 9TH GRADE

GAP Analysis

Retail Strategies uses STI:PopStats as our provider of the
Consumer Demand and Supply by Establishment (or
GAP) information. Several demographers provide the
data in a variety of ways. Following are the sources and
methodologies used by STl:PopStats and Retail
Strategies to draw conclusions for you.

The market supply data is derived from annual retail sales and
expenditures from the source data. The source for market supply is U.S.
Census Bureau's monthly and annual Census of Retail Trade (CRT)
Reports; U.S. Census Bureau's Economic Census. The source for the
establishment is Bureau of Labor Statistics (BLS). The consumer demand
data by establishment is derived from the BLS Consumer Expenditure
Survey (CE).

The difference between demand and supply represents the opportunity
gap or surplus available for each merchandise line in the specified
reporting geography. When the demand is greater than (less than) the
supply, there is an opportunity gap (surplus)for that merchandise line. For
example, a positive value signifies an opportunity gap, while a negative
value signifies a surplus.

13,014

17,282

The helps us uncover the
number of dollars being spent outside
of the community on an annual basis
from a categorical perspective.

Industries for the consumer expenditures survey
are categorized and defined by the North
American Industry Classification System (NAICS).
Retail Strategies has narrowed down the
categories to only those with real estate growth
potential based on national trends.

Data is rarely perfect, but with proper analysis
can get us a lotf closer to the answer than we
would be without it. This is one of several tools
used to identify focus categories for
recruitment. Our focus or more on the category
than the actual dollar amounts.
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Custom Trade Area GAP Analysis

Specialty Food Store - $4,090,840

special Food Ser -$422,033

Other General Merchandiise Store -$36,092,789

& Garden Equipment & Supplies Store -$5,407,575 [l

)me Furnishings Store -$5,823,437

Health & Personal Care Store B ;2201202
srocery Store q
- $176,650,877

.

$11,082,279

ilding Material & Supplies De | EEEEEY

Custom Trade Area GAP Analysis (cont.)

Sporting Goods & Hobby

Shoe stores I

Office Supplies, Stationery & Gift Stores

Limited-Service Eating Places

Full-Service Restaurants _

Electronics & Appliance Stores

Clothing Stores

Beer, Wine & Liquor Stores ]

Bars/Drinking Places (Alcoholic Beverages)

Automotive Parts, Accessories, & Tire Stores | |

520,000,000 - $15,000,000 - $10,000,000 - $5,000,000 0 $5,000,000  $10,000,000  $15,000,000  $20,000,000  $25,000,000  $30,000,000
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Cosico

Min SF

Max SF

Current Store

Desired Locations 12/24 Months
Mile Radius Demographics

Minimum Population

Facility Type/Other Demo Comments Free Standing, Regional Strip

Average Sales Volumes $206,180,812

Number of Jobs 504

TRADER
: 'S
Trader Joe's JOE

Min SF
Max SF

Desired Locations 12/24 Months
Mile Radius Demographics

Minimum Population

Average Household Income $50,000

Customer Comments Will consider freestanding, in-line and mixed use with 85 feet of frontage. Looking for 80
dedicated parking spaces

Facility Type/Other Demo Comments Free Standing, Neighborhood Strip, Power Center, Regional Strip, Specialty Sfrip

Average Sales Volumes $21,000,000

Number of Jobs 50
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Top Golf TOPGOLF

Min SF
Max SF 100.000
Current Store &2
Desired Locations 12/24 Months 3/6
Minimum Population 20,000
Average Household Income $50,000
Facility Type/Other Demo Comments Free Standing
Average Sales Volumes $25,000,000

Ta pestry Segmentation:
Hendersonville City
Limits

3

:
.

.‘ 8_5 zg,

TAPESTRY

SEGMENTATION e
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Tapesitry Segmentations

Tapestry Segment

1 Old and Newcomers (8F)

2 Midlife Constants (5E)

3 The Elders (9C)

4 Heartland Communities (6F)
5 Retirement Communities (SE)
Subtotal

Henderson

Hendersonville

Valley Hill

B L1: Affiuent Estates
[l L2: Upscale Avenues
[ L3: Uptown Individuals
[ 14: Family Landscapes
[[] L5: Genxurban

[l L5: Cozy Country

[ L7: Sprouting Explarers

Percent
22.9% 22.9%
22.3% 45.2%
19.9% 65.1%
9.2% 74.2%

Oldland NG

Households

Average Household Size: 2

Median Age !

Median Household Income:

Tapestry LifeMode

HENDERS!

B 18: Middle Ground
B L5: Senior Styles
] L10: Rustic Outposts
W
[ L12: Hometown
[ L13: Next Wave

[ L14: Scholars and Patriots

Midtown Singles

Cumulative

Percent Percent

2.3% 2.3% 1003
2.4% 4.7% 924
0.7% 5.4% 2,724
2.2% 7.6% 417

8.8% 610

1.2%

ONVILLE, NC CITY LIMITS

WHO ARE WE?

This market features singles’ lifestyles, on a budget. The
focus is more on convenience than consumerism, economy
over acquisition. Old and Newcomers is composed of
neighborhoods in transition, populated by renters who are
just beginning their careers or retiring. Some are still in
college; some are taking adult education classes. They
support charity causes and are environmentally conscious.
Age is not always obvious from their choices.

OUR NEIGHBORHOOD

* Metropolitan city dwellers

* Predominantly single households
(Index 148), with a mix of married couples
(no children); average household size
ower 3t 2.12

55% renter occupied; average rent is lower
than the US (Index 85,

45% of housin
dwellings; 4
older neighborhoods, built before 1980

units are single-family

& are multiunit buildings in

* Average vacancy rate at 11%

SOCIOECONOMIC TRAITS

® An average labor force participation rate of
62.6%, despite the increasing number of
retired workers.

32% of households are currently receiving
ncome from Secial Security.

* 31% have a college degree (Index 99), 33%
have some college education (Index 114),
9% are still enrolled in college (Index 121)

Consumers are price aware and coupon

clippers but open to impulse buys.

¢ They are attentive to environmenta
concems.

¢ They are comfortable with the latest

technology
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Household

Average Household Size: 2.3

Midlife

3,068,40

Median Age: 47.0

Median Household Income: $53,200

WHO ARE WE?

Midlife Constants residents are seniors, at or approaching

retirement, with below-average labor force participation and

below-average net worth. Although located in predominantiy
metropolitan areas, they live outside the central cities, in
smaller communities. Their lifestyle is more country than

urban. They are generous but not spendthrifts

TAPECTRY

Tapestry Segmentations

Constants

OUR NEIGHBORHOOD

enio

> C}

The Elders

Households: 910, 1

Average Household Size:

Median Age: 72.3

Median Household Income: $4

WHO ARE WE?

With a median age of 72.3 years, this is Tapestry .
Segmentation’s oldest market. The Elders resi-
dents favor communities designed for senior or
assisted living, primarily in warmer climates with
seasonal populations. Most of these householders
are homeowners, although their housing varies
from mobile homes to single-family residences to
high-rise apartments. These seniors are informed,
independent, and involved. This is a smaller
market. .

;i the

Suburban periphery of metropolita

1.68

"

OUR NEIGHBORHOOD

ann

2,600

SOCIOECONOMIC TRAITS
 Educ

or some college.

63% have a high school diploma

At 31%, the labor force participation rate

s low in this market (Index 91)

Almost 42% of households are receiving

Social Security (Index 141); 27% also

receive retirement income (Index 149)

o Traditional, not trendy; opt for convenience
and comfort not cutting edge. Technology

uses, but the bells and whistles are

e to price, but not at the expense
ey prefer to buy American and

* Radio and newspapers are the media

ter television)

SOCIOECONOMIC TRAITS

¢ Predominantly retirees, The Elders has a low labor

force participation rate of 22.4

¢ Those who are still in the labor force tend to be

self-employed or part-timers, commonly in real

or the arts.

e Their income derives primarily from Social Security
B80% of the households), retirement, or investments

f of the households). Less than 30% of the

almo

households draw wage or salary income.

Median household income is lower than the US
ndex 76), but median net worth is much higher
ndex 269)

® These sumers focus on price, but not at the
expense of quality. They prefer to use coupons and
buy American and environmentally safe products.

e Cell phones are common but primarily used to

make/receive calls
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esiry Segmentations

Households: 2 6
Average Household Size: 2
Median Age: 42.3

Median Household Income: $42

WHO ARE WE? OUR NEIGHBORHOOD

Well settled and close-knit, Heartland Communities .

SOCIOECONOMIC TRAITS

* Retirees in this market depress the average labor
participation rate to less than 60% (Index 94)
rkers are white collar than blue collar;
more skilled than unskilled

residents are semirural and semiretired. These older

householders are primarily homeowners, and many have

paid off their mortgages. Their children have moved away

More wo

s have n ns to leave their homes. Their hearts T £
DMEH» bt €=\§*e o Tl s ® The rural economy of this market provides
with th ntry; th brace the slower pac if
are with the country; they embrace the siowex s ol employment in the manufacturing, construction,
here but actively participate in outdoor activit

s and
utilities,

alth-care, and agriculture industries.
community events. Traditional and patriotic,

These a sudqet-savwy consumern stic]
support their local businesses, always buy American, and hese are budget-savvy consumers; they stick to

favor domestic driving vacations over foreign plane trips brands the

w up with and know the price of
goods they purchase. Buying American is important.

Daily life is busy b

t routine. Working on the
weekends is not uncommon

Residents trust TV and newspapers more than

er media.

* Skeptical about their financial future, they stick

to community banks and ot

~risk investments.

Households: 1,5
Average Household Size:
Median Age: 5

Median Household Income:

WHO ARE WE? OUR NEIGHBORH

Retirement Communities neighborhoods are evenly e Much
distributed across the coun

SOCIOECONOMIC TRAITS

® Brand loyal, this segment will spend a

ttle more for their f

rite brands,

homes and independent liv

g with ap
living, and continuous care nursing f

but most likely they will have a coupon.

the housing units are in multiunit str

majority of residents have a lease. This group e

watching cable TV and stays up-to-date with newspapers
and magazines. Residents take pride in fiscal responsibility
and keep a close eye on their finances. Although income
and net worth are below national averages,

going to the movies, fishing, and taking vacat:

some residents enjoy cooking, many would rather dine out

® Frugal, they pay close attention to finances

® They prefer reading magazines over
nteracting with computers.

® They are health conscious and prefer
name-brand drugs.
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No motions were made as this presentation was for informational purposes.
6. OTHER BUSINESS - None
7. ADJOURNMENT

Ken Gordon moved to adjourn. There being no further discussion the meeting was adjourned at 1:06
p.m. upon unanimous assent of the Committee.

Ken Gordon, Chair
ATTEST:

Jill Murray, City Clerk
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