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2.1 Executive Summary 

Introduction 

This Introduction and the following section on 
Historical Development are largely paraphrased 
from information provided by the Economic 
Development for Central Oregon (EDCO) 
including its website at www.edcoinfo.com and 
the 2006 Central Oregon Area Profile. 
 

Deschutes County is located in Central Oregon 
on the eastern side of the Cascade Range, see 
Figure 1, Deschutes County. The county is 
bisected in a north-south direction by the 
Deschutes River which provides much of the 
drainage of the drier eastern flank of the 
Cascade Range. Named by early fur traders as 
Riviere des Chutes, or “River of the Falls,” the 
Deschutes River is a major tributary to the 
Columbia River. 
 
Deschutes is a leading economic and cultural 
center of Central Oregon. Most of the cities and 
urbanized areas are located along Interstate 97 
which follows the Deschutes River, including 
from the north Terrebone, Redmond, Bend, 
Sunriver, Three Rivers, and La Pine. McKenzie 
Highway (State Route 126) traverses the 
northern part of the state and the Central 
Oregon Highway (Interstate 20) runs from the 
northwest to the southeast. The City of Sisters is 
located at the junction of Highway 20 and 
Highway 126. 
 
Deschutes County was created from the western 
portion of Crook County in 1916. The county 
encompasses 3,055 square miles. It is bounded by 
Jefferson County to the north, Crook County to 

the east, Klamath and Lake Counties to the 
south, and Lane and Linn Counties to the west. 
 
The county seat is located in the city of Bend 
which was incorporated in 1905. The name 
Bend was derived from "Farewell Bend," the 
designation used by early pioneers to refer to 
the location along the Deschutes River where 
the town eventually was platted.  
 
Deschutes County occupies a high desert 
plateau; the elevation for Bend, for example, is 
3,623 feet above sea level. Summer 
temperatures range from an average high of 
85 degrees Fahrenheit to a low of 44 degrees 
Fahrenheit. Average highs in winter are in the 
40's to lows in the 20's. Precipitation ranges 
from 10.5 to 12.04 inches, annually. Every 
community in Central Oregon has its own 
variations of temperature and precipitation, 
relative to its elevation and proximity to the 
mountains. 

Historical Development 

 
> Bend 
Originally a small mill town, Bend has emerged 
into a full service city and Oregon’s fastest 
growing high technology area. Historically, 
Bend is the commercial, retail, and service 
center for a region that nearly stretches from 
the Washington State line to the California 
border. With the arrival of a rail line to Bend in 
1911, lumber and agricultural products could 
be economically shipped to outside markets.  
 

The Deschutes Public Library is a window to the world of reading, learning, 
and information, and serves citizens of all ages throughout Deschutes County. 
Getting the right information to the right person at the right time is our 
primary mission. 

Deschutes Public Library
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In the early 1980’s the community hit an 
economic low point with nearly a quarter of the 
workforce unemployed. About this time 
community leaders pursued tourism 
development as an additional leg to its economic 
foundation and as a tool for broader 
diversification efforts. Success of this strategy has 
been felt through the 1990's as the community 
attracted new investment in nearly all sectors. A 
“critical mass” of quality amenities for both 
residents and visitors has also built an industry 
presence in computer software and hardware, 
medical equipment, aerospace, and recreation 
equipment manufacturing. 
 
> La Pine 
La Pine became a city in 2006. It is located in the 
valley of the Little Deschutes River, a tributary of 
the Deschutes River. The river provides 
recreational opportunities such as fishing, 
swimming, canoeing, and other leisure activities. 
Several peaks of the Cascade Range are 
prominently visible from the community. La Pine 
was founded in the 19th Century with Huntington 
Road as the main street. The city occupies 7 
square miles. 

 
> Redmond 
With approximately half the landmass of Bend, 
yet one-fourth the population, Redmond is a 
community that expects to continue to be one of 
Oregon’s fastest growing communities. 
Redmond’s location at the geographic center of 
the region makes it a current and future hub for 
a variety of things such as the regional airport, 
regional exposition center at the new $37 million 
Deschutes County Fairgrounds, and regional 
Technical Training Complex/Manufacturing & 
Applied Technology Training Center for Central 
Oregon Community College.  
 
> Sisters 
Nestled at the foot of the Cascades, Sisters is a 
town right out of the Old West, complete with 
1880's turn-of-the-century storefronts and 
authentic annual down-and-dirty 

rodeos. Perhaps one of the most picturesque 
backdrops in the Pacific Northwest, it is not 
hard to see why the town has become a 
destination for visitors, retirees and new 
businesses. But more than just a pretty place, 
Sisters has a built reputation for a community 
with some of the state’s best schools, students 
and athletes. 
 

> Sunriver 

Sunriver is a planned community on the 
eastern flank of the Deschutes River about 15 
miles south of Bend and two miles west of 
Highway 97 at the base of the Cascade Range. 
Sunriver consists of residential areas, 
recreational facilities, the Sunriver Resort, and 
commercial development. Sunriver is located 
on the grounds of Camp Abbot, a World War II 
training facility designed to train combat 
engineers in a simulated combat environment. 
The name Sunriver was selected by the areas 
early real estate developers in the late 1960’s. 
Sunriver is a popular Northwest destination 
resort community with a vast array of year-
round recreational opportunities. 
 

> Outlet Locations 

See the following maps: 
 
Map 1.1: Deschutes County 
Map 1.2: Deschutes County Library System 

Outlets 
Map 1.3: Bend Public Library 
Map 1.4: La Pine Public Library 
Map 1.5: Redmond Public Library 
Map 1.6: Sisters Public Library Public Library 
Map 1.7: Sunriver Area Public Library 

Population Growth Profile, Figure 2.1 and 
2.2 

Population Growth Profile data is obtained 
from The Deschutes County Coordinated 
Population Forecast 2000 – 2025, dated August 
25, 2004 (Forecast Report). 
 

Executive Summary 
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This document is was prepared as a cooperative 
effort of Deschutes County, the City of Bend, the 
City of Redmond, the City of Sisters, and the 
Oregon Department of Land Conservation and 
Development. It sets forth a population forecast 
but does not allocate growth geographically 
within the county or any of the cities. Such 
allocation is a local matter within the context of 
each city’s respective urban growth boundaries. 
 
As described in the Forecast Report, Deschutes 
County and each city decided to update the 
coordinated population forecast because the 
results of the 2000 Census and subsequent 
population estimates from Portland State 
University and the Census Bureau showed the 
County’s population growing faster than 
anticipated under a 1998 coordinated 
population forecast. Each jurisdiction prepared 
its own population forecast. The sum of the four 
forecasts is the coordinated population forecast 
for the entire County. 
 
> Countywide, Figures 2.3, 2.4, 2.5 and 2.6 
The Census 2000 county population was 116,600 
people. The 25 year countywide forecast is 
240,811 people, an increase of 106 percent or 
124,211 people. 
 
> Bend, Figures 2.3, 2.4, 2.5 and 2.6 
Bend is forecast to grow from 52,800 people to 
109,389 people, an increase of 56,589 people or 
106 percent. 
 
> Redmond, Figures 2.3, 2.4, 2.5 and 2.6 
Redmond is forecast to grow from 15,505 people 
to 45,724 people, an increase of 30,219 people or 
195 percent. 
 
> Sisters, Figures 2.3, 2.4, 2.5 and 2.6 
Sisters is forecast to grow from 975 people to 
3,747 people, an increase of 2,772 people or 284 
percent. 
 

> Unincorporated County, Figures 2.3, 2.4, 
2.5 and 2.6 
Unincorporated county areas are forecast to 
grow from 47,320 people to 81,951 people, an 
increase of 34,631 people or 73 percent. 

Market Profile Summary 

Market Profile data is provided by 
BusinessDecision. 
 
> Household Growth, Figure 2.7 
Households are forecast to grow by 72.3 
percent annually between 2000 and 2012, from 
45,595 households to 78,464 households. 
Between 2000 and 2007 Deschutes grew by 
17,241 households from 45,595 households to 
62,836 households. Between 2007 and 2012 
Deschutes is forecast to grow to 78,564 
households, an increase of 15,728 households 
or 4.57 percent annually. 
 
> Home Ownership, Figure 2.8 
Housing tenure favors owners (62.6 percent) 
over renters (21.6 percent). Ownership is just 
under the national average of 66.2 percent. 
Housing tenure is forecast to retain the same 
statistical relationship between 2000 and 2012. 
The vacancy rate is very high at 15.7 percent 
indicating that housing supply growth is ahead 
of market demand. 
 
> Household Income, Figure 2.9 
Deschutes is forecast in 2012 to become 
significantly more affluent in the upper range 
of the income ladder. In 2012 households with 
incomes above $100,000 will increase 
significantly, including more than 10 percent 
of the households with incomes over $200,000. 
Households with incomes between $50,000 
and $99,999 will increase slightly. Households 
with incomes under $50,000 will drop.  
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> Population by Age, Figure 2.10 
The 2012 forecast suggests that the percent of 
the population in the age ranges 55 to 64 will 
increase significantly while the population 25 to 
44 will decrease significantly. Other age ranges 
that will increase include 20 to 24 and 65 to 74. 
The population in the age groups 5 to 19 will 
decrease. The population in age groups 0 to 4, 
45 to 54, and 75 to 84 will at about the same 
percentages. 
 
> Population by Race and Ethnicity, Figure 
2.11 
Deschutes is primarily white (over 90 percent) 
and will remain so to 2012. The Diversity Index 
(which measures the probably that two people 
from the same area will be from different 
race/ethnic groups) is modest, increasing slightly 
from 16.5 in 2000 to 22.1 in 2012. Persons of 
Hispanic origin (of any race) are very small, 
forecast to increase slightly from 3.7 percent in 
2000 to 5.7 percent in 2012. 
 
> 2000 Educational Attainment, Figure 2.13 
Deschutes residents are generally well education. 
One-quarter (25.0 percent) of residents age 25 + 
have a bachelor’s or advanced degree and just 
over one-third (36.3 percent) have some college 
or an associate degree. Just over one-quarter 
(27.2 percent) have a high school diploma. 
However, 9.1 percent only have a 9th to 12th 
grade education with no diploma and only 2.6 
percent have less than a 9th grade education. 
 
> 2000 Households by Type, Figure 2.14 
Just over one-third (36.7 percent) of households 
are family households, with or without children. 
And, just over one-third (33.6 percent) are 
households with related children. One in five 
households (22.3 percent) is nonfamily 
householders living alone. 
 
> 2000 Households by Size, Figure 2.15 
Almost two-thirds (62.1 percent) of Deschutes 
households are composed of one and two person 
households. Just over one-quarter (25.5 percent) 

of households have three or more people, and 
one-firth (22.0 percent) are composed of one 
person. 
 
> 2000 Year Householder Moved In, Figure 
2.16 
Deschutes is a community in transition. Since 
1990 Deschutes has welcomed a considerable 
number of new residents. Over three-quarters 
(79.1 percent) of householders moved to 
Deschutes the 1990’s, with almost two-thirds of 
residents (62.3 percent) arriving between 1995 
and 2000. In 2000, the median year 
householders moved to Deschutes was 1996. 

Business Profile Summary  

Business Profile Summary data is provided by 
BusinessDecision.  
 
In 2006 there were 8,296 businesses in 
Deschutes County with an employment of 
62,651 people. Compared with its 2006 
resident population of 147,107 people, 
Deschutes has 43 percent of its “nighttime” 
resident population working in the 
community. The top businesses by industry are 
“Services: Other” (23.8 percent) and 
“Construction” (12.2 percent). 39.6 percent of 
the businesses are service with 20.3 percent 
retail, 12.2 percent construction, and 9.6 
percent finance, and 5.1 percent wholesale 
trade. Two employee categories dominate: 
“Services: Other” (12.4 percent of employees) 
and “Services: Health” (12.3 percent). 45.2 
percent of employees work in the service 
sector followed by 22.3 percent in the retail 
sector and 8.4 percent in manufacturing. 
 

Economic Sustainability Profile Summary 

Economic Sustainability Profile Summary data 
is provided by Economic Development for 
Central Oregon. 
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Both diversification and economic restructuring 
have been the ongoing focus of economic 
development for Central Oregon for the past 
decade and a half. These efforts are 
transforming the region's industry and 
employment from a 70-year reliance on the 
three legged stool of forest products, agriculture 
and the visitor industry to one that has 
foundations in a variety of targeted industries. 
 
The region has consistently led Oregon in terms 
of job creation, and new people moving to the 
region add to the diversity, education level and 
experience of the workforce. The consistent in-
migration of new people makes the job market 
extremely competitive, putting downward 
pressure on wages; as such, employers have a 
large pool of unemployed and underemployed 
workers to choose from. 
 
The majority of new residents, both young and 
old, move to the region without first securing 
employment, and as a result, these "lifestyle" 
migrants must often settle for jobs that 
underutilize their talents in order to make ends 
meet. About half of the new jobs created in the 
region come from the retail and service sectors, 
leaving skilled workers and professionals with 
limited employment alternatives. Related closely 
to Central Oregon’s steady flow of in-migrants is 
the areas high unemployment rate. This rate is 
consistently higher than the state and national 
averages not because of a depressed economy or 
a chronically unemployable workforce, but 
rather because due to population growth from 
in-migration outpacing job growth.  
  
Central Oregon, including Deschutes County 
focuses economic development on targeted 
industries that have been selected based upon a 
detailed analysis of the workforce, geographic 
location, existing industry presence (critical mass) 
and local growth trends that would fit these 
sectors, and include the following: 
 

• Aerospace/Aviation 
• High Technology  
• Light Industrial and Manufacturing 
• Recreational Equipment Manufacturing 
• Research and Development 
• Headquarter Firms 
• Secondary Wood Products 
• 21 specific standard industrial classification 

(SIC) sub-targets 
 

Consumer Expenditure Profile Summary 

Consumer Expenditure Profile Summary data is 
provided by BusinessDecision.  
 
Data is sourced by ESRI, consumer expenditure 
surveys, and Bureau of Labor Statistics. 2007 
consumer spending shows the amount spent by 
household and in aggregate for 14 categories. 
Household spending is compared to a Spending 
Potential Index (SPI) that compares spending by 
category to the national average (100). 
 
In 2007, Deschutes County residents spent the 
most on retail goods ($25,441 per household) 
followed by shelter ($13,919), food at home 
($4,793), and health care ($3,916). The lowest 
spending categories were computers & 
accessories ($237), vehicle repair ($1,042), 
TV/Video Equipment ($1,102), and education 
($1,192). Spending in 13 out of 14 consumer 
expenditure categories was slightly below the 
national average using the SPI. The highest SPI 
was health care (SPI of 100 or equal to the 
national average) followed by vehicle repair 
(98), entertainment/recreation (97), and retail 
goods (96). The lowest SPI was apparel and 
services (84) followed by a tie between 
education, investments, households furnishings, 
and shelter (93). 
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Community Tapestry Lifestyle 
Segmentation Profile 

Community Tapestry data is provided by 
BusinessDecision. 
 
A cornerstone of success to a public Library is a 
thorough knowledge of its existing and 
prospective patrons. Market segmentation is a 
method of mining data and linking with new 
information from diverse databases to develop 
accurate characteristics of patron preferences 
and borrowing patterns. The Tapestry market 
segmentation organizes every U.S. 
neighborhood into one of 65 segments based 
upon their socioeconomic and demographic 
composition. Each neighborhood is analyzed and 
sorted by over 60 attributes. In addition, each of 
the 65 segments is organized into LifeMode 
Group Descriptions that describe shared 
experiences and similarities of segments. The 
data sources include Census 2000, ESRI BIS’ 
proprietary 2007 demographic updates, Acxiom’s 
InfoBase consumer database, Mediamark 
Research Inc.’s national consumer survey, and 
other sources to capture the subtlety and 
vibrancy of the U.S. marketplace. 
 
The top four Deschutes County segments 
account for nearly half (48.7 percent) of all 
households. Each of these segments – Rural 
Resort Dwellers, Midland Crowd, Exurbanites, 
and Green Acres – average about 12 percent of 
households.  
 
The other six of the top ten segments account 
for one-third (33.7 percent) of households. They 
include Aspiring Young Families (8.1 percent), 
Senior Sun Seekers (6.1 percent), Old and 
Newcomers (5.7 percent), Up and Coming 
Families (5.1 percent), Midlife Junction (5.0 
percent), and Silver and Gold (3.7 percent). 
 
The remaining 17.6 percent of households are 
split among 23 segments for an average of 0.8 
percent each, indicating significant 
fragmentation. Reaching these segments will 
consume significant resources with diminishing 
returns.  
 

Services to people in these segments may be best 
accomplished by focusing on individual requests 
or unique local needs based upon geographic 
concentration that may be revealed through the 
next steps of analysis on this project. 
 
With one-half of the households falling into the 
top four segments, it is particularly important for 
the Library to reach these residents.  
 
> Rural Resort Dwellers (13.2 percent): This 
segment favors milder climates and pastoral 
settings, living in rural non-farm areas 
throughout the United States. About 40 percent 
are married with no children living at home. 
They are older than most Tapestry segments, 
with a median age of 46 years. Half of the 
householders are 55 or older. There is little 
diversity in these communities; residents are 
predominantly white. 
 
Although retirement officially looms for many, 
most are still working. Their median household 
income is $43,400. With a higher than average 
presence of 65 or older, income from retirement 
and Social Security benefits is common. Nineteen 
percent are self-employed, nearly twice the 
national level.  
 
These low-density communities are small, but 
growing. Most own their homes. Typical of areas 
with rustic appeal, the housing inventory 
features single-family homes and mobile homes. 
A significant inventory of seasonal housing is 
available in these communities.  
 
Simple living and consumer tastes describe this 
segment. Gardening tools and equipment are an 
integral part of maintaining their properties. 
Home improvements are common projects. 
Simple living also includes baking and home-
cooked meals. Rural Resort Dwellers actively 
participate in local civic issues. They read 
magazines related to fishing, hunting and home 
improvement; listen to country music; go 
hunting and zoom around in powerboats.  
 
With the aging population, general healthcare 
and prescription medications for age-related 
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issues take on a significant role, and so do 
financial and retirement related matters. Many 
Rural Resort Dwellers are actively managing or 
planning their investments and retirement 
savings.  
Metro Cities II 
> Midland Crowd (12.5 percent): Midland 
Crowd is also blue collar and predominately 
white, and reflects the median U.S. age of 36 
years. While this segment is family oriented 
almost 20 percent of households live alone. This 
segment has income from self-employment 
ventures that is slightly higher than the U.S. 
percentage. Approximately 80 percent 
graduated from high school but only 15 percent 
have a bachelor’s or graduate degree.  
 
Midland Crowd takes care of their homes and 
vehicles with a do-it-yourself mentality. Hunting 
and fishing reflect their rural lifestyles. This is a 
politically conservative market segment. This 
large market is the youngest among the eight 
rural Tapestry segments. The demands of the 
large number of children translate into high 
consumption of children’s products. Country 
music is popular, as are DVD players and video 
rentals. Many households have a home PC to 
meet the children’s needs. The adults use it to 
make online purchases or look up information.  
 
> Exurbanites (12.0 percent): Exurbanites live 
beyond the urban fringe, preferring open space 
with affluence. While over half of the 
households are empty nesters (married couples 
with no children living at home), 45 percent still 
have children at home. Most householders are 
between the ages of 45 and 64 years. This 
segment is also well educated with more than 
40 percent holding a bachelor’s or graduate 
degree. Median net worth is more than 
$200,000, almost twice the national median, 
and median household income is more than 
$80,000. More than 20 percent draw retirement 
income, and almost 60 percent receive 
additional income from investments. Leisure 
time activities include golf, boating, hiking, 
kayaking, and vacations. Active participation in 

civic activities and donating to charitable 
organizations is important. There is little 
ethnic diversity, most residents are white. 
 
> Green Acres (11.0 percent): This 
segment is characterized by married 
couples, mostly blue-collar baby boomers. 
Those with children are in the six to 17 year 
age range. These households are college 
educated and hardworking, with 
employment concentrated in skilled labor 
and farming occupations in agriculture, 
manufacturing, and construction industries. 
Their median household income is $61,000 
with a median net worth of more than 
$130,000. This segment is not ethnically 
diverse; it is predominately white.  
 
Country living describes the lifestyle of 
these residents. They are do-it-yourselfers, 
maintaining and remodeling their homes 
with paint, decks and patios, and spas. 
Gardening, especially vegetables, is also a 
priority, again with the right tools. Leisure 
includes hiking, backpacking, hunting, and 
bicycling. They also own motorcycles, watch 
motorcycle events on TV, and read 
motorcycle magazines. Accommodating the 
country lifestyle, many households employ 
satellite dishes in lieu of cable TV. They 
listen to news–talk radio and read fishing, 
hunting, and boating magazines. Green 
Acres residents own and use PCs. They own 
a variety of software packages including 
education software for their children. They 
also use the Internet, primarily to purchase 
consumer goods, such as videos, clothing, 
and CDs, or to track investments. 
 
These four segments can be organized by 
their LifeMode Groups. Segments with a 
LifeMode Group share an experience such 
as being born in the same time period, or a 
trait like affluence.  
 
• American Quilt represents a total of 

28.4% of Deschutes households in 
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three segments: Rural Resort Dwellers 
(13.2%), Midland Crowd (12.5%), and 
Crossroads (2.7%). Common to these 
segments is their location in America’s small 
towns and rural areas. Nearly 30 percent of 
the workforce in this group is employed as 
skilled laborers, generally in the 
manufacturing and construction trades. 

 
• Upscale Avenues represents a total of 

16.2% of Deschutes households in four 
segments: Green Acres (11.0%), In Style 
(2.5%), Enterprising Professionals (1.6%), 
and Urban Chic (1.0%). Prosperity is the 
overriding attribute in Upscale Avenues. 
Success has been earned from years of hard 
work. Like High Society, many in this group 
are also well educated with above average 
earnings. The median household income for 
the group is more than $65,000, and their 
median net worth exceeds $153,000.  

 
• High Society represents a total of 12.6% 

of Deschutes households in two segments: 
Exurbanites (12.0%) and Sophisticated 
Squires (0.6%). The markets in High Society 
are affluent and well educated. 
Employment in high-paying positions such 
as professional or managerial occupations is 
common. The median household income for 
this group exceeds $94,000, almost twice 
that of the national median. Most 
households are married couple families 
residing in affluent neighborhoods where 
median home values surpass $290,000. 
Although this is one of the least diverse 
groups in the United States, it is one of the 
fastest growing. 

 
• Senior Styles represents a total of 10.4% 

of Deschutes households in three segments: 
Senior Sun Seekers (6.1%), Silver and Gold 
(3.7%), and Simple Living (0.6%). This 
segment illustrates the diversity within 
today’s senior citizen markets. Although 
incomes within this group cover a wide 

range, the median is approximately 
$40,000, attributable mostly to 
retirement income or Social Security 
payments. Younger, more affluent 
seniors, freed of their child rearing 
responsibilities, are traveling and 
relocating to warmer climates. Less 
affluent, settled seniors are looking 
forward to retirement and remaining 
in their homes. Their choice of housing 
depends on their income. 

 
Implications for Library Services 

The Tapestry segments and LifeMode 
Groups indicate that the Deschutes County 
population has the following noticeable 
characteristics: 
 
• Skilled laborers generally in the 

manufacturing and construction trades. 
 
• Prosperity from employment in high-

paying professional and managerial 
occupations. 

 
• Family oriented younger families. 
 
• Retirees or approaching retirement 

including a fair number of single 
occupant households. 

 
Based upon the LifeMode Groups described 
above, we envision the following general 
approach to services: 

>  Upscale Avenues (16.2%) and High 
Society (12.6%) 

Library programs and resources to 
reach these segments will be 
challenging. These consumers can 
exercise choice – to purchase reading 
materials instead of borrowing them, 
to license their own online services 
instead of using those offered by the 
Library, and to attend family events 
and educational activities instead of 

2-11
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Executive Summary 

Library programs. The key issue will be to 
provide relevant services and highly 
informative programs, magazines, and 
databases that these residents might not 
otherwise obtain on their own, and to 
provide a connection to the community 
that they would otherwise miss by not 
participating at the library.  
 
Valued services will likely include 
homework support and preparing kids for 
college, databases that inform consumer 
expenditures and investments, health care 
and physical fitness, outdoor recreation and 
interest in the natural environment, and 
leisure/recreational travel.  
 
Perhaps most difficult to achieve will be to 
add depth to resident’s well honed 
knowledge in specific domains of interest. 
To successfully reach many of the “upscale” 
segments will require a very high standard 
of personalized customer service. This 
means tailored Library services with staff 
that patrons can get to know and depend 
upon, and who can respond in a timely 
manner with state of the art tools at their 
disposal to achieve quick and accurate 
results. The model may be the “personal 
shopper” that these same patrons may 
utilize in upscale department stores, 
perhaps along the lines of a “personal 
information specialist.” In this regard, the 
Library must offer staff that is equipped to 
solve problems in a timely and efficient 
manner that adds value to what the patron 
could find for themselves.  

> American Quilt (28.4%) 

 Library offerings to these segments may 
include resources for family activities, home 
entertainment such as DVDs, information 
about investments, money management 
and consumer expenditures, computer and 
internet training and services, programs 
and information to support home 
maintenance projects, a connection to civic 

activities, and programs and 
information to support recreational 
activities. 

 
 We anticipate that homework support 

and college preparation will be very 
important. As juvenile’s age and attend 
middle and high school they will need 
to perform research and obtain 
homework support for increasingly 
complex projects. We also expect that 
parents will have high college 
attendance expectations for their 
children and library resources and 
services to facilitate college 
preparation will be greatly valued. 

 
 We also anticipate that career 

development and advancement is 
important. Social and economic 
mobility between blue collar and white 
collar industries is paramount, as are 
transferable skills between businesses 
within industry clusters and between 
industry clusters. Currently Deschutes 
County faces the challenge of matching 
industry needs with labor force skills. 
This problem is magnified because 
many newcomers arrive without secure 
employment. Library programs and 
services, in conjunction with other 
agencies will not only support 
economic development goals but also 
represents an opportunity for the 
library to create a touch stone with 
people it might not otherwise reach. 

> Senior Styles (10.4%) 

 Library offerings to these segments 
may include programs and resources 
that develop such themes as lifelong 
learning, enrichment, and mentoring; 
plus specific subject area interests such 
as travel, healthfulness and health care, 
recreational activities and physical 
fitness, hobbies, computer and internet 
training, and appreciation of the local 
natural environment. 

2-12
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Executive Summary 

 
In addition to the themes outlined above for 
specific LifeMode Groups, we anticipate other 
basic needs include meeting space for civic 
events and activities which promote the civic 
interaction. Because of the importance that 
residents place on the natural environment and 
associated quality of life including recreation, 
related educational, artistic, and cultural 
displays and exhibits may be considered. 
 
Deschutes County residents live in a variety 
places: urban, suburban, and rural. Many people 
travel relatively long distances to get to the 
local branch which should have convenient 
access with a surfeit of parking. Once at the 
local branch, the Library should provide services 
that facilitate family togetherness and 
interaction with unique resources for each 
family member. Opportunities may include 
extended evening and weekend hours, 
homework centers and resources, family 
reading and learning areas, and family oriented 
entertainment media, among others. 
 
We suspect that the recent and continuing 
migration to Deschutes County represents a 
lifestyle choice that envisions quality as its 
touchstone; to the extent that the library can 
demonstrate the provision of such quality 
services it will build a loyal following. We also 
anticipate that people in Deschutes are 
generally down to earth and practical. With 
practicality comes a belief that library services 
are generally worthwhile but should be so 
demonstrated through relevant and state of the 
art facilities, equipment, services, and 
information access. It is likely that people will 
greatly appreciate a high level of individualized 
and customized services, and because many are 
newcomers, establishing a personal relationship 
with the library staff will be important to build 
loyalty and sustain repeat business. 

Successfully delivering library services will 
not only meet people’s needs, but will also 
have the benefit of reaching people who 
participate in civic life and the political 
process, and who vote. Successful service 
delivery will help to build and maintain a 
constituency of political and funding 
support for the library. The long term 
support of the library will assure the 
touchstone of community stability through 
library services. 
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2.2 Data at a Glance  
 
Data note: All data 2007 
ESRI forecast unless noted.  

 
 

  Deschutes 
County 

Oregon U.S.  

Population Total population  147,107 3,752,734 306,348,230  

 
2007 – 2012 annual forecast population growth 
rate 4.0% 1.31% 1.22% 

 

 Median age 40.2 37.8 36.7 Map 2.1 

Households Households 58,380 1,461,068 115,337,039  

 
2007 – 2012 annual forecast households 
growth rate 4.06% 1.33% 1.27% 

 

 Average household size  2.5 2.51 2.59 Map 2.2 

 2000 households with related children 33.6% 32.7% 35.5%  

 2000 households with persons 65+ 22.5% 22.9% 23.4%  

Housing Housing units 69,815 1,606,346 128,035,492  

 Owner occupied housing units (1) 61.9% 60.7% 61.3%%  

 Renter occupied housing units (1) 21.7% 30.3% 28.8  

 Median home value   $286,299 $267,166 $192,285  

 2000 median rent $644 $620 $602  

 
2000 median monthly owner costs for units 
with mortgage 

$1,093 $1,125 $1,088 
 

Families Families 40,580 954,138 77,236,852  

 Average family size 2.91 3.01 3.14  

Income Median household income $50,288 $51,735 $53,154  

 Average household income $67,400 $68,174 $73,126 Map 2.3 

 Per capita income $26,886 $26,912 $27,916  

Poverty 1999 total households below poverty  9.3% 11.6% 12.4% Map 2.4 

 1999 family households below poverty 6.3% 7.9% 9.2%  

Social Diversity index (2) 19.8 42.1 59.3  

 
2000 female head of household with children 
age 0 to 17 6.0% 6.2% 7.2% 

 

 2000 foreign born population 2.8% 8.5% 11.1%  

Other Civilian population 16+ in the labor force 95.6% 93.6% 93.4%  

 2000 average travel time to work (in minutes) 18.7 22.2 25.5  

Notes: 

(1) Does not include vacancy factor of 16.4 percent. 

(2) Diversity Index measures the probability that two people from the same area will be from different race/ethnic groups. 

Source: Census 2000 or 2007 ESRI forecast. 2-14
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Map: 2012 Median Age 

This map forecasts 2012 
median age by zip code.  
 
Light brown colored zip 
codes are forecast with a 
higher median age. As 
indicated in the legend, 
light brown colored zip 
codes have a forecast 
2012 median age of 
between 51.6 and 58.2 
years old. 
 
Tan colored zip codes 
are forecast to have a 
lower median age. As 
indicated in the legend, 
tan colored zip codes are 
forecast to have a 2012 
median age of between 
33.7 years old and 42.1 
years old. 
 

 
 

Map 2.1: 2012 Median Age 

Approximate county boundary
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Map: 2012 Average Household Size 

This map forecasts 2012 
average household size 
by zip code. 
 
Light brown colored zip 
codes are forecast in 
2012 to have a higher 
household size. As 
indicated in the legend, 
light brown colored zip 
codes have a forecast 
2012 household size 
between 2.53 and 2.89 
persons per household. 
 
Tan colored zip codes 
are forecast to have a 
lower household size. As 
indicated in the legend, 
tan colored zip codes are 
forecast to have a 2012 
household size between 
2.08 and 2.27 persons 
per household. 
 
 
 

Map 2.2: 2012 Average Household Size 

Approximate county boundary
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Deschutes Public Library

Map: 2012 Average Household Income 

This map forecasts 2012 
average household 
income by zip code. 
 
Light browned colored 
zip codes are forecast to 
have higher incomes. As 
indicated in the legend, 
light brown colored zip 
codes have a forecast 
2012 average household 
income between $72,496 
and $102,610. 
 
Tan colored zip codes 
are forecast to have 
lower incomes. As 
indicated in the legend, 
tan colored zip codes 
have a forecast 2012 
average household 
income between $35,208 
and $51,283. 
 

Map 2.3: 2012 Average Household Income 

Approximate county boundary
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Map: 1999 Poverty Status 

This map shows the 
population for whom 
poverty is determined in 
1999; that is, the 
population with incomes 
below the poverty level. 
Census 2000 used 1999 
to calculate poverty. 
 
Light brown colored zip 
codes have more people 
below poverty. As 
indicated by the legend 
below, light brown 
colored zip codes had 
between 456 people and 
4,309 people living 
below poverty. 
 
Tan colors are zip codes 
that had fewer people 
below poverty. As 
indicated in the legend, 
tan colored zip codes 
had between 3 and 33 
people living below 
poverty. 
 

Map 2.4: Population with Income in 1999 Below Poverty Level 

Approximate county boundary
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

 
 
 
 
 
 

Summary 

• The county-wide population growth policy is 
defined by the Deschutes County Coordinated 
Population Forecast 2000 – 2025, dated August 
25, 2004. 

• This document is was prepared as a cooperative 
effort of Deschutes County, the City of Bend, 
the City of Redmond, the City of Sisters, and the 

Oregon Department of Land Conservation 
and Development. 

• It sets forth a population forecast but does 
not allocate growth geographically within the 
county or any of the cities. Such allocation is a 
local matter within the context of each city’s 
respective urban growth boundaries. 

Available at 
http://www.co.deschut
es.or.us/download.cfm
?DownloadFile=E95AB
142-BDBD-57C1-
98AB32408CA0F438  

Figure 2.1: Cover Page of the Deschutes County 2000-2025 Coordinated Population Forecast 

2.3 Population Growth Profile

2-19
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

The document shown to 
the right is the Executive 
Summary from the 
Deschutes County 
Coordinated Population 
Forecast 2000 – 2025. 
 
While this document sets 
the growth framework for 
each city and county 
unincorporated areas, it 
does not allocate that 
growth geographically. 
 
Such allocation is left each 
city and the county. 

Figure 2.2: Executive Summary of the Deschutes County 2000-2025 Coordinated Population Forecast 

Population Growth Profile

2-20
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

Summary 

• Census 2000 county population was 116,600 
people 

• The 25 year forecast is 240,811 people, an 
increase of 106 percent or 124,211 people 

• Bend is forecast to grow from 52,800 people to 
109,389 people 

• Redmond is forecast to grow from 15,505 
people to 45,724 people 

• Sisters is forecast to grow from 975 people to 
3,747 people 

• Unincorporated county areas are forecast to 
grow from 47,320 people to 81,951 people 

Table 2.1: Deschutes County 2000-2025 Coordinated Population Forecast 

Population Growth Profile: Overview
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Year Bend UGB Redmond 
UGB

Sisters 
UGB

Unincorp. 
County

Total 
County

2000 52,800 15,505 975 47,320 116,600
2005 69,004 19,249 1,768 53,032 143,053
2010 81,242 23,897 2,306 59,127 166,572
2015 91,158 29,667 2,694 65,924 189,443
2020 100,646 36,831 3,166 73,502 214,145
2025 109,389 45,724 3,747 81,951 240,811

Figure 2.3: 2000-2025 Population Forecast by Jurisdiction 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

Summary 

• The entire county population is forecast to 
grow by 124,211 people in 2025 

• Bend is forecast to grow by 56,589 people 

• Redmond is forecast to grow by 30,219 people 

• Sisters is forecast to grow by 2,772 people 

• County unincorporated areas are forecast to 
grow by 34,631 people 

 

 

Table 2.2: 2025 Forecast Numerical Change in Population 

Population Growth Profile: Forecast Change 

Year Bend UGB Redmond 
UGB

Sisters 
UGB

Unincorp. 
County

Total 
County

2025 56,589 30,219 2,772 34,631 124,211
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Figure 2.4: 2025 Forecast Numerical Change in Population 

2-22



  

  

2.0 County-Wide SnapShot 

www.civictechologies.com 

(888) 606-7600 
 
 
 
October 2007 

 
 
© CIVICTechnologies 
    Confidential. 

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

 

Table 2.3 2025 Forecast Percent Change in Population 

Population Growth Profile: Forecast Change 

Summary 

• The entire county population is forecast to 
more than double (106 percent) by 2025 

• Bend is forecast to double its population (107 
percent) 

• Redmond is forecast to triple its population 
(195 percent) 

• Sisters is forecast to quadruple its population 
(284 percent) 

• County unincorporated areas are forecast to 
grow by 73 percent 

 
 

107%

195%

73%

284%

0%

50%

100%

150%

200%

250%

300%

Bend UGB Redmond UGB Sisters UGB Unincorp. County

Location

P
er

ce
nt

 G
ro

w
th

Figure 2.5: 2025 Forecast Percent Change in Population 

Year Bend UGB Redmond 
UGB

Sisters 
UGB

Unincorp. 
County

Total 
County

2025 107% 195% 284% 73% 107%
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. Deschutes County Coordinated 
Population Forecast 2000-2025

Deschutes Public Library

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Summary 
• The chart below compares population 

distribution (otherwise referred to as share) by 
jurisdiction 

• The chart on the left displays 2000 population 
distribution; on the right is the 2025 forecast 
population distribution 

• Bend remains at 45 percent of the total 

 
 
 
 
 
 
 
 
 

Figure 2.6: Population Distribution Change by Jurisdiction 2000 to 2025 

Population Growth Profile: Forecast Distribution 

population in 2000 and 2025

• Redmond increases its share from 13 percent to 
19 percent of the total population 

• Sisters increases its share from one percent to 
two percent of the total population 

• County unincorporated decreases its share from 
41 percent to  34 percent of the total 
population 

2000 Population Distribution by Jurisdiction 2025 Population Distribution by Jurisdiction 

Sisters UGB
975 people
1% of total 
population

Unincorp. County
47,320 people
41% of total 
population

Redmond UGB
15,505 people
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Bend UGB
52,800 people
45% of total 
population

Redmond UGB
45,724 people
19% of total 
population

Sisters UGB
3,747 people
2% of total 
population

Bend UGB
109,389 people
45% of total 
population

Unincorp. County
81,951 people
34% of total 
population
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 

• Household growth between 2000 and 2012 is 
forecast to grow significantly by 72.3 percent or 
32,969 households from 45,595 households to 
78,564 households 

• Between 2000 and 2007 Deschutes grew by 

17,241 households from 45,595 households to 
62,836 households 

• Between 2007 and 2012 Deschutes is forecast 
to grow by 4.57 percent annually or 15,728 
households from 62,836 households to 78,564 
households  

 

Figure 2.7: Household Growth 

2.4 Market Profile: Household Growth 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 
• Significantly more people own houses than rent 
• 62.6 percent of units are owner occupied, just 

under the national average of 66.2 percent 
• Home ownership is forecast to grow slightly 

from 60.4 percent in 2000 to 63.2 percent in 
2012 

• Rental units are forecast to remain about the 
same from 23.1 percent in 2000 to 22.0 percent 

in 2012
• The vacancy rate is very high at 15.7 percent 

indicating both an expansion in housing 
supply and a somewhat slack market 

> Universe of housing units: 

2000 occupied units: 54,583 
2007 occupied units: 74,563 
2012 occupied units:  92,187 

Figure 2.8: Percentage of Housing by Tenure 

2.4 Market Profile: Home Ownership vs. Rental 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 
• Deschutes is forecast to become more affluent 

in the upper range of the income ladder 

• The 2012 forecast indicates that there will be 
significantly more households with incomes 
over $100,000; more than ten percent of the 
households are forecast with incomes over 
$200,000 

• Households with incomes between $50,000 and 

$74,999 are forecast to remain at the same 
percentage 

• Households with incomes under $50,000 are 
forecast to drop between 2000 and 2012 

> Average household income: 

2000: $45,633 
2007: $62,836 
2012: $78,564 

All figures are inflation 
adjusted. 

Figure 2.9: Percentage of Household Income 

2.4 Market Profile: Household Income 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

 

Figure 2.10: Percentage of Population by Age 

2.4 Market Profile: Age

Summary 
• The age forecast indicates the following:  

• Age group 0 to 4 will remain at the same 
percentage 

• Age groups 5 to 19 will drop 

• Age group 20 to 24 will increase 

• Age groups 25 to 44 will drop 

• Age group 45 to 54 will remain at the same 
percentage 

• There will be a significant increase in people 
ages 55 to 64, with a slight increase in ages 
65 to 74 

• Age groups 75 to 84 will drop slightly 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 
• Deschutes is predominately white and will 

continue this way to 2012  
 

• Persons of Hispanic origin remain relatively low 
at 5.1 percent 

 

• The Diversity Index (see below left for a 
definition) remains low at 20.2 

> Persons of Hispanic origin

2000: 3.7% 
2007: 5.1% 
2012: 5.7% 

> Diversity Index 

2000: 16.5 
2007: 20.2 
2012: 22.1 

 
 
 
 
 
 
 
 
 
 
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. 
 

Figure 2.11: Percentage of Population by Race 

2.4 Market Profile: Race and Ethnicity
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 
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Figure 2.12: Percentage of Population Age 3+ by School Enrollment 

2.4 Market Profile: 2000 School Enrollment 

Summary 
• The largest number of students, 12.0 percent of 

people age 3+ are enrolled in grades 1 to 8 

• 6.1 percent of the subject population are 
enrolled in grades 9 to 12 

• 1.5 percent are enrolled in nursery or preschool 

• 1.1 percent are enrolled in Kindergarten 

• Only 4.3 percent are enrolled in college or 
graduate/professional school 

> Universe (Census 2000 people age 3+) 

• Population:  111,112 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 

• Deschutes residents are well educated 
• One-quarter of residents age of 25+ have a 

bachelor’s or advanced degree 
• Just over one-third (36.3 percent) have some 

college or an associate degree 
• Just over one-quarter (27.2 percent) have a 

high school diploma 

• However, almost one-tenth (9.1 percent) have 
a 9th to 12th grade education with no diploma. 
Only 2.6 percent have less than a 9th grade 
education 

>  Universe (Census 2000 population age 25+) 

Population: 77,981 

  

Figure 2.13: 2000 Age 25+ by Educational Attainment 

2.4 Market Profile: 2000 Educational 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 
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Summary 
• Just over one-third (36.7 percent) of households 

are family households (with or without 
children) 

• Just over one-third (33.6 percent) of households 
have related children 

• Just over one in five (22.3 percent) of 

households are nonfamily householders living 
alone 

> Universe (Census 2000 households) 

Households: 45,595 

Figure 2.14: 2000 Households by Type 

2.4 Market Profile: 2000 Households by Type 
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Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 

Deschutes Public Library

Summary 
• Almost two-thirds (62.1 percent) of households 

are composed of one and two people 

• Just over one in five (22.0 percent) of 
households are composed of one person 

• Just over one-quarter (25.5 percent) of 
households are composed of three or more 
people 

> Average household size

2000: 2.50 
2007: 2.46 
2012: 2.45 

> Universe (Census 2000 households) 

Households: 45,595 

Figure 2.15: 2000 Households by Size 

2.4 Market Profile: 2000 Households by Size 

22.0%

15.9%
14.0%

5.6%

40.1%

0%

10%

20%

30%

40%

50%

1 Person
Household

2 Person
Household

3 Person
Household

4 Person
Household

5 + Person
Household

Households by Size

Pe
rc

en
t 

o
f 

H
o

u
se

h
o

ld
s

2-33



  

  

2.0 County-Wide SnapShot 

www.civictechologies.com 

(888) 606-7600 
 
 
 
October 2007 

 
 
© CIVICTechnologies 
    Confidential. 

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.  ESRI forecasts for 2007 and 2012. 
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Summary 
• Commensurate with its rapid growth, 

Deschutes is a community in transition. Since 
1990 Deschutes has welcomed a significant 
number of new residents 

• Over three-quarters (79.1 percent) of 
householders moved to Deschutes during the 
1990’s 

• Almost two-thirds (62.3 percent) moved to 
Deschutes between 1995 and 2000  

• In 2000, the median year householders moved 
to Deschutes County was 1996 

> Universe (Census 2000 households) 

Households: 45,595 

See also: 
 
Map 2.5: 2000 
Median Year 
Householder Moved 
Into Unit 
 
 
 

Figure 2.16: 2000 Households by Year Householder Moved In 

2.4 Market Profile: Year Householder Moved In 
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Map: Median Year Householder Moved In Map: 1999 Poverty Status 

 

Map: 2000 Median Year Householder Moved In 

This map shows the 
median year a 
householder moved to 
Deschutes County by zip 
code. Census 2000 data 
is used.  
 
Light brown colored zip 
codes show locations in 
which the median year 
the householder moved 
into their residence is 
more recent. As 
indicated in the legend, 
light brown colored zip 
codes have a median 
year between 1996 and 
1997. 
 
Tan colored are zip 
codes show locations in 
which the median year 
the householder moved 
in their residence is less 
recent. As indicated in 
the legend, zip codes in 
tan have a median year 
1991 to 1993. 
 
 

Map 2.5: 2000 Median Year Householder Moved into Unit 

Approximate county boundary

2-35



  

  

2.0 County-Wide SnapShot 

www.civictechologies.com 

(888) 606-7600 
 
 
 
October 2007 

 
 
© CIVICTechnologies 
    Confidential. 

 
 
 
 
 
 
 

2.5 Business Profile: Businesses by Industry 

Key findings: 

• Almost one quarter of businesses are in the 
category “Services: Other,” more than twice 
as many as the next category “Construction” 

• 39.6 percent of businesses are Services, 20.3 
percent are Retail, 12.2 percent are 
Construction, 9.6 percent are Finance, and 5.1 
percent are Wholesale Trade  

Data note: data is for 
businesses and 
employees. Employees 
are not necessarily 
residents. 

Source: Business data provided by InfoUSA, Omaha NE Copyright 2007, all rights reserved. ESRI forecasts for 2007. 

  Businesses Employees 

  Number Percent Number Percent 

Services: Other Services 1,972 23.8% 7,759 12.4% 

Construction 1,010 12.2% 3,701 5.9% 

Retail: Miscellaneous 484 5.8% 1,911 3.1% 

Services: Health Services 459 5.5% 7,681 12.3% 

Wholesale Trade 420 5.1% 2,139 3.4% 

Finance: Real Estate, Investment Offices 376 4.5% 2,012 3.2% 

Retail: Eating & Drinking Places 331 4.0% 4,442 7.1% 

Manufacturing 304 3.7% 5,291 8.4% 

Agriculture & Mining 288 3.5% 1,037 1.7% 

Retail: Furniture & Home Furnishings 245 3.0% 971 1.5% 

Total Businesses: 8,296 
Total Employees: 62,651 
Total Residential Population: 147,107 
Daytime/Nighttime Population Ratio: 0.43 

2007 Summary 

Figure 2.17: Top Ten Businesses by Industry 

Table 2.4: Top Ten Businesses by Industry 
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Business Profile: Businesses by Employees 

Key findings: 

• People working in Deschutes is equivalent to 
about 43 percent of its resident population 

• Top three categories: “Services: Other” (12.4%), 
“Services: Health” (12.3%), and 
“Manufacturing” (8.4%)  

• 45.2% of employees work in “Services”, 22.3% 
in “Retail”, and 8.4% in Manufacturing 

Data note: data is for 
businesses and 
employees. Employees 
are not necessarily 
residents. 
 

Source: Business data provided by InfoUSA, Omaha NE Copyright 2007, all rights reserved. ESRI forecasts for 2007. 

  Employees Businesses 

  Number Percent Number Percent 

Services: Other Services 7,759 12.4% 1,972 23.8% 
Services: Health Services 7,681 12.3% 459 5.5% 
Manufacturing 5,291 8.4% 304 3.7% 
Retail: Eating & Drinking Places 4,442 7.1% 331 4.0% 
Services: Hotels & Lodging 4,405 7.0% 118 1.4% 
Construction 3,701 5.9% 1,010 12.2% 
Services: Film & Amusements 3,597 5.7% 237 2.9% 
Services: Education & Libraries 3,504 5.6% 131 1.6% 
Wholesale Trade 2,139 3.4% 420 5.1% 
Retail: Food Stores 2,056 3.3% 148 1.8% 

Total Businesses: 8,296 
Total Employees: 62,651 
Total Residential Population: 147,107 
Daytime/Nighttime Population Ratio: 0.43 

2007 Summary 

Figure 2.18: Top Ten Businesses by Employees 

Table 2.5: Top Ten Businesses by Employees 
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2.6 Economic Sustainability Profile 

Economic Restructuring and Diversification 

 
Both diversification and economic restructuring 
have been the ongoing focus of economic 
development for Central Oregon, elected 
leaders, and the business community for the past 
decade and a half. These efforts have proven 
largely successful in transforming the region's 
industry and employment from a 70-year 
reliance on the three legged stool of forest 
products, agriculture and the visitor industry to 
one that has foundations in a variety of 
manufacturing, high technology, services, and 
specialty manufacturing. 
 
Central Oregon has steadily diversified its 
employment and economic base. For the past 
decade, Deschutes County has lead Oregon in 
high technology growth (over 270%). Numerous 
companies from the Silicon Valley, Portland-
Vancouver Metro, and Puget Sound have 
relocated or expanded here - escaping 
skyrocketing costs, electricity shortages and tight 
labor markets. Many of these firms are small but 
extremely innovative, producing niche-market 
products from semiconductors to software, 
medical instruments to recreational equipment.  

Workforce 

The region has consistently led Oregon in terms 
of job creation. The region's population has 
grown by nearly 50% from 1990 to 2000 and is 
projected to continue to grow at a rapid pace for 
the foreseeable future. The new people moving 
to the region add to the diversity, education 
level and experience of the workforce. 
Furthermore, the consistent in-migration of new 
people makes the job market extremely 
competitive, putting downward pressure on 
wages. Employers have a large pool of 
unemployed and underemployed workers to 
choose from. 
 
Many Central Oregonians work less than fulltime 
or must settle for lower skill, lower wage jobs. 
The total number of people who are 
underemployed in the region is difficult to 
quantify because this phenomenon is not 

currently being tracked. The majority of new 
residents, both young and old, move to the 
region without first securing employment, and 
as a result, these "lifestyle" migrants must 
often settle for jobs that underutilize their 
talents in order to make ends meet. About half 
of the new jobs created in the region come 
from the retail and service sectors, leaving 
skilled workers and professionals with limited 
employment alternatives. 
 
Related closely to Central Oregon’s steady flow 
of in-migrants is the areas high unemployment 
rate. This rate is consistently higher than the 
state and national averages not because of a 
depressed economy or a chronically 
unemployable workforce, but rather because 
population growth (in-migration) outpaced job 
growth.  
  

Targeted Industries 

Central Oregon, including Deschutes County 
focuses economic development on targeted 
industries that have been selected based upon 
a detailed analysis of the workforce, 
geographic location, existing industry presence 
(critical mass) and local growth trends that 
would fit these sectors. From the region’s 
perspective, the most rapidly expanding 
industries nationwide were selected and 
measured by employment growth, sales 
growth, and capacity utilization.  
 
Seven general industry sectors are targeted 
that represent several groupings of company 
classifications. Broadly, they include the 
following industry clusters: 
 
> Aerospace/Aviation 
General aviation aircraft manufacturing has 
built a substantial “critical mass.” This includes 
the design and manufacturing of technically 
advanced general aviation aircraft, as well as 
the manufacture of aircraft safety modification 
parts and electronics systems for general 
aviation aircraft. 
 

Methodology note: 
The information 
contained in this 
Economic 
Sustainability Profile is 
quoted or a 
paraphrased primarily 
from the Economic 
Development for 
Central Oregon 
website at 
http://12.108.1.193/  
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> High Technology  
Central Oregon has become the fastest growing 
high technology area in the state and one of the 
most rapidly expanding in the Pacific Northwest. 
It now comprises more than 15% of total 
manufacturing for Deschutes County. This 
includes the production of semiconductors, 
power mosfets (a type of transistor), IGBT’s (also 
a type of transistor) and diodes, and process 
controls and measurement devices. The region 
also includes a diverse and growing collection of 
entrepreneurial software firms and computer 
hardware specialties including semiconductors, 
electronic devices, and circuit board assembly. 
Medical related high technology manufacturing 
and development is also strong.  
 
> Light Industrial and Manufacturing 
The region is home to a growing number of 
niche firms that manufacture or assemble 
products in a variety of sectors including 
printing, manufacturing of plastic doors and 
rotational moldings for the construction industry 
nationwide, and the production of bottled 
water. 
 
> Recreational Equipment Manufacturing 
Central Oregon is widely known across the 
nation as the outdoor recreation enthusiast’s 
paradise, and this has attracted several 
recreational equipment manufacturers. This 
includes world-class rock climbing equipment, 
recreational power boats, fixtures for golf shops, 
and backpacks for dogs. 
 
> Research and Development 
As a result of the region’s ability to attract 
people with a higher degree of education and 
experience, R & D has had a history of success in 
Central Oregon. The region is focusing on 
developing this targeted industry leveraging the 
25 year success of Bend Research. 
 
> Headquarter Firms 
This target represents a “catch-all” for small, 
innovative, privately held niche enterprises that 

are looking for an entrepreneurial 
environment in which to grow and prosper. 
The region is targeting jobs both in blue and 
white collar sectors. 
 
> Secondary Wood Products 
With a long history of dependence on the 
primary forest products sector, the region has 
been capitalizing on market opportunities in 
value-added or secondary wood products 
sector. This includes moldings, doors, and 
casings.  
 
Specific Targets 
Within these broad categories, 21 of the nearly 
1,000 SIC (Standard Industry Classification) 
codes have been chosen as specific targets for 
growth and recruitment. They include the 
following: 
 
 
 
 
 
 
 

2.6 Economic Sustainability 

SIC Code Name 
2396 Automotive Trimmings, Apparel Findings & Related Products 
2542 Store and Office Fixtures (except wood) 
2732 Book Printing 
3751 Motorcycles, Bicycles & Parts 
3792 Travel Trailers and Campers 
3799 Transportation Equipment, NEC 
3845 Electro medical & Electrotherapeudic Apparatus 
3721 Aircraft 
3728 Aircraft Parts & Engine Parts 
7371 Software Development, Custom 
7372 Software Development, Prepackaged 
3082 Plastics Profile Shapes, Unsupported 
3089 Plastic Products, NEC 
3672 Printed Circuit Boards 
5099 Durable Goods, Wholesale, NEC 
2541 Store and Office Fixtures, Wood 
2674 Bags, Uncoated Paper & Multiwall 
3086 Plastics Foam Products 
3087 Plastics Resins, Custom Compounding 
3674 Semiconductors & Related Devices 
3949 Sporting & Athletic Goods, NEC

Table 2.6: Target Standard Industry Classifications 
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2007 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. 
 
 
Data note: The Spending 
Potential Index represents 
the amount spent in the 
area relative to a national 
average of 100. 

Table 2.7: Consumer Spending by Category 

Apparel & Services:  Total $ $145,612,131 
 Average Spent $2,317.34 
 Spending Potential Index 84 

Computers & Accessories: Total $ $14,885,586 
 Average Spent $236.90 
 Spending Potential Index 95 

Education:  Total $ $74,917,920 
 Average Spent $1,192.28 
 Spending Potential Index 93 

Entertainment/Recreation:  Total $ $208,558,763 
 Average Spent $3,319.10 
 Spending Potential Index 97 

Food at Home:  Total $ $301,179,678 
 Average Spent $4793.11 
 Spending Potential Index 94 

Food Away from Home:  Total $ $200,693,678 
 Average Spent $3,193.93 
 Spending Potential Index 94 

Health Care:  Total $ $246,036,165 
 Average Spent $3,915.53 
 Spending Potential Index 100 

HH Furnishings & Equipment:  Total $ $132,283,299 
 Average Spent $2,105.22 
 Spending Potential Index 93 

Investments:  Total $ $87,425,936 
 Average Spent $1,391.34 
 Spending Potential Index 93 

Retail Goods:  Total $ $1,598,638,185 
 Average Spent $25,441.44 
 Spending Potential Index 96 

Shelter:  Total $ $874,601,145 
 Average Spent $13,918.80 
 Spending Potential Index 93 

TV/Video/Sound Equipment: Total $ $69,258,560 
 Average Spent $1,102.21 
 Spending Potential Index 95 

Travel:  Total $ $111,473,954 
 Average Spent $1,774.05 
 Spending Potential Index 96 

Vehicle Maintenance & Repairs: Total $ $65,448,380 
 Average Spent $1,041.57 
 Spending Potential Index 98

2.7 Consumer Spending Profile: By Category 

Source: Expenditure data are derived from the 2001, 2002 and 2003 Consumer Expenditure Surveys, Bureau of Labor Statistics.  
ESRI forecasts for 2007 and 2012. 
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 2.7 Consumer Spending Profile: Definitions 

Apparel and Services 
Men's 
Women's 
Children's 
Footwear 
Watches & Jewelry 
Apparel Products and Service1 

Computer 
Computers and Hardware for Home Use 
Software and Accessories for Home Use 

Entertainment & Recreation 

Fees and Admissions 
Membership Fees for Clubs2 
Fees for Participant Sports, excl. Trips 
Admission to Movie/Theatre/Opera/Ballet 
Admission to Sporting Events, excl. Trips 
Fees for Recreational Lessons 

TV/Video/Sound Equipment 
Community Antenna or Cable Television 
Color Televisions  
VCRs, Video Cameras, and DVD Players 
Video Cassettes and DVDs 
Video Game Hardware and Software 
Satellite Dishes 
Rental of Video Cassettes and DVDs 
Sound Equipment3 
Rental and Repair of TV/Sound Equipment 

Pets 
Toys and Games 
Recreational Vehicles and Fees4 
Sports/Recreation/Exercise Equipment5 
Photo Equipment and Supplies6 
Reading7 

Food 

Food at Home 
Bakery and Cereal Products 
Meat, Poultry, Fish, and Eggs 
Dairy Products 
Fruits and Vegetables 
Snacks and Other Food at Home8 

Food Away from Home 

Alcoholic Beverages 

Nonalcoholic Beverages at Home  

Financial 
Investments 
Vehicle Loans 

Health 
Nonprescription Drugs 
Prescription Drugs 
Eyeglasses and Contact Lenses 

Home 
Mortgage Payment and Basics9 
Maintenance and Remodeling Services 
Maintenance and Remodeling Materials10 
Utilities, Fuel, and Public Services 

Household Furnishings and Equipment 
Household Textiles11 
Furniture 
Floor Coverings 
Major Appliances12 
Housewares13 
Small Appliances 
Luggage 
Telephones and Accessories 

Household Operations 
Child Care 
Lawn and Garden14 
Moving/Storage/Freight Express 

Housekeeping Supplies15 

Insurance 
Owners and Renters Insurance 
Vehicle Insurance 
Life/Other Insurance 
Health Insurance 

Personal Care Products16 

School Books and Supplies17 

Smoking Products 

Transportation 
Vehicle Purchases (Net Outlay)18 
Gasoline and Motor Oil 
Vehicle Maintenance and Repairs 

Travel 
Airline Fares 
Lodging on Trips 
Auto/Truck/Van Rental on Trips  
Food and Drink on Trips 

Deschutes Public Library
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1 Apparel Products and Services includes material for making clothes, sewing patterns and notions, shoe repair 
and other shoe services, apparel laundry and dry cleaning, alteration, repair and tailoring of apparel, clothing rental 
and storage, and watch and jewelry repair. 
 

2 Membership Fees for Clubs includes membership fees for social, recreational, and civic clubs. 
 

3 Sound Equipment includes sound components and systems, CDs, tapes, records, needles, tape recorders, radios, 
musical instruments and accessories, and rental and repair of musical instruments. 
 

4 Recreational Vehicles & Fees includes docking and landing fees for boats and planes, purchase and rental of 
RVs or boats, and camp fees. 
 

5 Sports/Recreation/Exercise Equipment includes exercise equipment and gear, game tables, bicycles, camping 
equipment, hunting and fishing equipment, winter sports equipment, water sports equipment, other sports 
equipment, and rental/repair of sports/recreation/exercise equipment. 
 

6 Photo Equipment and Supplies includes film, film processing, photographic equipment, rental and repair of 
photo equipment, and photographer fees. 
 
7 Reading includes newspapers, newspaper subscriptions, magazines, magazine subscriptions, and books. 
 

8 Snacks and Other Food at Home includes candy, chewing gum, sugar, artificial sweeteners, jam, jelly, preserves, 
margarine, fat, oil, salad dressing, nondairy cream and milk, peanut butter, frozen prepared food, potato chips, 
nuts, salt, spices, seasonings, olives, pickles, relishes, sauces, gravy, other condiments, soup, prepared salad, prepared 
dessert, baby food, miscellaneous prepared food, and nonalcoholic beverages. 
 

9 Mortgage Payment and Basics includes mortgage interest, mortgage principal, property taxes, homeowners 
insurance, and ground rent. 
 

10 Maintenance and Remodeling Materials includes supplies/tools/equipment for painting and wallpapering, 
plumbing supplies and equipment, electrical/heating/AC supplies, materials for hard surface flooring, materials for 
roofing/gutters, materials for plaster/panel/siding, materials for patio/fence/brick work, landscaping materials, 
insulation materials, and materials to finish a basement, for owned homes. 
 

11 Household Textiles includes bathroom linens, bedroom linens, kitchen linens, dining room linens, other linens, 
curtains, draperies, slipcovers, decorative pillows, and materials for slipcovers and curtains. 
 

12 Major Appliances includes dishwashers, disposals, refrigerators, freezers, washers, dryers, stoves, ovens, 
microwaves, window air conditioners, floor cleaning equipment, sewing machines, and miscellaneous appliances. 
 

13 Housewares includes plastic dinnerware, china, flatware, glassware, serving pieces, non-electric cookware, and 
tableware. 
 

14 Lawn and Garden includes lawn and garden supplies, equipment and care service, indoor plants, fresh flowers, 
and repair/rental of lawn and garden equipment. 
 

15 Housekeeping Supplies includes soaps and laundry detergents, cleaning products, toilet tissue, paper towels, 
napkins, paper/plastic/foil products, stationery, gift wrapping supplies, postage, and delivery services. 
 

16 Personal Care Products includes hair care products, non-electric articles for hair, wigs, hairpieces, oral hygiene 
products, shaving needs, perfume, cosmetics, skincare, bath products, nail products, deodorant, feminine hygiene 
products, and personal care appliances. 
 

17 School Books and Supplies for college, elementary school, high school, and preschool. 
 

18 Vehicle Purchase includes net outlay for new and used cars, trucks, vans, motorcycles, and motor scooters. 
 

3.6 Consumer Spending Profile: Definitions 
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2.7 Consumer Spending Profile: Findings 

Summary 
• Residents spend almost twice as much on retail 

goods than shelter, and over twice as much on 
shelter than foot at home 

• Residents spend the least amounts on 
computers & accessories, vehicle repair, 
TV/video, and education 

• All 14 spending categories are tightly clustered 

around the national average as measured by 
the Spending Potential Index (SPI, see “Data 
Note” below left) 

• The SPI indicates that Deschutes residents 
spent the most on health care, vehicle repair, 
and entertainment/recreation. The lowest 
spending categories are apparel followed by a 
tie between education, investments, 
household furnishings, and shelter 

 
 
 
 
 
 
 
 
 
2007 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. 
 
 
Data note: The Spending 
Potential Index represents 
the amount spent in the 
area relative to a national 
average of 100. 

Source: Expenditure data are derived from the 2001, 2002 and 2003 Consumer Expenditure Surveys, Bureau of 
Labor Statistics. ESRI forecasts for 2007 and 2012. 

Figure 2.19: Consumer Expenditures 
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2.8 Tapestry Profile: Overview 

Introduction 

A cornerstone of success to a public library is a 
thorough knowledge of its existing and 
prospective patrons. Market segmentation is a 
method of mining data and linking with new 
information from diverse databases to develop 
accurate characteristics of patron preferences and 
borrowing patterns. 

How are Segments Created? 

CIVICTechnologies uses the Community Tapestry 
market segmentation system developed by ESRI. 
The Tapestry segmentation system organizes 
every U.S. neighborhood into one of 65 segments 
based upon their socioeconomic and 
demographic composition. Each neighborhood is 
analyzed and sorted by over 60 attributes. The 
use of large numbers of attributes reflects the 
diversity and the need to capture them with the 
most powerful data available. The data sources 
include Census 2000, ESRI BIS’ proprietary 2006 
demographic updates, Acxiom’s InfoBase 
consumer database, Mediamark Research Inc.’s 
national consumer survey, and other sources to 
capture the subtlety and vibrancy of the U.S. 
marketplace. 

How Is Tapestry Built? 

Tapestry combines the traditional statistical 
methodology of cluster analysis with our latest 
data mining techniques to provide a robust and 
compelling segmentation of U.S. neighborhoods. 
ESRI BIS incorporated and developed these data 
mining techniques to complement and 
strengthen the traditional methodology to work 
with large amounts of geodemographic data. 
 
Cluster analysis is also used in developing the 
summary groups. The 65 segments are combined 
into 12 LifeMode groups based on lifestyle and 
lifestage. These groups provide a broad view of 
the segments. They are ideal when users want to 
work with fewer markets than the full 65 
segments. 

What Verification Steps Are Taken? 

Verification procedures follow the creation of 
the segments to ensure their stability and 
validity. Replicating the segments with 
independent samples confirms stability. Validity 
is checked through the use of characteristics not 
used to generate the segments. Linking the 
Tapestry segmentation system to the latest 
consumer survey data is the critical test. A 
market segmentation system must be able to 
distinguish consumer behavior—spending 
patterns and lifestyle choices—as expected. 

How can Tapestry be Used by Our Library? 

Market segmentation is extensively used by 
businesses of all sizes across almost all 
industries. With market segmentation, a public 
library can track by patron segment checkout 
and other relevant library use data in order to 
answer the questions above including plan 
marketing campaigns, target support for 
election campaigns, build customer loyalty 
programs, improve media relations, site new 
branch library facilities, identify prospective 
new patrons, increase library use by existing 
patrons, and build public awareness. 
 
A patron segmentation report will reveal the 
demographic, lifestyle, and interest preferences 
of a library’s patrons. If a library knows who its 
patrons are, it can better respond to their needs 
and improve communications, products, and 
services. Market segmentation can add 
tremendous value to a public library especially 
in terms of collection development, outreach 
and advocacy, patron development campaigns, 
and development of library services to meet 
local and unique community needs from teen 
programs to literacy training.  
 

Source: ESRI  

Deschutes Public Library
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The Index shown in the far 
right column is a 
comparison of the percent 
of households or 
population in the area, by 
Tapestry segment, to the 
percent of households or 
population in the United 
States, by segment. An 
index of 100 is the U.S. 
average. 
 

 

 

 

2.8 Tapestry Profile: Findings 

Key findings: 

• The top four segments account for almost half 
(48.7 percent) of Deschutes households 

• The top four segments – Rural Resort Dwellers, 
Midland Crowd, Exurbanites, and Green Acres – 
each account for just over 12 percent of 
households 

• The remaining six of the top ten segments 
account for one-third (33.7 percent) of 
Deschutes households 

• The remaining 17.6 percent of households are 
split among 23 segments for an average of 
0.8 percent each, indicating significant 
fragmentation and diversity. 

Source: ESRI. 

Table 2.8: Top Ten Tapestry Segments of Deschutes County vs. the U.S. 

  Deschutes Co. Households U.S. Households  

 Tapestry Segment  Cumulative  Cumulative  

Rank Number and Name Percent Percent Percent Percent Index 

1 31. Rural Resort Dwellers 13.2% 13.2% 1.6% 1.6% 823 
2 26. Midland Crowd 12.5% 25.7% 3.6% 5.2% 345 
3 07. Exurbanites 12.0% 37.7% 2.4% 7.6% 490 
4 17. Green Acres 11.0% 48.7% 3.1% 10.7% 355 
5 28. Aspiring Young Families 8.1% 56.8% 2.4% 13.1% 342 
6 49. Senior Sun Seekers 6.1% 62.9% 1.2% 14.3% 520 
7 36. Old and Newcomers 5.7% 68.6% 2.0% 16.3% 289 
8 12. Up and Coming Families 5.1% 73.7% 3.2% 19.5% 158 
9 33. Midlife Junction 5.0% 78.7% 2.5% 22.0% 201 
10 15. Silver and Gold 3.7% 82.4% 0.9% 22.9% 394 

 Total 82.4%  22.9%   

Figure 2.20: Top Ten Tapestry Segments of Deschutes County vs. the U.S. 
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2.8 Tapestry Profile: LifeMode Groups 

Segments within a LifeMode summary group 
share an experience such as being born in the 
same time period, or a trait, like affluence. The 
following are the top LifeMode Groups by 
household; each group includes one or multiple 
segments. For additional information see the 
BusinessDecision Tapestry Data Manual available 
in Adobe Acrobat format at: 
http://www.businessdecision.info/pdfs/BusinessDe
cisionTapestryDataManual.pdf  
 
 

Group L1: High Society 

High Society represents a total of 12.6% of 
Deschutes households in two segments: 
> Exurbanites (12.0%) 
> Sophisticated Squires (0.6%) 
The markets in High Society are affluent and well 
educated. Although they represent slightly more 
than 12 percent of all U.S. households, they 
generate nearly one quarter of the total U.S. 
income. Employment in high-paying positions 
such as professional or managerial occupations is 
common. As a result, the median household 
income for this group exceeds $94,000, almost 
twice that of the national median. Most 
households are married couple families residing 
in affluent neighborhoods where median home 
values surpass $290,000. Although this is one of 
the least diverse groups in the United States, it is 
one of the fastest growing, increasing by more 
than 2 percent annually. 
 
 

Group L2. Upscale Avenues 

Upscale Avenues represents a total of 16.2% of 
Deschutes households in four segments: 
> Green Acres (11.0%) 
> In Style (2.5%) 
> Enterprising Professionals (1.6%) 
> Urban Chic (1.0%) 
Prosperity is the overriding attribute shared by 
the seven markets in Upscale Avenues. Success has 

been earned from years of hard work. Like High 
Society, many in this group are also well educated 
with above average earnings. However, the 
choice of housing among the segments in this 
group reveals their distinct preferences. The 
urban markets of Urban Chic and Pacific Heights 
prefer townhouses and high-rises; Pleasant-Ville 
tends to choose single-family homes in suburban 
neighborhoods, while Green Acres opt for open 
spaces. Some have not settled on a home yet, like 
the renters among Enterprising Professionals; 
others, like Cozy and Comfortable, have been 
settled for years. The median household income 
for the group is more than $65,000, and their 
median net worth exceeds $153,000.  
 
 
Group L4. Solo Acts 
Solo Acts represents a total of 6.6% of Deschutes 
households in two segments: 
> Old and Newcomers (5.7%) 
> Young and Restless (0.9%) 
The Solo Acts summary group features singles 
who prefer city life. Many are young, start-up 
households located in America’s more densely 
populated neighborhoods; some are well-
established singles who have eschewed 
homeownership and child rearing responsibilities. 
Second only to High Society, this group tends to 
be well-educated, working professionals who are 
either attending college or already hold a degree. 
Their incomes reflect their employment 
experience, ranging from a low median of 
$39,800 among the newest households to more 
than $87,000 among established singles. Contrary 
to modern migration patterns that flow away 
from the largest cities, the Solo Acts segments are 
moving in to major cities such as New York, 
Chicago, Washington, Boston, Los Angeles, and 
San Francisco. 
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Tapestry Profile: LifeMode Groups 

Group L5. Senior Styles
Senior Styles represents a total of 10.4% of 
Deschutes households in three segments: 
> Senior Sun Seekers (6.1%) 
> Silver and Gold (3.7%) 
> Simple Living (0.6%) 
Almost 15 million households in the nine Senior 
Styles segments comprise Tapestry’s largest 
summary group. As the U.S. population ages, two 
of the fastest growing American markets are 
found among The Elders and the Silver and Gold 
segments. This large group illustrates the diversity 
within today’s senior citizen markets. Although 
incomes within this group cover a wide range, the 
median is approximately $40,000, attributable 
mostly to retirement income or Social Security 
payments. Younger, more affluent seniors, freed 
of their child rearing responsibilities, are traveling 
and relocating to warmer climates. Less affluent, 
settled seniors are looking forward to retirement 
and remaining in their homes. Some of these 
older, less affluent segments live alone and 
collect Social Security and other benefits. Their 
choice of housing depends on their income. This 
group can reside in single family homes, 
retirement communities, or high-rises. 
 
 
Group L7. High Hopes 
High Hopes represents a total of 8.6% of 
Deschutes households in two segments: 
> Aspiring Young Families (8.1%) 
> Great Expectations (0.6%) 
This is the smallest Tapestry summary group, 
made up of just two segments. The High Hopes 
group seeks the “American Dream” of 
homeownership and a rewarding job. Most live in 
single-family houses or multiunit buildings; just 
under half own their homes. Many are willing to 
move to a new location to seek better 
opportunities. The residents in the summary 
group are young and college educated; one-third 
of the householders are less than 35 years old. 
Their median net worth is more than $79,000—
close to 80 percent of the U.S. median. 

Households in this group include a mix of married 
couples, single-parent families, or single persons. 
 
 
Group L9. Family Portrait 
Family Portrait represents a total of 5.7% of 
Deschutes households in two segments: 
> Up and Coming Families (5.1%) 
> Milk and Cookies (0.6%) 
The Family Portrait group is Tapestry’s fastest 
growing population. This change is driven 
primarily by the growth in the Up and Coming 
Families segment. Youth, family life, and the 
presence of children are the common 
characteristics across the five segments in the 
Family Portrait summary group. The group is 
young and ethnically diverse, with nearly 30 
percent of the residents of Hispanic descent. 
Many own their single-family homes throughout 
these neighborhoods. The majority of households 
include married couples with children, who 
contribute to the group’s large household size 
averaging more than three persons per 
household. 
 
 

Group L10. Traditional Living 

Traditional Living represents a total of 7.4% of 
Deschutes households in two segments: 
> Midlife Junction (5.0%) 
> Main Street, USA (2.4%) 
Descriptions of the four segments in the 
Traditional Living summary group convey what 
most of us think of as middle America: 
hardworking, settled families. They work hard to 
earn a modest living and typically own single-
family homes in more established communities. 
The group’s higher median age of 37 years also 
conveys their lifestage—a number of older 
residents who are completing their child rearing 
responsibilities and looking forward to 
retirement. Populations in these neighborhoods 
are experiencing decline as the younger 
generations migrate in search of better 
employment opportunities. 
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Group L12. American Quilt 

American Quilt represents a total of 28.4% of 
Deschutes households in two segments: 

> Rural Resort Dwellers (13.2%) 

> Midland Crowd (12.5%) 
> Crossroads (2.7%) 
Common to the four segments in the American 
Quilt summary group is their location in America’s 
small towns and rural areas. This group includes 
Tapestry’s largest segment, Midland Crowd. Rural 
Resort Dwellers and Rooted Rural include an 
older population that is anticipating retirement. 
The residents in Crossroads are young, married 
couple families with children and single parents 
who live in small southern and western towns. 
They own modest, single-family houses or mobile 
homes. Nearly 30 percent of the workforce in this 
group are employed as skilled laborers, generally 
in the manufacturing and construction trades. 
 
 
 

 

 

 

 

Source: ESRI 

Tapestry Profile: LifeMode Groups 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the top 
Tapestry segment. 
 
 
Segment Code: 31 
Segment Name: Rural Resort Dwellers 
LifeMode Group: L12 American Quilt 
Percent Households: 13.2% 
 
Demographic:  Favoring milder climates and 
pastoral settings, Rural Resort Dwellers live in 
rural non-farm areas throughout the United 
States. About 40 percent of Rural Resort Dwellers 
are married with no children living at home. They 
are older than most Tapestry segments, with a 
median age of 46 years. Half of the householders 
are 55 or older. There is little diversity in these 
communities; residents are predominantly white. 
 
Socioeconomic:  Although retirement officially 
looms for many, most Rural Resort Dwellers are 
still working. Their median household income is 
$43,400. With a higher than average presence of 
65 or older, income from retirement and Social 
Security benefits is common. Nineteen percent 
are self-employed, nearly twice the national level. 
More than half have gone beyond high school, 
comparable to the U.S. in general. Their median 
net worth is $95,300. 
 
Residential:  These low-density communities are 
small, but growing at over two percent annually. 
Most own their homes. Typical of areas with 
rustic appeal, the housing inventory features 
single-family homes and mobile homes. Three-
quarters of the households live in single family 
homes and one-sixth in mobile homes. The 
median value of $155,000 is slightly above the 
national figure. A significant inventory of 
seasonal housing is available in these 
communities.  
 
Preferences:  Simple living and consumer tastes 
describe the Rural Resort Dwellers. Gardening 
tools and equipment are an integral part of 
maintaining their properties. Home 

improvements are common projects in this 
market segment. Their simple living also 
includes baking and home-cooked meals. Many 
households have pets, particularly dogs. 
 
The rural settings mean higher than average 
numbers of riding lawnmowers and satellite 
dishes. Additionally, many households own 
multiple vehicles, and they much prefer 
domestic to import. Four-wheel drive trucks are 
popular. Rural Resort Dwellers actively 
participate in local civic issues. They read 
magazines related to fishing, hunting and home 
improvement; listen to country music; go 
hunting and zoom around in powerboats.  
 
With the aging population, general healthcare 
and prescription medications for age-related 
issues take on a significant role, and so do 
financial and retirement related matters. Many 
Rural Resort Dwellers are actively managing or 
planning their investments and retirement 
savings. With the high proportion of self-
employed, IRA accounts are more popular than 
401K plans.  
Metro Cities II 
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2.8 Tapestry Profile: Top Segment Description 

The following is a detailed description of the 
second segment. 
 
 
Segment Code: 26 
Segment Name: Midland Crowd 
LifeMode Group: L12 American Quilt 
Percent Households: 12.5% 
 
Demographic:  Midland Crowd represents 
Tapestry’s largest market, with close to eleven 
million people, nearly four percent of the U.S. 
population, and still growing. Their annual 
population growth since 2000 is over 2 percent. 
Midland Crowd’s median age of 36 parallels the 
U.S. median. The majority of residents are in 
married-couple families (over 60 percent), half 
with children and half without. Almost one fifth 
live alone. Residents are predominately white, 
almost 87 percent of the population. 
 
Socioeconomic:  With over four million 
households, Midland Crowd is the largest market, 
with annual growth since 2000 of 2.5 percent. 
Median household income is $47,000, slightly 
lower than the U.S. median. Income is mainly 
derived from wages, and it’s worth noting that 
income from self-employment ventures is slightly 
higher than the U.S. percent. Median net worth is 
$78,600, somewhat below the U.S. median. 
Workers are employed in blue collar occupations. 
Almost 30 percent of Midland Crowd residents 
have some college credits, and 15 percent have a 
bachelors or graduate degree. About 80 percent 
graduated from high school.  
 
Residential:  Midland Crowd residents live in 
new housing developments in rural areas 
throughout the U.S. (more village or town than 
farm), primarily in the South. Almost two-thirds 
of the housing has been built since 1990. Over 80 
percent own their home, with a median home 
value of $109,400. Two-thirds of the households 
are single-family homes, and 28 percent are 

mobile homes. A fourth of the households own 
three or more vehicles.  
 
Preferences:  The rural location and their 
traditional lifestyle dictate the consumer 
preferences of Midland Crowd residents. How 
they take care of their homes and vehicles 
demonstrates their do-it-yourself mentality. The 
vehicle of choice is a truck, probably a Chevrolet 
or Ford, that is purchased with a few miles on it. 
Hunting and fishing reflect their rural lifestyles. 
This is one of the more politically conservative 
market segments. 
 
This large market is the youngest among the 
eight rural Tapestry segments. The demands of 
the large number of children translate into high 
consumption of children’s products. The strong 
TV viewership in this market is due to the large 
presence of children as well as the program 
preferences of adults. Favorites include The 
Disney Channel and Toon Disney for the kids and 
the Country Music Television, The Nashville 
Network, or sports like NASCAR races and fishing, 
for the adults. Country music is also popular, as 
are DVD players and video rentals. Many 
households have a home PC to meet the 
children’s needs. The adults use it to make online 
purchases or look up information.  
 
Although Midland Crowd is similar to Salt of the 
Earth in many ways, they also display distinct 
differences. In addition to being younger with 
newer homes that require fewer repairs, Midland 
Crowd residents are not as interested in reading 
the newspaper or gardening. But they are more 
politically conservative, devoted pet lovers, 
interested in domestic travel and dependent on 
the convenience of various products and 
services—fast food restaurants, cell phones and 
the Internet. 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the 
third Tapestry segment. 
 
 
Segment Code: 07 
Segment Name: Exurbanites 
LifeMode Group: L1. High Society 
Percent Households: 12.0% 
 
Demographic 
Exurbanites residents live beyond the urban 
fringe—preferring open space with affluence. 
The majority of households are empty nesters—
married couples with no children living at home. 
But 45 percent of the married couple households 
still have children at home. Most householders 
are between the ages of 45 and 64 years, with a 
median age of 43 years, which places them 
directly between college expenses and the care of 
elderly parents. Lifestage is as important to 
understanding this market as their lifestyle. There 
is little ethnic diversity in this market; most 
residents are white. 
 
Socioeconomic 
Labor force participation remains above average 
among Exurbanites residents, 67 percent. The 
labor force is college educated, more than 40 
percent hold a bachelor’s or a graduate degree 
and are well employed (about half hold 
professional or managerial positions). An 
increased number of residents prefer to be self-
employed or work from home instead of 
commuting to work. Median net worth is more 
than $200,000, almost twice that of the national 
median; median household income is more than 
$80,000. More than 20 percent have begun to 
draw retirement income. Almost 60 percent of 
the households receive additional income from 
their investments. 
 
Residential 
Exurbanites households are growing by almost 2 
percent annually, but these are not the newest 
neighborhoods. Recent construction comprises 
less than 20 percent of the housing stock. More 

than half of the homes were built before 1970. 
Most homes are single-family structures. Median 
home value is about $235,000, almost twice the 
national median. Exurban living is not supported 
by public transportation. Almost 80 percent of 
households own at least two vehicles. 
 
Preferences 
Exurbanites residents’ lifestage highlights their 
focus on investments and financial services. They 
consult with financial planners, own shares in tax-
exempt funds, and track their investments on the 
Internet. They are well insured between personal 
property policies and life insurance policies 
ranging from $250,000 to $500,000. Many have 
second mortgages or home equity lines of credit. 
Exurbanites residents’ lifestyle includes work on 
their homes and gardens and outdoor activities. 
Purchase of lawn care products, shrubs, and 
outdoor plants to enhance their properties is 
popular. Interior improvements also rank high 
with this segment; they contract for carpet and 
ceramic tile floor installation, remodeling, and 
exterior painting. They frequently use the Yellow 
Pages to find general contractors. To perform 
their own home improvement projects, 
Exurbanites residents own equipment such as 
electric sanders, chain saws, and glue guns. 
Leisure time includes golf, boating, hiking, 
kayaking, and vacations.  Shopping is practical. 
They are more likely to buy from Lands’  End, 
L.L.Bean, Old Navy, and Target than shop at 
upscale  retailers. They listen to public radio and 
donate to PBS. Reading and dining well are also 
important to Exurbanites residents. They are also 
active in their communities—volunteering, 
participating in civic activities, and donating to 
charitable organizations. 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the 
fourth Tapestry segment. 
 
 
Segment Code: 17 
Segment Name: Green Acres 
LifeMode Group: L2. Upscale Avenues 
Percent Households: 11.0% 
 
Demographic 
Married couples with and without children make 
up 70 percent of the households in Green Acres. 
Most of the families are blue-collar baby 
boomers, many with children aged six–17 years. 
With 9.5 million people, Green Acres represents 
one of the largest markets, currently more than 3 
percent of the U.S. population and growing by 2 
percent annually. The median age for Green 
Acres residents is 39 years. This segment is not 
ethnically diverse; more than 90 percent are 
white. 
 
Socioeconomic 
The labor force of Green Acres is college 
educated and hardworking. More than half has 
completed some college or a degree program. 
Labor force participation is approximately 70 
percent, with employment concentrated in skilled 
labor and farming occupations in agriculture, 
manufacturing, or construction industries. More 
than 12 percent of households earn income from 
self-employment ventures. Their median 
household income is $61,000 with a median net 
worth of more than $130,000. 
 
Residential 
A little bit country, Green Acres residents live in 
pastoral settings of developing suburban fringe 
areas. Development has been consistent—single-
family homes. With the exception of a few mobile 
homes and some seasonal housing, more than 90 
percent of the housing inventory are owner 
occupied, single-family dwellings. 
(Homeownership is also consistent in Green 
Acres.) These newer homes carry a median value 

of $168,000. Green Acres neighborhoods are 
located throughout the country but are very 
common in Indiana, Michigan, Ohio, and 
Pennsylvania. Typical of rural residents, Green 
Acres homeowners own multiple vehicles. Almost 
80 percent own two or more vehicles in addition 
to their lawn or garden tractors. They favor 
domestic models with four-wheel drive, four-door 
sedans, and trucks. 
 
Preferences 
Country living describes the lifestyle of Green 
Acres residents. They are do-it-yourselfers, 
maintaining and remodeling their homes with 
paint, decks and patios, and spas. Of course, they 
own all the necessary power tools to accomplish 
their projects including power saws, drill presses, 
and welders. Gardening, especially vegetables, is 
also a priority, again with the right tools—tillers, 
tractors, riding mowers, edgers, and even 
separate home freezers for the harvest. Leisure in 
Green Acres includes hiking, backpacking, 
hunting, and bicycling. They also own 
motorcycles, watch motorcycle events on TV, and 
read motorcycle magazines. Accommodating the 
country lifestyle, many households employ 
satellite dishes in lieu of cable TV. Favorite 
channels include Home & Garden Television, 
ESPN, and the Speed Channel. They listen to 
news–talk radio and read fishing, hunting, and 
boating magazines. Living in the country does not 
preclude connection to the rest of world. Green 
Acres residents own and use PCs, probably 
purchased by catalog. They own a variety of 
software packages including education software 
for their children. They also use the Internet, 
primarily to purchase consumer goods, such as 
videos, clothing, and CDs, or to track investments. 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the fifth
Tapestry segment. 
 
 
Segment Code: 28 
Segment Name:  Aspiring Young 

Families 
LifeMode Group: L7 High Hopes 
Percent Households: 8.1% 
 
Demographic:  Most Aspiring Young Families 
are young, start-up families, a mix of married 
couple families (with and without children), and 
single parents with children. Average family size 
is 3.14, close to the U.S. average. Two-thirds of 
the households are families; 26 percent are single-
person households, and 9 percent are shared 
households. Annual population growth is 1.8 
percent (higher than the U.S. growth). Aspiring 
Young Families have a median age of 30.1 years, 
with almost a fifth of the population in their 
twenties. They are ethnically diverse, with 65 
percent white, 18 percent African American, 5 
percent Asian, and 4 percent of two or more 
races. Seventeen percent of the population is of 
Hispanic origin. 
 
Socioeconomic:  Aspiring Young Families have a 
median household income of $46,400, and 
income is derived mainly from wages. Over a 
fourth of households earn income from interest, 
dividends and rental properties. Median net 
worth for this market is $89,600. Nearly half of 
Aspiring Young Families work in professional, 
management, and service occupations, with 30 
percent in office/administrative support and sales.  
Thirty-five percent have some college credits and 
22 percent have a bachelor’s or graduate degree.  
Eighty-five percent have graduated from high 
school.  
 
Residential:  Aspiring Young Families are 
attracted to the large, growing metropolitan 
areas in the South and West; the highest 
concentrations of these neighborhoods are in 
California, Florida, and Texas. Half of the 

householders rent, and half own their home. 
Aspiring Young Families live in single-family 
homes and start-up townhouses, most built after 
1970, with median home value over $134,000. 
They also live in moderately priced, newer 
apartments. Average gross rent of almost $700 is 
slightly higher than the U.S. average. 
 
Preferences:  Aspiring Young Families spend 
much of their discretionary income on their 
children and their homes. They buy baby and 
children’s products and toys. Home furnishings 
include bedroom and dining room furniture. 
Electronic purchases include cameras and 
video/DVD players. Aspiring Young Families spend 
time online visiting chat rooms, searching for 
employment, playing games, researching 
information about real estate and making travel 
plans. Domestic travel may involve business or 
vacation time. Vacations are likely to include visits 
to theme parks. 
 
Aspiring Young Families sign up for direct deposit 
of their payroll checks and hold credit cards. They 
carry life and medical insurance, usually obtained 
through work, and home insurance policies. 
Leisure time may include dining out, going out 
dancing or to the movies, playing baseball or 
basketball, joining religious clubs, write or phone 
radio and TV stations in addition to visiting 
theme parks. They also exercise at home, practice 
aerobics, lift weights and attend pro ball games. 
They read bridal and airline magazines and watch 
sports, entertainment or children’s television 
programs. When they eat out, Aspiring Young 
Families prefer family restaurants such as the 
International House of Pancakes (IHOP), Jack-in-
the-Box, Red Robin or Fuddruckers. 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the sixth
Tapestry segment. 
 
 
Segment Code: 49 
Segment Name: Senior Sun Seekers 
LifeMode Group: L5 Senior Styles 
Percent Households: 6.1% 
 
Demographic:  With a median age of 51.5 years, 
this market boasts one of the oldest populations. 
Over 60 percent of the householders are 55 years 
or older. Married couples without children and 
singles make up 70 percent of all households. This 
is one of the fastest growing markets; their 
annual household growth rate is 2.3 percent. The 
segment is not very ethnically diverse; the 
majority is white.  
 
Socioeconomic:  Many Senior Sun Seekers are 
retired or anticipate retirement. Labor force 
participation is under 45 percent, and over half of 
the households receive Social Security benefits. A 
third also receive retirement income. Their net 
worth is $87,000. Their education is below the 
U.S. average.  
 
Residential:  Escaping from cold winter climates, 
many Senior Sun Seekers have permanently 
relocated to warmer areas, and others are 
“snowbirds” that move South for the winter. This 
is one of the best markets for seasonal housing, 
behind two other Senior Styles markets, Silver 
and Gold and Rural Resort Dwellers. Favorite 
areas are growth markets, primarily in Florida and 
portions of California, Nevada, Arizona, and New 
Mexico. They live in single-family or mobile 
homes with a median value of $92,000. Single-
family homes make up 47 percent of the homes 
and mobile homes, 39 percent. Most of the 
homes were built after 1970.  
 
Preferences:  Senior Sun Seekers travel long 
distances frequently, usually by car. Many are 
prepared for roadside emergencies, with 
membership in auto clubs. Preferring to trade in 

their old cars and to take advantage of bank 
loans or dealer financing, they also rely on car 
dealers to service their vehicles.   
 
Most residents use full-service banks, but some 
use a credit union. Homeowners do invest time 
and limited funds in home improvement and 
remodeling, like interior painting and faucet 
replacement. Gardening is a hobby for these 
small town senior residents. 
 
TV is very much a part of their daily routines; 
residents tune into a wide variety of programs 
that span family, news, movie and informational 
channels. They have above average readership of 
daily and Sunday newspapers and take the time 
to read all section of the paper. With plenty of 
leisure time, Senior Sun Seekers also enjoy 
reading books as a pastime—both fiction and 
nonfiction books.  
 
Many do volunteer work as part of their religious 
or veteran club activities. They also enjoy 
activities like swimming and walking and embark 
on different pursuits such as fishing, hunting, 
boating, golfing and bicycling. 
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2.8 Tapestry: Top Segment Description 

The following is a detailed description of the 
seventh Tapestry segment. 
 
 
Segment Code: 36 
Segment Name: Old and Newcomers 
LifeMode Group: L4 Solo Acts 
Percent Households: 5.7% 
 
Demographic:  Old and Newcomers are 
neighborhoods in transition, populated by renters 
who are starting their careers or retiring. 
Householders are either in their twenties or over 
the age of 75. The median age, 36 years, simply 
splits this age disparity. These neighborhoods 
have more single-person and shared households 
than families. Most of these residents are white. 
The racial diversity here reflects the U.S. 
 
Socioeconomic:  Although one in four 
households is receiving Social Security now, Old 
and Newcomers have above average rates of 
labor force participation and below average 
unemployment rates. Median household income 
of $40,400 is lower than the U.S. in general, but 
their median net worth of almost $103,000 is 
slightly higher. Their educational attainment is 
slightly above the U.S. average. They work 
manufacturing, retail, healthcare and other 
service industries. 
 
Residential:  Spread throughout metropolitan 
areas of the U.S., neighborhoods of Old and 
Newcomers sustain a lot of transition. Over half 
the residents moved in the last five years. With 62 
percent of households renting, Old and 
Newcomers live in older, mid- or high-rise 
buildings. Six out of ten homes were built 
between the 1960s and 1980s. Median home 
value in these neighborhoods is $143,000.  
 
Preferences:  What the Old and Newcomers buy 
or do not buy reflects their unencumbered 
lifestyle as mainly renters and singles. Compact 
cars are popular among Old and Newcomers to fit 

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

The following is a detailed description of the 
eighth Tapestry segment. 
 
 
Segment Code: 12 
Segment Name: Up and Coming  
 Families 
LifeMode Group: L9. Family Portrait 
Percent Households: 5.1% 
 
Demographic 
Up and Coming Families represents Tapestry’s 
second highest growth market, with an annual 
household growth rate of 5 percent. This segment 
represents the youngest of Tapestry’s affluent 
family markets. These days, residents are more 
Generation Xers than baby boomers. Despite the 
change in generations, the profile remains that of 
young, affluent families with small children. The 
median age of Up and Coming Families is less 
than 32 years. They are married couples with 
children. Population in this segment is still 
predominantly white, but the diversity of the 
population is increasing with its size. 
 
Socioeconomic 
At the beginning of their careers, Up and Coming 
Families residents are earning above average 
income but have not had time to accumulate 
much wealth. The median household income is 
more than $67,000, well above the national 
median, but their median net worth, $95,000, is 
still below the national average. It is no surprise 
that more than 90 percent of their income is 
derived from wage and salary compensation. 
Sixty-five percent of the labor force have 
attended or completed college. Labor force 
participation is well above average, more than 73 
percent, and unemployment remains low. 
Although half of the households have children, 
they also have working parents. 
 
Residential 
Residents of Up and Coming Families own new 
single-family homes; half were built in the last 10 

years. Houses in these neighborhoods are valued 
at $169,000, slightly above the U.S. median home 
value. They are located in suburban outskirts of 
midsized metropolitan areas (populations greater 
than 250,000). Up and Coming Families 
neighborhoods are scattered across the country 
but concentrated in south Atlantic and mountain 
states. 
 
Preferences 
Consumer choices for Up and Coming Families are 
dictated by their priorities, family, and home. 
Since many are first time homeowners, they still 
purchase basics in household furniture and yard 
care products, especially lawn fertilizer, with or 
without weed control. Many are beginning or 
expanding their families, so maternity clothes, 
baby equipment, children’s clothing, and toys are 
also high on the “must have” list. Vying for 
attention in the family budget are car and 
student loans, personal lines of credit, and the 
requisite mortgage insurance policy. 
 
Add a pet (cat or dog) to the mix, and there is not 
a lot of personal time left. Fast food is a staple in 
the family diet including Papa John’s and 
Domino’s pizza, Chick-fil-A, Del Taco, and family 
dining at Chuck E. Cheese. Leisure time includes 
visiting the zoo, attending ball games, or taking 
adult education classes. When they do travel, they 
do so domestically. 
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2.8 Tapestry: Top Segment Description 

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

 

The following is a detailed description of the 
ninth Tapestry segment. 
 
 
Segment Code: 33 
Segment Name: Midlife Junction 
LifeMode Group: L10 Traditional Living 
Percent Households: 5.0% 
 
Demographic: Phasing out of their child-rearing 
years, Midlife Junction residents are approaching 
retirement. The median age is 40 years, and 
nearly a fifth of the residents are 65 or older. 
Their household types are mixed: married couples 
with and without children, and single persons. 
Most of these residents are white. 
 
Socioeconomic:  Most Midlife Junction residents 
are still working, although their labor force 
participation rate is below average, under 62 
percent. Nearly a third of the households are now 
drawing Social Security benefits. Although their 
median household income of $43,000 is below 
the U.S. median, their median net worth of 
$109,000 is not much different from the U.S. 
median of $100,000. Their education level is also 
comparable to the U.S.  
 
Residential:  Midlife Junction communities are 
found in the suburbs across the country. Two-
thirds of the households own their homes, usually 
a single-family home. Their median home value 
of $122,000 is lower than the U.S. median by 
about $24,000. The rest of households have opted 
for apartment living in multi-unit buildings of 
varying styles and sizes.  
 
Preferences:  As Midlife Junction residents pass 
from child rearing into retirement, they live quiet, 
settled lives. They have been planning and saving 
for their retirement, actively participating in IRA 
or 401K accounts. They spend their money 
carefully and do not succumb to fads.  
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Preferences:  Silver and Gold residents have the 
free time and resources to pursue their interests, 
and they have many. Travel, both at home 
(beach, golf vacations) and abroad (including 
cruises), is one pursuit. Other interests include 
home remodeling, civic activities, reading, dining 
out, and leisure pursuits like golf, bicycling and 
aerobics. 
 
Silver and Gold residents are prototypes of active 
seniors, but they are not do-it-yourselfers. 
Although they own the tools, they contract home 
services from remodeling to housecleaning. They 
take an active role in their communities, however, 
joining civic clubs, writing to the editors of 
newspapers and magazines, attending public 
meetings, volunteering, fund raising, and 
supporting political candidates. 
 
Golf is more a way of life than a mere leisure 
pursuit with Silver and Gold. They play golf 
frequently, attend tournaments, watch The Golf 
Channel and purchase all the necessary 
accoutrements from clothes to clubs. However, 
golf is not their only sport. They also enjoy power 
boating, deep sea fishing, bicycling—and 
motorcycles. They enjoy dining out, cooking at 
home and imported wines.  
 
Silver and Gold consumers are avid readers, 
books, newspapers (usually two or more), and 
magazines (travel, boating, epicurean, business 
and home). Preferred media also includes 
television (likely to own 4+ sets) and the Internet. 
They like news channels and news programs, 
cable channels like A&E and Bravo, and select 
network programming, especially The West Wing. 
They use the Internet for research, tracking their 
investments and seeking information about real 
estate.  
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The following is a detailed description of the 
tenth Tapestry segment. 
 
 
Segment Code: 15 
Segment Name: Silver and Gold 
LifeMode Group: L5 Senior Styles 
Percent Households: 3.7% 
 
Demographic:  Silver and Gold are the 
wealthiest, and almost the oldest, seniors—
predominantly retired from professional 
occupations, with a median age of 58 years. Half 
of the households are comprised of married 
couples without children. Nearly 70 percent of 
the householders are aged 55 years or older. This 
market is small, less than one percent of all U.S. 
households, but growing over 3 percent annually. 
Silver and Gold neighborhoods are not ethnically 
diverse; more than 90 percent are white. 
 
Socioeconomic:  These seniors are well educated 
and prosperous. Median household income is 
over $65,000, and median net worth is $239,000. 
Half the households still receive wage and salary 
income; half collect Social Security benefits. Well 
over half of these households also earn income 
from investments. Labor force participation is 
down in Silver and Gold. Only 28 percent of the 
labor force is employed full-time; many work 
from home. Nearly one fourth are self-employed. 
  
Residential:  The affluence of Silver and Gold 
has afforded the opportunity to relocate to 
sunnier climates. More than half live in the South, 
mainly in Florida. California and Arizona are also 
popular. A quarter of the homes are located in 
the West. Neighborhoods are exclusive, with 
median home value over $275,000 and a high 
share of seasonal housing. Because they’ve moved 
to newer single-family houses and townhouses, 
these seniors are not living in the homes in which 
they brought up their children.  
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