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Solar Education Project

A project to provide information to
state and municipal officials on
strategies to ensure distributed solar

 Remains consumer friendly

 Benefits low- and moderate-
income households

The project is managed by the Clean Energy States Alliance (CESA) and
is funded through the U.S. Department of Energy Solar Energy
Technologies Office.

SOLAR ENERGY P
TECHNOLOGIES OFFICE (O) CleﬂnEnel‘gy
U.S. Department Of Energy : S'I'G-I-es A”IGnCe
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The Sustainable Solar Education Project provides guides,

webinars, and other resources.

A free monthly e-newsletter
highlights solar equitability and
consumer protection news from
across the country.

www.cesa.org/projects/sustainable-solar

L

Sustainable Solar Education
Project Webinars

Bringing the Benefits of Solar to Low-Income
Customers

Thursday, May 18th, 1-2 pm ET

CESAwill conduct a webinar on low-income solar program and
policy design. The webinar will be based on a recently released
CESA guide authored by Bentham Paulos fitled Bringing the
Benefits of Solar to Low-Income Consumers. The guide
identifies successful and promising approaches, offers factors
policymakers should consider, and provides policy and program
design recommendations for bringing the benefits of solar to
low-income consumers. Register here

Crowd Financing Solar for Nonprofits Serving
Low-Income Communities

Thursday, May 25, 1-2 pm ET

Nonprofit community service providers that serve low-income
communities have faced challenges in financing solar for their
own facilities. One answer that has emerged is crowdfunding, in
which many individuals each provide a small amount of money
for a project. Crowdfunding can involve donations, or it can
involve investments, in which the individuals who participate
expect a financial return_ In this webinar, Andreas Karelas,
Executive Director of RE-volv, and Todd Bluechel, Vice
President of Marketing and Sales at CollectiveSun, will present
two models that rely on crowdfunding to enable nonprofits to
adopt solar. Register here.

Community Solar for Low- and Moderate-Income
Consumers

Thursday, June 1, 1-2 pm ET

Because community solar can be made accessible to renters
and can include flexible terms, it holds promise for spreading the
benefits of solar to low- and moderate-income (LMI) consumers
In this webinar, Kelly Roache, Senior Program Manager at
Solstice, and David Miller, Senior Vice President at Alpine Bank,

NEWSLETTE

ation Project Resources

MAY 2017

The Sustainable Solar
Education Project provides
information and
educational resources to
state and municipal oficials
on strategies to ensure
distributed solar electricity
remains consumer friendly
and benefits low- and
moderate-income
households. The projectis
managed by the Clean
Energy States Alliance
(CESA) and is funded
through the U.S.
Department of Energy
SunShot Initiative's Solar
Training and Education for
Professionals program

The Sustainable Solar
Education Project
Newsletter reports on
issues related to solar
equitability and consumer
protection

For more information about
the Sustainable Solar
Education Project, please
visit our website

cesa.org/projects/
sustainable-solar

( )Clonninergy
States Alliance
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Connecticut’s Low and Moderate Income
Customer Segmentation Analysis

* One of a series of webinars this fall and winter on
low and moderate income solar program design.

* Learning objectives for this webinar:

* To recognize some of the differences within low and
moderate income populations.

* To consider how these differences can be used to
identify and reach those customers who might be most
interested in solar.



Panelists

* Isabelle Hazlewood, Associate Manager of
Statutory and Infrastructure Programs,
Connecticut Green Bank

* Alex Bradley, Senior Account Executive, C+C

CONNECTICUT
GREEN BANK.. C+C | ALLABOUT THE GOOD

> Q)))))))



N\ SOLAR ENERGY
A TECHNOLOGIES OFFICE

U.S. Department Of Energy
CONNECTICUT
GREEN BANK

Connecticut Solar Customer

Segmentation
Introduction

December 5, 2017



CT Green Bank - the nation’s 1st! S A ANK
Mission and Goals

Support the strategy to achieve cheaper, cleaner, and
more reliable sources of energy while creating jobs
and supporting local economic development

Attract and deploy private capital investment to finance the clean
energy policy goals for Connecticut

Leverage limited public funds to attract multiples of private capital
investment while returning and reinvesting public funds over time

Develop and implement strategies that bring down the cost of clean
energy in order to make it more accessible and affordable to customers

Support affordable and healthy buildings in low-to-moderate income
and distressed communities




Residential Solar PV In CT

Deployment 1 and Subsidies |

$10.00

$9.00

$8.00

$7.00

©

$6.00 R
$5.00

$4.00

Installation Costs ($/W)

$3.00

$2.00 &S

(o)

$1.00

$0.00
2004 2005 2006 2007 2008 2009 2010 2011

mmmm Cost to Consumer . |ncentive

REFERENCES
Residential Solar Investment Program (RSIP) Market Watch Report of February 28, 2017

CGB
Launched

2012 2013 2014

Installed Capacity (kW)

\\\//< CONNECTICUT
)//A\\ GREEN BANK

015

2016

60,000

50,000

40,000

30,000

20,000

(M) Anoede) pajlelisul fenuuy

10,000

2017

Only 29% of 2014
projects were in
census tracts <100%
AMI and 11% in
tracts <80% AMI



CT Low-to-Moderate Income S A ANK

Market By the Numbers

Income Level by AMI| # Census Tract % of Tract Ov.vner %.00 HHs | Tract Re.nter % Rental HHs Average 2(.)10
! Tracts Households Households ngzl;fmloe::ls u;:nl\(/ill Hoofj?:er\fI:s in AMI Band T:‘-IchtIrI:/ch::aen
<60% AMI 171 240,062 18% 73,593 31% 166,469 69% $34,401
60%-80% AMI 109 193,791 14% 104,971 54% 88,820 46% $54,797
80%-100% AMI 153 269,711 20% 179,352 66% 90,359 34% $68,396
100%-120% AMI 140 237,488 18% 190,944 80% 46,544 20% 584,763
>120% AMI 251 411,504 30% 357,267 87% 54,137 13% $118,624
Grand Total 824 1,352,556 100% 906,227 67% 443,163 33% $77,623

Income Levels within Towns
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Tapping into our Low-Income _SH e aank

Market

Market research is key to:
- Understanding our target audience

o

\ Il‘.‘.—- -

- Targeting our outreach efforts

- Developing community partners

- Adapting our messaging

y
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CONNECTICUT
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Residential 1-4 Owner Occupied ¥

GREEN BANK
L ow-to-Moderate Income Portfolio
‘\\ 44' o b POSIGeﬂ smart-eloan
gosolarCT Solar Solutions Q’;,\ SOQEH&%

Residential Solar

Investment Program

Low-to-Moderate
Income Performance
Based Incentive for
Third Party Owners

Nearly 3x market rate

$30 MM Solar for All
campaign

Solar Lease and
Energy Efficiency

Energy Services
Agreement

HES or HES-IE (direct

incentive install EE) leveraged

Income screen of
100% AMI or lower

Alternative underwrite

Community
partnerships

Low interest
Unsecured loan

40+ measures (EE
and RE)

580+ FICO, 50% DTI
(waived for 680%
FICO, offered through
CDFI and credit
unions)

25% of loan for health
and safety upgrades

+ Department of Energy Solar Energy Technologies Office “State
Energy Strategies for Low-/Income Solar Deployment” and “Clean

Energy for Low Income Communities Accelerator”


http://www.gosolarct.com/

Moving the Needle on Inclusive S RN BANK
Prosperity

Solar Penetration by Census Tract Median Income 2012-2017

100%
90%
80%

70% Median Income of

Census Tract

60% m>120%

W 100%-120%

50%
o  80%-100%

40% m 60%-80%
W <60%

30%

Percent (%) of Projects in Given Year

LMI
Incentive

20% Launched

10%

12% 14%
0% 6 3% 3%
2012 2013 2014 2015 2016 2017
Year Project Approved

Solar penetration in census tracts earning <100% of area median
income grew from 17% in 2012 to 48% in 2017



CT SOLAR CUSTOMER
SEGMENTATION STUDY RESULTS



Agenda

* Assignment Overview

* High Level Findings
 Customer Personas

« Customer Geography

* Potential Marketing Strategies
* Using Priority Cluster Data

* Appendix

*Note: Images included in this PDF were sourced for presentation only,
and cannot be used or distributed outside the context of this document.



ASSIGNMENT OVERVIEW



Assignment & Objectives

Assighment

Develop segmentation model of solar customers to help inform
cost-effective customer acquisition strategies for residential solar
companies interested in servicing low-to-moderate income
homeowners in Connecticut

Objectives

Define low-to-moderate income market segments that have high
potential to be rooftop solar customers

Uncover insights to help develop targeted marketing approaches
aimed at high potential audiences

Provide recommendations on how to best utilize data and insights,
iIncluding sample messaging and media recommendations



Methodology

« Provided Claritas with unit record file of 4,135 CT residential
solar customers living in census tracts with a median income
<80% of Area Median Income, including addresses and
system data

« Records were geocoded, and each was assigned to one of the
68 PRIZM Premier neighborhood lifestyle segments

« Records were categorized into five target audience groups
made up of like-minded PRIZM Premier Segments.
Descriptive behavioral data and geographical data was
provided for each group

« Data was analyzed for high level findings and market &
messaging insights

ci)



HIGH LEVEL FINDINGS



Target Audience Count & Index

CT Target Count CT Target Index

300
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m Dollars & Sense m Seeking Stability

- . Secure Urbanites Sense Stability Not Thriving
m Surviving not Thriving



CUSTOMER PERSONAS



Dollars & Sense



DOLLARS & SENSE

Demographics
° o P
B = A
Children in Undergraduate Home Value:
Household: Degree $100-180K
2+
Median age At least one Married Ethnicity:
member of
household,
white collar,

full time

Diverse

HH Income:
$60-125K

Total Customer
Count:
74,143



DOLLARS & SENSE

“Judy & Dante”

Snapshot:

Mid-30s with kids, college educated, white collar

Enjoy DIY projects and plan to remodel their kitchen and add solar
panels within a year

Tech savvy, early adopters of new products and use social media and
the internet often

Financially responsible, but tend to spend money now rather than

save

Live active lifestyles, biking, hiking, and doing various family activities

Using the Data to Target Judy & Dante

Messaging

 Smart use of
finances — choose
where you spend

your money

e Stress
investment/ROI

« Smart, tech savvy
messaging

Visual Cues Media

* Young family « Digital media
imagery * Radio

» Active lifestyles c TV

« Ethnically diverse

« Technology

* Well-kept middle
class home



Seeking Stability



SEEKING STABILITY

8] =

AT = M@
m

Children in High School _

Household: Diploma/Some Hg{g%_\é%lgﬁ' HH Income:
None College $33-86K

Median age  Mix, Full time Single Ethnicity: Total Customer
or Divorced Diverse Count:

61,434



SEEKING STABILITY

11 Kurt”

Snapshot:

« Single, African American male, mid-30s, working in sales

« Doesn’t take great care of his home, but would eventually like to do
some remodeling

« Rarely uses a computer or the internet, but has been frequenting job
sites as he looks for a new job

» Feels big investments are too risky and doesn’t have a ton of
disposable income

« Watches are large amount of television including sports and
premium channels, but consumes little media beyond that

Using the Data to Target Kurt

Messaging Visual Cues Media

« (Getting the most out of « Ethnically diverse « TV
your paycheck, making * Urban * Online ads
your money go further * Middle-class « Direct Mail

Bettering yourself,
Improving your lifestyle

C))



Surviving Not Thriving



SURVIVING NOT THRIVING

o " P
@ v
“ 'II"nl m
Children in High School .
: Home Value: - :
Household: Diploma $ Median HH Income:
100-190K
0-1 $27-46K
Median age Blue collar, Single or Ethnicity: Total Customer
Full time Divorced Diverse Count:

18,186



SURVIVING NOT THRIVING

Snapshot:

» Divorced white female in her early 50s with no children

« High school graduate working full time as a hairdresser

» Lives alone in a house worth under $50K and has been there for just
over 10 years. Rarely invests in her property despite having lived
there so long

» Often reads the local newspaper and watches a high volume of TV,
including soap operas and game shows

« Generally risk averse, but does purchase lottery and scratch tickets
often. She rarely spends money on luxury items or dining out

Using the Data to Target Emma

Messaging Visual Cues Media

* Financial Control * Focus on « Direct Mall
* Lower bills individual vs. « TV

* Minimal risk family * Newspaper
* Avoid tech speak « Traditional

 Taditonsl C)

C+C | SOCIAL MARKETING & PR



CUSTOMER GEOGRAPRHY



Actual vs. Potential Report

« The Actual vs. Potential Report analyzes the penetration of the
Imported data (our customer list) compared to the potential for a
specified behavior (purchasing solar).

— Actual Market Penetration: derived from your actual customer counts
per analysis area, or “penetration”. Refers to your existing customers
within a geographic area.

— Potential Market Expansion: uses segmentation to project the
behavior potential of customer households into the market. “Potential”
measures the likelihood of a geographic area (by zip code) to purchase
solar.

— What questions can Actual vs. Potential Report answer?

How is my business performing?

What is the best strategic approach to take in each area of my market?
Where are my opportunities for growth within the market?

Where should | invest my marketing budget in the market?

Where should | place new locations in my market?



Four Strategies

The Actual vs. Potential Report assigns one of four strategies to each
zip code within the market.

« Dominate (High Actual, High Potential)
— Areas where you have performed well in the past

and are expected to continue ] Dominate Invest
— These are areas where you are thriving and should

continue your efforts

« Invest (Low Actual, High Potential) Maintain | Innovate
— Areas with low penetration rates, but have high

likelihood to perform well
- These areas contain highest potential opportunity and significant ROI potential

« Maintain (High Actual, Low Potential)
- Performing better than anticipated

- High penetration rates, even though you were not expected to perform well
- Potential for expansion is not as strong
- Maintain efforts

- Innovate (Low Actual, Low Potential)
- Not expected to perform well and you are not performing well
- Limit efforts or create an innovative solution

High Low




ALL TARGETS

Geography Potential
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Geography: Potential

Dollars & Sense

Seeking Stability

Surviving Not Thriving
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DOLLARS & SENSE

Geography: Actual

f \- .Nonhampton
Hudson - \ .
: s \_Chicopee P P
/ Great Barrington Chicopee ...~
| Saugerties ne \O;Sp”ngﬁe'd
. Westfield
' Kingston
.Hyde Park :
.Poughkeepsig::
iy Ga‘ -
<’ o

e e 3’°§@l’.’°"d
Long Island Sound (Y
=t "

: s
Spnngs

Riverhead

.Smithtowrl// '

Target 3 : % Pen: Descending by Equal
Ranges

List of Report Areas by ZIP Code
% Pen (16.5687%~20.7071%)

[7] % Pen (12.4304%~16.5687%)
[7] % Pen (8.2920%~12.4304%)
[7] % Pen (4.1536%~8.2920%)

D % Pen (0.0153%~4.1536%)




SEEKING STABILITY
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SURVIVING NOT THRIVING
Geography: Actual
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Actual vs. Potential Analysis

« Based on the four market strategies, we recommend focusing
primarily on “Dominate” and “Invest” zip codes:

— These are areas with a high potential for expansion

- It makes sense to focus on areas where the potential to perform well is
high, rather than in areas where people have already purchased solar

— “Maintain” Strategy does not take into consideration that solar
customers will not continue buying solar
* “Maintain” zip codes should be considered a secondary target
market

- “Innovate” should be largely avoided; these are locations with low
penetration and low potential

* Focusing on “Dominate” and “Invest” over “Maintain” and “Innovate”
narrows the CT target market to 32% of the state population,
allowing for a significantly more focused market strategy CD)))))
)



National Geography

DOLLARS & SENSE SEEKING STABILITY SURVING NOT THRIVING

PRIZM Segments PRIZM Segments PRIZM Segments
* New Homesteaders * American Dreams * Campers & Camo
* The Cosmopolitans * Home Sweet Home * Lo-Tech Singles
* Pools & Patios *  Metro Grads * Second City Generations
* Second City Startups * Urban Achievers
* Bright Lights Li’l City * Urban Modern Mix
National Locations National Locations National Locations
* Urbanicity: Metro Mix, * Urbanicity: Metro Mix, * Urbanicity: Metro Mix,
Town, Urban Urban Town
* Key States: CA, TX, FL, NV, * Key States: OR, FL, * Key States: Campers &
WY, UT, CO, MA, PA, NY NM, NY, NV, WA, M, Camo can be found in
Wi, IL rural areas throughout

the country, while the
other two segments are
especially prominent in
CA, TX, WA, and AZ

*Note: See appendix for full breakdown of PRIZM
segments and geographic locations



POTENTIAL MARKETING
STRATEGIES



Potential Marketing Tactics

Based on this analysis, we recommend targeted marketing efforts featuring:

* Digital Media
— Use paid and organic social media, Search Engine Marketing, and targeted

digital display ads to reach your target audience.
» Focus on target segments that are more inclined to use the internet, social media,

and smart phones
* Use Facebook and Google to target specific PRIZM premier segments and high

potential zip codes

* Direct Mail
— Utilize zip codes identified as high potential areas to reach your target audience.
« Use alist broker to purchase an email or mailing list for your target market



Potential Marketing Tactics

 Local TV, Radio, Print, and Outdoor Advertising
— ldentify most commonly used forms of media within each audience and use
local channels to communicate your message
— Utilize outdoor advertising including billboards and public transit in high traffic
areas, signage in malls, building lobbies, etc.
« Traditional broadcast television is expensive and will reach far more customers
than are relevant to your effort, therefore wasting your media budget.
« Cable TV and OTT TV (streamed via internet) allows for a more targeted
approach and more efficient use of your marketing dollars.

« Community Outreach
— To effectively reach your target audience, all paid marketing efforts should be
paired with direct community outreach, including canvassing and partnerships
with local organizations, such as community groups or faith-based institutions.



Sample Messaging & Creative

* While each target audience exhibits different lifestyle behaviors and traits, uses
different forms of media, and resides in different parts of the state, there is one
attribute that connects all three: the desire to save money.

— This benefit can be communicated in a number of different ways depending on the
target audience, and should be paired with imagery that appeals to the target’s
interests, values, and lifestyle.

THE FUTURE OF
SMART SAVING

CUT.YOUR
ENERGY-BILLS

c=="" . w1 AFFORDABLE
oty SOLAR

€ 5
an
o% [] Eo
° Saulgood Solar

436 Sauod Solar Saulgood Solar




USING PRIORITY CLUSTER DATA



Using Segmentation Data

« Marketing efforts are often only as good as the data they’re
based on.

« This segmentation data can be used to:
— Define your target audience
— Create relevant messaging
— Reach audiences through your target’s preferred media channels

— Maximize marketing budget by focusing efforts in key territories of
opportunity

« Use the following slides as a guideline to develop and implement
your marketing initiatives.



Create a Marketing Plan

1. Define the Target: Who are we trying to reach?

* Use the segmentation study and personas to define a target audience.
This may include focusing on 1 or all 3 targets, specific PRIZM
segments within those targets, or limiting your audience by geographic
area.

2. Outline the Objective: What are we trying to get people to do?
« Is it an awareness campaign? Are we generating leads? Are we asking
them to upgrade? Are we asking them to change energy sources? Is it
a trial?

3. Determine the Budget: How much will you spend on this effort?
What does a positive ROl look like?

4. Identify the Strategy: How will we get them to do what we want them

to do?
 Where is this target consuming media and how?



Implement Your Marketing Plan

5. Develop the Creative: What is the message? And what does it look
like?
* What is the look/feel of the campaign?

6. Execute the Tactics: How will we get our message across?

« Digital display? Direct mail? Tradeshow and Event?

« Determine tracking protocol (use unique URLSs in digital campaigns to
track clicks in Google Analytics, ensure any media partners are providing
results throughout the campaign, etc.)

7. Measure the Campaign: How did the campaign do?
* Did you build awareness? Pre-post surveys
« Did you drive sales?
* Did you generate leads? How many?



Using Segmentation Data at a
National Level

« Segmentation data outlined in this deck is based on LMI solar customers
from CT, however like-minded customers can be found nation-wide.

PRIZM segments that make up each target are found throughout the U.S. to
varying degrees, making viable targets beyond just CT. See the Appendix
for a full breakdown of geographic locations by segment.

Determine if any target group is represented in your geographic location.
Digital media platforms like Google & Facebook allow you to narrow your
focus and minimize waste by targeting specific PRIZM segments.

Suggested messaging, visual cues, and media outlined in this presentation
apply to these targets regardless of geographic location.

Note that while this was an LMI study, CT has a higher median income than
most other states.



For more information, contact:
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A\\ Isabelle Hazlewood
CONNECTICUT

GREEN BANK. isabelle.hazlewood@ctgreenbank.com

‘o)) [IE—

abradley@cplusc.com

C+C | SOCIAL MARKETING & PR
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mailto:isabelle.hazlewood@ctgreenbank.com

Q&A

* Isabelle Hazlewood, Associate Manager of
Statutory and Infrastructure Programs,
Connecticut Green Bank

 Alex Bradley, Senior Account Executive, C+C

* Diana Chace, Program Associate, Clean Energy
States Alliance (moderator)

CONNE?Q\(\% C)D))))) (O) CleanEnergy

GREEN BANK.. States Alliance

C+C | ALL ABOUT THE GOOD
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Follow-Up Discussion on Customer Acquisition for LMI Solar
Programs

Thursday, December 14, 1-2pm ET

Read more and register at www.cesa.org/webinars

(O) CleanEnergy

States Alliance
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SUSTAINABLE SOLAR EDUCATION PROJECT

Diana Chace
Program Associate, CESA
diana@cleanegroup.org

Visit our website to learn more about the Sustainable Solar Education Project
and to sign up for our e-newsletter:
www.cesa.org/projects/sustainable-solar

Find us online: www.cesa.org

facebook.com/cleanenergystates

@CESA_news on Twitter

. SuALENR (O) Sleantnergy
////“ U.S. Department Of Energy ' Sf(]fes A"IOnce
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Terms: Count & Index

Count & Index are used to determine the likelihood of a target
audience to exhibit a specific behavior. Count describes the
population your target is measured against, while Index compares
your target to the average person.

« Count: the universe against which the product profile is
compared to.

* Index: the extent to which usage of the product (solar) is
concentrated in a given neighborhood type, in relation to an
average of 100. An index of 100 indicates a type of
neighborhood that is no more or less likely than average to use
the product, while a high index indicates a high usage rate. The
higher the index above 100, the better the segment or segment
group is for the product.

o)



Findings: Five Distinct Targets

 CT solar customer list contains records that fall into five
distinct target groups, which we refer to as the following:

1.
2.
3.
4

5.

Sensible & Secure
Affluent Urbanites
Dollars & Sense
Seeking Stability
Surviving Not Thriving

« While other factors went into determining target groups (e.g.
household composition, age, urbanicity), income level is one
of the primary factors and one of our primary areas of focus

« For the purposes of this study, we've focused mainly on
Targets 3-5: Dollars & Sense, Seeking Stability, and Surviving

Not Thriving

ci)



DOLLARS & SENSE

NEW Upscale Younger Mostly with Kids Top 5 Counties
HOMESTEADERS . . .
18 : Young, upper-middle-class families seeking to escape suburban sprawl
= find refuge in New Homesteaders, a collection of small rustic townships.
' With a mix of jobs in white and blue-collar industries, these dual-income 02150 Eﬂdiﬂk Island Borough, 3251
couples have fashioned comfortable, child-centered lifestyles; their
driveways are filled with campers and powerboats, their house with the 02220 gﬁkﬂ City and Borough, 2848
latest technological gadgets and hunting gear.
02170 Matanuska-Susitna 1863
Owns a Subaru = Eats at Cold Stone Creamery » Shops at Justice » Goes hunting » Flies Borough, AK
Frontier « Visits NHL.com # Listens to New Country 48003  Andrews County, TX 1681
Age 25-44 Mostly Owners High IPA Above Average Tech 38105 Williams County, ND 1556
US by County

v‘her'e New Homesteaders households are found

Q."“ =8 n IR % Comp % Pen  Index
3 : . Quintile 1 57.92 338 290

Quintile -2 2390 1.40 120
Quintile -3 12.59 0.74 63
Quintile -4 4.82 0.28 24

Quintile -5 0.81 0.05 4

Gulf of Mexico .H M C C}D)) )



DOLLARS & SENSE

THE Upscale Younger Family Mix
FOSJ"W"IOPOLITANC

Educated and upscale, The Cosmopolitans are urbane couples in
America's fast-growing cities. Concentrated in major metro areas, these
households feature older homeowners without children. A vibrant

social scene surrounds their older homes and apartments, and residents

love the nightlife and enjoy leisure-intensive lifestyles.

Owns a BMW » Eats at Starbucks = Shops at Crate & Barrel * Goes skiing/snowboarding »
Stays at Sheraton # Uses Yelp » Listens to Alternative

Age 25-44 Homeowners Moderate IPA

Below Average Tech

US by County

Thiwap highlights each County where The Cosmopolitans households are found
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Top 5 Counties

Code Name | ndox

08031 Denver County, CO 431
29510 St Louis city, MO 421
41051  Mulinomah County, OR 399
51510  Alexandria city, VA 394
25025  Suffolk County, MA 315

% Comp % Pen  Index
Quintile -1 42 51 6.91 217

Quintile -2 2447 3.76 125
Quintile -3 16.89 242 81
Quintile -4 11.37 169 56

Quintile -5 477 0.73 24



DOLLARS & SENSE

POOLS Upper Mid(Scale) Younger Mostly w/ Kids Top 5 Counties
& PATIOS
f Pools & Patios is a segment of middle-aged suburban families. In these mm
G, stable neighborhoods graced with backyard pools and patios, residents
i work as white-collar managers and professionals, and are now at the 49045  Tooele County, UT 686
top of their careers. They are above average technology users, often 48135  Ector County, TX 627
researching products and shopping online. 53021  Franklin County, WA 591

Owns a Kia » Eats at Wingstop » Shops at New York & Company * Plays soccer » Stays at 13063  Clayton County, GA 545

Spring Hill Suites » Watches Nick Jr » Listens to Classic Country 48329  Midland County, TX 591

Age 25-44 Mostly Owners Low IPA Above Average Tech
US by County
Thiwap highlights each County \Aéhere Pools & Patios households are found % Comp %Pen Index
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DOLLARS & SENSE

Upper Mid(Scale) Younger Mostly with Kids Top 5 Counties

ryvyye In Second City Startups, young to middle-aged families have settled in  Fghtei mm
neighborhoods within smaller cities and metro areas. These families are

51685 Manassas Park city, VA

ethnically diverse and are more likely to have a military affiliation of

s & some kind and have average technology use.

Owns a GMC = Eats at CiCi's Pizza = Shops at Ross » Follows motocross ® Stays at La Quinta »
Watches TV One # Listens to Urban Adult Contemporary

Age 25-44 Mix Low IPA Average Tech
US by County
Thlwap highlights each County where Second City Startups households are found
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06069 San Benito County, CA
13063  Clayton County, GA
48479 Webb County, TX

22095 St John the Baptist
Parish, LA

. Quintile 1

Quintile -2
Quintile -3
Quintile -4

Quintile -5

% Comp % Pen

60.50

21.36

1117

5.62

1.35

3.91

1.39

0.72

0.36

0.09

1171
958
805
764
791

Index
301

107
56

28



DOLLARS & SENSE

Upper Mid(Scale) Younger Family Mix

Top 5 Counties
o Mot all of America’s chic sophisticates live in major metros. Brite Lights,
r
Li'l City is a group of well-off, college educated, middle-aged couples
settled in the nation's satellite cities and suburbs. Despite living further 51650 Hampton city, VA 634

out from the urban downtowns, they still like to go out on the town with 51570  Colonial Heights city 589
VA ’

frequent meals out and karaoke evenings.

Owns a Cadillac » Eats at Taco Bell » Uses smartphone for shopping » Follows motocross » 51740 Portsmouth city, VA 516
Cruises on Carnival * Watches Adult Swim = Listens to Rock 91670  Hopewell city, VA 462
51770 Roanoke city, VA 450
Age 25-44 Mix Low IPA Average Tech
US by County
This map highlights each County where Bright Lights, Li'l City households are found
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SEEKING STABILITY

AMERICAN Midscale Middle Age Mostly without Kids TOp 5 Counties
DREAMS
o American Dreams residents are found in upper-middle-class mm

multilingual neighborhoods in urban areas. They are heavy groceryand 36085 Richmond County, NY 528
convenience store shoppers, opting to prepare meals at home more

36081 Queens County, NY 332
22051  Jefferson Parish, LA 325

49035 Salt Lake County, UT 282
Owns a Lexus * Eats at The Cheesecake Factory * Shops at Nordstrom Rack * Follows (8005 Arapahoe County, CO 260
European soccer = Flies JetBlue » Uses Yelp # Listens to Jazz

than their urban counterparts in other segments.

Age <55 Mostly Owners Moderate IPA Average Tech

US by County

This map highlights each County where American Dreams households are found
[Pad g, % Comp % Pen Index

Ehanmcron MoarTass i b iR Quintle 1~ 4297 689 228
4 MINMISOTA O“awa r/"l .
_t’ '/___ MaNE e Quintile -2 26.92 411 136
= SOUTH DAKOTA WSCONTIR " 4 VERMONT
OREGON - nw Quintile -3 16.84 2.61 a7
WYOMING (i} ML*L&NV b MAN PN
<. = 2 A nEw YoRk Gulfof
= o | = .. e Quintle 4  9.41 145 48
NEERATKA -y A
‘: B o S EpNSRVANA v o
12 : D X W Quintile -5 3.86 0.52 17
: JEVADS, 0 el o Washlngtog;w'
OF JTAM CoLOTAER EANSAS 7 - T

; WEST VIR CMIA . 4,
N MESSOURI
£ AN CONT U CKY VIRG A

Lo QKLAWOMA P CARD
t— T FEMMELESE NORTH CARGLINA
\ N =
Y AUZONA HEW NEXICO ARCADISAS
T B = 5
i 3! A n TOUTH CAROUNA
T ]

MASANA - GEORGIA

SR - s s
= c)

Nas=au
Gulif of Mexico o



SEEKING STABILITY

Upper Mid(Scale) Middle Age without Kids

HOME SWEET

Widely scattered across the nation’s suburbs and second cities, the
residents of Home Sweet Home tend to be younger, midscale families
living in mid-sized homes. The adults in the segment, mostly under 55,

have gone to college and hold professional and white-collar jobs. These

folks stay busy remodeling and improving their homes, enjoy the
occasional night out singing karaoke, and follow professional sports.

Owns a Kia = Eats at Jason's Deli » Shops at Cost Plus World Market = Follows PGA/LPGA =

Cruises on Royal Caribbean = Visits PGATour.com » Listens to minor league baseball

Age <55 Maostly Owners Low IPA Above Average Tech
US by County
This map h|gh||ghts each County where Home Sweet Home households are found
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Top 5 Counties

Code_[name | ndex-

38101 Ward County, ND 461
48135  Ector County, TX 436
48179  Gray County, TX 425
21770 Roanoke city, VA 378
22087 St Bemard Parish, LA 377
% Comp % Pen  Index
. Quintile -1 4473 352 222
Quintle 2 2666 211 133
Quintile -3 17.12 136 86
Quintle 4 950 074 47
Quintile 5 1.98 016 10



SEEKING STABILITY

Lower Mid(Scale) Middle Age Mostly without Kids ~ 1OP 9 Counties

Metro Grads are middle age singles and couples still establishing mm

themselves in their careers and their lives. They are settled in suburban 18035 Delaware County, IN 578

areas and second cities but are often out and about, attending 16005 Bannock County, ID 517

54061 Monongalia County, WV 490

everything from soccer and hockey games to operas.

49057  Weber County, UT 458
Owns a GMC = Eats at Jack in the Box = Visits CraigsList on PC = Plays soccer » Stays at La 20051 Ellis County, KS 387
Quinta » Watches Univision = Listens to Adult Contemporary
Age <55 Homeowners Moderate IPA Average Tech
% Comp % P Ind
US by County pohren o

. Quintile -1 4593 3.98 229

Th'%Tap hlghllghts each County v(«]here Metro Grads households are found Cuinfle 2 24.96 212 122
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SEEKING STABILITY

URBAN Midscale Middle Age Mostly withoutKids ~ TOp 5 Counties
ACHIEVERS

Urban Achievers are midscale, middle aged, ethnically diverse m

homeowners in urban neighborhoods with established careers and 36081 Queens County, NY 301

22051  Jefferson Parish, LA 276
42045  Delaware County, PA 251
12011 Broward County, FL 250
49035 Salt Lake County, UT 249

college degrees. They are active participants in their communities and
strong supporters of their local professional sports teams.

Owns a Hyundai » Eats at Cold Stone Creamery * Shops at Nordstrom * Follows pro boxing »

Flies JetBlue » Watches Telemundo = Listens to Jazz

Age <55 Maostly Owners Below Average IPA Average Tech

US by County % Comp % Pen  Index

This map highlights each County where Urban Achievers households are found g ortet w2
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SEEKING STABILITY

Midscale Middle Age Mostly without Kids

URBAN
MODERN MIX

In Urban Modern Mix, lower middle class singles and couples reside in
ethnically diverse neighborhoods in or near the city center. Despite only
average overall technology use, they are frequent online shoppers for
everything from jeans to groceries.

Owns a Nissan = Eats at White Castle * Shops at Burlington # Follows pro boxing # Flies JetBlue
» Watches Telemundo = Listens to Gospel

Age <55 Mix Low IPA Average Tech

US by County

This\rpap highlights each County where Urba.n\Modern Mix households are found
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Top 5 Counties

CodeNemo | inder_

42101  Philadelphia County, PA 549
29510 St Louis city, MO 542
24510  Baltimore city, MD 521
26163  Wayne County, Ml 464
48355 Nueces County, TX 451

% Comp % Pen  Index
. Quintile -1 o4 24 15826 272
Quintile -2 2397 6.73 120
Quintile -3 14.21 3.99 71
Quintile -4 5.78 1.64 29
Quintile 5 1.80 0.50 9



SURVIVING NOT THRIVING

CAMPERS Downscale Middle Age Family Mix Top 5 Counties
Primarily found in more rural areas, Campers & Camo families enjoy the Code m Index
outdoors. A top segment for ownership of an RV, they also enjoy hunting
. . : . . 48127  Dimmit County, TX 1503
and fishing. Despite their age, they are below average in their use of
technology but are big fans of country music and prefer a value when 48111 Dallam County, TX 1378
shopping, traveling, and eating out. 48505 Fapata County, TX 1343
Owns a Dodge * Eats at Little Caesars » Shops at Wal-Mart » Follows Grand Prix # Stays at 48357  Ochiltree County, TX 1275
Quality Inn » Watches Nick » Listens to New Country 48117 Deaf Smith County, TX 997
Age 35-54 Homeowners Below Average IPA Below Average Tech

US by County
ThlS ma ' hlghl ghts each County where Campers & Camo households are found
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% Comp % Pen  Index
Cuintile 1 60.82 .12 04

Cluintile -2 2444 248 122
Cluintile -3 10.70 1.07 53
Cluintile =2 347 0.35 17

Quintile :5  0.58 i0.0a 3
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SURVIVING NOT THRIVING

Downscale Mature without Kids

Lo-Tech Singles are older households centered mainly in the nation's

"
Cad

second cities. Residents are below average in their technology use,
choosing instead a night out at a restaurant as their evening
entertainment.

Owns a Lincoln # Eats at Church’s Chicken # Shops at Stein Mart ¢ Follows IndyCar = Stays at
Motel 6 « Watches WGN = Listens to Gospel

Age B5+ Homeowners Low IPA Below Average Tech
US by County
Thisr\r‘nap highlights each County where Lo-Tech Singles households are found
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Top 5 Counties

Code [Name " Idex

48323  Maverick County, TX BEE
48465 Val Verde County, TX  B13

28151 Washington County, MS 744
51500  Danville city, VA 717
51520  Bristol city, VA 881

% Comp %% Pen  Index
. Cuintile :1 56.21 408 238

Quirtile 2 2511 218 128
Quintile :3 11.33 1.03 i1
Quirtile 4 542 [ 27
Quintile :5 142 12 7



SURVIVING NOT THRIVING

Low Income Middle Age Family Mix  12P 2 Counties

Second City Generations are often multi-generational households with Code m Index

middle-aged parents or grandparents and new babies and young 48323  Maverick County, TX 1600

children all under one roof. Also often bilingual, they are entertained by 48479  Webb County, TX 1277

a wide variety of media channels and programs.

48215 Hidalgo County, TX 1247
48061  Cameron County, TX 1185

Owns a Cadillac » Eats at Church's Chicken » Shops at Burlington * Follows Mexican league ~ 04027  Yuma County. AZ 816
soccer # Stays at La Quinta * Watches Telemundo » Listens to Gospel

Age <55 Mix Low IPA Average Tech

US by County % Comp % Pen Index

This map highlights each County where Second City Generations households are Jj curtet 847 419 2@
Quinle 2 2254 182 113
foun\dJ ‘

Cluintile -3 11.07 0.7 58
Cluintile 4 6.38 045 a2
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CT/National Comparison

Dollars & Sense 5 people $60-S125K Undergraduate  $100-$180k
Degree

Seeking 38 1 $33-S86k Some College $100-5200k

Sustainability

Surviving not 45 1 $27-S46k Some College $100-$S190k

Thriving

CT Median 41 2-3 people S70k High school S246k

degree or above

National 38 2-3 people $59k High school $189k
Median degree or above



