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Households: 2,750,200

Average Household Size: 2.41 

Median Age: 33.0

Median Household Income: $54,000

LifeMode Group: Middle Ground 

Bright Young Professionals

WHO ARE WE?
Bright Young Professionals is a large market, primarily 
located in urban outskirts of large metropolitan areas. 
These communities are home to young, educated, working 
professionals. More than one out of three householders are 
under the age of 35. Slightly more diverse couples domi-
nate this market, with more renters than homeowners. 
More than two-fifths of the households live in single-family 
homes; over a third live in 5+ unit buildings. Labor force 
participation is high, generally white-collar work, with a mix 
of food service and part-time jobs (among the college 
students). Median household income, median home value, 
and average rent are close to the US values. Residents of 
this segment are physically active and up on the latest 
technology.

OUR NEIGHBORHOOD
• Approximately 57% of the households rent; 

43% own their homes.

• Household type is primarily couples, 
married (or unmarried), with above-average 
concentrations of both single-parent  
(Index 125) and single-person (Index 115) 
households.

• Multiunit buildings or row housing   
make up 56% of the housing stock  
(row housing [Index 178], buildings with  
5 –19 units [Index 275]); 43% built 1980–99.

• Average rent mirrors the US (Index 100).

• Lower vacancy rate is at 8.2%.

SOCIOECONOMIC TRAITS
• Education completed: 35% with some 

college or an associate’s degree, 33% 
with a bachelor’s degree or higher.

• Labor force participation rate of 72% is 
higher than the US rate.

• These consumers are up on the latest 
technology.

• They get most of their information from 
the internet.

• Concern about the environment  
impacts their purchasing decisions.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by MRI-Simmons.
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INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages) 
or unsecured (credit cards). Household income and 
net worth are estimated by Esri.

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed 
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index 
of 100 is average. An index of 120 shows that average spending by consumers in this market 
is 20 percent above the national average. Consumer expenditures are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 33.0   US: 38.2
      Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity). 

Diversity Index: 67.5   US: 64.0
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MARKET PROFILE (Consumer preferences are estimated from data by MRI-Simmons.)

• Own retirement savings and student loans.

• Own newer computers (desktop, laptop, or both), iPods, and 2+ TVs.

• Go online and use mobile devices for banking, access YouTube or Facebook, 
visit blogs, download movies, and play games.

• Use cell phones to text, redeem mobile coupons, listen to music, and check for 
news and financial information.

• Find leisure going to bars/clubs, attending concerts, going to the beach.

• Enjoy a variety of sports, including backpacking, rock climbing, football, Pilates, 
running, and yoga.

• Eat out often at fast-food and family restaurants.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status, 
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size 
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Middle Ground 

Bright Young Professionals8C

HOUSING
Median home value is displayed for markets that are primarily 
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family; 
Multi-Units

Average Rent:
$1,042
US Average: $1,038
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SEGMENT DENSITY
This map illustrates the density and 
distribution of the Bright Young Professionals 
Tapestry Segment by households. 
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For more information
1-800-447-9778

info@esri.com
esri.com
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