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DATA SOURCES
The following paragraphs outline the key federal data sources utilized for data gathering and analysis for 
this Feasibility Study. MySidewalk was used as a platform to gather data from some of the below sources. 
Additional data sources, including some local sources were also utilized for the completion of this Study. 

As the federal government’s largest statistical agency, the Census Bureau is dedicated to providing accurate 
facts and figures regarding the people, places, and economy of the United States of America. According to 
census.gov, “The Census Bureau’s mission is to serve as the nation’s leading provider of quality data about 
its people and economy. We honor privacy, protect confidentiality, share our expertise globally, and conduct 
our work openly. We are guided on this mission by scientific objectivity, our strong and capable workforce, 
our devotion to research-based innovation, and our abiding commitment to our customers. 

DECENNIAL CENSUS
Every household should have received this 
form in 2010. Information was gathered and 
the results were reported in 2011. As required 
by the constitution, this decennial report 
gathers population and housing data for all 50 
states, the District of Columbia, Puerto Rico, 
and the Island Areas. The results are used to 
draw congressional and legislative districts, 
determine the number of seats in the U.S. 
House of Representatives for each state, and 
distribute federal funding.

AMERICAN COMMUNITY SURVEY
The U.S. Census Bureau conducts this survey 
in replacement of the Decennial Census Long 
Form. The ACS provides a variety of data 
such as household income, commute to work, 
and age composition. The survey estimates 
are spread over 5 years (2014-2018) and use 
a much smaller sample population than the 
Decennial Census. Every year, a small portion 
of surveys are sent out to US Households; 
the Census Bureau then makes estimates for 
each community based on the survey results 
gathered over a 5-year time span. The ACS 
reports the data as an estimate with a margin 
of error; there is a 90 percent chance the actual 
number falls within the margin of error. 

http://census.gov
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ENVIRONMENTAL SYSTEMS 
RESEARCH INSTITUTE, INC.
ESRI reports data on Nebraska’s Location One 
Information System (LOIS) website similar to 
the Census Bureau. In addition to reporting 
ESRI’s data, LOIS allows each community 
to enter additional information regarding 
commercial properties, including vacant lots 
and buildings, to market and promote economic 
development in each community and for the 
State of Nebraska.

SURVEY OF PUBLIC 
PARTICIPATION IN THE ARTS
The SPPA is produced jointly by the National 
Endowment of the Arts’ Office of Research 
and Analysis and the U.S. Census Bureau. It 
displays the number and share of U.S. adults 
who attended performing and visual arts 
events, read books and literature, or personally 
performed or created art. The SPPA has been 
conducted seven times since 1982. The current 
report spans 2002-2017, reporting from the 2002, 
2008, 2012, and 2017 survey years.
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INTRODUCTION
When the City Council was first presented 
with an idea to rename some city streets after 
local Vietnam veterans, the City proposed an 
alternative – a memorial honoring all local 
veterans. As discussions in the community 
continued around developing a memorial 
to honor local veterans and educate about 
the military, Kirkpatrick Memorial Park was 
selected as an ideal location. 

Kirkpatrick Memorial Park has undergone 
many changes since its expansion from 24 
to 32 acres when the Kirkpatrick family 
donated land. This includes the dredging 
and restoring of the property’s lake as well 
as efforts to maintain the now aging park 
infrastructure. The community park currently 
hosts Lexington’s Family Aquatic Center, 
Dawson County Historical Museum, a lake, 
sports fields and courts, walking paths, play 
equipment, and more. 

Several planning efforts have also been made 
toward the development of the Veterans 
Pavilion at Kirkpatrick Park. This Study is a 
compiled record of past efforts with additional 
analysis supporting the need for a facility 
of this type. The planning process for this 
Study includes an assessment of the existing 
market conditions, analysis of existing and 
future land use, assessment of the need for 
the facility, and evaluation of the chosen site. 
The Veterans Pavilion will be an impressive 
amenity for Kirkpatrick Memorial Park and 
the City of Lexington. 

PLANNING BACKGROUND
The Veterans Pavilion at Kirkpatrick Memorial 
Park will fulfill several needs and desires noted 
by the community during past planning efforts. 
Information was gathered from previously 
completed planning documents including, but 
not limited to the following:

THE LEX-PLAN 2013 
The 2013-2033 Comprehensive Plan for the City 
of Lexington was created by JEO Consulting 
Group. This long-range plan inventoried 
existing conditions, analyzed market data, and 
utilized public input to create planning goals 
for the City’s next two decades as well as the 
vision statement below: 

Lexington is a diverse and family-oriented 
community bound together by shared values 
and a commitment to excellence where 
citizens, businesses and civic leaders are 
partners in building a quality environment to 
live, learn, and work.

The Veterans Pavilion will promote further 
cohesiveness in the community by giving 
residents a place to gather and celebrate. In 
addition to acting as a space for entertainment, 
the Pavilion will also foster an educational 
component, providing residents with an 
opportunity to learn about the military. 
This park enhancement supports the vision 
statement outlined in the Comprehensive Plan 
and is directly in line with the objectives below:

THE LEX-PLAN 2013: LAND USE AND DEVELOPMENT
Objective 1.4

Encourage increased planned open spaces/recreational areas in 
Lexington. Focus should be on additional athletic fields and linear trails 

connecting individual parks, schools and other public facilities.

Policy 1.4.1
Continue efforts to fully develop the new park facilities in conjunction with 

future development of residential growth areas identified in the north/
northeast and southwest portion of the City. Concurrently, existing parks and 

recreational facilities are in need of rehabilitation, as well as upgraded playground 
equipment to accommodate the needs of persons with disabilities.

Policy 1.4.2
Maintain a program of sufficient open spaces and parklands in Lexington at such locations 

as is necessary to provide outdoor recreation, to conserve natural resources and to 
preserve historical sites and as a means of giving the Community a sense of identity.
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PARKS AND RECREATIONAL 
MASTER PLAN
A desire to go into greater detail regarding 
Lexington’s park and recreational facilities 
was discussed during the planning period 
for The Lex-Plan 2013. This portion of the 
Comprehensive Plan was directed by the 
Comprehensive Development Plan Steering 
Committee, a specialized recreational 
committee, and the Planning Team at JEO 
Consulting Group. The Parks and Recreation 
section of the Plan is a direct result of comments 
made at townhall meetings, a charrette process, 
and various focus groups. 

Several goals were outlined for Kirkpatrick 
Memorial Park in the Plan. The addition of the 
Veterans Pavilion and supporting infrastructure 
will help achieve these goals. The facility 
will improve parking accessibility, grow the 
trail system, and help connect the park to the 
surrounding neighborhoods.

2019 DEVELOPMENT ACTION PLAN
The City of Lexington compiles an annual 
Development Action Plan to “increase 
community participation, strengthen 
communication between entities, educate local 
stakeholders, and enhance area partnerships” 
in the community. The following excerpt 
highlights upgrading public facilities and 
programs in the community as a major priority:

THE LEX-PLAN 2013: PUBLIC 
FACILITIES, INFRASTRUCTURE 

AND TRANSPORTATION
Objective 1.2

Preserve and expand existing parks 
and open spaces throughout the 
community to provide improved 

recreational opportunities in Lexington.

Policy 1.2.1
Provide and improve recreation 

programs for the youth, elderly, persons 
with disabilities and families.

Policy 1.2.2
Implement a linear hike / biker trails plan 
to connect existing City parks and buffer 

varied land uses throughout the Community.

2019 DEVELOPMENT PLAN EXCERPT 
Upgrade public facilities and 
programs in the community.
Park and Trail Development and 

Rehabilitation - although improvements 
have been completed incrementally 

over the last few years, the landscape, 
equipment, shelters/restrooms, sidewalks, 
lighting, water systems, and other facilities 

in the City’s older parks continue to 
show the effects of age and deferred 
maintenance. It is important for the 
City to upgrade and maintain these 

facilities for the benefit of the citizens. 

Additionally, as the community continues 
to develop onto new lands, it is also 
important that the City plan for the 

development of new parks, recreational 
fields, green spaces, and pedestrian 

trails. The park and trail component of 
the 2013 Comprehensive Development 

Plan serves as a planning guide.

Improvements to the park system will 
require a substantial investment over a long-

term period. In 2019, the City will update 
and prioritize the park and trail capital 

improvement plan. Moving forward, projects 
will be implemented as resources allow; 

funding will be aggressively solicited from a 
wide range of public and private sources.
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PREVIOUS PROJECT EFFORTS
Substantial planning and construction efforts 
have been made to further the development of 
the Veterans Pavilion at Kirkpatrick Memorial 
Park. With an outlined mission statement for 
the project, the Steering Committee has a clear 
idea of how they want the Pavilion to enhance 
the community. The Pavilion will not only act 
as a memorial to honor veterans, it will also 
provide a platform to educate people about the 
military and create an opportunity in Lexington 
for additional cultural and entertainment 
events.

The City of Lexington has also worked with 
Miller & Associates to develop conceptual 
designs and images for the facility. This has 
helped promote fundraising efforts and increase 
community interest in the project by giving 
residents a clear vision of the final result. 

Restoration of the lake on the property was 
completed by the City to prevent further 
erosion and improve the wildlife habitat. 
Work for this project included dredging, 
bank stabilization, and improved access with 
additional sidewalks and handicap accessible 
fishing pads.

The City also completed in-kind preliminary 
construction efforts by clearing space and 
building up the land to make the initial grade 
changes for the grass berm shown in the 
conceptual rendering on page 7. 

The aim of this Feasibility Study is to not only 
analyze the need for a new memorial, but to 
record and compile all previous efforts made 
toward the development of the Veterans 
Pavilion. This Study will help the City and 
Steering Committee continue to move forward 
with the project by providing a clear vision for 
future development. 

VETERANS PAVILION 
PRIMARY MISSION
Recognize Veterans

Educate about Military
Create New Event Opportunities
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Photo from the Lexington Clipper-Herald’s website (lexch.com).

http://lexch.com
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MARKET ANALYSIS
SERVICE AREA
According to the primary mission outlined 
by the Steering Committee, this facility will 
recognize veterans, educate about the military, 
and create new opportunities for events in the 
Lexington area. As a result, the primary service 
area for this study is the area within Lexington’s 
Corporate Limits. 

The Secondary Service area for the potential 
Veterans Pavilion is a 30-mile radius around 
Lexington. As a part of the Pavilion, the City 
and steering committee have shown interest in 
developing an outdoor amphitheater. This type 
of venue and the events it could host, would 
attract residents from the surrounding, smaller 
communities as well as the City of Lexington. 

Lexington is located on Interstate 80 and is 
bisected by U.S. Highway 30, a prime location 
in Nebraska. The City is located between 
two larger cities – Kearney,  40 miles east on 
Interstate 80 and North Platte, 60 miles west on 
Interstate 80. A limited number of events would 
pull from these cities at this time; therefore, 
a Secondary Service Area with a radius of 30 
miles is very feasible.

PRIMARY SERVICE AREA
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SECONDARY
SERVICE AREA

LEXINGTON, NE
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POPULATION COMPOSITION
At the time of the 2010 Census, Lexington had a 
population of 10,230 residents, a slight increase 
from the 2000 Census population of 10,011 
residents. According to ACS 5-year estimates, 
Lexington’s population is approximately 
10,154 residents. While this is a slight decrease 
from the 2010 Decennial Census, population 
projections show future growth in the Primary 
Service Area.

The median age in Lexington is 33.2 years old, 
which is slightly younger than both Nebraska’s 
36.4 years, and the national average of 37.9 
years. These ACS estimates show an older 
population than the 2010 Census, which 
reported Lexington’s median age at 29.4 years. 
ACS 5-year estimates approximate 29 percent 
of Lexington’s population is under age 18 and 
11 percent is 65 years and over. Comprising 40 
percent of the community, these age groups are 
both major users of recreational facilities and 
would most likely appreciate the addition of a 
new outdoor event venue. 

The Secondary Service Area has a significantly 
higher population with 34,103 people at the 
2010 Census and 33,588 people according to the 
ACS. This area is expected to increase to 35,280 
people by 2025. The Secondary Service Area has 
an older distribution of age groups: 26 percent 
of the population is under age 18, 74 percent of 
people are between 19 and 64, and 17 percent 
are over 65. 

Sources: US Census 1990, 2000, 2010; US Census ACS 5-year

Population Projection
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Females comprise 53.5 percent and males make 
up 46.5 percent of Lexington’s population. 
This relatively balanced split is further divided 
into age cohorts, below. The community’s 
population pyramid resembles a pentagon, 
showing the highest portion of the community 
as young adults. A population pyramid 
showing a self-sustaining population will have 
a large base of children and young adults and 
a much smaller number of elderly persons. The 
relevance of a population pyramid relies on two 
assumptions:

1. The community exists to meet 
the need of its residents. The 
government and other quasi-
governmental agencies provide 
public/quasi-public uses 
including schools, churches, 
medical facilities, emergency 
services, and public infrastructure 
to meet the needs of the public. 

2. People’s needs and expectations 
change over time. 

Most rural towns in Nebraska have an aging 
community with a population pyramid 
showing a stationary population or a declining, 
constrictive population which looks like 
an inverted pyramid. While, Lexington’s 
population pyramid shows a younger spread 
than the typical Nebraska community, it is 
still not a completely sustainable or expansive 
pyramid. Though the City will need to rely on 
in-migration to help create a self-sustaining 
population it can also focus efforts on 
maintaining the existing population to prevent 
out-migration. 

It is important for Lexington to continue 
attracting young families to grow the base of the 
population pyramid. This demographic values 
a sense of place and civic amenities in their 
communities. A Veterans Pavilion and outdoor 
event venue will be a highly-valued amenity 
for this group of people. Should Lexington 
move forward with this facility, it must meet 
the needs of the Primary Service Area’s current 
population spread and promote sustainable 
growth for the City’s future.
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Source: US Census ACS 5-year data from MySidewalk.
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According to ACS 5-year estimates, there are 
346 veterans in Lexington and 1,803 veterans in 
the Secondary Service Area. Nearly 5 percent 
of Lexington’s population holds Veteran status. 
It is important to honor these Veterans for their 
service.

The median household income in the Primary 
Service Area is $54,511. This is relatively close to 
the Secondary Service Area, State, and national 
median household income level. 
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Nearly 17 percent of Lexington’s residents live 
below the poverty level. The Veterans Pavilion 
and outdoor event venue would be another 
recreational improvement for the community. 
It would be a free space to gather and promote 
community involvement. When residents 
are engaged in community activities and 
groups, they are more likely to remain in the 
community. This demographic profile suggests 
there will be continued support and demand 
from Lexington’s residents and the surrounding 
areas for this facility well into the future.

Lexington has a very diverse cultural 
composition. A major contributor to this fact 
is the race/ethnicity totals in the community. 
According to ACS data, a majority of the 
population in Lexington is Hispanic or Latino. 
The next two most prevalent races were 
White and Black, respectively. This race/
ethnic makeup sets Lexington apart from 
many communities in Nebraska and should 
be celebrated as a unique characteristic for the 
community. 
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RESIDENT PROFILE
Environmental Systems Research Institute, 
Inc. (ESRI) created the Tapestry Segmentation 
System, which divides U.S. residential 
areas into 67 distinctive segments based on 
socioeconomic and demographic characteristics 
to provide an accurate, detailed description of 
U.S. neighborhoods. Tapestry Segmentation 
can help people identify the best markets, find 
the most profitable consumer types, tailor 
marketing messages, and define product and 
service performances. This information is 
also helpful in identifying what might be the 
predominant uses for an outdoor venue in 
Lexington. 

The City’s zip code falls into three different 
Tapestry Segmentations: Barrios Urbanos, Salt 
of the Earth, and Prairie Living. The Secondary 
Service Area is primarily Prairie Living. 
The following descriptions are from ESRI’s 
tapestry website and depict the generalities 
of each segmentation’s different citizen 
groups as classified by ESRI. All three of these 
segmentations support local and participate in 
community activities. They would likely utilize 
an outdoor venue to support local events.

66.4%
Barrios

Urbanos

11.4%
Prairie
Living

15.8%
Salt of

the Earth

BARRIOS URBANOS
LifeMode Group: Ethnic Enclaves
Households: 1,289,900
Average Household Size: 3.62
Median Age: 28.9
Median Household Income: $38,000

Family is central within these diverse 
communities. Hispanics make up more 
than 70% of the residents. More than one in 
four are foreign born, bringing rich cultural 
traditions to these neighborhoods in the 
urban outskirts. Dominating this market are 
younger families with children or single-
parent households with multiple generations 
living under the same roof. These households 
balance their budgets carefully but also 
indulge in the latest trends and purchase with 
an eye to brands. Most workers are employed 
in skilled positions across the manufacturing, 
construction, or retail trade sectors.

Principal Urban Centers:
Young, mobile, diverse in metros of 2.5 + million people

LIFEMODE SUMMARY GROUPS 
1. Affluent Estates: Established wealth —educated, 
 well-traveled married couples

2. Upscale Avenues: Prosperous, married couples 
 in higher density neighborhoods

3. Uptown Individuals: Younger, urban singles on the move

4. Family Landscapes: Successful younger families in newer housing

5. GenXurban: Gen X in middle age; families with fewer kids 
 and a mortgage

6. Cozy Country Living: Empty nesters in bucolic settings

7. Ethnic Enclaves: Established diversity— young, Hispanic 
 homeowners with families

8. Middle Ground: Lifestyles of thirtysomethings

9. Senior Styles: Senior lifestyles reveal the effects of 
 saving for retirement

10. Rustic Outposts: Country life with older families, older homes

11. Midtown Singles: Millennials on the move; single, diverse, and urban

12. Hometown: Growing up and staying close to home;  
   single householders

13. Next Wave: Urban denizens; young, diverse, hardworking families

14. Scholars and Patriots: College campuses and military neighborhoods

Urban Periphery:
City life for starting families with single-family homes

Metro Cities:
Affordable city life, including smaller metros, satellite cities

Suburban Periphery:
Affluence in the suburbs, married couple-families, longer commutes

Semirurals:
Small town living, families with affordable homes 

Rural: 
Country living with older families, low density, and low diversity

UNITED STATES OF AMERICA
Total Population: 327,514,300

Total Households: 123,158,900

Median Age: 38.2

Median Income: $56,100

Median Net Worth: $93,300

Diversity Index: 64.0

Home Ownership Rate: 62.7%

Average Household Size: 2.59

Median Home Value: $207,300

TAPESTRY
SEGMENTATION
The Fabric of America’s Neighborhoods

TM

FOR MORE 
INFORMATION ABOUT 
TAPESTRY SEGMENTATION
• Call 1-800-447-9778

• Visit esri.com/tapestry

• Send an e-mail to info@esri.com

DEFINITIONS IN THE 
SEGMENT DESCRIPTIONS
Household (HH) types: Family and nonfamily

• Family: Married couples

• Family: Married couples with children

• Family: Single parent

• Nonfamily: Singles

• Nonfamily: Shared

Copyright © 2017 Esri. All rights reserved.

SEGMENT LEGEND

URBANIZATION SUMMARY GROUPS

Segment Number: Refers to the LifeMode Summary Group

Segment Name: Esri’s unique name for the segment

Households: Represents the typical number of people and type of household  
 (Family includes married couples and single parents; single householders 
 and shared households are nonfamily.)

Housing: Represents a typical dwelling for this segment

Median Age: Median age of the segment, compared to the US median

Median Income: Median household income of the segment,
 compared to the US median income

Households: Total households of the segment

The number in the lower left corner: Indicates the Urbanization Summary Group
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Middleburg
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 In Style
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as prisons, juvenile detentions homes, and mental 

hospitals, or any area with insufficient data for 

classification also fall into this category.

Households: 2,113,000

Households: 1,982,300

Households: 2,004,400

Households: 3,664,200

Households: 2,398,200

Households: 1,234,567

Households: 1,635,200

Households: 2,718,100

Households: 889,400

Households: 1,737,200

Households: 1,307,500

Households: 1,911,500

Households: 1,319,400

Households: 3,541,300

Households: 2,114,500

Households: 3,511,200

Households: 3,024,200

Households: 2,764,500

Households: 2,449,600

Households: 2,716,800

Households: 3,068,400

Households: 3,923,400

Households: 3,545,800

Households: 1,908,600

Households: 1,323,200

Households: 1,227,200

Households: 2,850,600

Households: 2,901,200

Households: 1,319,200

Households: 1,824,900

Households: 1,289,900

Households: 299,600

Households: 1,021,400

Households: 1,813,400

Households: 1,748,600

Households: 2,750,200

Households: 814,000

Households: 1,960,300

Households: 2,859,200

Households: 1,507,700

Households: 942,900

Households: 1,657,400

Households: 910,100

Households: 1,116,000

Households: 1,501,100

Households: 1,001,400

Households: 3,856,800

Households: 2,430,900

Households: 810,000

Households: 1,406,700

Households: 1,646,400

Households: 962,900

Households: 2,131,500

Households: 1,753,500

Households: 1,714,100

Households: 1,106,600

Households: 1,299,600

Households: 2,395,200

Households: 2,305,700

Households: 1,627,600

Households: 1,528,100

Households: 912,400

Households: 970,800

Households: 794,600

Households: 622,500

Households: 186,600

Households: 1,176,200

Households: 630,300

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Income 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

Median Age 

47.3

40.8

34.0

45.1

51.0

43.3

42.6

42.7

35.3

37.4

32.5

36.3

37.0

37.7

36.1

48.0

42.0

40.9

39.0

47.0

43.9

44.1

47.4

44.4

54.1

42.3

31.4

34.0

32.5

28.9

27.4

34.6

39.3

37.4

33.0

37.7

34.9

39.4

32.4

63.2

52.3

72.3

54.6

53.9

45.6

40.3

45.2

41.3

35.0

40.4

35.3

29.8

29.3

33.9

28.5

39.6

35.5

40.8

37.0

32.8

28.3

27.3

28.6

32.2

22.6

24.5

21.6

$173k

$138k

$113k

$109k

$103k

$109k

$93k

$87k

$112k

$67k

$63k

$90k

$72k

$60k

$75k

$73k

$60k

$52k

$77k

$56k

$56k

$54k

$50k

$42k

$72k

$62k

$51k

$38k

$35k

$30k

$69k

$59k

$54k

$50k

$44k

$45k

$28k

$72k

$72k

$43k

$39k

$41k

$18k

$48k

$42k

$42k

$39k

$33k

$45k

$40k

$36k

$33k

$18k

$43k

$39k

$31k

$24k

$46k

$38k

$30k

$27k

$23k

$49k

$32k

$17k

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Households 
Description

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Married Couples

w/No Kids

Household 
Singles

Household 
Married Couples

w/No Kids

Household 
Married Couples

w/No Kids

Household 
Singles

Household 
Singles

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Single Parents

Household 
Singles

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Married Couples

w/Kids

Household 
Married Couples

Household 
Married Couples

w/Kids

Household 
Single Parents

Household 
Single Parents

Household 
Married Couples

Household 
Singles

Household 
 Nonfam HHs w/ 

   2+ Persons

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Description

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Multi-Units;

Single Family

Housing 
High-Density 
Apartments

Housing 
Multi-Unit Rentals

Housing 
High-Density 
Apartments

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Fam/Seasonal

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Multi-Units;

Single Family

Housing 
Single Family;

Multi-Units

Housing 
Single Family;

Multi-Units

Housing 
High Density 
Apartments

Housing 
Single Family;

Multi-Units

Housing 
Single Family;

Multi-Units

Housing 
Single Family

Housing 
Single Fam; Seasonal

Housing 
Single Fam; Multi-Units

Housing 
  S.F.; Hi-Rise; Mbl. Hm.; 
            Seas.   

Housing 
S.F.; Mbl. Hm.; Seas.

Housing 
Multi-Units; Single Family

Housing 
Multi-Unit Rentals

Housing 
Single Family;
Mobile Homes

Housing 
Single Fam; Mobile Hm

Housing 
Single Fam; Mobile Hm

Housing 
Mobile Homes;
Single Family

Housing 
Single Family;
Mobile Homes

Housing 
High-Density 
Apartments

Housing 
Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
High-Density Apts; 

Single Family

Housing 
Single Family;

Multi-Unit Rentals

Housing 
Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
High-Rise Rentals

Housing 
Townhomes;

Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals

4

4

4

4

4

#

4

4

2

4

1

1

1

4

4

5

4

3

4

2

4

1

2

3

4

5

6

6

6

6

6

6

5

4

2

2

2

5

2

2

3

2

1

3

3

3

4

4

4

5

3

3

6

6

6

5

6

1

3

2

3

3

2

3

5

2

2

2

1

1

1

4

3

3

LifeMode 1:
AFFLUENT
ESTATES
12,162,200
Households 

9.9% of
US Households

LifeMode 2:
UPSCALE 
AVENUES

6,979,900
Households 
5.7% of

US Households

LifeMode 3:
UPTOWN 

INDIVIDUALS
4,538,400
Households 
3.7% of

US Households

LifeMode 4:
FAMILY 

LANDSCAPES
9,166,900
Households 

7.4% of
US Households

LifeMode 5:
GENXURBAN

14,023,500
Households 
11.4% of

US Households

LifeMode 6:
COZY 

COUNTRY 
LIVING
14,778,900
Households 
12.0% of

US Households

LifeMode 7:
ETHNIC 

ENCLAVES
8,656,300
Households 
7.0% of

US Households

LifeMode 8:
MIDDLE 
GROUND

13,453,400
Households 
10.9% of

US Households

LifeMode 9:
SENIOR 
STYLES
7,128,900
Households 

5.8% of
US Households

LifeMode 10:
RUSTIC 

OUTPOSTS
10,150,900
Households 
8.2% of

US Households

LifeMode 11:
MIDTOWN 
SINGLES

7,668,600
Households 
6.2% of

US Households

LifeMode 12:
HOMETOWN

7,628,000
Households 
6.2% of

US Households

LifeMode 13:
NEXT WAVE

4,828,400
Households 
3.9% of

US Households

LifeMode 14:
SCHOLARS 

AND PATRIOTS
1,993,100
Households 

1.6% of
US Households

30

50k 75k 100k

40 50

•  Represents national median for age and income

$93k

$53k

Prof/Mgmt
College Degree
White
n Own lavish vacation homes
n Hire financial advisers 
n Shop at high-end 
 retailers/chains
n Access radio and newspapers online
n Purchase/Lease fully equipped  
 luxury cars

Prof/Mgmt
College Degree
White
n Upgrade picture-perfect homes
n Hold 401(k) and IRA plans/securities
n Own latest tablets, 
 smartphones, and laptops
n Read epicurean, sports, 
 home service magazines
n Own 3+ vehicles

Prof/Mgmt
College Degree
White
n Hold gym membership; 
 own home equipment
n Have home mortgage
n Prioritize physical fitness 
n Own, use latest devices 
n Prefer SUVs, 
 luxury cars, minivans

Prof/Mgmt
College Degree
White
n Enjoy good food, wine
n Carry first, second mortgages 
n DIY gardening, home remodeling
n Shop, bank online
n Prefer late-model SUVs 
 minivans, station wagons

Prof/Mgmt
College Degree
White
n Contract for home care services
n Invest actively; 
 use financial planners
n Prefer natural, organic products
n Support public TV/radio
n Choose late-model 
 luxury cars, SUVs

Prof/Mgmt
College Degree
White
n Visit museums, art galleries
n Own healthy portfolios
n Ski ; practice yoga; hike; 
 play tennis
n Shop, bank online
n Choose luxury imports

Prof/Mgmt/Svcs
College Degree
White
n Enjoy outdoor gardening
n Invest conservatively
n Go to the beach, 
 theme parks, museums
n Have bundled services 
 (TV/Internet/phone) 
n Own/Lease imported SUV

Prof/Svcs/Mgmt
College Degree
Asian/Pacific Islander
n Own iPods, iPads, newer Macs
n Invest conservatively
n Gamble at casinos; visit theme parks
n Watch Showtime, HBO, 
 Travel Channel, CNN
n Choose imported, 
 late-model vehicles

Prof/Mgmt
College Degree
White
n Gamble; visit museums
n Own 401(k) through work
n Buy trendy clothes online
n Watch movies, TV on demand
n Buy digital books for tablet 

Prof/Mgmt
College Degree
White
n Support environmental groups
n Save for retirement
n Stay connected via laptop, 
 iPad, mobile phone
n Listen to classic rock, jazz, blues
n Take public transportation; 
 walk; bike

Prof/Mgmt
College Degree
White
n Prefer environmentally safe products
n Spend wages on rent
n Practice yoga, Pilates; ski
n Active on Facebook, Twitter,  
 YouTube, LinkedIn
n Take public transportation, 
 taxis; walk; bike

Prof/Svcs/Mgmt
College Degree
White
n Travel frequently
n Seek financial advice; 
 build stock portfolios
n Shop at Whole Foods, Trader Joe’s
n Stay connected; prefer texting
n Choose subcompacts, 
 public transportation

Prof/Mgmt
College Degree
White
n Go jogging, biking, 
 golfing, boating
n Carry high level of debt
n Visit theme parks, zoos
n Shop, bank online
n Own 2+ vehicles (minivans, SUVs)

Prof/Svcs
College Degree
White
n Eat at Chili’s, Chick-fil-A, 
 KFC
n Invest conservatively
n Shop warehouse/club, 
 home improvement stores
n Watch DIY Network
n Own minivan, SUV

Prof/Svcs
College Degree
White
n Buy children’s toys, clothes
n Carry some debt; invest for future  
n Go hunting, bowling, 
 fishing, play baseball
n Watch country, Christian TV channels
n Own trucks, SUVs

Prof/Mgmt
College Degree
White
n Play golf; ski; work out regularly
n Save/Invest prudently 
n Prefer to eat at home
n Listen to sports radio; 
 watch sports on TV
n Own 1–2 vehicles

Prof/Mgmt
College Degree
White
n Support arts, theater, 
 concerts, museums
n Hold variety of investments, 
 use financial planners
n Use coupons, mobile coupons
n Carry, use smartphones
n Partial to late model/compact SUVs

Prof/Mgmt/Admin
College Degree
White
n Take US vacations
n Budget wisely
n Play blackjack, poker online
n Watch Animal Planet, Discovery,  
 History Channel
n Own trucks or SUVs

Svcs/Prof/Admin
College Degree
White
n Buy American-made products
n Hold home mortgages
n Play games online
n Read newspapers; watch TV
n Own 1–2 vehicles

Prof/Svcs
College Degree
White
n Attend church; are members 
 of fraternal orders
n Have retirement income, 
 Social Security
n Read; go fishing; play golf
n Watch country, movie TV channels
n Own domestic SUVs, trucks

Prof/Mgmt
College Degree
White
n Are members of veterans’ club,  
 charitable organizations
n Bank, pay bills online
n Do home improvement projects
n Watch TV by satellite
n Own truck/SUV

Prof/Svcs
HS Diploma Only/GED
White
n Go fishing, hunting, 
 boating, camping
n Buy insurance from agent
n Tackle home improvement projects
n Access Internet by DSL connections
n Own truck, ATV

Prof/Svcs
College Degree
White
n Belong to AARP, veterans’ clubs
n Might invest in real estate
n Own pets; dogs or cats
n Watch CMT, History Channel, 
 Fox News
n Own 4-wheel drive trucks

Mgmt/Prof/Svcs
HS Diploma Only/GED
White
n Shop at Walmart; eat at Subway
n Own CDs, term/whole life insurance
n Go fishing, hunting, 
 boating, camping
n Read local papers, home service,  
 fishing/hunting magazines
n Own truck, ATV/UTV

Svcs/Prof
College Degree
White
n Tend vegetable gardens
n Own low-risk assets
n Go hunting, freshwater fishing
n Watch National Geographic,  
 Discovery Channel, Weather  
 Channel
n Own older, domestic vehicles

Svcs/Prof
HS Diploma Only/GED
White
n Go hunting, fishing; 
 ride motorcycles
n Buy insurance from agent
n Participate in local activities
n Listen to country music; watch CMT
n Own domestic truck, SUV

Prof/Svcs
College Degree
White
n Visit theme parks, zoos
n Hold student loans, mortgages
n Contract for home and 
 landscaping services
n Go online to shop, bank, 
 for entertainment
n Own late model compact car, SUV

Svcs/Admin
HS Diploma Only/GED
Hispanic
n Buy new clothes; play sports;  
 visit water/theme parks
n Carry credit cards
n Shop at Costco or Trader Joes,  
 Target, or Macy’s
n Own smartphones
n Shop in person

Svcs/Admin
HS Diploma Only/GED
White/Black
n Own feature-rich cell phones
n Spend money carefully; 
 buy necessities
n Pay bills, socialize online
n Listen to urban or Hispanic radio
n Eat at Taco Bell, Little Caesars,  
 IHOP

Svcs
No HS Diploma
Hispanic
n Buy discount for children’s products
n Own no retirement savings
n Read magazines
n Listen to Hispanic radio
n Own 1– 2 vehicles; carpool

Farm/Svcs
No HS Diploma
Hispanic
n Go camping, dancing, watch  
 movies; play video games
n Pay bills in person; 
 prepare own taxes
n Do home improvement projects
n Watch Discovery Channel, 
 Spanish network TV

Svcs
No HS Diploma
Hispanic
n Shop discount, pharmacies
n Pay bills in person; sometimes  
 use mobile devices
n Gamble at casinos; 
 buy lottery tickets
n Listen to Hispanic radio
n Own 1– 2 vehicles

Prof/Svcs
College Degree
White
n Play the lottery
n Bank in person; pay bills online
n Shop for trusted brands
n Listen to contemporary, urban,  
 R&B music
n Take public transportation

Prof/Mgmt
College Degree
White
n Travel frequently
n Contribute to NPR/PBS
n Buy, eat organic foods
n Read books, magazines on tablets
n Prefer natural, green products

Prof/Svcs
College Degree
White
n Go to bars/clubs; attend concerts
n Own retirement savings; 
 student loans
n Eat at fast food, family restaurants
n Rent DVDs from Redbox or Netflix
n Well connected via 
 latest technology

Svcs/Prof
College Degree
White/Asian/Pac. Islander
n Shop with coupons; some brand  
 loyalty
n Carry credit card debt
n Buy lottery tickets
n Go online for entertainment; blog
n Own 1 vehicle; sometimes  
 rent cars

Svcs/Prof/Admin
HS Diploma Only/GED 
White
n Go online for gaming, watching  
 movies, employment searches
n Price more important than brands
n Play board games, video games
n Watch Comedy Central, 
 Nickelodeon, PBS Kids Sprout
n Own 1 vehicle

Prof/Svcs
College Degree
White
n Buy frozen, convenience foods
n Bank online or in person
n	Volunteer, fundraise, recycle
n Watch movies at home
n View car as transportation only

Svcs/Admin
HS Diploma Only/GED
White/Black
n Favorite sports: NASCAR racing,  
 professional wrestling, basketball
n Invest in retirement savings, 
 stocks, bonds
n Shop via sales rep, discount  
 stores, or Internet
n Listen to gospel, R&B, rap, 
 hip-hop music
n Own 1–2 vehicles

Retired/Prof/Mgmt
College Degree
White
n Play golf; go boating
n Draw retirement income
n Exercise regularly
n Read newspapers, 
 magazines, books
n Prefer luxury cars, 
 SUVs, convertibles

Prof/Mgmt
College Degree
White
n Travel overseas frequently
n Manage portfolios of CDs, stocks
n Shop, pay bills, track 
 investments online
n Watch cable TV; 
 read newspapers
n Support arts, charities

Retired/Svcs/Prof/Admin
College Degree
White
n Buy clothing, exercise equipment
n Bank in person
n Shop by phone or in person
n Watch news, movies, golf, 
 travel, history on TV
n Drive luxury sedans 
 aged 5+ years

Retired/Svcs/Prof/Admin
HS Diploma Only/GED
White
n Take guided tours in the US
n Bank in person
n Belong to veterans’ clubs;   
 member of AARP/AAA 
n Watch news, sports, CMT,   
 Hallmark, AMC on TV
n Maintain older vehicle

Retired/Prof/Svcs/Admin
College Degree
White
n Shop at diverse, large retail  
 chains
n Monitor finances closely
n Support political organizations/ 
 other groups
n Watch cable TV; HBO, Cinemax
n Vacation overseas

Retired/Svcs/Prof 
HS Diploma Only/GED
White/Black
n Prefer to cook, eat at home
n Pay bills in person
n Play bingo
n Subscribe to basic cable TV
n Take public transportation

Svcs/Prof/Admin
HS Diploma Only/GED
White
n Go hunting, fishing
n Shop at Walmart
n Own a pet dog
n Listen to country music; 
 watch CMT
n Own, maintain truck

Svcs/Prof/Admin
HS Diploma Only/GED
White
n Shop with coupons; 
 buy generic products
n Pay bills in person
n Go hunting, fishing
n Listen to faith-based radio,  
 gospel, and country music
n Own, maintain cars, ATVs

Svcs/Prof/Constr
HS Diploma Only/GED
White
n Eat at Dairy Queen, Pizza Hut,  
 Sonic Drive-ins, Golden Corral
n Budget for US vacations
n Do yard work; tend the garden
n Watch TV frequently: CMT,   
 Discovery Channel
n Own domestic truck, ATV

Svcs/Admin
HS Diploma Only/GED
White
n Use Internet to connect with friends,  
 play video games online
n Prefer convenience of 
 frozen meals, fast food
n Go hunting, fishing
n Watch Investigation Discovery, CMT,  
 Hallmark on satellite TV
n Bought used vehicle last year

Svcs/Prof/Prod
HS Diploma Only/GED
White
n Go online infrequently
n Depend on Social Security, SSI
n Go hunting, fishing
n Subscribe to satellite TV
n Prefer trucks to sedans

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Buy branded clothing
n Own savings account
n Shop at discount retailers,   
 warehouse clubs
n Watch movies on premium 
 TV channels
n Take public transportation

Svcs/Prof
College Degree
White/Black
n Text, redeem coupons from cell phone
n Bank online
n Go dancing; play pool; 
 buy organic food
n	 Listen to hit radio, jazz, rap,  
 hip-hop, dance music
n Buy from eBay

Svcs/Admin/Prof
HS Diploma Only/GED
White/Black
n Shop at discount grocery stores,  
 Family Dollar, Walmart
n Dress to impress; are fashion conscious
n Football, weight lifting popular  
 activities
n Listen to R&B, rap, Latin, urban  
 music
n Watch MTV, BET, Tru TV

Svcs/Prof/Admin
College Degree
White/Black
n Go to rock concerts, 
 nightclubs, zoos
n Prefer brand names; deal seekers
n Shop at Walmart
n Download latest music online
n Own used, imported vehicles

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Shop warehouse clubs/discount
n Own private health care policy
n Buy baby/children’s products
n Listen to urban radio
n Take taxi’s, public transportation

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Shop at Marshalls, dollar stores,  
 Sam’s Club
n Draw Social Security, retirement  
 accounts
n Go online for games, 
 entertainment
n Subscribe to premium cable TV
n Drive 1–2 vehicles

Svcs/Admin/Prof
HS Diploma Only/GED
White
n Go fishing, visit the zoo
n Carry credit card balances,  
 personal loans
n Eat fast food
n Watch ABC Family, CMT,  
 Game Show Network
n Own 1–2 vehicles

Svcs/Prof
HS Diploma Only/GED
White
n Visit the doctor regularly
n Shop with coupons at 
 discount stores
n Go hunting, fishing; watch   
 NASCAR, college football,   
 basketball on TV
n Read newspapers; watch TV
n Own trucks, SUVs, ATVs

Svcs/Admin
HS Diploma Only/GED
Black
n Shop at low-cost retailers,   
 warehouse clubs
n Pay bills in person
n Play basketball
n Watch BET; listen to gospel, 
 R&B radio
n Own 1 vehicle; carpool,  
 take public transportation

Svcs
HS Diploma Only/GED
Hispanic
n Shop at warehouse clubs,   
 specialty markets
n Do not save or invest
n Visit theme parks; play soccer
n Listen to Spanish/Latin music 
 on cell phone or radio
n Take public transportation

Svcs
No HS Diploma
Hispanic
n Follow soccer
n Bank in person
n Eat at fast-food, family restaurants
n Choose Spanish-language 
 TV/websites
n Buy baby/children’s products

Svcs/Constr
No HS Diploma
Hispanic
n Drink sports or energy drinks
n Pay with cash
n Buy baby/children’s products
n Watch Spanish-language 
 channels on TV
n Like used, fun-to-drive vehicles

Svcs
No HS Diploma
Hispanic
n Own cell phones
n Wire money back home
n Buy baby/children’s products
n Subscribe to cable TV; 
 watch Spanish TV, BET
n Own vehicle; 
 take public transportation

Svcs
No HS Diploma
Hispanic
n Care for elderly relatives
n Spend beyond their budgets
n Shop at Target, Macy’s, Marshalls
n Watch shows, movies on HBO,  
 Starz, Showtime
n Take public transportation

Armed Forces
College Degree
White
n Active in their communities;  
 fundraise
n Pay bills online
n Own pets
n Watch cable TV; Comedy Central,  
 the Learning Channel
n Own trucks, compact cars, SUVs

Students/Prof/Svcs
College Degree
White
n Use computers, cell phones 
 for everything
n Pay bills online
n Shop impulsively
n Customize cell phones
n Prefer vehicle with 
 good gas mileage

Students/Prof/Svcs
College Degree
White
n Buy trendy clothes
n Carry credit card balance
n Eat frozen dinners, fast food
n Connect by cell phone
n Choose imported subcompact car
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Principal Urban Centers:
Young, mobile, diverse in metros of 2.5 + million people

LIFEMODE SUMMARY GROUPS 
1. Affluent Estates: Established wealth —educated, 
 well-traveled married couples

2. Upscale Avenues: Prosperous, married couples 
 in higher density neighborhoods

3. Uptown Individuals: Younger, urban singles on the move

4. Family Landscapes: Successful younger families in newer housing

5. GenXurban: Gen X in middle age; families with fewer kids 
 and a mortgage

6. Cozy Country Living: Empty nesters in bucolic settings

7. Ethnic Enclaves: Established diversity— young, Hispanic 
 homeowners with families

8. Middle Ground: Lifestyles of thirtysomethings

9. Senior Styles: Senior lifestyles reveal the effects of 
 saving for retirement

10. Rustic Outposts: Country life with older families, older homes

11. Midtown Singles: Millennials on the move; single, diverse, and urban

12. Hometown: Growing up and staying close to home;  
   single householders

13. Next Wave: Urban denizens; young, diverse, hardworking families

14. Scholars and Patriots: College campuses and military neighborhoods

Urban Periphery:
City life for starting families with single-family homes

Metro Cities:
Affordable city life, including smaller metros, satellite cities

Suburban Periphery:
Affluence in the suburbs, married couple-families, longer commutes

Semirurals:
Small town living, families with affordable homes 

Rural: 
Country living with older families, low density, and low diversity

UNITED STATES OF AMERICA
Total Population: 327,514,300

Total Households: 123,158,900

Median Age: 38.2

Median Income: $56,100

Median Net Worth: $93,300

Diversity Index: 64.0

Home Ownership Rate: 62.7%

Average Household Size: 2.59

Median Home Value: $207,300

TAPESTRY
SEGMENTATION
The Fabric of America’s Neighborhoods

TM

FOR MORE 
INFORMATION ABOUT 
TAPESTRY SEGMENTATION
• Call 1-800-447-9778

• Visit esri.com/tapestry

• Send an e-mail to info@esri.com

DEFINITIONS IN THE 
SEGMENT DESCRIPTIONS
Household (HH) types: Family and nonfamily

• Family: Married couples

• Family: Married couples with children

• Family: Single parent

• Nonfamily: Singles

• Nonfamily: Shared

Copyright © 2017 Esri. All rights reserved.

SEGMENT LEGEND

URBANIZATION SUMMARY GROUPS

Segment Number: Refers to the LifeMode Summary Group

Segment Name: Esri’s unique name for the segment

Households: Represents the typical number of people and type of household  
 (Family includes married couples and single parents; single householders 
 and shared households are nonfamily.)

Housing: Represents a typical dwelling for this segment

Median Age: Median age of the segment, compared to the US median

Median Income: Median household income of the segment,
 compared to the US median income

Households: Total households of the segment

The number in the lower left corner: Indicates the Urbanization Summary Group
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Top Tier

Professional Pride

Boomburbs

Savvy Suburbanites

Exurbanites

Segment Name

Urban Chic

Pleasantville

Pacific Heights

Enterprising Professionals

Laptops and Lattes

Metro Renters

Trendsetters

Soccer Moms

Home Improvement

Middleburg

Comfortable Empty Nesters

 In Style

Parks and Rec

Rustbelt Traditions

Midlife Constants

Green Acres

Salt of the Earth

The Great Outdoors

Prairie Living

Rural Resort Dwellers

Heartland Communities

Up and Coming Families

Urban Villages

American Dreamers

Barrios Urbanos

Valley Growers

Southwestern Families

City Lights

Emerald City

Bright Young Professionals

Downtown Melting Pot

Front Porches

Old and Newcomers

Hardscrabble Road

Silver & Gold

Golden Years

The Elders

Senior Escapes

Retirement Communities

Social Security Set

Southern Satellites

Rooted Rural

Diners & Miners

Down the Road

Rural Bypasses

City Strivers

Young and Restless

Metro Fusion

Set to Impress

City Commons

Family Foundations

Traditional Living

Small Town Simplicity

Modest Income Homes

International Marketplace

Las Casas

NeWest Residents

Fresh Ambitions

High Rise Renters

Military Proximity

College Towns

Dorms to Diplomas

Unclassified

Employment
Education
Race/Ethnicity
n Activity
n Financial
n Activity
n Media
n Vehicle

Unclassified neighborhoods include unpopulated areas 

such as parks, golf courses, open space, or other types 

of undeveloped land. Institutional group quarters, such 

as prisons, juvenile detentions homes, and mental 

hospitals, or any area with insufficient data for 

classification also fall into this category.

Households: 2,113,000

Households: 1,982,300

Households: 2,004,400

Households: 3,664,200

Households: 2,398,200

Households: 1,234,567

Households: 1,635,200

Households: 2,718,100

Households: 889,400

Households: 1,737,200

Households: 1,307,500

Households: 1,911,500

Households: 1,319,400

Households: 3,541,300

Households: 2,114,500

Households: 3,511,200

Households: 3,024,200

Households: 2,764,500

Households: 2,449,600

Households: 2,716,800

Households: 3,068,400

Households: 3,923,400

Households: 3,545,800

Households: 1,908,600

Households: 1,323,200

Households: 1,227,200

Households: 2,850,600

Households: 2,901,200

Households: 1,319,200

Households: 1,824,900

Households: 1,289,900

Households: 299,600

Households: 1,021,400

Households: 1,813,400

Households: 1,748,600

Households: 2,750,200

Households: 814,000

Households: 1,960,300

Households: 2,859,200

Households: 1,507,700

Households: 942,900

Households: 1,657,400

Households: 910,100

Households: 1,116,000
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Households: 1,001,400

Households: 3,856,800

Households: 2,430,900

Households: 810,000

Households: 1,406,700
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Households: 962,900

Households: 2,131,500

Households: 1,753,500

Households: 1,714,100

Households: 1,106,600

Households: 1,299,600

Households: 2,395,200

Households: 2,305,700

Households: 1,627,600

Households: 1,528,100

Households: 912,400

Households: 970,800

Households: 794,600

Households: 622,500

Households: 186,600

Households: 1,176,200

Households: 630,300
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Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Households 
Description

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

w/No Kids

Household 
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Household 
Singles

Household 
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Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Married Couples

w/No Kids

Household 
Singles

Household 
Married Couples

w/No Kids

Household 
Married Couples

w/No Kids

Household 
Singles

Household 
Singles

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Singles

Household 
Single Parents

Household 
Singles

Household 
Married Couples

Household 
Singles

Household 
Singles

Household 
Married Couples

w/Kids

Household 
Married Couples

Household 
Married Couples

w/Kids

Household 
Single Parents

Household 
Single Parents

Household 
Married Couples

Household 
Singles

Household 
 Nonfam HHs w/ 

   2+ Persons

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Description

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Multi-Units;

Single Family

Housing 
High-Density 
Apartments

Housing 
Multi-Unit Rentals

Housing 
High-Density 
Apartments

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Fam/Seasonal

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Multi-Units;

Single Family

Housing 
Single Family;

Multi-Units

Housing 
Single Family;

Multi-Units

Housing 
High Density 
Apartments

Housing 
Single Family;

Multi-Units

Housing 
Single Family;

Multi-Units

Housing 
Single Family

Housing 
Single Fam; Seasonal

Housing 
Single Fam; Multi-Units

Housing 
  S.F.; Hi-Rise; Mbl. Hm.; 
            Seas.   

Housing 
S.F.; Mbl. Hm.; Seas.

Housing 
Multi-Units; Single Family

Housing 
Multi-Unit Rentals

Housing 
Single Family;
Mobile Homes

Housing 
Single Fam; Mobile Hm

Housing 
Single Fam; Mobile Hm

Housing 
Mobile Homes;
Single Family

Housing 
Single Family;
Mobile Homes

Housing 
High-Density 
Apartments

Housing 
Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
Single Family

Housing 
High-Density Apts; 

Single Family

Housing 
Single Family;

Multi-Unit Rentals

Housing 
Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
High-Rise Rentals

Housing 
Townhomes;

Multi-Unit Rentals

Housing 
Multi-Unit Rentals; 

Single Family

Housing 
Multi-Unit Rentals
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LifeMode 1:
AFFLUENT
ESTATES
12,162,200
Households 

9.9% of
US Households

LifeMode 2:
UPSCALE 
AVENUES

6,979,900
Households 
5.7% of

US Households

LifeMode 3:
UPTOWN 

INDIVIDUALS
4,538,400
Households 
3.7% of

US Households

LifeMode 4:
FAMILY 

LANDSCAPES
9,166,900
Households 

7.4% of
US Households

LifeMode 5:
GENXURBAN

14,023,500
Households 
11.4% of

US Households

LifeMode 6:
COZY 

COUNTRY 
LIVING
14,778,900
Households 
12.0% of

US Households

LifeMode 7:
ETHNIC 

ENCLAVES
8,656,300
Households 
7.0% of

US Households

LifeMode 8:
MIDDLE 
GROUND

13,453,400
Households 
10.9% of

US Households

LifeMode 9:
SENIOR 
STYLES
7,128,900
Households 

5.8% of
US Households

LifeMode 10:
RUSTIC 

OUTPOSTS
10,150,900
Households 
8.2% of

US Households

LifeMode 11:
MIDTOWN 
SINGLES

7,668,600
Households 
6.2% of

US Households

LifeMode 12:
HOMETOWN

7,628,000
Households 
6.2% of

US Households

LifeMode 13:
NEXT WAVE

4,828,400
Households 
3.9% of

US Households

LifeMode 14:
SCHOLARS 

AND PATRIOTS
1,993,100
Households 

1.6% of
US Households

30

50k 75k 100k

40 50

•  Represents national median for age and income

$93k

$53k

Prof/Mgmt
College Degree
White
n Own lavish vacation homes
n Hire financial advisers 
n Shop at high-end 
 retailers/chains
n Access radio and newspapers online
n Purchase/Lease fully equipped  
 luxury cars

Prof/Mgmt
College Degree
White
n Upgrade picture-perfect homes
n Hold 401(k) and IRA plans/securities
n Own latest tablets, 
 smartphones, and laptops
n Read epicurean, sports, 
 home service magazines
n Own 3+ vehicles

Prof/Mgmt
College Degree
White
n Hold gym membership; 
 own home equipment
n Have home mortgage
n Prioritize physical fitness 
n Own, use latest devices 
n Prefer SUVs, 
 luxury cars, minivans

Prof/Mgmt
College Degree
White
n Enjoy good food, wine
n Carry first, second mortgages 
n DIY gardening, home remodeling
n Shop, bank online
n Prefer late-model SUVs 
 minivans, station wagons

Prof/Mgmt
College Degree
White
n Contract for home care services
n Invest actively; 
 use financial planners
n Prefer natural, organic products
n Support public TV/radio
n Choose late-model 
 luxury cars, SUVs

Prof/Mgmt
College Degree
White
n Visit museums, art galleries
n Own healthy portfolios
n Ski ; practice yoga; hike; 
 play tennis
n Shop, bank online
n Choose luxury imports

Prof/Mgmt/Svcs
College Degree
White
n Enjoy outdoor gardening
n Invest conservatively
n Go to the beach, 
 theme parks, museums
n Have bundled services 
 (TV/Internet/phone) 
n Own/Lease imported SUV

Prof/Svcs/Mgmt
College Degree
Asian/Pacific Islander
n Own iPods, iPads, newer Macs
n Invest conservatively
n Gamble at casinos; visit theme parks
n Watch Showtime, HBO, 
 Travel Channel, CNN
n Choose imported, 
 late-model vehicles

Prof/Mgmt
College Degree
White
n Gamble; visit museums
n Own 401(k) through work
n Buy trendy clothes online
n Watch movies, TV on demand
n Buy digital books for tablet 

Prof/Mgmt
College Degree
White
n Support environmental groups
n Save for retirement
n Stay connected via laptop, 
 iPad, mobile phone
n Listen to classic rock, jazz, blues
n Take public transportation; 
 walk; bike

Prof/Mgmt
College Degree
White
n Prefer environmentally safe products
n Spend wages on rent
n Practice yoga, Pilates; ski
n Active on Facebook, Twitter,  
 YouTube, LinkedIn
n Take public transportation, 
 taxis; walk; bike

Prof/Svcs/Mgmt
College Degree
White
n Travel frequently
n Seek financial advice; 
 build stock portfolios
n Shop at Whole Foods, Trader Joe’s
n Stay connected; prefer texting
n Choose subcompacts, 
 public transportation

Prof/Mgmt
College Degree
White
n Go jogging, biking, 
 golfing, boating
n Carry high level of debt
n Visit theme parks, zoos
n Shop, bank online
n Own 2+ vehicles (minivans, SUVs)

Prof/Svcs
College Degree
White
n Eat at Chili’s, Chick-fil-A, 
 KFC
n Invest conservatively
n Shop warehouse/club, 
 home improvement stores
n Watch DIY Network
n Own minivan, SUV

Prof/Svcs
College Degree
White
n Buy children’s toys, clothes
n Carry some debt; invest for future  
n Go hunting, bowling, 
 fishing, play baseball
n Watch country, Christian TV channels
n Own trucks, SUVs

Prof/Mgmt
College Degree
White
n Play golf; ski; work out regularly
n Save/Invest prudently 
n Prefer to eat at home
n Listen to sports radio; 
 watch sports on TV
n Own 1–2 vehicles

Prof/Mgmt
College Degree
White
n Support arts, theater, 
 concerts, museums
n Hold variety of investments, 
 use financial planners
n Use coupons, mobile coupons
n Carry, use smartphones
n Partial to late model/compact SUVs

Prof/Mgmt/Admin
College Degree
White
n Take US vacations
n Budget wisely
n Play blackjack, poker online
n Watch Animal Planet, Discovery,  
 History Channel
n Own trucks or SUVs

Svcs/Prof/Admin
College Degree
White
n Buy American-made products
n Hold home mortgages
n Play games online
n Read newspapers; watch TV
n Own 1–2 vehicles

Prof/Svcs
College Degree
White
n Attend church; are members 
 of fraternal orders
n Have retirement income, 
 Social Security
n Read; go fishing; play golf
n Watch country, movie TV channels
n Own domestic SUVs, trucks

Prof/Mgmt
College Degree
White
n Are members of veterans’ club,  
 charitable organizations
n Bank, pay bills online
n Do home improvement projects
n Watch TV by satellite
n Own truck/SUV

Prof/Svcs
HS Diploma Only/GED
White
n Go fishing, hunting, 
 boating, camping
n Buy insurance from agent
n Tackle home improvement projects
n Access Internet by DSL connections
n Own truck, ATV

Prof/Svcs
College Degree
White
n Belong to AARP, veterans’ clubs
n Might invest in real estate
n Own pets; dogs or cats
n Watch CMT, History Channel, 
 Fox News
n Own 4-wheel drive trucks

Mgmt/Prof/Svcs
HS Diploma Only/GED
White
n Shop at Walmart; eat at Subway
n Own CDs, term/whole life insurance
n Go fishing, hunting, 
 boating, camping
n Read local papers, home service,  
 fishing/hunting magazines
n Own truck, ATV/UTV

Svcs/Prof
College Degree
White
n Tend vegetable gardens
n Own low-risk assets
n Go hunting, freshwater fishing
n Watch National Geographic,  
 Discovery Channel, Weather  
 Channel
n Own older, domestic vehicles

Svcs/Prof
HS Diploma Only/GED
White
n Go hunting, fishing; 
 ride motorcycles
n Buy insurance from agent
n Participate in local activities
n Listen to country music; watch CMT
n Own domestic truck, SUV

Prof/Svcs
College Degree
White
n Visit theme parks, zoos
n Hold student loans, mortgages
n Contract for home and 
 landscaping services
n Go online to shop, bank, 
 for entertainment
n Own late model compact car, SUV

Svcs/Admin
HS Diploma Only/GED
Hispanic
n Buy new clothes; play sports;  
 visit water/theme parks
n Carry credit cards
n Shop at Costco or Trader Joes,  
 Target, or Macy’s
n Own smartphones
n Shop in person

Svcs/Admin
HS Diploma Only/GED
White/Black
n Own feature-rich cell phones
n Spend money carefully; 
 buy necessities
n Pay bills, socialize online
n Listen to urban or Hispanic radio
n Eat at Taco Bell, Little Caesars,  
 IHOP

Svcs
No HS Diploma
Hispanic
n Buy discount for children’s products
n Own no retirement savings
n Read magazines
n Listen to Hispanic radio
n Own 1– 2 vehicles; carpool

Farm/Svcs
No HS Diploma
Hispanic
n Go camping, dancing, watch  
 movies; play video games
n Pay bills in person; 
 prepare own taxes
n Do home improvement projects
n Watch Discovery Channel, 
 Spanish network TV

Svcs
No HS Diploma
Hispanic
n Shop discount, pharmacies
n Pay bills in person; sometimes  
 use mobile devices
n Gamble at casinos; 
 buy lottery tickets
n Listen to Hispanic radio
n Own 1– 2 vehicles

Prof/Svcs
College Degree
White
n Play the lottery
n Bank in person; pay bills online
n Shop for trusted brands
n Listen to contemporary, urban,  
 R&B music
n Take public transportation

Prof/Mgmt
College Degree
White
n Travel frequently
n Contribute to NPR/PBS
n Buy, eat organic foods
n Read books, magazines on tablets
n Prefer natural, green products

Prof/Svcs
College Degree
White
n Go to bars/clubs; attend concerts
n Own retirement savings; 
 student loans
n Eat at fast food, family restaurants
n Rent DVDs from Redbox or Netflix
n Well connected via 
 latest technology

Svcs/Prof
College Degree
White/Asian/Pac. Islander
n Shop with coupons; some brand  
 loyalty
n Carry credit card debt
n Buy lottery tickets
n Go online for entertainment; blog
n Own 1 vehicle; sometimes  
 rent cars

Svcs/Prof/Admin
HS Diploma Only/GED 
White
n Go online for gaming, watching  
 movies, employment searches
n Price more important than brands
n Play board games, video games
n Watch Comedy Central, 
 Nickelodeon, PBS Kids Sprout
n Own 1 vehicle

Prof/Svcs
College Degree
White
n Buy frozen, convenience foods
n Bank online or in person
n	Volunteer, fundraise, recycle
n Watch movies at home
n View car as transportation only

Svcs/Admin
HS Diploma Only/GED
White/Black
n Favorite sports: NASCAR racing,  
 professional wrestling, basketball
n Invest in retirement savings, 
 stocks, bonds
n Shop via sales rep, discount  
 stores, or Internet
n Listen to gospel, R&B, rap, 
 hip-hop music
n Own 1–2 vehicles

Retired/Prof/Mgmt
College Degree
White
n Play golf; go boating
n Draw retirement income
n Exercise regularly
n Read newspapers, 
 magazines, books
n Prefer luxury cars, 
 SUVs, convertibles

Prof/Mgmt
College Degree
White
n Travel overseas frequently
n Manage portfolios of CDs, stocks
n Shop, pay bills, track 
 investments online
n Watch cable TV; 
 read newspapers
n Support arts, charities

Retired/Svcs/Prof/Admin
College Degree
White
n Buy clothing, exercise equipment
n Bank in person
n Shop by phone or in person
n Watch news, movies, golf, 
 travel, history on TV
n Drive luxury sedans 
 aged 5+ years

Retired/Svcs/Prof/Admin
HS Diploma Only/GED
White
n Take guided tours in the US
n Bank in person
n Belong to veterans’ clubs;   
 member of AARP/AAA 
n Watch news, sports, CMT,   
 Hallmark, AMC on TV
n Maintain older vehicle

Retired/Prof/Svcs/Admin
College Degree
White
n Shop at diverse, large retail  
 chains
n Monitor finances closely
n Support political organizations/ 
 other groups
n Watch cable TV; HBO, Cinemax
n Vacation overseas

Retired/Svcs/Prof 
HS Diploma Only/GED
White/Black
n Prefer to cook, eat at home
n Pay bills in person
n Play bingo
n Subscribe to basic cable TV
n Take public transportation

Svcs/Prof/Admin
HS Diploma Only/GED
White
n Go hunting, fishing
n Shop at Walmart
n Own a pet dog
n Listen to country music; 
 watch CMT
n Own, maintain truck

Svcs/Prof/Admin
HS Diploma Only/GED
White
n Shop with coupons; 
 buy generic products
n Pay bills in person
n Go hunting, fishing
n Listen to faith-based radio,  
 gospel, and country music
n Own, maintain cars, ATVs

Svcs/Prof/Constr
HS Diploma Only/GED
White
n Eat at Dairy Queen, Pizza Hut,  
 Sonic Drive-ins, Golden Corral
n Budget for US vacations
n Do yard work; tend the garden
n Watch TV frequently: CMT,   
 Discovery Channel
n Own domestic truck, ATV

Svcs/Admin
HS Diploma Only/GED
White
n Use Internet to connect with friends,  
 play video games online
n Prefer convenience of 
 frozen meals, fast food
n Go hunting, fishing
n Watch Investigation Discovery, CMT,  
 Hallmark on satellite TV
n Bought used vehicle last year

Svcs/Prof/Prod
HS Diploma Only/GED
White
n Go online infrequently
n Depend on Social Security, SSI
n Go hunting, fishing
n Subscribe to satellite TV
n Prefer trucks to sedans

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Buy branded clothing
n Own savings account
n Shop at discount retailers,   
 warehouse clubs
n Watch movies on premium 
 TV channels
n Take public transportation

Svcs/Prof
College Degree
White/Black
n Text, redeem coupons from cell phone
n Bank online
n Go dancing; play pool; 
 buy organic food
n	 Listen to hit radio, jazz, rap,  
 hip-hop, dance music
n Buy from eBay

Svcs/Admin/Prof
HS Diploma Only/GED
White/Black
n Shop at discount grocery stores,  
 Family Dollar, Walmart
n Dress to impress; are fashion conscious
n Football, weight lifting popular  
 activities
n Listen to R&B, rap, Latin, urban  
 music
n Watch MTV, BET, Tru TV

Svcs/Prof/Admin
College Degree
White/Black
n Go to rock concerts, 
 nightclubs, zoos
n Prefer brand names; deal seekers
n Shop at Walmart
n Download latest music online
n Own used, imported vehicles

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Shop warehouse clubs/discount
n Own private health care policy
n Buy baby/children’s products
n Listen to urban radio
n Take taxi’s, public transportation

Svcs/Prof/Admin
HS Diploma Only/GED
Black
n Shop at Marshalls, dollar stores,  
 Sam’s Club
n Draw Social Security, retirement  
 accounts
n Go online for games, 
 entertainment
n Subscribe to premium cable TV
n Drive 1–2 vehicles

Svcs/Admin/Prof
HS Diploma Only/GED
White
n Go fishing, visit the zoo
n Carry credit card balances,  
 personal loans
n Eat fast food
n Watch ABC Family, CMT,  
 Game Show Network
n Own 1–2 vehicles

Svcs/Prof
HS Diploma Only/GED
White
n Visit the doctor regularly
n Shop with coupons at 
 discount stores
n Go hunting, fishing; watch   
 NASCAR, college football,   
 basketball on TV
n Read newspapers; watch TV
n Own trucks, SUVs, ATVs

Svcs/Admin
HS Diploma Only/GED
Black
n Shop at low-cost retailers,   
 warehouse clubs
n Pay bills in person
n Play basketball
n Watch BET; listen to gospel, 
 R&B radio
n Own 1 vehicle; carpool,  
 take public transportation

Svcs
HS Diploma Only/GED
Hispanic
n Shop at warehouse clubs,   
 specialty markets
n Do not save or invest
n Visit theme parks; play soccer
n Listen to Spanish/Latin music 
 on cell phone or radio
n Take public transportation

Svcs
No HS Diploma
Hispanic
n Follow soccer
n Bank in person
n Eat at fast-food, family restaurants
n Choose Spanish-language 
 TV/websites
n Buy baby/children’s products

Svcs/Constr
No HS Diploma
Hispanic
n Drink sports or energy drinks
n Pay with cash
n Buy baby/children’s products
n Watch Spanish-language 
 channels on TV
n Like used, fun-to-drive vehicles

Svcs
No HS Diploma
Hispanic
n Own cell phones
n Wire money back home
n Buy baby/children’s products
n Subscribe to cable TV; 
 watch Spanish TV, BET
n Own vehicle; 
 take public transportation

Svcs
No HS Diploma
Hispanic
n Care for elderly relatives
n Spend beyond their budgets
n Shop at Target, Macy’s, Marshalls
n Watch shows, movies on HBO,  
 Starz, Showtime
n Take public transportation

Armed Forces
College Degree
White
n Active in their communities;  
 fundraise
n Pay bills online
n Own pets
n Watch cable TV; Comedy Central,  
 the Learning Channel
n Own trucks, compact cars, SUVs

Students/Prof/Svcs
College Degree
White
n Use computers, cell phones 
 for everything
n Pay bills online
n Shop impulsively
n Customize cell phones
n Prefer vehicle with 
 good gas mileage

Students/Prof/Svcs
College Degree
White
n Buy trendy clothes
n Carry credit card balance
n Eat frozen dinners, fast food
n Connect by cell phone
n Choose imported subcompact car

SALT OF THE EARTH
LifeMode Group: Cozy Country Living
Households: 3,545,800
Average Household Size: 2.59
Median Age: 44.1
Median Household Income: $56,300 

Salt of the Earth residents are entrenched in 
their traditional, rural lifestyles. Citizens here 
are older, and many have grown children that 
have moved away. They still cherish family 
time and also tending to their vegetable 
gardens and preparing homemade meals. 
Residents embrace the outdoors; they spend 
most of their free time preparing for their next 
fishing, boating, or camping trip. The majority 
has at least a high school diploma or some 
college education; many have expanded their 
skill set during their years of employment 
in the manufacturing and related industries. 
They may be experts with DIY projects, but 
the latest technology is not their forte. They 
use it when absolutely necessary,but seek 
face-to-face contact in their routine activities.

PRAIRIE LIVING
LifeMode Group: Cozy Country Living
Households: 1,323,200
Average Household Size: 2.51
Median Age: 44.4
Median Household Income: $54,300

Prairie Living is Tapestry Segmentation’s 
most rural market, comprising about 1.2 
percent of households, located mainly 
in the Midwest, with a predominance of 
self-employed farmers. These agricultural 
communities are not diverse, dominated by 
married-couple families that own single-
family dwellings and many vehicles. Median 
household income is similar to the US, and 
labor force participation is slightly higher. 
Faith is important to this hardworking 
market. When they find time to relax, they 
favor outdoor activities.



Miller & Associates Consulting Engineers, P.C.16

MARKET ORIENTATION
As previously stated, the primary mission of a new Veterans Pavilion in Lexington is to recognize veterans, 
educate about the military, and create new opportunities for events in the Lexington area. Based on the 
Primary and Secondary Market Area demographic profiles, additional uses for the Veterans Pavilion and 
outdoor event venue could include:

DROP-IN USE OPPORTUNITIES 
The availability for drop-in use or free play by 
the general public is a cornerstone operation 
for this facility. This availability provides 
residents with a place to gather and enjoy the 
outdoors. When there are no events being held, 
visitors could also use the amphitheater space 
to have a meal or celebration. Additionally, a 
walking path encircling the Pavilion area would 
promote physical activity and add interest to 
the space.

SPECIAL EVENTS
This new facility could also host special 
events like birthday parties, family reunions, 
weddings, and community organization 
functions. A well-defined rental process and 
fee schedule should be established to reserve 
the amphitheater for these events. These events 
would offer an extra source of revenue for the 
facility to help cover maintenance and other 
operational costs.

The City of Lexington or other community 
groups could also host special events at this 
location. The United by Culture festival, shown 
below, has been held at Kirkpatrick Memorial 
Park. The new stage would be an excellent 
venue to showcase traditional folk music and 
dancing. With the Pavilion’s military focus, 
Veterans’ Day, Memorial Day, Fourth of July, 
or Armed Forces Day celebrations would also 
be great holidays to celebrate at this location. 
These events would encourage community 
involvement by providing residents with 
activities and a place to gather.

Children dance to traditional Hispanic folk music at the 2018 
United by Culture festival in Kirkpatrick Memorial Park. 

Photo from the Lexington Clipper-Herald’s website (lexch.com).

http://lexch.com
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ART AND CULTURE
Non-sports related activities are an integral 
part of a community’s recreational system. 
Providing space for passive activities and 
cultural pursuits are necessary for a well-
rounded recreational experience. The National 
Endowment for the Arts (NEA) Survey of 
Public Participation in the Arts (SPPA) is the 
largest periodic study of arts participation in 
the United States. The newest release of data 
is the 2017 SPPA, which presents information 
spanning the 15-year timeframe from 2002-2017. 
These are national statistics and the data is not 
available at a more granular level; however, 
this still provides valuable insight into passive 
recreation and allows the City to ascertain what 
potential future residents are looking for. 

According to the SPPA, outdoor performing 
arts festivals are the most popular performing 
arts events; 24 percent of adults attended 
at least one outdoor festival in 2017. There 
was significant growth between 2012 and 
2017 in adults’ rates of attendance at outdoor 
performing arts festivals. The new Veterans 
Pavilion would be the perfect location for 
an outdoor festival. With areas for parking, 
vendors, and entertainment, the array of 
activities could even attract residents from 
outside the Secondary Market Area.

The next most popular performing arts event 
was attending musical plays. Approximately 16 
percent or adults reported attending a musical 
play in 2017. If this percentage holds true for 
Lexington, over 1,500 people in the Primary 
Service Area attended a musical play. While 
this number is from national data and may not 
be entirely accurate, it does give a promising 
projection for interest in the community. A new 
amphitheater would be an excellent venue for 
musical plays. 

Craft fairs or visual arts festivals were also 
popular attractions noted by the report. 
Approximately 24 percent of adults attended 
at least one in 2017. The same percentage of 
people also visited art museums or galleries. 
The Pavilion could easily host an art in the park 
or other craft fair event. This would also help 
build community pride by highlighting the 
skills of local artisans. Additionally, different 
cultural groups could host outdoor craft fairs 
or visual arts festivals to share aspects of their 
culture with other community members and 
residents in the Secondary Service Area. 

The community’s cultural diversity should 
be embraced as a pull factor for outside of the 
community. Many residents from surrounding 
communities may not have the access or 
exposure to events and celebrations offered in 
Lexington. This strong marketing point could 
help the City set itself apart.

The opera and ballet have both lost popularity 
over the years. Only 3 percent of adults 
attended the ballet and 2 percent attended the 
opera in 2017. Overall, more adults attended a 
visual or performing arts activity at least once 
in 2017. The new Veterans Pavilion would be 
a prime location for most of the activities that 
are gaining popularity according to this study. 
Lexington will benefit by having a place to host 
such events.
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SITE ANALYSIS 
Selecting an appropriate site for the Veterans Pavilion is imperative to the facility’s success. Land 
ownership, adjacent land uses, and proximity to community amenities were a few of the characteristics 
considered for the potential site. The goals developed from previous planning efforts also remained at the 
forefront when selecting the most feasible sites. The Lex-Plan 2013 outlined several goals and initiatives 
for the selected site – Kirkpatrick Memorial Park. With opportunities for trail connectivity and community 
cohesiveness, the size and location of the Veterans Pavilion at Kirkpatrick Memorial Park will be integral in 
helping the community achieve these goals. 

RELATED AMENITIES
PARKS AND TRAILS
A robust park system helps retain current 
and attract new residents. Such parks can also 
act as a tourist destination in the City. This is 
especially true given current attitudes toward 
outdoor recreation and trails. Lexington has 
put a lot of effort into ensuring their park 
system promotes wellness and recreational 
engagement. Lexington plans to continue 
developing these amenities to ensure their parks 
meet their residents’ standards. Community 
parks have a transformative value on the health 
and vitality of communities. They are one of 
the top amenities considered by families when 
deciding where they want to live. 

Lexington boasts 150 acres of recreational 
space, including a skateboard park, softball/
baseball complex, youth and competition soccer 
fields, golf driving range, fieldhouse, aquatic 
center, and eight public parks. An outdoor 
event space will be the perfect complement 
to the City’s existing recreational facilities. 
The trail surrounding the pavilion will also 
add to the growing hike/bike trail network 
in the community. A map of the existing and 
proposed trail system from The Lex-Plan 2013 is 
included in Appendix A of this Plan.

MUSEUMS
In addition to recreational amenities and the 
Family Aquatics Center, the Dawson County 
Historical Museum is also located at Kirkpatrick 
Memorial Park. With a commitment to the 
preservation of Dawson County’s unique 
culture and history, the museum makes efforts 
to cooperate with area schools to provide 
educational opportunities to the younger 
generations in the area. The educational aspect 
of the Veterans Pavilion will further enhance 
this attribute of Kirkpatrick Memorial Park.

Located near the City’s entrance from Interstate 
80, Lexington is also home to the Heartland 
Museum of Military Vehicles. This facility 
houses approximately one hundred military 
vehicles, which are also used in area Veterans’ 
Day celebrations. The vehicles range from 
helicopters and tanks to jeeps representing 
every branch of the military. The Veterans 
Pavilion at Kirkpatrick Memorial Park paired 
with this interactive museum, will create 
a strong pull as a tourism destination in 
Lexington.
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Aerial photo of Dawson County Historical Museum from the Museum’s website (dchsmuseum.com).

http://dchsmuseum.com
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MAPS
In an effort to build upon Lexington’s previous 
planning efforts, the Existing Land Use and 
Future Land Use maps from The Lex-Plan 2013 
were consulted during the site analysis process; 
they are included in Appendix A. 

The current zoning for the City of Lexington 
is illustrated below and on the subsequent 
page. The Veterans’ Pavilion complements 
the existing recreational and residential uses 
surrounding the chosen site. It also supports 
the future development proposed in the Future 
Land Use Map. 
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Zoning Map - Corporate Limits
Lexington, Nebraska

Source: City of Lexington (lexington.gworks.com), 2020.

http://lexington.gworks.com
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 A-1: Agricultural

 A-2: Transitional Agriculture

 C-2: Core Commercial

 C-3: Highway Commercial

 CO: Neighborhood Commercial (Overlay)

 M-1: Light Industrial

 M-2: Heavy Industrial

 R-1: Single-Family Residential

 R-2: Two-Family Residential

 R-3: High Density Residential

 R-4: Mobile Home Residential

Zoning Map
Kirkpatrick Memorial Park, 

Lexington, Nebraska

Source: City of Lexington (lexington.gworks.com), 2020.

http://lexington.gworks.com
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To effectively assess Kirkpatrick Memorial 
Park’s potential for development, FEMA 
Floodplain maps were also consulted. As shown 
below, Kirkpatrick Memorial Park is located 
almost entirely in the 0.2 percent (500-year) and 
1 percent (100-year) floodplains. The percentage 
listed with a floodplain refers to the probability 
of flooding to a certain elevation within a 
given year. This will need to be considered as 
development continues for the stage structure.

All of these are important aspects when 
determining the feasibility of a site for a new 
facility. This information helps determine if 
the use will not only fit within a property’s 
boundaries, but also complement the building 
uses of the surrounding neighborhood. It also 
helps ensure the addition of an outdoor event 
venue and Veterans Pavilion will fit the overall 
vision for development in Lexington.
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Source: Google Earth, National Flood Hazard Layer (FEMA), 2020.
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CONCEPTUAL DESIGN
Miller & Associates was contracted by the City of Lexington to develop conceptual images and designs of 
the Veterans Pavilion at Kirkpatrick Memorial Park. These images embody the vision developed by the City 
and Steering Committee and help communicate the overall design to the general public. Providing a clear 
vision of a project’s possibilities and proof of overall investment in the project will help spur fundraising 
efforts in the community and surrounding area. A new marketing flier is also included in this document in 
Appendix B.

The outdoor pavilion echoes many design 
aspects present in Yanney Park, a successful 
outdoor pavilion located in Kearney, Nebraska, 
40 miles east of Lexington. The stage area is 
flanked by two enclosed structures – serving 
as restrooms, backstage facilities, and storm 
shelters. The fanned shade structure above 
the stage will help direct sound during 
performances and provide shade for alternate 
uses, like picnics, when a performance is not 
scheduled. 

The tiered seating near the stage makes the 
venue functional and accessible for a variety 
of users, which is especially important when 
programming events for veterans. A grass berm 
further expands the seating options during an 
event, while remaining flexible for free play 
when the facility is not scheduled for use.

Encompassing the entire event space is 
a walking trail, which could connect to 
Lexington’s hike/bike trail in the future. This 
trail is also designed with accessibility in mind 
and promotes engagement with the pavilion 
facility. The pentagon-shaped trail boasts an 
obelisk lighting feature at each point, which 
highlights a branch of the military – Army, 
Marine Corps, Navy, Air Force, and Coast 
Guard. These interactive memorials will engage 
users by teaching them about the military 
branches. Incorporating technology, like QR 
codes, at these points has also been discussed to 
encourage off-site use of the facility.
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OPINION OF PROBABLE 
CONSTRUCTION COSTS
The Opinion of Probable Construction Costs 
listed below are based on the conceptual 
designs in this Plan. While these values are 
estimates based on current construction costs, 
they provide an idea of overall construction 
costs, help prepare a budget, and can help 
establish a fundraising goal for the project. The 
Opinion of Probable Construction Cost is split 
into two sections - the Utilities and Access Drive 
and the Facility Construction. 

CITY FUNDED - UTILITIES AND ACCESS DRIVE
Preliminary Engineer’s Opinion of Probable Construction Cost

Veterans Pavilion at Kirkpatrick Memorial Park, Lexington, Nebraska
Item 
No. Item Description Estimated 

Quantity Unit  Unit Price  Total Price 

1 Site Grading/Provide Fill for Paving 1 LS $5,000.00 $5,000
2 5” Thick, 8’ Wide Sidewalk Adjacent to Drive/Parking Areas 9,200 SF $5.00 $46,000
3 Access Drive and Parking Area Pavement - 6" Thick 5,400 SY $40.00 $216,000
4 Package Sewer Lift Station with Force Main 1 LS $8,500.00 $8,500
5 4" Water Main 500 LF $35.00 $17,500
6 Street Crossings with Water Main 1 Each $6,500.00 $6,500
7 Fire Hydrant Setting with Valve 1 LS $7,000.00 $7,000
8 Site Grading and Seeding 1 LS $3,000.00 $3,000

SUBTOTAL: $309,500
CONSTRUCTION CONTINGENCIES (5%): $15,500

ENGINEERING, CONSTRUCTION OBSERVATION, MISCELLANEOUS (15%): $48,000
TOTAL ENGINEER’S OPINION OF PROBABLE CONSTRUCTION COST: $373,000

Prepared 3/10/20 Miller & Associates

CITY FUNDED
The Utilities and Access Drive portion 
of this project will be completed by 

the City of Lexington. The costs in this 
section related to the overall development 

of Kirkpatrick Memorial Park and are 
therefore included in the City’s budget for 
recreational improvements. In an effort to 

reduce costs, the City of Lexington has 
also already provided in-kind services 

by landfilling old trees in the berm area 
to start raising the topography.
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ALTERNATE FUNDING SOURCES
The Facility Construction portion of 
the project involves the construction 

of the actual Veterans Pavilion facility. 
This encompasses the stage, structures, 

benches, walking trail, obelisks, and 
other site development necessary for 
the project. This portion of the project 

will be covered through local fundraising 
and the use of other funding sources.

ALTERNATE FUNDING SOURCES - FACILITY CONSTRUCTION 
Preliminary Engineer’s Opinion of Probable Construction Cost

Veterans Pavilion at Kirkpatrick Memorial Park, Lexington, Nebraska
Item 
No. Item Description Estimated 

Quantity Unit  Unit Price  Total Price 

AMPHITHEATER
1 Structure, Foundations,Floor Slab & Awing 2,200 SF $150.00 $330,000
2 Concourse, ADA Ramps, Retaining Wall & Seating 2,200 SF $30.00 $66,000
3 Lighting-Electrical-Power Source 1 LS $5,000.00 $5,000
4 Restroom Facilities 680 SF $330.00 $224,400

SITE IMPROVEMENTS
5 Site Grading/Fill, Service Drive, Subgrade Preparation 1 LS $5,000.00 $5,000
6 Perimeter Pentagon Sidewalk, 5" Thick with Final Grading 5,670 SF $5.00 $28,350
7 Lawn Seeding of Pentagon Interior 4,100 SY $1.20 $4,920
8 Sprinkler System Inside Pentagon 4,100 SY $2.50 $10,250
9 Memorial Pillars & Lighting 5 Each $7,000.00 $35,000

10 Plaques, Informational Signage, Sculpture 1 LS $5,000.00 $5,000
SUBTOTAL: $713,920

CONSTRUCTION CONTINGENCIES (5%): $35,700
ENGINEERING, CONSTRUCTION OBSERVATION, MISCELLANEOUS (15%): $112,400

TOTAL ENGINEER’S OPINION OF PROBABLE CONSTRUCTION COST: $862,020
Prepared 3/10/20 Miller & Associates
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CONCLUSION
Substantial effort has already been invested toward the development of the Veterans Pavilion at 
Kirkpatrick Memorial Park. The facility will be an excellent addition to the community, providing 
residents in the City and the Secondary Service Area with new event opportunities and improving 
the quality of life. The Pavilion fits not only its proposed site, but complements and enhances the 
neighboring land uses. It will effectively achieve the project’s mission by recognizing veterans, 
educating about the military, and creating new opportunities for events in the Lexington area.

RECOGNIZE VETERANS
As design and development for this facility moves forward, 

memorializing veterans and their service to the United States of 
America should maintain a top priority. According to a study by 
the U.S. Department of Veterans Affairs, 32 percent of veterans 

work in public service or charitable organizations. This is 10 percent 
higher than the 22 percent of non-veterans who perform the 

same type of work. Veterans’ commitment to service is apparent 
well after they have completed active service in the military. 
This propensity for helping others should be acknowledged 

and honored. Additional information regarding veterans’ 
continued service after the military, is located in Appendix C.

EDUCATE ABOUT THE MILITARY
When not directly involved with the military, it is easy to lose site 

of the military’s purpose and function. Historically, without having a 
military, the United States would not exist. In the United States, the 

armed forces protect the nation’s citizens and territory from threats. 
As America’s largest employer, the U.S. Department of Defense 
reports a $716 billion budget with 2.87 million service members 
and civilians currently employed. In addition to learning about 
leadership, logistics, and command, people should understand 

how this large portion of our national community functions.

CREATE NEW OPPORTUNITIES FOR EVENTS
The opportunities as an event space for the community are also 
an exciting facet of this project. A facility of this type does not 

currently exist in the City of Lexington. This venue will provide new 
opportunities to residents, especially to those with limited travel 

capabilities. The venue will have the capacity to host one-act plays, 
musicals, concerts, family gatherings, and more. It will also promote 
community support by providing a place to gather and celebrate.

After reviewing the content of this Feasibility Study, community leaders should further review 
the future growth and development goals found in the City of Lexington’s comprehensive plan 
to help drive any decisions. The proposed center would fill a need which has been identified in 
numerous plans and expressed by the general public. A new Veterans Pavilion and outdoor event 
venue will provide an identifying landmark for the community; it will also help retain residents 
and attract new families to Lexington. 
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on this map are a generalized 
representation of the Floodplain 
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specific to the City of Lexington / D
awson County, Nebraska and were 
officially adopted as of 5/3/2011, 
and must be referred to for 
interpretation of Floodplain areas.

Figure 24:  Environmental Constraints, Lexington
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VETERANS
S U P P O R T    O U R

Conceptual images created by Miller & Associates Consulting Engineers P.C.APPENDIX B
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