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Criteria Used for Analysis

Incorre: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$56,578 32.7 536,471 Urban Villages
Consumer Segmentation
Life Mode Urbanization
What are the i Where do people i
beoplo like that Ethnic Enclaves liko 1S ueually Urban Periphery

live in this area?

Top Tapestry
Segments

% of Households

% of San Diego-Carlsbad, CA

Lifestyle Group
Urbanization Group

Residence Type

Household Type

Average Household Size
Median Age

Diversity Index

Median Household Income
Median Net Worth

Median Home Value
Homeownership

Average Monthly Rent

Employment

Education

Preferred Activities

Financial

Media

Vehicle

Urban Villages
28,334 (18.3%)
64,517 (5.7%)
Ethnic Enclaves
Urban Periphery
Single Family

Manied Couples
3.75

33.3

85.6

$58,000
$99,000
$228,000

70.2 %

Servicesor
Adminigration

No High School
Diploma

Buy new clothes go
clubbing; visit water
parks. Shop at Costco,
Whole Foods, Target,
Nordstrom.

Cany credit cards

Own smartphones

Own late-model
compact car, SUV

Established diversity—young, Hispanic homeowners with
families

Boomburbs
17,726 (11.5%)
52,157 (4.6%)
Affluent Edtates
Suburban Periphery
Single Family

Manied Couples
3.22

33.6

60.9

$105,000
$304,000
$293,000

84.5 %

Professonal or
Management

College Degree

Hold gym
membership; own
home

equipment. Prioritize
physical fitness.

Have home mortgage

Own, use latest
devices

Prefer SUVs, luxury
cars, minivans

live?

Southwestern
Families

12,941 (8.4%)
16,585 (1.5%)
Ethnic Enclaves
Urban Periphery
Single Family

Manied Couples
3.17

33.8

65

$27,000
$14,000
$92,000

55.3 %

Services

No High School
Diploma

Shop discount,
phamacies. Gamble
at casnos; buy lottery
tickets.

Cany credit card
balance

Listen to Hispanic
radio

Own 1-2 vehicles

City life for gtarting families with single-family

homes

International
Marketplace

9,384 (6.1%)
40,688 (3.6%)
Next Wave
Urban Periphery
High-Density
Apartments; Single
Family

Manied Couples
3.04

323

88.3

$41,000
$15,000

28.1%

$1,140

Services

No High School
Diploma

Shop at warehouse
clubs, specialty
markets. Vist theme
parks, play soccer.

Do not save or invest

Listen to Spanish/Latin
music on cell phone or
radio

Take public
trangportation

Pleasantville
9,369 (6.1%)
88,292 (7.9%)
Upscale Avenues
Suburban Periphery
Single Family

Manied Couples
2.86

41.9

58.1

$85,000
$285,000
$31,200

83.6 %

Professonal or
Management

Some College or
College Degree

Enjoy outdoor
gardening. Go to the
beach, theme parks,
museums.

Invest conservatively

Have bundled services
(TV/Intemet/phone)

Own/Lease imported
SWw
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Thisisthe In thisarea In the United States
(o) (o)

#1 18.3% 1.1%

dominant segment of householdsfall of householdsfall

for this area into this ssgment into this ssgment

An overview of who makes up this segment across the United States

Who We Are Our Neighborhood

Urban Villages residents are multicultural, o Older homes (most built before 1970) are
multigenerational and multilingual. Trendy fg:?rgégl}:‘;]”nr%a&?:"phe’y of large

and fashion conscious, they are risk Maried leswith child d

takers. However, these consumers focus * ggg"depa",g;‘tg e,ﬁ::,y hone'r?;azg,e

on their children and maintain gardens. multigenerational. Average household size is
Theyare well connected with their - 375

smartphones, but more likelyto shop in e m’rggrs ;fd?;ﬁe\:émngng ;ggl&fgnmélg, lvgn;:g ra
person or ia the Home Shopping : o '

Network. Their favorite stores are as vacancy fata of 5.2%

diverse as theyare, Costco or Whole

Foods, Target or Nordstrom.

Socioeconomic Traits

o Multicultural market including recent
immigrants and some language baniers.

e Education: more than half the population
aged 25 or older have a high school diploma
or some college.

o Labor force participation rate higher than the
U.S., but so isthe unemployment rate at
10.5%.

e Brand conscious but not necessarily brand
loyal; open to trying new things.

« Status-conscious consumers; choices reflect
their youth—attention to style and pursuit of
trends.

o Comfortable with technology and interested in
the latest innovations.

Market Profile

Fashion mattersto Urban Villages residents,
who spend liberally on new clothes for the
whole family.

Saving is more limited than spending in this
young market.

They cany credit cards, but banking isbasic.
They are likely to pay billsin person or online.

Media preferences vary, but feature culturally
specific channels or children's shows.

Leisure includes family activitieslike going to
water parks, gardening, and clubbing, plus
sportslike soccer and softball.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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ASSOCIATION OF REALTORS®

Thisisthe In thisarea

#2 - 11.5%

dominant segment
for this area

of householdsfall
into this ssgment

In the United States

1.5%

of householdsfall
into this segment

An overview of who makes up this segment across the United States

Who We Are

Young professionals with families who
have opted to trade up to the newest
housing in the suburbs make up this
growth market. Criginal Boomburbs
neighborhoods began growing in the
1990s and continued through the peak of
the housing boom. Most of those
neighborhoods are fully developed now.
This is an affluent market but with a higher
proportion of mortgages. Rapid growth
still distinguishes the Boomburbs
neighborhoods, although the boom is
more subdued now than itwas 10 years
ago. So is the housing market. Residents
are well-educated professionals with a
running start on prosperity.

Our Neighborhood

o Growth markets are in the suburban periphery
of large metropolitan areas.

e Young families are mamied with children;
average household size is 3.22.

o Home ownership is 84%, with the highedt rate
of mortgages, 78%.

o Primarily single-family homes, in new
neighborhoods, 72% built snce 2000.

o Median home value is $293,000.
o Lower housing vacancy rate at 5.3%.

e The cost of affordable new housing comes at
the expense of one of the longest commutesto
work over 30 minutes average, including a
disproportionate number (34.5%) commuting
across county lines.

Socioeconomic Traits

o \\ell-educated young professonals, 52% are
college graduates.

¢ Unemployment islow at 5.2%; high labor force
participation at 72%; most households have
more than two workers.

e Longer commute times from the suburban
growth coridors have created more home
workers.

e They are well connected: own the latest
devices and understand how to use them
efficiently; biggest complaints-too many
devices and too many intrusons on personal
time.

« Financial planning iswell under way for these
professonals.

Market Profile

o Boomburbs resdents prefer late model imports,
primarily SUVs, and also luxury cars and
minivans.

o Thisisone of the top markets for the latest in
technology, from smartphones to tabletsto
Intemet connectable televisions.

« Style mattersin the Boomburbs, from personal
appearance to their homes. These consumers
are ill fumishing their new homes and
already remodeling.

o They like to garden but more often contract for
home services.

o Physical fitnessisa priority, including club
memberships and home equipment.

o Leisure includes a range of activities from
sports (hiking, bicycling, sximming, golf) to
viststo theme parks or water parks.

o Resdentsare generous supporters of charitable
organizations.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and dermmographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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ASSOCIATION OF REALTORS®

Thisisthe In thisarea In the United States
(o) (o)

#3 8.4% 0.8%

dominant segment of householdsfall of householdsfall

for this area into this ssgment into this ssgment

An overview of who makes up this segment across the United States

Who We Are Our Neighborhood

Residents in Southwest Families - o Afamily market: Married coupleswith kids,
neighborhoods are young families that ' ﬁ”g'ehpal‘ge"ts" and grandparents head these
. . T ousenolds.

form the foundation of Hispanic life in the N
Southwest. Children are the center of * Q‘V;'ggg Qto g%h old size ishigher than US.

" Ve NS
households that are composed mainly of « Many residentswere bom abroad; many
married couples with children and single- households have residents who q;eakomy
parent families. Grandparents are - Spanish.
caregivers in some of these households. e Over 40% of householdersrent single-family
Recent arrivals and older generations are {"r?em;%‘l’l"'rgg {‘namgl’éogﬁgﬁ”acrggsoe”tefs and
language-isolated. Much of the working- i P
age population is employed in blue-collar y zfgr‘ﬁgt’gg‘;ﬂ%ﬂg ‘1’5’% most of the homes
occupations, .Sp.e mathg in skilled work, o Over 70% of all households have one or two
as well as building maintenance and vehidles available.
senice jobs. Spending is focused on the
family and at-home entertainment, but they
do like to gamble (casinos and lottery
tickets).

Socioeconomic Traits

o While close to 30% have attended or
graduated from college, over 40% did not
complete high school, which haslimited their
employment prospects.

o High rate of unemployment isat 12%, and low
labor force participation is at 52%.

o Most households receive income from wages or
salaries, but over 35% receive contributions
from Social Security and over 10% from
Supplemental Security Income.

o \Mhile budget-conscious consumers, they are
also mindful of quality and attentive to
environmental concemsin their purchasing
decisions.

« Often, purchase decisions are based on how a
product may improve or organize their lives.

Market Profile

Television isa primary source of
entertainment, and most homes have multiple
s*ts

Although residents watch their spending, they
typically carry balances on credit cards.

Baby and children's products, such asfood,
clothing and equipment, are common
purchases.

They shop at phammacies such as CVS, aswell
as discount department stores like Marshalls
and Sears.

They listen to Hispanic radio and watch
Hispanic programming on television.

Most households have landlines-used
frequently for intemational calls.

About 2 out of 3 households are connected,
although accessto the Intemet isused
primarily for entertainment.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and dermmographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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Thisisthe

#4

dominant segment
for this area

In thisarea

6.1%

of households fall
into this ssgment

In the United States

1.2%

of households fall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

International Marketplace neighborhoods
are arich blend of cultures, found in
densely populated urban and suburban
areas, almost entirelyin the Middle Alantic
(especiallyin New York and New Jersey)
or in California. Amost 40 percent of
residents are foreign-born; 1in 4
households are linguisticallyisolated.
Young, Hispanic families renting
apartments in older buildings dominate
this market; about two-fifths of households
have children. One-fifth of households
have no vehicle, typically those living in the
city. Workers are mainly employed in white
collar and senvice occupations (especially
food senice and building maintenance).
One-fifth of workers commute using public
transportation and more walk or bike to
work than expected. Median household
income is lower, but home values are
higher, reflecting the metropolitan areas in
which they live. Consumers are attentive to
personal style; purchases reflect their
youth and their children. True to their
culture, residents visit Spanish language
websites, watch programs on Spanish TV
networks, and listen to Hispanic music.

Our Neighborhood

o Densely settled urban periphery of large
metropolitan areas, East and West Coadts.

¢ Young, diverse family market: 41% families
with children (maried couple or single parent),
plus maried coupleswithout children and a
notable proportion of multigenerational
households.

o Approximately 72% of householdersin
multiunit apartment buildings, 30% in 24 unit
structures.

o Majority of apartments built before 1970
(68%), 30% built before 1940.

o 1 or 2 vehiclesfor two-thirds of households;
22% have no vehicle.

Socioeconomic Traits

o Almost 40% of the population were bom
abroad; almost 1 in 4 households have
resdents who do not speak English.

e 29% have no high school diploma; 29% have
a high school diploma only.

o Labor force participation rate is 68% and
higher than the U.S. average; unemployment
isalso higher, at 10.9%.

e These are hard-working consumers, griving to
get ahead; style mattersto them.

e Presenving the environment and being in tune
with nature are very important.

o Media used mogt often isthe Intemet.

Market Profile

No extra money to invest in retirement savings
plans, stocks or bonds.

Shop for groceries at warehouse/club stores, as
well as specialty markets.

Read baby magazines and purchase baby
products.

Family activitiesinclude visiting theme parks,
going to the beach, playing soccer and going
out for fast food.

Use the Intemet to visit Spanish language
websites and chat rooms, access social media
stes, watch moviesand play games.

Watch programs on children's channels and on
Spanish TV networks.

Ligten to Spanish/Latin music on their cell
phonesor on the radio at home.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a merket. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and dermmographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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About this segment

Pleasantville

Thisisthe

#5

dominant segment
for thisarea

In thisarea

6.1%

of households fall
into this ssgment

In the United States

2.2%

of householdsfall
into this segment

An overview of who makes up this segment across the United States

Our Neighborhood

Who We Are

Prosperous domesticity best describes
the settled denizens of Pleasantville.
Situated principallyin older housing in
suburban areas in the Northeast
(especiallyin New York and New Jersey)
and secondarilyin the West (especiallyin
California), these slightly older couples
movwe less than any other market. Many
couples hawve already transitioned to
empty nesters; many are still home to
adult children. Families own older, single-
family homes and maintain their standard
of living with dual incomes. These
consumers have higher incomes and
home values and much higher net worth.
Older homes require upkeep; home
improvement and remodeling projects are
a priority--preferably done by contractors.
Residents spend their spare time
participating in a variety of sports or
watching movies. They shop online and in
a variety of stores, from upscale to
discount, and use the Internet largely for
financial purposes.

Suburban periphery of large metropolitan
areas, primarily in Middle Atlantic or Pacific
dates.

Most homes owned (and mortgaged).

Households composed of older maried-couple
families, more without children under 18, but
many with children over 18 years.

Older, single-family homes: two-thirds built
before 1970, close to half from 1950 to 1969.

One of the lowest percentages of vacant
housing unitsat 4.7%.

Suburban householdswith 1 or 2 vehiclesand
a longer travel time to work

Socioeconomic Traits

Education: 64% college educated, 34% with a
bachelor's degree or higher.

Low unemployment at 7.8%; higher labor force
participation rate at 67%; higher proportion of
HHswith 2 or more workers.

Many professonalsin finance,
information/technology or management.

o Median household income denotes affluence,

with income primarily from salaries, but also
from investments or Social Security and
retirement income.

Not cogt-conscious, these consumers willing to
spend more for quality and brandsthey like.

Prefer fashion that isclassc and timeless as
opposed to trendy.

Use all types of media equally (newspapers,
magazines, radio, Intemet, TV).

Market Profile

Prefer imported SUVs, serviced by a gas dation
or car dealer.

Invedt in conservative securities and contribute
to charities.

Work on home improvement and remodeling
projects, but also hire contractors.

Have bundled senvices (TV/Intemet/phone).

Access the Intemet via fiber optics or cable
modem, on a newer computer, to pay bills,
make purchases and trackinvestments.

Subscribe to premium channels (HBO,
Showtime or Starz) and use video-on-demand
to watch TV showsand movies.

Enjoy outdoor gardening, going to the beach,
visiting theme parks, frequenting museums and
attending rock concerts.

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and denographic characteristics. Data Source: Esri 2015. Update

Frequency: Annually.
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South County San Diego Saved Area: Population Comparison

Total Population

This chart shows the total population in
an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 536,471
562,893

San Diego-Carlsbad, CA& 3,206,270

3,356,035

USA 316,296,988

327,981,317
2015
2020 (Projected)
Population Density South County San Diego Saved Area 3,723.6

This chart shows the number of people
per square mile in an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

2015
2020 (Projected)

3,866.6

San Diego-Carlsbad, CA|752.8
7879

USA | 89.6

92.9

Population Change Since 2010

This chart shows the percentage change
in area's population from 2010 to 2015,
compared with other geographies.

South County San Diego Saved Area 4.11%
4.93%
San Diego-Carlsbad, CA 3.58%

Data Source: U.S. Census American 4.67%
Community Survey via Esi, 2015 usa S
Update Frequency: Annually
3.69%
2015
2020 (Projected)
Average Household Size South County San Diego Saved Area 3.29

This chart shows the average household
size in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

2015
2020 (Projected)

3.30

San Diego-Carlsbad, CA 277
277

USA 2,57

2.57

> RPR
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Population Living in Family
Households

This chart shows the percentage of an
area’s population that livesin a

South County San Diego Saved Area 454,072
471436
San Diego-Carlsbad, CA& 2,480,401

household with one or more individuals 2,602,128
related by birth, maniage or adoption,
compared with other geographies. USA 248,227,810
Data Source: U.S. Census American 256,310,292
Community Survey via Esi, 2015
Update Frequency: Annually

2015

2020 (Projected)
Female / Male Ratio South County San Diego Saved Area| 50.0% 50.0%
This chart shows the ratio of femalesto 50.0% 50.0%
malesin an area, compared with other ) .
geographies. San Diego-Carlsbad, CA| 49.8% 50.2%
Data Source: U.S. Census American 49.8% 50.2%
Community Survey via Esi, 2015 usa [e55% 49.3%
Update Frequency: Annually

50.7% 49.3%

Women 2015

Men 2015

Women 2020 (Projected)
Men 2020 (Projected)

> RPR
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South County San Diego Saved Area: Age Comparison

Median Age
This chart shows the median age in an
area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

[ 2015
[T 2020 (Projected)

South County San Diego Saved Area

San Diego-Carlshad, Ca

Population by Age
This chart breaks down the population of
an area by age group.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

Children

W 215 L
- i) e
so: R ———
o0
¢ ) ' 1/22/2017
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South County San Diego Saved Area: Marital Status Comparison

Married / Unmarried Adults
Ratio

This chart shows the ratio of mamied to
unmanied adultsin an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually
Married
Unmarried

South County San Diego Saved Area 50.0%
San Diego-Carlsbad, CA 48.4%
USA  51.6%

50.0%
51.6%

48.4%

Married

This chart shows the number of people in
an area who are manied, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 50.0%
San Diego-Carlsbad, Ca 48.4%
US4 51.6%

Never Married

This chart shows the number of people in
an area who have never been manied,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 35.8%
San Diego-Carlsbad, CA 36.5%
USA  31.6%

Widowed

This chart shows the number of people in
an area who are widowed, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 4.8%
San Diego-Carlsbad, Ca 4.8%
USA 6.1%

Divorced

This chart shows the number of people in
an area who are divorced, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 9.2%
San Diego-Carlsbad, CA 10.3%
USa  10.8%

> RPR
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South County San Diego Saved Area: Economic Comparison

Average Household Income

This chart shows the average household
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

2015
2020 (Projected)

South County San Diego Saved Area £75,020
286,586

San Diego-Carlsbad, CA %88,233

£100,635

USA | 672,809

£83,937

Median Household Income

This chart shows the median household
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

2015
2020 (Projected)

South County San Diego Saved Area $56,578
$65,456

San Diego-Carlsbad, CA| 562,468

£74,373

USA £52,076

£59,599

Per Capita Income
This chart shows per capita income in an
area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

2015
2020 (Projected)

South County San Diego Saved Area $23,444
826,226

San Diego-Carlsbad, CA $31,539

£35,893

USA | 27,871

32,168

Average Disposable Income

This chart shows the average disposable
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area $61,098
San Diego-Carlsbad, CA S67,478
US4 856,755
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Employment Count by Health Care and Social Assistance 31,466
Industry Retail Trade 27,797
Thischart showsindustriesin an area Accommodation and Food | 19,009
and the number of people employed in

each category. Public Administration | 17,620
Data Source: Bureau of Labor Statistics Education | 17,536
via Esi, 2015

Update Frequency: Annually Manufacturing | 17,089
Construction 13,665
Professional, Scientific and Technical | 12,653
Other 12,577
Administrative Support and Waste Management 8,697
Transportation and Warehousing 8,507
Finance and Insurance 7,410
Wholesale Trade | 5,851
Real Estate, Rental and Leasing 5,458
Arts, Entertainment and Recreation 5,417
Information 4,136
Utilities 1,649
Agriculture, Forestry, Fishing and Hunting| 1,031
Mining | 133

Business Management 12

o ) ' 1/22/2017
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South County San Diego Saved Area: Education Comparison

Less than gth Grade

This chart shows the percentage of
people in an area who have lessthan a
ninth grade education, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 10.6%
San Diego-Carlsbad, CA 7.3%
USA | 6.0%

Some High School

This chart shows the percentage of
people in an area whose highest
educational achievement is some high
school, without graduating or passing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 24.2%
San Diego-Carlsbad, CA 22.5%
Usa  21.3%

High School GED

This chart shows the percentage of
people in an area whose highest
educational achievement ispassing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 3.2%
San Diego-Carlsbad, CA 2.3%
USA  3.9%

High School Graduate

This chart shows the percentage of
people in an area whose highest
educational achievement is high school,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 18.6%
San Diego-Carlsbad, CA 16.8%
USA  24.2%

Some College

This chart shows the percentage of
people in an area whose highest
educational achievement is some
college, without receiving a degree,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 24.2%
San Diego-Carlsbad, & 22.5%
US4 21.3%
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Associate Degree

This chart shows the percentage of
people in an area whose highest
educational achievement is an asociate
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 9.0%
San Diego-Carlsbad, CA 9.3%
USA 7.7%

Bachelor's Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa bachelor's
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 16.0%
San Diego-Carlsbad, C4 21.6%
US4 18.0%

Grad/Professional Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa graduate
or professonal degree, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2015

Update Frequency: Annually

South County San Diego Saved Area 7.8%
San Diego-Carlsbad, A 13.6%
US4 10.7%

> RPR

Copyright 2017 Realtors Pr Resource® LLC. All Rights Reserved.
Information is not guaranteed. Equal Housing Opportunity.
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South County San Diego Saved Area: Home Value Comparison

Median Estimated Home Value

This chart displays property estimates for
an area and a subject property, where
one hasbeen slected. Edimated home
values are generated by a valuation
model and are not formal appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

South County San Diego Saved Area 449,090

San Diego-Carlsbad, CA  §521,310

LISA [ 8222,130

12-Month Change in Median
Estimated Home Value

This chart shows the 12-month change in
the esimated value of all homesin this
area, the county and the date. Esimated
home values are generated by a
valuation model and are not formal
appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

San Diego-Carlsbad, CA +6.2%

> RPR
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Best Retail Businesses

S0 consumers go elsewhere to have their needs met. The orange business types are relatively plentiful in the area, meaning there are existing competitors for the
dollarsthat consumers spend in these categories.

Data Source: Retail Marketplace via Esi, 2015
Update Frequency: Annually

Too Many Not Enough

Lawn & Garden Stores
E-Shopping & Mail-Order Houses
Special Food Services

Wending Machine Operators
Florists
Book/Periodical/Music Stores
Health & Personal Care Stores
Specialty Food Stares

Home Furnishings Stores
Electronics & Appliance Stores
Building Material/Supplies Dealers
Bars

Liquar Stores

Other Motor Vehicle Dealers
Jewelry/Luggage/Leather Goods Stores
Grocery Stores
Sports/Hobby/Musical Instrument Stores
Full-5ervice Restaurants

Direct Selling Establishments
Gasoline Stations

Office Supply/Stationery/Gift Stores
Used Merchandise Stores
Automobile Dealers

Auto Parts/Accessories/Tire Stores
Clothing Stores

Fast-Food Restaurants

Other Misc Retailers

Furniture Stores

Department Stores

Shoe Stares

Other General Merchandise Stores

=100 -80 -60 40 =20 1] 20 40 60 80 100
Indexed Values From -100 to 100
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About Our Data

RPR compilesthe data in this report from a variety of sources

* Censusdata from the U.S. Census American Community Survey,
provided by data partner 3DL

» Demographic data known as Tapestry Segmentation, provided by data
partner Esi. Tapestry classifies U.S. resdential neighborhoodsinto unique
market segments based on socioeconomic and demographic
characteritics.

+ Valuation calculations are based on public records and MLS sources
where licensed

* Retail Marketplace data shown in the Best Businesses analysisis
provided by data partner Esi. This analyss compares supply and demand
for specific retail products. The results are presented as the gap between
the two in a location.

Most data typesin thisreport are refreshed on an annual basis. The U.S.
Census source dates are shown with each chart. The Esi Tapestry Segment
data is 2015. The home valuation information is refreshed monthly.

> RPR
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