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Segment: Milk and Cookies Segmant: Aspiring Young Families

Life Stage: Family Portrait Life Stage: High Hopes
Primary Housing: Single Family Primary Housing: MultiUnit, Single Family
Primary Family Type: MC with Children Primary Famity Type: Family Mix
Average HH Size:3 Avorage HH Sizo: 2.6
Median Age: 32.7 Median Age:29.8
Median Income: 55300 Madian Income: 44900

Segmont: Prosperous Empty Nester

[PMary Housing: Single Family
[Rlmaty Family Type: Married Couple

Average HH Size: 2.4

Segment: Green Acres Median Age: 46.1
Life Stage: Upscale Avenues. 7601 5 Median Income: 64100
Primary Housing: Single Family
Primary Family Type: Married Couple
Average HH Size: 2.8
Median Age:39.1

Median Income: 60000

Segment: Young and Restiess
Life Stage: Solo Acts
Primary Housing: Multi-Units
Primary Family Type: Single Person, Shai

Average HH Size: 2
Median Age: 29.1
Median ncome: 38000

Segment: Cozy and Comfortable
Life Stage: Upscalo Avenues| __—

Primary Housing: Single Famit STGment: Industrious Urban Fringe
Primary Family Type: Malvndhuw Life Stage: Giobal Roots
Average HH Size: 26 Primary Housing: Single Family
Modian Ago:40.2 Primary Family Typo: Married Couplos

Modian Income: 58900 Average HH Size: 3.4
Median Ace:28.6
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Concentrated Segmentation
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Market Segment Expansion
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Product-Line Segmentation
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Differentiated Segmentation
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Media




