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How many people live in the defined study area?

Currenggbthere are 349,441 personsresding in the defined study area This representsanincrease of 45,075 or 14.8%
since 1990. During the same period of time, the U.S. asawhole grew by 18.7%. (see pege 4)

2>

Is the population in this area projected to grow?

Yes, between 2006 and 2011, the population is projected to increase by 6.1% or 21,298 additional persons. During the
same period, the U.S. populationis projected to grow by 4.9%. (sse page 4)

2>

How much lifestyle diversity is represented?

Thelifestylediversity in the areaisextremely high with aconsiderable 38 of the 50 U.S. Lifestyles segments represented.
Thetop individua segment is Educated New Sartersrepresenting 20.3% of al households. (see pages 13 and 14)

2>

How do racial or ethnic groups contribute to diversity in this area?

Based upon the total number of different groups present, the racia/ethnic diversity inthe areaiis extremdly high. Among
individua groups, Anglos r%&mt 23.5% of the 0Populrstion and all other racid/ethnic groups meke up asubstantial
76.6% whichiswdl ethe nationd average of 33%. The largest of these groups, Hispanics/Latinos, accounts for
43.1% of thetotd population. Higpanicg/Latinos are d o projected to be the fastest growing group increasing by 16.0%
between 2006 and 2011. (ssepages 4 and 7)

2>

What are the major generational groups represented?

Thelargest age group in terms of numbersis Survivors (age 25 to 45) comprised of 119,369 persons or 34.2% of the
total population in the area. Compared to anational average of 29.8%, urvivors are dso the most over-represented
groupinthe area (sepage4)

E

Overall, how traditional are the family structures?

m The areacan be described as extremely non-traditional due to the below average presence of married personsand
two-parent families. (see pege 6)

How educated are the adults?

m Based upon the number of years completed and college enroliment, the overdll educetion level in the arealis somewhat
low. While 69.3% of the population aged 25 and over have graduated from high school ascomgar_ed to the national
average of 80.4%, college graduates account for 21.2% of those over 25inthe areaversus 24.4%inthe U.S. (se page 8)

Which household concerns are unusually high in the area?

m Concernswhich arelikely to excead the nationd a/%?eindude Nei ghborhood Gangs, Affordable Housing,
Racial/Ethnic Prgudice, Neighborhood Crime and Safety, Social | njustice and Finding Companionship. (sse page 16)

What is the likely faith receptivity?

m Ovedl, thelikdy faith involvement level and preferencefor historic Christian rdigiousffiliationsis extremely low
when compared to nationd averages. (sse page 15)

What is the likely giving potential in the area?

m Based upon the average household income of $51,930 per year and the likely contribution behavior inthe area, the
overd| religiousgiving potentia can be described as very Iow. (se page 4 and 17)

(800) 442-6277 vi6.1a © 1990-2006 Percept Group, Inc. Page 1

Sources: Percept, Claritas, U.S. Census Bureau















































http://www.percept1.com/pacific/Support/USLifestyles/segment1.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment1.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment8.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment7.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment2.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment2.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment20.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment3.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment3.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment13.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment21.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment4.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment4.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment22.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment5.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment5.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment19.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment30.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment6.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment6.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment34.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment31.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment6.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment14.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment37.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment39.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment24.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment9.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment47.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment32.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment36.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment11.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment26.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment40.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment16.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment27.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment17.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment29.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment42.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment18.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment33.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment43.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment23.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment35.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment44.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment25.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment38.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment28.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment46.asp
http://www.percept1.com/pacific/Support/USLifestyles/segment48.asp
http://www.percept1.com/pacific/PDF/MicroVision%2050%20Marketing%20Guide.pdf
http://www.percept1.com/pacific/PDF/MicroVision%2050%20Marketing%20Guide.pdf












