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Households: 910,100

Average Household Size: 1.68 

Median Age: 72.3

Median Household Income: $42,800

LifeMode Group: Senior Styles 

The Elders

WHO ARE WE?
With a median age of 72.3 years, this is Tapestry 
Segmentation’s oldest market. The Elders residents 
favor communities designed for senior or assisted 
living, primarily in warmer climates with seasonal 
populations. Most of these householders are 
homeowners, although their housing varies from 
mobile homes to single-family residences to 
high-rise apartments. These seniors are informed, 
independent, and involved.

OUR NEIGHBORHOOD
• Suburban periphery of metropolitan areas,  
 primarily in the warmer climates of Florida  
 or Arizona.

• 45% married couples without children; 
 44% single households; average household  
 size, 1.68.

• Owner-occupied housing units; 
 median home value of $180,000 (Index 87).

• Housing mix of single-family homes (44%),  
 town homes, and high-density apartment  
 buildings in neighborhoods built from 
 1970 through 1989.

• Vacancy rates higher at 24%, due to 
 the number of seasonal or vacation homes.

• Almost 60% of the population in 
 group quarters on nursing home facilities.

SOCIOECONOMIC TRAITS
• Predominantly retirees, The Elders has a low 
 labor force participation rate of 22.4%.

• Those who are still in the labor force tend to 
 be self-employed or part-timers, commonly in 
 real estate, retail or the arts.

• Their income derives primarily from Social Security  
 (80% of the households), retirement, or investments  
 (almost half of the households). Less than 30% of 
 the households draw wage/salary income.

• Median household income is lower than the US  
 (Index 76), but median net worth is much higher  
 (Index 269).

• These consumers have definite opinions about their  
 spending, focusing on price, but not at the expense  
 of quality. They prefer to use coupons and buy  
 American and environmentally safe products.

• Cell phones are common but primarily used to  
 make/receive calls.

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

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

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

AGE BY SEX (Esri data)

Median Age: 72.3   US: 38.2
      Indicates US

RACE AND ETHNICITY (Esri data)

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

Diversity Index: 22.4   US: 64.0
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MARKET PROFILE (Consumer preferences are estimated from data by GfK MRI)

• Vehicles are just a means of transportation, but their first choice is luxury sedans. 
 Most of their cars are older (5+ years).

• They are connected via modems (cable or dial-up) on older PCs or notebooks. However, 
 banking is commonly done in person; shopping is by phone or in person.

• Shopping includes apparel and exercise equipment. 

• They are avid readers, with audio books and e-readers. Newspapers and magazines are  
 staples for news and entertainment. Cable TV is also a must, primarily watching news or  
 movie channels, but also golf, weather, and history channels.

• Residents are sociable seniors, partial to a variety of clubs and organizations and 
 generous with their time and support.

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

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size 
and change among all Tapestry markets. Data estimated by Esri.
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HOUSING
Median home value is displayed for markets that are primarily 
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family, High-Rises, 
Mobile Homes/Seasonal

Median Value:
$180,000
US Median: $207,300



High

Low

TAPESTRY
SEGMENTATION

TM

esri.com/tapestry

SEGMENT DENSITY
This map illustrates the density 
and distribution of The Elders 
Tapestry Segment by households. 

LifeMode Group: Senior Styles 

The Elders9C

For more information
1-800-447-9778

info@esri.com
esri.com
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