MARKET ANALYSIS
Our Research

downtown strategies

State of Mississippi
Population — 3.0 Million

Crystal Springs, MS (CTA)
Population - 19,937

*The following demographics (pages 14 — 25) reflect the Custom Trade Area (CTA) -
not the municipal boundaries.
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Military Uncdlassihed
0% 0%

White Collar
36%

Blue Collar
64%
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Current Year Estimated Population Age 25+
by Educational Attainment

Dactorate Degree 26

Protessional School Degree 35

Master's Degree BELU]

Bachelor's Degree

Associate Degree

Some College, no degree

High School Graduate (or
GED)

Some High Schoal, no

diploma

Less than 9th grade
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DAYTIME POPULATION

m Children at home m Retired/Disable persons mHomemakers

mWork at Home Employed Unemployed

m Student Populations
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WORKERS

" A& m
7,202 2% 96%

2013-2017 ACS 2013-2017 ACS Estimated % Workers 16+
Workers Age 16+ Workers Age 16+ Worked Drove Alone to Work
at Home (%)

TRANSPORTATION TO WORK TAVEL TIME TO WORK

20 Or More Minutes

&0 To 89 Minutes

45 To 59 Minutes

40 To 44 Minutes

1% 11% 35 To 39 Minutes

Took Public Transportation Carpooled
30 To 34 Minutes

25 To 29 Minutes
. 20 To 24 Minutes
15 Te 19 Minutes
10 Te 14 Minutes

5To 9 Minutes

2% 0% Less Than 5 Minutes
Walked to Work Biked to Work 0% 55, 108 15% D0 P,
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Tapestry Segmentation Profile

downtown strategies

Tapestry Segmentation classifies neighborhoods into 67 unique segments based not only
on demographics but also socioeconomic characteristics. It describes US neighborhoods
in easy-to-visualize terms, ranging from Soccer Moms to Heartland Communities.

Tapestry gives you insights to help you identify your best customers, optimal sites, and
underserved markets by understanding customers' lifestyle choices, what they buy, and

how they spend their free time.
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Tapestry LifeMode

|i| L1: Affluent Estates . L8: Middle Ground

7] L2: upscale Avenues [ L9: Senior Styles

[] L3: uptown Individuals [] L10: Rustic Outposts

[] L4: Family Landscapes [ L11: Midrown Singles

[[] Ls: Genxurban [ L12: Hometown

[l L6: Cozy Country B L13: Next Wave

[ L7: Ethnic Enclaves [T L14: Scholars and Patriots
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Crystal Springs, Mississippi
Ring: 3 mile radius

Prepared by Esri

Top Twenty Tapestry Segments

Rank Tapestry Segment

1 Heartland Communities (6F)
Family Foundations (12A)
Traditional Living (12B)
Modest Income Homes (120)
Rural Bypasses (10E)
Subtotal

N wan

2019 Households

Percent
27.0%
20.9%
16.2%
14.0%
10.9%

89.0%

Cumulative
Percent
27.0%
47.9%
64.1%
78.1%
89.0%

2019 U.S. Households

Cumulative

Percent Percent Index
2.3% 2.3% 1180
1.0% 3.3% 2,018
1.9% 5.2% 846
1.3% 56.5% 1,081
1.3% 7.8% 820
7.8%
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Cozy Country Living

Heartland Communities

Households: 2,850,600
Average Household Size: 2.39
Median Age: 42.3

Median Household Income: $42,400

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS
Well settled and close-knit, Heartland Communities are ® Rural communities or small towns ® Retirees in this market depress the average labor
semirural and semiretired. These older householders are are concentrated in the Midwest, force participation rate to less than 60% (Index 94),
primarily homeowners, and many have paid off their from older Rustbelt cities to but the unemployment rate is comparable to the US.
mortgages. Their children have moved away, but they have the Great Plains. & More Warkars Sraswmits callar thian Blis callan
no plans t: leavebtheir h:melst Their hear;sl'farehwithbthe * Distribution of household types is more skilled than unskilled.
country; they embrace the slower pace ot lite here but - .

M i comparable to the US, primarily (but ¢ The rural economy of this market provides

actively participate in outdoor activities and community
events. Traditional and patriotic, these residents support
their local businesses, always buy American, and favor

not the majority) married couples,
more with no children, and a
slightly higher proportion of singles
(Index 112) that reflects the aging
of the population.

employment in the manufacturing, construction,
utilities, healthcare, and agriculture industries.

* These are budget savvy consumers; they stick to
brands they grew up with and know the price of
goods they purchase. Buying American is important.

domestic driving vacations over foreign plane trips.

* Residents own modest,

INCOME AND NET WORTH single-family homes built ¢ Daily life is busy, but routine. Working on the

_ before 1970 weekends is not uncommon.
Met worth measures total househaold assats (homes, vehicles, : :
rvestrments, ete) less any debts, secured (eg., mortgages) * They own one or two vehicles; * Residents trust TV and newspapers more than
ar unsacured (eredit cards). Housahold income and commutes are short (Index 82). any other media.

net warth are estimated by Esrl ¢ Skeptical about their financial future, they stick

. to community banks and low-risk investments.
Median Household Income d

l.dﬂﬂ MARKET PROFILE

.556,'1 ] * Traditional in their ways, residents of Heartland Communities choose to bank and
pay their bills in person and purchase insurance from an agent.

* Most have high-speed Internet access at home or on their cell phone but aren't ready

Median Net Worth to go paperless.
-m * Many residents have paid off their home mortgages but still hold auto loans and student
loans. Interest checking accounts are common.
* To support their local community, residents participate in public activities.

* Home remadeling is not a priority, but homeowners do tackle necessary maintenance
work on their cherished homes. They have invested in riding lawn mowers to maintain
their larger yards.

* They enjoy country music and watch CMT.

Motorcycling, hunting, and fishing are popular; walking is the main form of exercise.

* To get around these semirural communities, residents prefer domestic trucks or SUVs.
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: Hometown

Fam|Iy Foundations

Households: 1,299,600

Average Household Size: 2.71

Median Age: 39.6

Median Household Income: $43,100

WHO ARE WE?

Family and faith are the cornerstones of life in these
communities. Older children, still living at home, working
toward financial independence, are common within these
households. Neighborhoods are stable: little household
growth has occurred for more than a decade. Many
residents work in the health care industry or public
administration across all levels of government. Style is
important to these consumers, who spend on clothing for
themselves and their children, as well as on smartphones.

INCOME AND NET WORTH

Met worth maasures total housshold assets (homes, vehicles,
rvestrnents, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
543,100

. 556,100

Median Net Worth
$63,600

OUR NEIGHBORHOOD

Family Foundations residents are a mix of

married couples, single parents, grandparents,

and children, young and adult.

Average household size is slightly higher
at 2.71.

Neighborhoods are found in principal cities

of major metropolitan areas throughout
the South and West.

More than two-thirds are homeowners living
in single family houses built before 1970.

Nearly three-fourths of all households have
one or two vehicles at their disposal;
average commute time is slightly higher.

MARKET PROFILE
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SOCIOECONOMIC TRAITS

* More than half have either attended
college or obtained a degree; one-third
have only finished high school.

* Unemployment rate is high at 10%
(Index 191); labor force participation rate
is slightly lower at 58% as workers begin
to retire.

* Over one-third of households currently
receive Social Security benefits; just under
a quarter draw income from
retirement accounts.

* A strong focus is on religion and character.

* Style and appearance is important.

Baby and children’s products are the primary purchases made by

Family Foundations residents.

They shop at discount stores, such as Marshalls, KMart, dollar stores, and

take advantage of savings at Sam's Club.

Many have no financial investments or retirement savings.

Magazines, particularly focusing on health and children, are popular.

They enjoy listening to urban format radio.

One of their favorite entertainment sources is television: subscribe to

premiumn cable channels and own 3-4 TVs.

They're connected, but use the Internet primarily for entertainment,

chat rooms, and online gaming.
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: Hometown

Tradltigdnal Living

Households: 2,395,200

Average Household Size: 2.51

Median Age: 35.5

Median Household Income: $39,300

WHO ARE WE?

Residents in this segment live primarily in low-density,
settled neighborhoods in the Midwest. The households
are a mix of married-couple families and singles. Many
families encompass two generations who have lived and
worked in the community; their children are likely to follow
suit. The manufacturing, retail trade, and health care
sectors are the primary sources of employment for these
residents. This is a younger market—beginning householders
who are juggling the responsibilities of living on their own
or a new marriage, while retaining their youthful interests
in style and fun.

INCOME AND NET WORTH

th measures total househaold assets (homes, vehicles,

stments, etc) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
39,300

. 555,100

Median Net Worth
33,900

-SQS,SDG

OUR NEIGHBORHOOD

* Married couples are the dominant household
type, but fewer than expected from the
younger age profile and fewer with children
(Index 79); however, there are higher
proportions of single-parent (Index 146)
and single-person households (Index 112).

* Average household size is slightly
lower at 2.51.

* Homes are primarily single family or
duplexes in older neighborhoods,
built before 1940 (Index 228).

* Most neighborhoods are located in
lower-density urban clusters of metro
areas throughout the Midwest and South.

* Average commuting time to work is very
short (Index 22).

* Households have one or two vehicles.

MARKET PROFILE
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SOCIOECONOMIC TRAITS

* Over 70% have completed high school
or some college.

* Unemployment is higher at 7.3%
(Index 134); labor force participation is
also a bit higher at 63.4%.

* Almost three quarters of households derive
income from wages and salaries, augmented
by Supplemental Security Income (Index 139)
and public assistance (Index 152).

* Cost-conscious consumers that are
comfortable with brand loyalty, unless
the price is too high.

* Connected and comfortable with the Internet,
they are more likely to participate in online
gaming or posting pics on social media.

* TV is seen as the most trusted media.

* They shop for groceries at discount stores such as Walmart supercenters;
Kmart is also a favorite for apparel and sundry household and personal care products.

* Convenience stores are commonly used for fuel or picking up incidentals

like lottery tickets.

* They tend to carry credit card balances, have personal loans, and pay bills in person.

* Half of households have abandoned landlines for cell phones only.

* They watch their favorite channels including ABC Family, CMT, and Game Show Metwork.

* They're fast food devotees.

* They enjoy outdoor activities such as fishing and taking trips to the zoo.
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: Hometown

Modest Income Homes

Households: 1,627,600

Average Household Size: 2.56

Median Age: 37.0

Median Household Income: $23,900

WHO ARE WE?

Families in this urban segment may be nontraditional;
however, their religious faith and family values guide their
modest lifestyles. Many residents are primary caregivers to
their elderly family members. Jobs are not always easy to
come by, but wages and salary income are still the main
sources of income for most households. Reliance on Social
Security and public assistance income is necessary to
support single-parent and multigenerational families.
High poverty rates in this market make it difficult to make
ends meet. Nonetheless, rents are relatively low (Index 70),
public transportation is available, and Medicaid can
assist families in need.

INCOME AND NET WORTH

Met worth measures total househaold assets (homes, vehicles,
rvestments, etc) less any debts, secured (e.g., mortgages)
ar unsacurad (eredit cards). Housahald income and
net worth are estimated by Esri.

Median Household Income

§23.,900

. §55,100

Median Net Worth
$12,400

-593_300

OUR NEIGHBORHOOD

Households are single person or single
parent (usually female householders).

Multigenerational families are also present.

Homes are predominantly single family;
values reflect the age of the housing,
built more than 60 years ago.

Over half of the homes are renter occupied;

average rent is lower than the US average.

Most households have one car (or no
vehicle); nearly a third rely on car pooling,
walking, biking or public transportation.

MARKET PROFILE
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SOCIOECONOMIC TRAITS

Almost a quarter of adults aged 25 or
more have no high school diploma.

Labor force participation is only 50%,
with unemployment at almost three times
the US rate.

Income is less than half of the US median
income; more than one in three households
are in poverty, dependent on Social Security,
public assistance, and Supplemental
Security Income.

Consumers in this market consider traditional
gender roles and religious faith very important.
This market lives for today, choosing

to save only for a specific purpose.

They favor TV as their media of choice
and will purchase a product with a
celebrity endorsement.

* To make ends meet, consumers shop at warehouse clubs and low-cost retailers.

* Unlikely to own a credit card, they pay their bills in person.

* This market supports multigenerational families; they are often primary caregivers

for elderly family members. On average, Modest Income Homes residents have a

higher reliance on Medicaid.

* For entertainment, they listen to gospel and R&B music and prefer to watch BET.

* The recreational activity of choice for residents is basketball.
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Rustic Outposts

Rural Bypasses

Households: 1,646,400

Average Household Size: 2.55

Median Age: 40.4

Median Household Income: $33,000

WHO ARE WE?

Open space, undeveloped land, and farmland characterize
Rural Bypasses. These families live within small towns along
country back roads and enjoy the open air in these sparsely
populated neighborhoods. Their country lifestyle focuses on
the outdoors, gardening, hunting, and fishing. They are
more likely to own a satellite dish than a home computer.
Although a majority of households do have a connection
to the Internet, their use is very limited. Those who are not
yet retired work in blue collar jobs in the agriculture or
manufacturing industries.

INCOME AND NET WORTH

MNet worth measures total household assets (homes, vehicles,
rvestments, etc) less any debits, secured (e.g., mortgages)
or unsacured (credit cards). Househald incame and

net worth are estimated by Esni.

Median Household Income
$33,000

. §56,100

Median Net Worth
$32,700

OUR NEIGHBORHOOD

An older market, with more married couples
without children and single households, the
average household size is slightly lower

at 2.55.

Most residents own single-family homes,
or mobile homes (Index 504).

Most housing was built from 1970 to 1989;
vacancy rates are higher due to
seasonal housing.

Residents live in very rural areas,
almost entirely in the South.

MARKET PROFILE
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SOCIOECONOMIC TRAITS

® Education is not a priority in this market.
Almost 25% have not finished high school;
only 11% have a bachelor’s degree
or higher.

* Unemployment is very high at 9%
{Index 161); labor force participation
is low at 47% (Index 76).

® Income is primarily derived from wages;
however, dependence on Social Security
and Supplemental Security Income is
above average.

e Religion, faith, and traditional values
are central in their lives.

® Many have a pessimistic outlook of
their household's financial well-being.

* They rely on television to stay informed.

* Typical of their country lifestyle, Rural Bypasses residents prefer trucks over sedans.

* To save money, househelds shop at discount department stores, such as

Walmart, and warehouse clubs like Sam's Club.

* Magazines are a popular source of news and entertainment, particularly fishing,

hunting, and automaotive types.

* As satellite TV subscribers, they regularly watch sports programming as well as their
favorite shows on CMT, ABC Family, USA Network, and TV Land.





