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Oregon: State Senate District 17

Criteria Used for Analysis

Incore: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$81,136 37.3 144,274 Metro Renters
Total dollars: Total years:
$81,136 out of $59,727 37.3 out of 144,274.0

Consumer Segmentation

Life Mode Urbanization

What are the Uptown Individuals Where do people Principal Urban Centers

people like that
live in this area?

Younger, urban sngles on the move

like this usually
live?

Young, mobile, diverse in metros of 2.5 + million people

Top Tapestry Bright Young Enterprising
Segments Metro Renters Professional Pride  In Style Professionals Professionals
% of Households 10,498 (17.6%) 7,744 (13.0%) 5,388 (9.0%) 5,064 (8.5%) 4,334 (7.3%)
% of Oregon 49,630 (3.1%) 20,085 (1.2%) 58,183 (3.6%) 62,266 (3.8%) 18,437 (1.1%)
Lifestyle Group Uptown Individuals Affluent Edates GenXurban Middle Ground Upscale Avenues
Urbanization Group Principal Urban Suburban Periphery Metro Cities Urban Periphery Suburban Periphery
Centers
Residence Type Multi-Unit Rentals Single Family Single Family Multi-Units, Single Multi-Units; Single
Family Family
Household Type Singles Manied Couples Manied Couples Manied Couples Manied Couples
Without Kids
Average Household Size 1.66 3.1 2.33 24 2.46
Median Age 31.8 40.5 411 322 348
Diversity Index 59.3 41.2 36.9 65.4 71.2
Median Household Income $52,000 $127,000 $66,000 $50,000 $77,000
Median Net Worth $14,000 $540,000 $128,000 $28,000 $78,000
Median Home Value - $387,000 $214,000 - $295,000
Homeownership 20.8 % 92 % 68.8 % 44.1% 52.3 %
Average Monthly Rent $1,310 - - $1,000 -
Employment Professional or Professional or Professional or Professional or Professional or
Management Management Management Services Management
Education College Degree College Degree College Degree College Degree College Degree
Preferred Activities Prefer environmentally Own lates tablets, Support arts, concerts,  Go to barg/clubs; Gamble; visit
safe products. Practice  smartphonesand theaters, attend concerts. Eatat museums. Buy trendy
yoga, Pilates; ski. laptops. Upgrade museums. Use fad food, family clothesonline.
picture-perfect homes.  coupons, mobile resaurants.
coupons.
Financial Spend wagesonrent  Hold 401(k) and IRA Hold retirement Own U.S. savings Own 401(K) through
plang/securities savings, insurance bonds; bankonline work
policies
Media Active on Facebook, Read epicurean, Cany, use smartphones Rent DVDs from Watch movies, TV on
Twitter, YouTube, sports, home service Redbox or Netflix demand; use tablets
Linkedin magazines
Vehicle Take public Own 2-3 vehicles Own late-model SUVs  Own newer cars Own orlease an
trangportation, taxis, or trucks imported sedan
walk bike
.} .R.P.I?ﬁ7 Copyright 2019 Realtors Pr Resource® LLC. All Rights Reserved.
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About this segment
Metro Renters

Thisisthe

#1

dominant segment
for this area

In thisarea

17.6%

of householdsfall
into this ssgment

In the United States

1.6%

of householdsfall
into this ssgment

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

Who We Are

Residents in the highly mobile and
educated Metro Renters market live alone
or with a roommate in older apartment
buildings and condos located in the urban
core of the city. This is one of the fastest-
growing segments; the popularity of urban
life continues to increase for consumers
in their late twenties and thirties.
Residents' income is close to the U.S.
awverage, but they spend a large portion of
their wages on rent, clothes and the latest
technology. Computers and cell phones
are an integral part of everyday life and are
used interchangeably for news,
entertainment, shopping and social
media. Metro Renters residents live close
to their jobs and usually walk or take a taxi
to get around the city.

Our Neighborhood

o Over half of all households are occupied by
singles, resulting in the smallest average
household sze among the markets, 1.66.

o Neighborhoods feature 20+ unit apartment
buildings, typically surrounded by offices and
businesses.

o Rentersoccupy close to 80% of all households.

o Public transportation, taxis, walking and biking
are popular ways to navigate the city.

Socioeconomic Traits
o Well-educated consumers, many cumrently
enrolled in college.

o Veryinterested in the fine artsand strive to be
sophidticated; value education and creativity.

o WIlling to take risks and work long hoursto get
to the top of their profession.

o Become well informed before purchasing the
newest technology.

o Prefer environmentally safe products.
e Socializing and social status very important.

Market Profile

Enjoy wine at barsand restaurants.

Shop at Trader Joe's and Whole Foods for
groceries, partial to organic foods.

Own a Mac computer and use it for
reading/witing blogs, accessng dating
websites, and watching TV programs and
movies.

Favorite websites: Facebook, Twitter, YouTube
and LinkedIn.

Use a tablet for reading newspapers and
magazines.

Participate in leisure activitiesincluding yoga,
Pilates and downhill sking.

Shop for clothes at Banana Republic, The Gap
and Nordstrom.

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 socioeconormic and denographic characteristics. Data Source: Esri 2017. Update

Frequency: Annually.
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Thisisthe

#2

In thisarea

13.0%

dominant segment
for this area

of householdsfall
into this ssgment

In the United States

1.6%

of householdsfall
into this ssgment

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

Our Neighborhood

Who We Are

Professional Pride consumers are well-
educated career professionals who have
prospered through the Great Recession.
To maintain their upscale suburban
lifestyles, these goal-oriented couples
work, often commuting far and working
long hours. However, their schedules are
fine-tuned to meet the needs of their
school-age children. They are financially
sawy; they invest wisely and benefit from
interest and dividend income. So far,
these established families have
accumulated an average of $1.5 million in
net worth, and their annual household
income runs at more than twice the U.S.
awverage. Theytake pride in their newer
homes and spend valuable time and
energy upgrading. Their homes are
furnished with the latest in home trends,
including finished basements equipped
with home gyms and in-home theaters.

Typically owner-occupied, single-family homes
are in newer neighborhoods: 59% of units were
built in the last 20 years.

Neighborhoods are primarily located in the
suburban periphery of large metropolitan
areas.

Most households own two or three vehicles;
long commutes are the norm.

Homes are valued at more than twice the U.S.
median home value, although three out of four
homeowners have mortgages to pay off.

Families are mostly manied couples (almost
80% of households), and more than half of
these families have kids. Their average
household size, 3.11, reflects the presence of
children.

Socioeconomic Traits

Professonal Pride consumers are highly
qualified in the science, technology, law or
finance fields; they've worked hard to build
their professonal reputation or their sart-up
busneses

These consumers are willing to risktheir
accumulated wealth in the stock market.

They have a prefered financial ingitution,
regularly read financial news, and use the
Intemet for banking transactions.

These residents are goal oriented and strive for
lifelong eaming and leaming.

Life here iswell organized; routine isa key
ingredient to daily life.

Market Profile

These frequent travelers take several domestic
tripsa year, prefering to book their plane
tickets, accommodations and rental carsvia the
Intemet.

Residents take pride in their picture-perfect
homes, which they continually upgrade. They
shop at Home Depot and Bed Bath & Beyond
to tacke the smaller home improvement and
remodeling tasks but contract out the larger
projects.

To keep up with their busy households, they
hire housekeepers or professonal cleaners.

Residents are prepared for the ups and downs
in life; they maintain life insurance;
homeowners and auto insurance; aswell as
medical, vison, dental, and prescription
insurance through work They are actively
investing for the future; they hold 401(K) and
IRA retirement plans, plus securities.

Consumers spend on credit but have the
disposable income to avoid a balance on their
credit cards. They spend heavily on Intemet
shopping; Amazon.com is a favorite website.

Consumersfind time in their busy schedules for
themselves. They workout in their home gyms,
owning at leas a treadmill, an elliptical or
weightlifting equipment. They also visit the
salon and spa regularly.

All family members are avid readers; they read
on their smartphones, tablets and e-readers but
also read hard copies of epicurean, home
service and sports magazines.

Residents, both young and old, are tech savvy;
they not only own the latest and greatest in
tablets, smartphones and laptops but actually
use the features each hasto offer.

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 2017. Update

Frequency: Annually.
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About this segment

In Style

Thisisthe

#3

dominant segment
for this area

In thisarea

9.0%

of householdsfall
into this ssgment

In the United States

2.2%

of householdsfall
into this ssgment

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

Who We Are

In Style denizens embrace an urbane
lifestyle that includes support of the arts,
travel and extensive reading. Theyare
connected and make full use of the
advantages of mobile devices.
Professional couples or single
households without children, they have the
time to focus on their homes and their
interests. The population is slightly older
and already planning for their retirement.

Our Neighborhood

o City dwellersof large metropolitan areas.

o Maried couples, primarily with no children or
sngle households, average household size at
2.33.

« Home ownership average at 69%; more than
half, 51%, mortgaged.

o Primarily single-family homes, in older
neighborhoods (built before 1980), with a mix

of town homes and smaller (5-19 units)
apartment buildings.

e Median home value at $213,500.
o Vacant housing unitsat 8.8%.

Socioeconomic Traits

o College educated: 46% are graduates; 75%
with some college education.

e Lowunemployment isat 5.6%; higher labor
force participation rate is at 68% with
proportionately more two-worker households.

o Median household income of $65,600 reveals
an affluent market with income supplemented
by investments and a subgtantial net worth.

e Connected and knowedgeable, they cany
smartphones and use many of the features.

o Attentive to price, they use coupons, especially
mobile coupons.

Market Profile

o Partial to late model SUVsor trucks.

o Homesintegral part of their syle; inved in
home remodeling/maintenance, DIY or
contractors, housekeeping hired.

« Prefer organic foods, including growing their
own vegetables

o Financially active, from a variety of
investments to home equity lines of credit.

o Meticulous planners, both well insured and
well invesgted in retirement savings.

o Generouswith support of various charities and
causes.

o Actively support the arts, theater, concerts and
museums.

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 socioeconormic and denographic characteristics. Data Source: Esri 2017. Update

Frequency: Annually.
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About this segment

Bright Young Professionals

Thisisthe

#4

dominant segment
for this area

In thisarea

8.5%

of householdsfall
into this ssgment

In the United States

2.2%

of householdsfall
into this ssgment

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

Who We Are

Bright Young Professionals is a large
market, primarily located in urban outskirts
of large metropolitan areas. These
communities are home to young,
educated, working professionals. One out
of three householders is under the age of
35. Slightly more diverse couples
dominate this market, with more renters
than homeowners. More than two-fifths of
the households live in single-family
homes; over a third live in 5+ unit
buildings. Labor force participation is high,
generally white-collar work, with a mix of
food senice and part-time jobs (among
the college students). Median household
income, median home value and average
rent are close to the U.S. averages.
Residents of this segment are physically
active and up on the latest technology.

Our Neighborhood
o Approximately 56% of the householdsrent;
44% own their homes.

e Household type is primarily couples, maried
(or unmaried), with above average
concentrations of both single-parent and
single-person households.

o Multi-unit buildings or row housing make up
55% of the housing stock (row housing,
buildings with 5-19 units); 44% built 1980-99.

o Average rent isdightly higher than the U.S.
average.

e Lower vacancy rate isat 8.9%.

Socioeconomic Traits

o Education completed: 36% with some college

or an asociate's degree, 30% with a bachelor’s

degree or higher. Education in progressis
10%.

¢ Unemployment rate islower at 7.1%, and labor

force participation rate of 73% is higher than
the U.S. rate.

e These consumersare up on the latest
technology.

o They get mog of their information from the
Intemet.

o Concem about the environment impacts their
purchasing decisions.

Market Profile

e Own U.S. savings bonds.

o Own newer computers (desktop, laptop or
both), iPodsand 2+ TVs.

e Go online to do banking, access YouTube or
Facebook, vist blogs, and play games.

o Use cell phonesto text, redeem mobile
coupons, ligen to music, and check for news
and financial information.

o Find leisure going to barg/clubs, attending
concerts, going to the zoo, and renting DVDs
from Redbox or Netflix.

o Read sports magazinesand participate in a
variety of sports, including backpacking,
badetball, football, bowling, Pilates, weight
lifting and yoga.

o Eat out often at fast-food and family
restaurants.

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 socioeconormic and denographic characteristics. Data Source: Esri 2017. Update

Frequency: Annually.

> RPR

Copyright 2019 Realtors Pr

Resource® LLC. All Rights Reserved.
Informetion is not guar: i i

feed. Equal Housing Opportunity.

=

2/26/2019



A OREGON
ASSOCIATION

OF REALTORS

Local Economic Area Report

Oregon: State Senate District 17

About this segment

Enterprising Professionals

Thisisthe

#5

dominant segment
for this area

In thisarea

7.3%

of householdsfall
into this ssgment

In the United States

1.4%

of householdsfall
into this ssgment

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

Who We Are

Enterprising Professionals residents are
well educated and climbing the ladder in
STEM(science, technology, engineering
and mathematics) occupations. They
change jobs often and therefore choose to
live in condos, townhomes or apartments;
many still rent their homes. The market is
fast-growing, located in lower-density
neighborhoods of large metro areas.
Enterprising Professionals residents are
diverse, with Asians making up over one-
fith of the population. This young market
makes over one and a half times more
income than the U.S. median,
supplementing their income with high-risk
investments. At home, they enjoy the
Internet and TV on high-speed
connections with premier channels and
senvices.

Our Neighborhood
o Almogt half of households are maried couples,
and 30% are single-person households.

e Housing isa mixture of suburban single-family
homes, row homes, and larger mult-iunit
gtructures.

o Close to three quarters of the homes were built
after 1980; 22% are newer, built after 2000.

o Rentersmake up nearly half of all households.

Socioeconomic Traits

e Median household income one and a half
timesthat of the U.S.

o Over half hold a bachelor's degree or higher.

« Early adopters of new technology in hopes of
impressing peerswith new gadgets.

o Enjoy talking about and giving advice on
technology.

o Half have smartphones and use them for news,
accessing search engines and maps.

o Worklong hoursin front of a computer.

o Strive to stay youthful and healthy, eat organic
and natural foods, run and do yoga.

e Buy name brands and trendy clothes online.

Market Profile

o Buy digital books for tablet reading, along with
magazines and newspapers.

o Frequent the dry cleaner.

o Go on businesstrips, a major part of work

o Watch moviesand TV with video-on-demand
and HDTV over a high-speed connection.

¢ Convenience is key—shop at Amazon.com and
pick up drugs at the Target phamacy.

o Eat out at The Cheesecake Factory and Chiclke
fil-A; drop by Starbucks for coffee.

o Leisure activitiesinclude gambling, tripsto
museums and the beach.

¢ Have health insurance and a 401(k) through
work

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 socioeconormic and denographic characteristics. Data Source: Esri 2017. Update

Frequency: Annually.
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Oregon: State Senate District 17: 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, 2017

Update Frequency: Annually

State Senate District 17 ] 144,274
155,102

QOregon |4,122,440

4,339,781

WYL 306,069,470

H 2017
2022 (Projected)
Population Density State Senate District 17

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, 2017

Update Frequency: Annually
H 2017

2022 (Projected)

Qregon |42.5
44.7
usa [ ses

93.5

Population Change Since 2010

This chart shows the percentage change
in area's population from 2010 to 2017,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

M 2017
2022 (Projected)

State Senate District 17 BSWiES

Oregon REAlEs

NI 6.07%

Total Daytime Population

This chart shows the number of people
who are present in an area during normal
business hours, including workers, and
compares that population to other
geographies. Daytime population isin
contrag to the "resdent" population
present during evening and nighttime
hours.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

B State Senate District 17

State Senate District 17 . 182,196

Qregon

4,150,282

> RPR
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Daytime Population Density

This chart shows the number people who
are present in an area during nomal
business hours, including workers, per
square mile in an area, compared with
other geographies. Daytime population is
in contrast to the "resdent" population
present during evening and nighttime
hours.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

M State Senate District 17

State Senate District 17 i

Qregon |42.8

Average Household Size

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

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

State Senate District 17 FEl

Oregon S

H 2017

2022 (Projected)
Population Living in Family State Senate District 17 | 107,707
Households

This chart shows the percentage of an
area’s population that livesin a
household with one or more individuals
related by birth, maniage or adoption,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

115,174
Oregon I 3,082,280
3,231,992

WLYIN 055 660,714

M 2017
2022 (Projected)

Female / Male Ratio State Senate District 17 49.4%
This chart shows the ratio of femalesto 50.7% 49,3%
malesin an area, compared with other
oawpiies e
Data Source: U.S. Census American 50.4% 48,6%
o Sy v e 201 vsn. EEC
Update Frequency: Annually

50.7% 49,3%

B Women 2017
Men 2017
Women 2022 (Projected)
Men 2022 (Projected)

> RPR
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Oregon: State Senate District 17: 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, 2017

Update Frequency: Annually

State Senate District 17
oregon |

M 2017
2022 (Projected)
Population by Age Children

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

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually
M 2017

2022 (Projected)

Teens

TI-E 10.1%

Over 80 PR

> RPR
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Oregon: State Senate District 17: Marital Status Comparison

Married / Unmarried Adults State Senate District 17 |/ 46.5%
Ratio =
This chart shows the ratio of maried to UsA 50.6%

unmarried adultsin an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

B Varied

Unmarried
Married State Senate District 17 |+
This chart shows the number of people in Oregon [eeies
an area who are manied, compared with T
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

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, 2017

Update Frequency: Annually

Widowed State Senate District 17 |-

Thischart shows the number of people in oregon [ ——

i i oo comPared UsA
with other geographies. —

Data Source: U.S. Census American

Community Survey via Esi, 2017

Update Frequency: Annually

Thischart showsthe number of people in Oregon
an area who are divorced, compared with USA 0%

ofher geographios.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

)
Copyright 2019 Realtors Pr Resource® LLC. All Rights Reserved.
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Oregon: State Senate District 17: 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, 2017

Update Frequency: Annually

B 2017
2022 (Projected)

State Senate District 17 E3blif:lik

nl=hb M 575,702

VYN 530,628

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, 2017

State Senate District 17 FEIBE[S

CQregon [EEEAGN

WLTiN 556,082
Update Frequency: Annually
H 2017
2022 (Projected)
Per Capita Income State Senate District 17 EZifk

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

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually
M 2017

2022 (Projected)

Oregon EsElRE:

LTI 30,801

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, 2017

Update Frequency: Annually

> RPR
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Unemployment Rate L TS T—
This chart showsthe unemployment 1 T T——
trend in an area, compared with other

geographies G T L —

Data Source: Bureau of Labor Statigtics 3 6%

via 30L T

Update Frequency: Monthly L

L ]

Ml State Senate District 17 Dy et
Oregon Dec Jan Feb
USA 18 e ™

Employment Count by Manufacturng

InduStry Health Care and Social Assistance

This chart showsindusiriesin an area
and the number of people employed in
each category.

Data Source: Bureau of Labor Statigtics
via Esi, 2017

Update Frequency: Annually

Professional, Scientific and Technical
Retail Trade

Education

Accommodation and Food

Finance and Insurance

Other

Construction

Administrative Support and Waste Management
Whaolesale Trade

Transportation and Warehousing
Real Estate, Rental and Leasing
Arts, Entertainment and Recreation

Public Administration

1]

Infarmation
Utilities
Agriculture, Forestry, Fishing and Hunting
Business Management I 147
Mining 0 orno data
.} RPR® Copyright 2019 Realtors Pr Resource® LLC. All Rights Reserved.

Informetion is not guaranteed. Equal Housing Opportunity.
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Oregon: State Senate District 17: 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, 2017

Update Frequency: Annually

State Senate District 17

COregon

USA RS

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, 2017

Update Frequency: Annually

State Senate District 17 BFAH

Oregon ekl

WY 70.6%

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, 2017

Update Frequency: Annually

State Senate District 17 EBE

Qregon

Usa EXEA

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, 2017

Update Frequency: Annually

State Senate District 17 R

Cregon
usa

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, 2017

Update Frequency: Annually

State Senate District 17 BFAaH

Oregon  [EiE=e

LTS 70.6%
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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, 2017

Update Frequency: Annually

State Senate District 17 FAEH
QOregon
Usa

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, 2017

Update Frequency: Annually

State Senate District 17 [E-¥&

Qregon

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, 2017

Update Frequency: Annually

State Senate District 17

Qregon
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Oregon: State Senate District 17: Commute Comparison

Average Commute Time

This chart shows average commute times

to work in minutes, by percentage of an
area's population.

Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

B State Senate District 17

<5 Minutes
5-10 Minutes
10-15 Minutes
15-20 Minutes
20-25 Minutes
23-30 Minutes
30-35 Minutes
35340 Minutes
4045 Minutes
45-60 Minutes
60-20 Minutes

=90 Minutes

How People Get to Work

This chart shows the types of
transportation that residents of the area
you searched use for their commute, by
percentage of an area's population.
Data Source: U.S. Census American
Community Survey via Esi, 2017

Update Frequency: Annually

B State Senate District 17

Drive Alone
Carpoaol

Public Transit
Work at Home

Bicycle
Subway/El
other || 0.9%
Train ID.S%
Motorcycle |U.3"fu

Taxi | 0.0%
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Oregon: State Senate District 17: Home Value Comparison

Median Estimated Home Value

This chart displays property estimates for
an area and a subject property, where
one hasbeen selected. Estimated 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

Oregon |[EsEErll

12-Month Change in Median
Estimated Home Value

This chart shows the 12-month change in
the egimated value of all homesin this
area, the county and the state. 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

State Senate District 17
oregor
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Oregon: State Senate District 17

Best Retail Businesses: Oregon: State Senate District 17

This chart shows the types of businesses that consumers are leaving an area to find. The business types represented by blue bars are relatively scarce in the area,
S0 consumers go elsewhere to have their needs met. The beige 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, 2017
Update Frequency: Annually

-100 -0 B0

Vending Machine Operators

Direct Selling Establishments

Lawn & Garden Stores

E-Shopping & Mail-Order Houses
Other Motar Vehicle Dealers
Specialty Food Stores

Auto Parts/Accessories/Tire Stores
Used Merchandise Stores
Jewelry/Luggage/Leather Goods Stores
Gasoline Stations

Department Stores

Clothing Stores

Special Food Services

Electronics & Appliance Stores
Florists

Grocery Stores

Health & Personal Care Stores
Book/Periodical/Music Stores

Shoe Stores

Sports/Hobby/Musical Instrument Stores
Bars

Furniture Stores

Other Misc Retailers

Other General Merchandise Stores
Building Material/Supplies Dealers
Office Supply/Stationery/ Gift Stores
Home Furnishings Stores
Autornobile Dealers

Liquor Stores

| P Not Enough

-40 -20 0
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About RPR (Realtors Property Resource)

¢ Realtors Property Resource®is a wholly owned subsidiary of the National . )
Association REALTORS®.

¢ RPR offers comprehensive data — including a nationwide database of 164 million .
properties — as well as powerful analytics and dynamic reports exclusively for R PR
members of the NAR.

e RPR's focus is giving residential and commercial real estate practitioners, REALTORS
brokers, and MLS and Association staff the tools they need to serve their clients. PROPERTY

o This report has been provided to you by a member of the NAR. RESOURCE

About RPR's Data T

RPR generates and compiles real estate and other data from a vast array of sources. EL i =

The data contained in your report includes some or all of the following: L Ll LT

e Listing data from our partner MLSs and CIEs, and related calculations, like i — - _
estimated value for a property or median sales price for a local market. vt e A i":r:'

¢ Public records data including tax, assessment, and deed information.
Foreclosure and distressed data from public records and RealtyTrac.

o Market conditions and forecasts based on listing and public records data.

e Census and employment data from the U.S. Census and the U.S. Bureau of
Labor Statistics.

o Demographics and trends data from Esri. The data in commercial and economic
reports includes Tapestry Segmentation, which classifies U.S. residential
neighborhoods into unique market segments based on socioeconomic and
demographic characteristics.

e Business data including consumer expenditures, commercial market potential,
retail marketplace, SIC and NAICS business information, and banking potential
data from Esri.

e School data and reviews from Niche.
o Specialty data sets such as walkability scores, traffic counts and flood zones.

stimated Valud
Update Frequency oSl Vedmie
e Listings and public records data are updated on a continuous basis. $227k glngﬂiarl Sale
ce

e Charts and statistics calculated from listing and public records data are refreshed

Median Sale

monthly _6 1% Price 12-Mont

Change

. s ‘65_h1.=d

o (Other data sets range from daily to annual updates.

Learn more

NATIONAL
For more information about RPR, please visit RPR's m E%ﬁ‘.’%".{s'-o” of .} RPR’
public website: http:/blog.narrpr.com e Wholly Oumed Subsidiary
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