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Criteria Used for Analysis

Incore: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$43,780 45.5 137,331 Senior Escapes
Total dollars: Total years:
$43,780 out of $55,916 45.5 out of 137,331.0
Consumer Segmentation
Life Mode Urbanization
What are the Senior Styles Where do people * Semijrural
Ipeop_le like that Senior lifestyles reveal the effects of saving for like this usually Small town living, familieswith affordable
ive in this area? f live?
retirement homes
Top Tapestry The Great Rural Resort
Segments Senior Escapes Outdoors Dwellers Midlife Constants Set to Impress
% of Households 9,828 (17.6%) 7,108 (12.7%) 4,314 (7.7%) 3,699 (6.6%) 3,565 (6.4%)
% of Oregon 51,473 (3.2%) 108,191 (6.7%) 42,775 (2.6%) 52,327 (3.2%) 43,097 (2.7%)
Lifestyle Group Senior Styles Cozy Country Living Cozy Country Living GenXurban Midtown Singles
Urbanization Group Semirural Rural Rural Suburban Periphery Metro Cities
Residence Type Single Family, Mobile  Single Family Single Family or Single Family Multi-Unit Rentals;
Homes or Seasonal Seasonal Single Family
Household Type Manied Couples Manied Couples Manied Couples Manied Without Kids ~ Singles
Without Kids Without Kids
Average Household Size 2.19 243 2.21 23 2.1
Median Age 52.6 46.3 524 45.9 33.1
Div ersity Index 425 33.7 21.9 34 64.9
Median Household Income $35,000 $53,000 $46,000 $48,000 $29,000
Median Net Worth $84,000 $124,000 $129,000 $104,000 $12,000
Median Home Value $110,000 $189,000 $163,000 $141,000 -
Homeownership 76.1 % 781 % 81.8 % 73.6 % 28.8 %
Average Monthly Rent - - - - $750
Employment Retired, Services, Professional or Servicesor Professional or Services, Professonal
Professional or Services Professional Services or Administration
Adminigtration
Education High School Graduate  College Degree High School Graduate  College Degree High School Graduate
Preferred Activities Take guided toursin Might invest in real Tend vegetable Attend church; are Go to rock concerts,
the U.S.. Belong to edate. Own petdogs  gardens Go hunting, = members of fratemal nightclubs, zoos. Shop
veterans clubs, or cats. freshwater fishing. orders. Read; go at Walgreens.

Financial

Media

Vehicle

member of
AARP/AAA.

Bankin person

Watch news, sports,
CMT, Golf Channel,
AMCon TV

Maintain older vehicle

Belong to AARP,
veterans clubs

Watch CMT, History
Channel, Fox News

Own 4-wheel drive
trucks

Own lowHisk assets

Watch Animal Planet,
Discovery Channel,
DIY Network

Own older, domestic
vehicles

fishing; play golf.

Have retirement
income, Social
Security

Watch country,

Chrigian TV channels

Own domestic SUVs,
trucks

Manage finances
online

Download latest music
online

Own used, imported
vehicles
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Thisisthe

#1 17.6%

dominant segment
for this area

In thisarea

of householdsfall
into this ssgment

In the United States

0.9%

of householdsfall
into this ssgment

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

Who We Are

Senior Escapes neighborhoods are
heavily concentrated in the warmer states
of Florida, California and Arizona. These
areas are highly seasonal, yet owner
occupied. Many homes began as
seasonal getaways and now sene as
primary residences. Forty percent are
mobile homes; half are single-family
dwellings. About half are in
unincorporated and more rural areas.
Over a quarter of the population are 65-74
years old. Most are white and fairly
conservative in their political and religious
views. Residents enjoywatching TV, going
on cruises, playing Bingo, golfing, boating
and fishing. Theyare very conscious of
their health and buy specialty foods and
dietary supplements.

Our Neighborhood

o Neighborhoodsinclude primary and second
homesin rural or semi-ural sefttings.

o One quarter of all housing units are vacant;
many are for seasonal use only.

o One-third of the households are manied
coupleswithout children; a third are single-
person households.

o Half the homes are single family; another 40%
are mobile homes.

e Three-quarters of all homes are owner
occupied, and the majority own their homes
free and clear.

o Still actively driving, most households have
one or two vehicles.

Socioeconomic Traits

o Labor force participation islow, but more than
half the households are drawing Social
Security income.

e They have conservative political views.

o They spend majority of their time with
spouse/significant other or alone.

e They are limited by medical conditions but till
enjoy gardening and working on their vehicles.

o They take good care of vehicles, but haven't
bought a new one in over five years.

o They only spend within their means, do their
banking in person, and do not camry a balance
on their credit card.

Market Profile

o Stockup on good deals, especially high-fiber,
low-calorie, lowfat and sugar-free foods.

e Own 3+ TVsand watch news, sports, CMT, Golf
Channel and AMC.

« Belong to veterans clubs maintain AARP and
AAA memberships.

o Get mog information from TV and the Sunday
newspaper; struggle with computersand the
Intemet.

e Travel in the U.S. via guided tours but weary of
security issues.

o Frequently dine out at Denny's, Golden Corral
and Cracker Barrel

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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Thisisthe ~ Inthisarea - Inthe United States
é 0 : 0

#2 127% 1.5%

dominant segment of householdsfall of householdsfall

for thisarea . intothissegment . into thissegment

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

Who We Are - Our Neighborhood - Market Profile
Neighborhoods in The Great Outdoors o More than 55% of households are manied- « Satellite dishesand riding lawn mowers are
couple families;, 36% are coupleswith no i familiar sightsin these rural settings, along

segment are found in pastoral settings
throughout the United States. Consumers o

. - e Average household size isdightly smaller at
are educated empty nesters living an . 243
active but modest lifestyle. Their focus is

children living at home. with multiple vehicles, fourwheel drive trucks
are popular, too.

« Residentsare members of AARP and veterans

o Typical of areaswith rustic appeal, the housing clubsand support various Givic causes

land. Theyare more likelyto investinreal inventory features single-family homes (76%) .« Technology isnot central in their lives: light
estate or a vacation home than stocks. and mobile homes (16%); a significant use of Intemet connectivity for shopping and
They are active gardeners and partial to inventory of seasonal housing isavailable. entertainment.

homegrown and home-cooked meals. .o Resdentslive in small townsand rural . e Most households have pets-dogs or cats.
Although retirement beckons, most of : %ﬂ&gﬁggfg@ﬁ?ﬁgg&ws’ Souith and L. Televison channels such as CMT, Higtory, and

: . PP Fox News are popular.
these residents still work, with incomes « More than half of all homeswere consructed

i o They enjoy outdoor activities such as hiking,
slightly above the U.S. level. . between 1970 and 2000. _ huning. fidhing and boating,
o Mog households have one or two vehicles;
average travel time to workis dightly higher
(28 minutes) despite a disproportionate
number that work from home.

Socioeconomic Traits

o Nearly 60% have attended college or hold a
degree.

o Unemployment islower at 8%, but so islabor
force participation at 60%.

o Typical of neighborhoods with older residents,
income from retirement and Social Security is
common, but resdents also derive income
from self-employment and investments.

o Resdentsare very do-it-yourself oriented and
cosgt conscious.

o Many service their own autos, workon home
improvement and remodeling projects, and
maintain their own yards.

e They prefer domedtic travel to trips abroad.

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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Thisisthe

#3 77%

dominant segment
for this area

In thisarea

of householdsfall
into this ssgment

In the United States

1.0%

of householdsfall
into this ssgment

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

Who We Are

Athough the Great Recession forced
many owners of second homes to sell,
Rural Resort Dwellers residents remain
an active market, just a bit smaller. These
communities are centered in resort areas,
manyin the Midwest, where the change in
seasons supports a variety of outdoor
activities. Retirement looms for many of
these blue-collar, older householders, but
workers are postponing retirement or
returning to work to maintain their current
lifestyles. Workers are traveling further to
maintain employment. Theyare
passionate about their hobbies, like
freshwater fishing and hunting, but
otherwise have very simple tastes.

Our Neighborhood

e Housing isowner-occupied, single-family
homes, with some mobile homes. A strong
market for sscond homes, these rural areas
provide affordable homesvalued at 8% less
than the U.S. median home value. Over half of
the housing units are vacant due to a high
seasonal vacancy rate.

¢ In thisolder market, 42% of households consist
of mamied coupleswith no children at home,
while another 28% are single person. Manied
coupleswith children at home have older
school-age children.

e Setin scenic rural locations with proximity to
outdoor activities, two vehicles are eseential to
get around.

Socioeconomic Traits

o Rural Resort Dwellersresdents are close to
retirement. They have accumulated wealth
and begun to shift their portfolios to low-risk
asets These active resdents continue to work
in sdlled occupations.

o Simple tases and modesty characterize these
blue-collar residents. They shop for timeless,
comfortable clothing, but only when something
must be replaced. They pay little attention to
advertisng and usually stick to the brands they
know.

e They spend time with their spousesand also
maintain a social calendar.

Market Profile

o Resdentsdrive older domestic vehiclesand
prefer to spend their disposable income on
gear to support their hobbies, which include
freshwater fishing, hunting with a rifle or
shotgun, and motorcycling.

o At home, Rural Resort Dwellers resdents spend
any free time working on their vehicles and
maintaining their gear. They make frequent
tripsto their local hardware store for parts and
tools. These hands-on consumers are also
passonate about vegetable gardening.

¢ Due to their remote locations, these
neighborhoods have satellite dishes. A few
resdents till rely on dial-up modemsto stay
connected. They don't access the Intemet
often but will make online purchases for items
difficult to find in nearby stores.

e Theirtage in TV showsreflects their hobbies—
Animal Planet, Discovery Channel and the DIY
Network

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

Midlife Constants

Thisisthe

#4

dominant segment
for this area

In thisarea

6.6%

of householdsfall
into this ssgment

In the United States

2.5%

of householdsfall
into this ssgment

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

Who We Are

Mdlife Constants residents are seniors, at
or approaching retirement, with below
average labor force participation and
abowve average net worth. Aithough located
in predominantly metropolitan areas, they
live outside the central cities, in smaller
communities. Their lifestyle is more
country than urban. They are generous,
but not spendthrifts.

Our Neighborhood

o Older homes (mogt built before 1980) found in
the suburban periphery of smaller metropolitan
markets.

o Primarily maried couples, with a growing
share of singles.

o Settled neighborhoods with dow rates of
change and residentsthat have lived in the
same house for years.

o Single-family homes, lessthan half ill
mortgaged, with a median home value of
$141,000.

Socioeconomic Traits

o Education: 64% have a high school diploma or
some college.

o Unemployment islower in this market at 7.4%,
but so isthe labor force participation rate.

o Almost 42% of households are receiving Social
Security; 28% also receive retirement income.

o Traditional, not trendy; opt for convenience
and comfort, not cutting-edge. Technology has
itsuses, but the bellsand whistles are a bother.

« Attentive to price, but not at the expense of
quality, they prefer to buy American and
natural products.

« Radio and newspapers are the media of choice
(after television).

Market Profile

Prefer practical vehicleslike SUVsand trucks
(domestic, of course).

Sociable, church-going resdents belonging to
fratemal orders, veterans clubsand charitable
organizations and do volunteer work and fund-
raising.

Contribute to arts/cultural, educational,
political and social services organizations.

DIY homebodies that spend on home
improvement and gardening.

Media preferences: country or Chrigtian
channels.

Leisure activitiesinclude scrapbooking, movies
at home, reading, fishing and golf.

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 In thisarea

#5  6.4%

dominant segment
for thisarea

of households fall
into this ssgment

In the United States

1.4%

of households fall
into this ssgment

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

Who We Are

Set to Impress is depicted by medium to
large multi-unit apartments with lower
than average rents. These apartments are
often nestled into neighborhoods with
other businesses or single-family
housing. Nearlyone in three residents is
20 to 34 years old, and more than half of
the homes are non-family households.
Athough manyresidents live alone, they
presene close connections with their
family. Income lewels are low; many work
in food senice while they are attending
college. This group is always looking for a
deal. They are very conscious of their
image and seek to bolster their status with
the latest fashion. Set to Impress
residents are tapped into popular music
and the local music scene.

Our Neighborhood

o Residentsare better educated and mobile.

o Unemployment is higher, although many are
dill enrolled in college.

e They always have an eye out for a sale and
will stock up when the price isright.

o They prefer name brands, but will buy generic
when it isa better deal.

o Quickmealson the run are a reality of life.

e They're image-conscious consumers who dress
to impress and often make impulse buys.

e They maintain close relationships with family.

Socioeconomic Traits

o Apartment complexes represented by multiple
multi-unit sructures are often nestled in
neighborhoods with single-family homes or
businesses

o Rentersmake up nearly three quarters of all
households.

e They're found mosily in urban areas, but also
in suburbs.

« Single-person households make up over 40%
of all households.

o Itiseasy enough to walkor bike to work for
many residents.

Market Profile

¢ They listen to a variety of the latest music and
download music online.

o Majority have cell phonesonly, no landlines.

¢ They use the Intemet for social media and
managing finances.

e They own used, imported vehicles
¢ They shop at Walgreens.

o They enjoy leisure activitiesincluding going to
rock concerts, night clubs and the zoo.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and denographic characteristics. Data Source: Esri 2017. Update

Frequency: Annually.
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Oregon: State Senate District 28: 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
B 2017

2022 (Projected)

State Senate District 28 ] 137,331
142,651

QOregon |4,122,440

4,339,781

WYL 306,069,470

Population Density

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)

State Senate District 28 F¥;

Oregon |28

USA  [EEE

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 28 JElEH

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 28

State Senate District 28 . 134,636

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

I State Senate District 28

State Senate District 28 Fi

Oregon (G

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 28 X%

Oregon S

H 2017

2022 (Projected)
Population Living in Family State Senate District 28 | 107,552
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

111,390
Oregon I 3,082,280
3,231,992

WLYIN 055 660,714

M 2017

2022 (Projected)
Female / Male Ratio State Senate District 26 (XY <.
This chart shows the ratio of femalesto 49.8% 50.2%
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 g et oecs koL vcrion o Pousing Carri 2/26/2019
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Oregon: State Senate District 28: 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 28

QOregon

45.5

M 2017
2022 (Projected)
Populationby Age Chirer
This chart breaks down the population of
an area by age group. Togen: [Fre
Data Source: U.S. Census American
Community Survey via Esi, 2017
Update Frequency: Annually Teens ERED
M 2017
2022 Prjected
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Oregon: State Senate District 28: Marital Status Comparison

Married / Unmarried Adults State Senate District 28 | = 5 45.5%
Ratio oregon [EERED 50.1%

This chart shows the ratio of maried to usa [ERECS 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 28 |-/
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

Widoved state Senate Distict 2

This chart 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

Divorced State Senate District 28
This chart shows the 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 28: 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 28 Ffilrls

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 28 EZERE(

CQregon [EEEAGN

WLTiN 556,082
Update Frequency: Annually
H 2017
2022 (Projected)
Per Capita Income State Senate District 28 F=ISES|

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

State Senate District 28 EZ5EEE

Oregon  [EElers

TN 560,725

> RPR
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Unemployment Rate

This chart shows the unemployment
trend in an area, compared with other
geographies.

Data Source: Bureau of Labor Statigtics
via 3DL

Update Frequency: Monthly

I State Senate District 28

Oregon

USA
Employment Count by Health Care and ocia ssistance
Industry Retall Tade

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

Manufacturing

Agriculture, Forestry, Fishing and Hunting
Accommodation and Food

Education

Public Administration

Construction

Other

Transportation and Warehousing
Professional, Scientific and Technical
Administrative Support and Waste Management
Finance and Insurance

Wholesale Trade

Arts, Entertainment and Recreation

Real Estate, Rental and Leasing

Utilities

Information

Mining

Business Management

8,820
5,2
706

H
B s::
|3}r

|1
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Oregon: State Senate District 28: 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 28 [EREH
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 28 FrAEH

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 28 5

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 28 FZXaH

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 28 ErAEH

Oregon  [EiE=e

LTS 70.6%

> RPR

Copyright 2019 Realtors Prq)gn'l?/ Resource® LLC. All Rights Reserved.

Information is not guaranteed. Equal Housing Opportunity. 2/26/2019



A OREGON
ASSOCIATION

“ OF REALTORS®

Local Economic Area Report

Oregon: State Senate District 28

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 28 EELH
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 28 Bilg™

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

Qregon

ULYIN 11.8%
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Oregon: State Senate District 28: 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 28

<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 28

Drive Alone
Carpool

Work at Home
Walk

other || 1.1%
Bicycle IIJ.?%
Public Transit | 0.3%

Bus
Matorcycle
Train

Ferry

| 0.2%
| 0.2%
| 0.0%

| 0.0%
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Oregon: State Senate District 28: 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

State Senate District 28

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

oregon

> RPR
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Best Retail Businesses: Oregon: State Senate District 28

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

Book/Periodical/Music Stores

Shoe Stores

E-Shopping & Mail-Order Houses
Clothing Stores

Other Misc Retailers

Fumniture Stores

Electronics & Appliance Stores
Used Merchandise Stores

Special Food Services

Home Furnishings Stores

Specialty Food Stores
Jewelry/Luggage/Leather Goods Stores
Health & Personal Care Stores
Liquor Stores

Florists

Office Supply/Stationery/ Gift Stores
Grocery Stores

Department Stores

Bars

Building Material/Supplies Dealers
Sports/Hobby/Musical Instrument Stores
Lawn & Garden Stores

Direct Selling Establishments
Gasoline Stations

Autornobile Dealers

Other Motor Vehicle Dealers
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Vending Machine Operators
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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

'}' RPR e R o Py Oor s prosened 2/26/2019



