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Oregon: State House District 49

Criteria Used for Analysis

Incore: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$53,566 34.4 67,796 Bright Young Professionals
Total dollars: Total years:
$53,566 out of $24,753 34.4 out of 67,796.0
Consumer Segmentation
Life Mode Urbanization
V‘matlafle_ktheh Middle Ground }{‘I’(hefﬁ_ do Pe°|II"e Urban Periphery
m:pi: trlrise ;r:;? Lifestyles of thirtysomethings I:vz’.t? IS usually City life for starting families with single-family homes
Top Tapestry Bright Young Home American
Segments Professionals Front Porches Metro Fusion Improvement Dreamers
% of Households 4,092 (16.5%) 3,879 (15.7%) 3,322 (13.4%) 1,893 (7.6%) 1,518 (6.1%)
% of Oregon 62,266 (3.8%) 117,964 (7.3%) 28,697 (1.8%) 26,013 (1.6%) 23,045 (1.4%)
Lifestyle Group Middle Ground Middle Ground Midtown Singles Family Landscapes Ethnic Enclaves
Urbanization Group Urban Periphery Metro Cities Urban Periphery Suburban Periphery Urban Periphery

Residence Type

Household Type

Average Household Size
Median Age

Diversity Index

Median Household Income
Median Net Worth

Median Home Value
Homeownership

Average Monthly Rent

Employment

Education

Preferred Activities

Multi-Units; Single
Family

Manied Couples
24

322

65.4

$50,000
$28,000

44.1 %

$1,000

Professional or
Services

College Degree
Go to bars/clubs;

attend concerts. Eat at

fast food, family

Multi-Units; Single
Family

Manied Couples
2.55

34.2

70.4

$39,000
$21,000

47.8 %

$890

Services, Professonal

or Adminigtration

High School Graduate

Go online for games;

vidt dating websites,
chat rooms. Play

Multi-Unit Rentals;
Single Family

Singles

2.63

28.8

84

$33,000
$12,000

25%

$880

Services,
Administration or
Professional
College Degree

Spend money on
what's hot unless
saving for something

Single Family

Manied Couples
2.86

37

63.4

$67,000
$162,000
$174,000

80.3 %

Professional or
Services

College Degree

Eat at Chili's, Chickdil-

A, Panera
Bread. Shop

Single Family

Manied Couples
3.16

31.8

83.3

$48,000
$53,000
$130,000

65 %

Servicesor
Adminigration

High School Graduate

Own feature-ich cell
phones. Pay bills,
socialize online.

restaurants. bingo, video games. specific. Follow warehouse/club, home
football, soccer. improvement stores.
Financial Own U.S. savings Have loansto pay bills  Shop at discount Invest conservatively Spend money
bonds; bankonline grocery stores, Kmart, carefully; buy
Walmart necessties
Media Rent DVDs from Watch Comedy Listen to R&B, rap, Watch DIY Network Listen to urban or
Redbox or Netflix Central, Nickelodeon, Latin, reggae music Hispanic radio
PBS Kids Sprout
Vehicle Own newer cars Enjoy fun-to-drive cars  Ownsused vehicles Own minivan, SWV One or two vehicles
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Oregon: State House District 49

About this segment

Bright Young Professionals

Thisisthe

#1

dominant segment
for this area

In thisarea

16.5%

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.
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About this segment
Front Porches

Thisisthe

#2

dominant segment
for this area

In thisarea

15.7%

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

Front Porches blends household types,
with more young families with children or
single households than average. This
group is also more diverse than the U.S.
Half of householders are renters, and
many of the homes are older townhomes
or duplexes. Friends and family are central
to Front Porches residents and help to
influence household buying decisions.
Residents enjoy their automobiles and
like cars that are fun to drive. Income and
net worth are well below the U.S. average,
and many families have taken out loans to
make ends meet.

Our Neighborhood
o Nearly one in five homesisa duplex, triplex or
quad; half are older single-family dwellings.

o Just over half the homes are occupied by
renters.

o Older, edablished neighborhoods; three
quarters of all homes were built before 1980.

o Single-parent families or singlesliving alone
make up almogt half of the households.

Socioeconomic Traits

e Composed of a blue-collar work force with a
strong labor force participation rate, but
unemployment is high at 11%.

o Price ismore important than brand names or
style to these consumers.

o With limited incomes, these are not
adventurous shoppers.

o They would rather cooka meal at home than
dine out.

o They seekadventure and gtrive to have fun.

Market Profile
¢ Go online for gaming, online dating and chat
rooms.

o Use their cell phonesto redeem mobile
coupons and listen to hip hop and R&B music.

o Drinkenergy and sports drinks.

o Participate in leisure activitiesincluding sports,
indoor water parks, bingo and video games.

« Watch Comedy Central, Nickelodeon and PBS
Kids Sprout.

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

#3 - 13.4%

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

Metro Fusion is a young, diverse market.
Many residents do not speak English
fluently and have moved into their homes
recently. They are highly mobile. More than
three-quarters of households are
occupied byrenters. Many households
have young children; a quarter are single-
parent families. The majority of residents
live in midsize apartment buildings. Metro
Fusion is a hard-working market with
residents who are dedicated to climbing
the ladders of their professional and
social lives. This is particularly difficult for
the single parents due to median incomes
that are 35 percent lower than the U.S.
average.

Our Neighborhood

o Over 60% of the homes are multi-unit
structureslocated in the urban periphery.

o Three quarters of resdents are renters, and
rents are about ten percent lessthan the U.S.
average.

e The majority of housing units were built before
1990.

o Single-parent and single-person households
make up over half of all households.

Socioeconomic Traits

¢ They're a diverse market with 30% black 34%
Hispanic and 20% foreign bom.

o Younger resdents are highly connected, while
older residents do not have much use for the
latest and greatest technology.

¢ They work hard to advance in their professons,
including working weekends.

e They take pride in their appearance, consder
their fashion trendy, and stickwith the same
few designer brands.

o They spend money readily on what's hot unless
saving for something specific.

o Social statusis very important; they lookto
impress with fashion and electronics.

Market Profile
¢ They enjoy watching MTV, BET, Spanish TV
networks and pay-per-view.

o They listen to R&B, rap, Latin and reggae
music.

o Football and soccer are popular sports.

o They shop at discount grocery stores, Kmart
and Walmart.

« They often eat frozen dinners, but when dining
out prefer McDonald's, Wendy's and IHOP.

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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About this segment

Home Improvement

Thisisthe

#4

dominant segment
for this area

In thisarea

7.6%

of householdsfall
into this ssgment

In the United States

1.7%

of householdsfall
into this ssgment

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

Who We Are

Married-couple families occupy well over
half of these suburban households. Most
Home Improvement residences are
single-family homes that are owner
occupied, with only one-fifth of the
households occupied byrenters.
Education and diversity levels are similar
to the U.S. as a whole. These families
spend a lot of time on the go and therefore
tend to eat out regularly. When at home,
weekends are consumed with home
improvement and remodeling projects.

Our Neighborhood

e These are low-densty suburban
neighborhoods.

« Eight of every 10 homes are traditional single-
family dwellings, owner occupied.

o Majority of the homeswere built between 1970
and 2000.

o More than half of the households consist of
manied-couple families; another 12% include
single-parent families

Socioeconomic Traits

o Higher participation in the labor force and
lower unemployment than US levels, most
households have 2+ workers.

¢ Cautious consumersthat do their research
before buying, they protect their investments.

o Typically spend 4-7 hours per week
commuting, and, therefore, spend sgnificant
amounts on car maintenance (performed at a
department store or auto repair chain store).

e They are paying off student loans and second
mortgages on homes.

e They spend heavily on eating out, at both fast-
food and family restaurants.

o They like to workfrom home, when possible.

Market Profile

¢ Enjoy working on home improvement projects
and watching DIY networks.

« Make frequent trips to warehouse/club and
home improvement storesin their minivan or
SUV.

o Own a giant screen TV with fiber-optic
connection and premium cable; rent DVDs
from Redbox or Netflix.

o \ery comfortable with new technology;
embrace the convenience of completing tasks
on a mobile device.

o Enjoy dining at Chili's, Chickfil-A and Panera
Bread.

o Frequently buy children's clothes and toys.

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

American Dreamers

Thisisthe

#5

dominant segment
for this area

In thisarea

6.1%

of householdsfall
into this ssgment

In the United States

1.5%

of householdsfall
into this ssgment

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

Who We Are

Located throughout the South and West,
most American Dreamers residents own
their own homes, primarily single-family
housing--farther out of the city, where
housing is more affordable. Median
household income is slightly below
average. The majority of households
include younger married-couple families
with children and, frequently,
grandparents. Diversityis high; many
residents are foreign born, of Hispanic
origin. Hard work and sacrifice have
improved their economic circumstance as
they pursue a better life for themselves
and their family. Spending is focused
more on the members of the household
than the home. Entertainment includes
multiple televisions, movie rentals and
video games at home or visits to theme
parks and zoos. This market is connected
and adept at accessing what they want
from the Internet.

Our Neighborhood

o American Dreamers resdents are family-centric
and diverse. Mogt are manied couples with
children of all agesor single parents;
multigenerational homes are common.

o Average household size ishigher than U.S.
average at 3.16.

o Resdentstend to live further out from urban
centers-more affordable single-family homes
and more elbow room.

e Tenure isdightly above average with 65%
owner occupancy; primarily single-family
homeswith more mortgages and dightly
higher monthly costs.

e Three quarters of all housing were built since
1970.

¢ Many neighborhoods are located in the urban
periphery of the largest metropolitan areas
across the South and West.

o Mog households have one or two vehicles
available and a longer commute to work

Socioeconomic Traits

« While nearly 16% have eamed a college
degree, the majority, or 63%, hold a high
school diploma only or spent some time at a
college or universty.

o Unemployment is higher at 10.7%; labor force
participation isalso higher at 67%.

o Most American Dreamers residents derive
income from wages or salaries, but the rate of
poverty isa bit higher in this market.

e They tend to spend money carefully and focus
more on necessities.

e They are captivated by new technology,
particularly feature-rich smartphones.

o Connected: They use the Intemet primarily for
socializing but also for convenience, like
paying billsonline.

Market Profile

¢ \When dining out, these resdents favor fagt-
food dining places such as Taco Bell or
Wendy's aswell asfamily-friendly restaurants
like Olive Garden, Denny's or IHOP.

o Cell phones are preferred over landlines.

« Favorite channelsinclude Animal Planet,
MTV, Cartoon Network, and Disney, aswell as
programming on Spanish TV.

¢ Resdentslisten to urban or Hispanic radio.

o During the summer, family outingsto theme
parks are especially popular.

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 House District 49: 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 House District 49 | 67,796
71,337

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 House District 49 X

r
L
o
pret
in

Qregon I42.5

4.7

usa [ s

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 House District 49 it

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 House District 49

State House District 49 I 79,345

Oregon ERE[LE]
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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 House District 49

State House District 49
Qregon I42.ﬁ

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 House District 49 gl

Oregon S

H 2017

2022 (Projected)
Population Living in Family State House District 49 | 53,050
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

55,628
Oregon I 3,082,280
3,231,992

WLYIN 055 660,714

M 2017
2022 (Projected)

Female / Male Ratio State House District 49 a0.4%
This chart shows the ratio of femalesto 50.5% 49.5%
malesin an area, compared with other
oawpiies s
Data Source: U.S. Census American 50.4% 48,6%
o S v 2017 vsn. EEC
Update Frequency: Annually

50.7% 49,3%

B Women 2017
Men 2017
Women 2022 (Projected)
Men 2022 (Projected)
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Oregon: State House District 49: 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 House District 49 [E-X

M 2017
2022 (Projected)
Populationby Age Chirer
This chart breaks down the population of
an area by age group. Togen: [F0E
Data Source: U.S. Census American
Community Survey via Esi, 2017
UpdateFrequercy: Anualy reens
M 2017
2022 Prjected

70s

Ower 80
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Oregon: State House District 49: Marital Status Comparison

Married / Unmarried Adults
Ratio

This chart shows the ratio of maried to
unmarried adultsin an area, compared
with other geographies.

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

Update Frequency: Annually

State House District 49 | 7 53.2%

49.9% 50.1%

COregon

LT 40.4% 50.6%

B Merried
Unmarried
Married State House District 49

This chart shows the number of people in
an area who are manied, compared with
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

el

N

COregon

UsA

Widowed

This chart shows the number of people in
an area who are widowed, compared
with other geographies.

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

Update Frequency: Annually

State House District 49 |-

uss

Divorced

This chart shows the number of people in
an area who are divorced, compared with
other geographies.

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

Update Frequency: Annually

UsA

3.5%

11.0%
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Oregon: State House District 49: 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 House District 49 Rl

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

Update Frequency: Annually

H 2017
2022 (Projected)

State House District 49 FElais

CQregon [EEEAGN

WLTiN 556,082

Per Capita Income
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)

State House District 49 ExEfibkE

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 House District 49 Eiplert

QOregon

TN 560,725
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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

B State House District 49

Oregon
USA

Employment Count by
Industry
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

Health Care and Social Assistance

Retail Trade

Manufacturing

Accommodation and Food

Construction

Transportation and Warehousing
Education

Other

Administrative Support and Waste Management
Professional, Scientific and Technical
Whaolesale Trade

Finance and Insurance

Public Administration

Agriculture, Forestry, Fishing and Hunting
Information

Real Estate, Rental and Leasing

Arts, Entertainment and Recreation
Utilities

Mining

Business Management

2327

2,031

> RPR

Copwght 2019 Realtors Pr Resource® LLC. All Rights Reserved.
Informetion is not guaranteed. Equal Housing Opportunity.

2/26/2019



A OREGON
ASSOCIATION

“ OF REALTORS®

Local Economic Area Report

Oregon: State House District 49

Oregon: State House District 49: 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 House District 49

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 House District 49 et

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 House District 49 et

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 House District 49 il

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 House District 49 it

Qregon

LTS 70.6%

T
i
in
s
=
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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 House District 49
oregon [N
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

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
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Oregon: State House District 49: 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 House District 49

<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

1

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

Bl State House District 49

Drive &lone
Carpoal

Public Transit
Bus

Work at Home
Walk

Streetcar/Trolley l 1.9%
other [ 14%
Subway/El ID.S%

Bicycle I 0.8%

Matorcycle I 0.4%

Train | 0.4%
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Oregon: State House District 49: Home Value Comparison

Median Estimated Home Value State House District 49
This chart displays property estimates for Oregon kil

o hasboon Slac Eximeiet hor
one hasbeen selected. Egimated home Rl $241.780

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

12-Month Change in Median ~ tte ouse D 43
Bstinated Home Value oregon
Thischat ous e 2merincange

the edimated 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
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Best Retail Businesses: Oregon: State House District 49

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

Direct Selling Establishments

Other General Merchandise Stores
Vending Machine Operators

Lawn & Garden Stores

Florists

Sports/Hobby/Musical Instrurment Stores
Book/Periodical/Music Stores
Electronics & Appliance Stores
Office Supply/Stationery/ Gift Stores
Special Food Services
Jewelry/Luggage/Leather Goods Stores
Liquor Stores

Clothing Stores

Other Motar Vehicle Dealers

Shoe Stores

E-Shopping & Mail-Order Houses
Home Furnishings Stores

Furniture Stores

Grocery Stores

Used Merchandise Stores

Health & Personal Care Stores
Automobile Dealers

Other Misc Retailers

Auto Parts/Accessories/Tire Stores
Bars

Building Material/Supplies Dealers
Specialty Food Stores

Department Stores

Gasoline Stations

| P Not Enough
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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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