
19—Milk and Cookies

Demographic
Upscale living on a family allowance, Milk and Cookies 
are neighborhoods of young, af� uent married couples 
who are starting their families or already have young 
children. The median age of 34.6 years represents the 
presence of kids; nearly half of the households include 
children. One in four householders is between the ages 
of 45 and 54. The population diversity is comparable to 
that of the U.S., and the proportions of the population 
by race approximate the U.S. distributions with slightly 
above-average ratios of black and Hispanic residents.

Socioeconomic
Ninety percent of Milk and Cookies households earn 
income from wages. The median household income is 
$56,959. Fifty-seven percent have attended college; more 
than 20 percent hold bachelor’s or graduate degrees.

Residential
Milk and Cookies residents prefer single-family homes 
insuburban neighborhoods of cities, largely in the South, 
particularly in Texas. Smaller concentrations of households 
are located in the West and Midwest. Housing units are 
generally 20–30 years old. The median home value is 
$141,153. Given the concentration of dual-income families, 
71 percent of households have at least two vehicles. A family 
with two or more workers, more than one child, and two 
or more vehicles is the norm for these neighborhoods.

Preferences
As Milk and Cookies residents settle into their family 
oriented lifestyle, they focus on family and the future. They 
are properly insured, carrying life and accidental death 
and dismemberment policies. They use a credit union, 
have overdraft protection, and usually have a new car 
loan. Although they may still own a motorcycle or small car, 
they prefer larger vehicles. When they move, they rent a 
U-Haul and move their own belongings. Many households 
own a dog. The presence of children in Milk and Cookies 
households drives their large purchases of baby and children’s 
products including baby food, baby equipment, clothes, 
shoes, medicine, vitamins, board games, bicycles, toys, video 
games, and children’s DVDs. Most households own one 
of the latest video game systems and a large-screen TV.

To save time in their busy lives, they frequently buy prepared 
dinners from the grocery store and fast food. They play 
video games, go bowling, and visit theme parks such as Six 
Flags and Sea World. They watch professional football and 
basketball games. Favorite cable channels include Cartoon 
Network, Discovery Channel, National Geographic Channel, 
and BET. They also work on their lawns, tackle interior 
painting projects, or do minor maintenance on their vehicles.
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