
55—College Towns

Demographic
With a median age of 24.4 years, College Towns is the third 
youngest of all the Tapestry segments. Most residents are 
aged between 18 and 34 years and live in single-person or 
shared households. One-fourth of households are occupied 
by married-couple families. The race profile of this market 
is somewhat similar to the US profile. Approximately three-
fourths of the residents are white.

Socioeconomic
College Towns residents are focused on their education; 
59 percent are enrolled in college or graduate school. 
After graduation, other residents stayed on to teach or do 
research. Because many students only work part-time, the 
median household income of $31,271 ranks near the low 
end. The median net worth is $12,027. Fifty-two percent of 
the employed residents work part-time. This segment ranks 
second to the Dorms to Diplomas segment for the highest 
proportion of part-time employment. Most of the employed 
residents work in the service industry, holding on- and  
off-campus jobs in educational services, health care, and 
food preparation.

Residential
One in seven College Towns residents lives in a dorm on 
campus. Students in off-campus housing live in low-income 
apartment rentals. Thirty percent of housing is owner 
occupied, typically by town residents, who live with their 
families in single-family dwellings. The median home value is 
$137,707. One-third of the housing is single-family structures.

Preferences
Convenience and speed dictates food choices; they usually 
buy ready-made meals, eat out, or order fast-food. With their 
busy lifestyles, they frequently eat out or order in from fast-
food restaurants, particularly McDonald’s, Wendy’s, and pizza 
outlets during the week; however, many cook at home over 
the weekend. They buy books online and in stores. They have 
student loans and bank online or by ATM. They own laptops 
or expensive desktop computers with the peripherals to 
match. Connecting to the Internet is essential; they go online 
to research assignments, look for jobs, check e-mail, and 
download music. Keeping in touch is also important; they buy 
and use cell phones and accessories.

Many residents buy bedding, bath, cooking products, and small 
appliances such as a microwave or upright vacuum cleaner. 
They rank high for participating in nearly every outdoor sport 
and athletic activity.

College Towns residents attend country music and rock 
concerts and college basketball and football games, play pool, 
and go to movies and bars. They also participate in public 
activities including fund-raising and volunteer work. They 
usually listen to alternative music on their MP3 players, tune in 
to public radio, and watch MTV and Comedy Central on cable 
TV. They shop at discount stores but prefer to buy branded 
clothes from Old Navy, Gap, and Target.
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For more information about Tapestry 
call Esri at 
1-800-447-9778

Send e-mail inquiries to 
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Visit 
esri.com/tapestry


