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Demographic
In Style residents live in the suburbs but prefer the city 
lifestyle. Professional couples predominate. Household 
distributions by type are similar to those of the United 
States. Married-couple families represent 54 percent 
of households. Households without children (married 
couples without children, single-person, shared, and 
other family types), comprise more than two-thirds of 
all households. This count is increasing. The population 
is slightly older, with a median age of 41.1 years. 
There is little diversity in these neighborhoods.

Socioeconomic
In Style residents are prosperous, with a median household 
income of $66,771. Wages and salaries provide income 
for 84 percent of the households; 47 percent also receive 
some form of investment income. In Style residents are 
more educated compared to the U.S. level: 41 percent of 
the population aged 25 years and older hold a bachelor’s or 
graduate degree. Forty-six percent of employed residents 
have professional or management positions, with above 
average concentrations in the � nance, insurance, health 
care, technical services, and education industry sectors.

Residential
In Style residents live in af� uent neighborhoods of 
metropolitan areas across the country. More suburban 
than urban, they embrace an urbane lifestyle; 14 
percent prefer townhouses to traditional single-family 
homes chosen by 56 percent of the households. The 
median home value is $229,551. The 68 percent rate of 
homeownership is slightly above average. More than 
three-quarters of the housing was built in the last 30 years.

Preferences
Computer savvy In Style residents go online daily to 
research real estate information; do their banking; track 
investments; trade stocks; book travel; and buy computer 
hardware or software, concert tickets, or tickets to 
sporting events. They use a � nancial planner and invest 
in stocks, bonds, money market funds, money market 
bank accounts, and securities. Looking toward the future, 
residents hold life insurance policies and contribute 
to IRA and 401(k) retirement accounts. To maintain 
their homes, they hire professional household cleaning 
services and contractors to remodel their kitchens.

Residents stay � t by exercising, eating a healthy diet to 
control their weight, buying low-fat foods, and taking 
vitamins. They attend live musical performances and gamble 
at casinos. They take domestic vacations to hike, golf, and 
go backpacking. They read magazines, listen to news-talk 
radio, and watch professional sports events and golf on TV.
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