
28—Aspiring Young Families

Demographic
Most of the residents in these neighborhoods are young, 
startup families; married couples with or without children; 
and single parents. The average family size of 3.1 people 
matches the US average. Approximately two-thirds of the 
households are families, 27 percent are single person, and 9 
percent are shared. Annual population growth is 1.3 percent, 
higher than the US figure. The median age is 30.5 years; 
nearly 20 percent of the residents are in their 20s. Typical of 
younger populations, Aspiring Young Families residents are 
more ethnically diverse than the total US population.

Socioeconomic
The median household income is $52,487; wages provide 
the primary source of income. The median net worth is 
$36,734. Approximately 60 percent of employed residents 
work in professional, management, sales, or office/
administrative support positions. Overall, 87 percent of 
residents aged 25 years and older have graduated from 
high school, 58 percent have attended college, and 24 
percent hold a bachelor’s or graduate degree.

Residential
In large, growing southern and western metropolitan areas, 
the highest concentrations of these neighborhoods are 
found in California, Florida, and Texas. Twenty percent are 
located in the Midwest. Tenure is nearly even: 51 percent 
of the households rent, and 47 percent own their homes. 
Residents live in moderately priced apartments, single-
family houses, and startup townhouses. Most of the housing 
was built after 1969. The average gross rent is comparable 
to the US average. The median home value is $137,343.

Preferences
Focused on family and home, residents of Aspiring Young 
Families communities spend most of their discretionary 
income for baby and children’s products, toys, home 
furnishings, cameras, and video game systems. They go 
online to look for jobs, play games, and buy personal 
preference items such as music and computer equipment. 
These residents would probably go to a theme park while 
on vacation. They play video games, watch TV, and go 
to the movies. They also play basketball and go bowling 
and biking. They listen to urban stations and professional 
basketball games on the radio and watch sports, news, 
entertainment, and courtroom shows on TV. They eat out at 
family restaurants such as Chili’s or IHOP and go to Jack in 
the Box or Sonic for fast food.
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