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This detailed map of Los Angeles, California, at  
the block group geography level is shaded by the  
12 LifeMode summary groups in Community Tapestry. 
The LifeMode summary groups illustrate the lifestyle 
and lifestage of Community Tapestry segments.
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Segment Number and Name: Laptops and Lattes 
LifeMode Summary Group: Solo Acts 
Urbanization Summary Group: Principal Urban Centers I 
Description: Affluent singles who rent

Segment Number and Name: Salt of the Earth 
LifeMode Summary Group: Factories and Farms 
Urbanization Summary Group: Rural I 
Description: Settled, traditional, and hardworking

Thorough customer knowledge is critical to the 
success of any organization. Learning about types of 
consumers can increase your ability to effectively serve 
current customers, attract prospects, grow market 
share, and raise revenues. The more your organization 
knows about your customers, the better you can serve 
them, keep them, and find more like them. 

Understand Your Customers

The ESRI® Business Analyst Segmentation Module 
applies the principles of segmentation to provide 
you with valuable customer profiling information. 
Segmentation systems operate on the theory that 
people with similar tastes, lifestyles, and behaviors seek 
others with the same tastes—“like seeks like.” These 
behaviors can be measured, predicted, and targeted. 

You can use the Business Analyst Segmentation 
Module to answer

•	 WHO are my most profitable customer types? 
•	 WHAT do they buy? 
•	 HOW can I reach them? 
•	 WHERE can I find more like them?

Together with Business Analyst desktop software, 
the Segmentation Module provides a comprehensive 
segmentation analysis tool that provides you with a 
better understanding of your marketplace.

The ESRI Business Analyst 
Segmentation Module Includes

•	 Community™ Tapestry™, ESRI’s segmentation data,  
at the block group geography level

•	 Consumer	survey	data	from	the	Mediamark	
Research Inc. Doublebase

•	 ESRI® geocoding software



Segment Number and Name: Up and Coming Families 
LifeMode Summary Group: Family Portrait 
Urbanization Summary Group: Suburban Periphery I 
Description: Young, affluent families with small children

Segment Number and Name: International Marketplace 
LifeMode Summary Group: Global Roots 
Urbanization Summary Group: Principal Urban Centers I 
Description: Densely populated, urban, ethnically diverse

Community Tapestry
ESRI’s segmentation system, Community Tapestry,  
combines the “who” of lifestyle demography with the “where” 
of local neighborhood geography to create a model of various 
lifestyle classifications or segments of actual neighborhoods 
with addresses.

Using proven segmentation methodology introduced  
more than 30 years ago, Community Tapestry classifies  
U.S. neighborhoods into 65 segments based on their 
socioeconomic and demographic composition to provide 
accurate, detailed descriptions of each neighborhood. For a 
broader view of these neighborhoods, Community Tapestry 
classifies each of the 65 segments into LifeMode (lifestyle/
lifestage) and Urbanization (density/affluence) summary groups.

This detailed map of Dallas, Texas, at the block group geography level is 
shaded by the 11 Urbanization summary groups in Community Tapestry. 
The Urbanization summary groups illustrate the population density 
(urban to rural) and affluence of Community Tapestry segments.

This is an example of a Game Plan Chart to visualize  
locations of customers in your market area. The  
vertical axis measures the Index; the horizontal  
axis measures the Percentage of customers by area.

Intuitive wizards guide you through the creation of  
segmentation studies.



This detailed map at the block group geography level 
illustrates the areas of Manhattan where listening to talk 
radio is popular.

Consumer Survey Data

Study the potential in a market by combining consumer 
survey data from the Mediamark Research Inc. 
Doublebase with Community Tapestry segmentation. 
This data enables you to better understand your most 
profitable customer segments: their leisure activities, 
types of media that will reach them, what they buy, and 
the potential for your products by customer segment 
in a market. Use this knowledge to craft dynamic 
messaging, raise response rates, and reveal additional 
revenue opportunities.

Segment Number and Name: Military Proximity 
LifeMode Summary Group: Scholars and Patriots 
Urbanization Summary Group: Suburban Periphery II 
Description: Military-focused neighborhoods

This is an example of Top 20 media categories from the Media-
mark Research Inc. Doublebase consumer survey for a target 
customer group.

This is an example of a Top 20 list from the Mediamark Research Inc.  
Doublebase consumer survey for a target customer group.

Segment Number and Name: Dorms to Diplomas 
LifeMode Summary Group: Scholars and Patriots 
Urbanization Summary Group: Metro Cities II 
Description: College town neighborhoods



ESRI Geocoding Software

You can use ESRI geocoding software to enhance your customer 
records quickly and accurately by adding latitudes/longitudes, 
federal information processing standards (FIPS) codes, or 
Community Tapestry segment codes individually or in batch mode. 
Geocoding enables you to further segment your customer types 
and prospects by their media and product preferences, locations, 
and responses to marketing campaigns.  

Segmentation Studies

Sharing information about 
your customer types is a snap 
when you use the intuitive 
wizards in the Business Analyst 
Segmentation Module to create 
reports, maps, charts, and 
segmentation study booklets. 
Segmentation novices and experts 
can easily create annotated reports to 
understand and interpret a Community 
Tapestry profile, a quadrant map, 
or bar chart of Community Tapestry 
segments and instantly translate them 
into thematic maps. You can use this 
collection of boardroom-ready reports, 
maps, charts, and analyses to identify 
your most profitable customer and 
prospect types, include them in sales 
and client presentations, and use them 
in training materials.

This is a sample of summary statistics from a geocoding 
process.

Produce Community Vision 
segmentation studies with 
easy-to-understand reports, 
maps, charts, and analyses.

Segment Number and Name: Home Town 
LifeMode Summary Group: Factories and Farms 
Urbanization Summary Group: Suburban Periphery II 
Description: Low-density, settled neighborhoods

Segment Number and Name: Social Security Set 
LifeMode Summary Group: Senior Styles 
Urbanization Summary Group: Principal Urban Centers II 
Description: Low-income seniors in large cities

Core Index: This index on the report 

indicates participation in the particular 

activity by core customers in a market 

area. Numbers above 100 represent 

high participation; numbers below  

100 indicate that the activity isn’t 

popular with this group.

Developmental Index: This index on 

the report indicates participation in the 

particular activity by developmental 

customers in a market area. Numbers 

above 100 represent high participation; 

numbers below 100 indicate that the 

activity isn’t popular with this group.

Overall Index: This index is a 

combination of participation by all 

customers in a market area profile 

compared to the U.S. average for all 

Community Tapestry segments. The 

average index is 100; numbers above 

100 indicate the activity is popular  

with both groups. Numbers below  

100 represent less participation.

Community Vision
Who are your current customers?

Customer Demographic Profile

Now that you know where most of your current customers are, you can learn more about their
lifestyles and demographic makeup. ESRI uses the geographic information obtained based on your
customer’s address information, to append demographic characteristics and a Tapestry segmentation
code to each customer record. The results of this analysis are found in the Customer Demographic
Profile and Customer Tapestry Profile.

The Demographic Profile summarizes the demographic makeup of geographies where your
customers live.  Based on the information in this report, you can get a sense of the demographic 
makeup of your customer base.

DEMOGRAPHIC CHARACTERISTICS

Annual Compound Growth Rates
2000-2006 2006-2011

Population
Households
Families
Per Capita Income

2006 Population by Race/Ethnicity
White Alone
Black Alone
American Indian Alone
Asian or Pacific Islander Alone
Some Other Race Alone
Population of 2+ Races

Hispanic Origin
Diversity Index

2006 Population by Age
0-4
5-14
15-19
20-24
25-44
45-64
65-84
85+

Median Age
Age Dependency Index

2000 Household Type
Nonfamily Households: 1-Person
Married-couple Families
MC Fam. w/Own Children < 18

2000 Population 5+ by Residence in 1995:
Different House - Same County
Different County, State, Country

2000 Median Year H'holder Move in

2006 Average Household Size

2000 % Population by Place of Birth:
Foreign-Born

HOUSING CHARACTERISTICS
Percent

2000 Housing Units

Urban
Rural

2000 Specified Owner Occupied Housing
Units with a Mortgage

2006 Housing Units

Owner-Occupied
Renter-Occupied

2000 Housing Units by Units in Structure

1 Unit - Detached
1 Unit - Attached
2-9 Units
10+ Units
Mobile and other

2000 Housing Units by Year in Structure 
Built

Structure Built 1990 or Later
Structure Built 1989 or Earlier
Median Year Structure Built

2006 Owner Occupied Housing Units:
Median Home Value

2000 Specified Renter Occupied Housing 
Units:

Median Contract Rent

81.2
10.5

0.3
3.7
1.4
2.8

4.5

6.2

6.3
12.3

5.8
29.7
26.6
10.8

2.3

46.2

25.2
54.7

2.46

64.6
26.6

56.3
15.9
11.9
14.5

1.1

24.2
75.8

$318,000

24.3

27.3
26.8

5.3

94.3
5.7

85.8

A. There is a 38.6% chance that 
two people in your area, chosen 
at random, will belong to 
different race or ethnic groups. 
A diversity index of 100% 
represents an area where a 
variety of races are evenly 
represented.

B. 46.2 is the ratio of the young 
population (<15 years) and the 
older population (65+ years) to 
the working age population 
(15-64 years) in your area.

C. 24.3% of all married couple 
families contain their own 
children age <18. Children 
under age 18 are classified as 
own children by birth, marriage 
(a stepchild), or adoption.

D. 94.3% of the housing units in 
your area are located in urban 
areas, as defined by the 
Census.

E. 85.8% of the housing units in 
your area are specified owner 
occupied housing units with a 
mortgage. Specified owner 
occupied housing units exclude 
mobile homes, houses with a 
business or medical office, 
houses on 10+ or more acres, 
and housing units in multiunit 
buildings.

F. 64.6% of the homes in your 
area are owner-occupied.

G. The median contract rent for 
Specified Renter Occupied HUs 
in your area is $679. Specified 
Renter Occupied HUs exclude 
houses on 10+ acres. Contract 
rent is the monthly rent 
contracted for, regardless of 
furnishings, utilities, fees, meals, 
or services that may be 
included.

A

B

C

D

E

F

G

1.1 0.8
1.2 0.9
0.7 0.4
3.6 3.9

38.6

38.9

1996

1981

$679
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Source: ESRI, 2006 Estimates and Projections 
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To learn more about the ESRI Business Analyst Segmentation Module, visit 

www.esri.com/segmodule
or call 1-800-447-9778.
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About ESRI

Since 1969, ESRI has been helping 

organizations map and model our 

world. ESRI’s GIS software tools 

and methodologies enable these 

organizations to effectively analyze 

and manage their geographic 

information and make better 

decisions. They are supported by our 

experienced and knowledgeable staff 

and extensive network of business 

partners and international distributors.

A full-service GIS company, ESRI 

supports the implementation of GIS 

technology on desktops, servers, 

online services, and mobile devices. 

These GIS solutions are flexible, 

customizable, and easy to use. 

Our Focus

ESRI software is used by hundreds 

of thousands of organizations that 

apply GIS to solve problems and 

make our world a better place to 

live. We pay close attention to our 

users to ensure they have the best 

tools possible to accomplish their 

missions. A comprehensive suite of 

training options offered worldwide 

helps our users fully leverage their 

GIS applications.

ESRI is a socially conscious business, 

actively supporting organizations 

involved in education, conservation, 

sustainable development, and 

humanitarian affairs.

Contact ESRI

1-800-GIS-XPRT (1-800-447-9778)

Phone: 909-793-2853

Fax: 909-793-5953 

info@esri.com 

www.esri.com

Offices worldwide 

www.esri.com/locations

ESRI 
380 New York Street  

Redlands, California 

92373-8100 USA 


