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LifeMode K: 
Suburban Shine

K1 Legacy Hills
Singles Living Alone, Married Couples w/No Kids 
Single Family, Multi-Units

K2 Middle Ground
Married Couples, Singles Living Alone 
Single Family

K3 Loyal Locals
Married Couples, Singles Living Alone
Single Family

K4 Classic Comfort
Married Couples
Single Family

K5 Dreambelt
Married Couples
Single Family

K6 City Greens
Married Couples, Singles Living Alone
Single Family

K7 Room to Roam
Married Couples w/No Kids 
Single Family

K8 Burbs and Beyond
Married Couples w/No Kids 
Single Family

LifeMode E: 
Community 
Connections

E2 Southwestern Families
Married Couples, Singles Living Alone, Singles w/ Relatives
Single Family

E3 Hometown Charm
Married Couples, Singles Living Alone
Single Family

E4 Mobile Meadows
Married Couples, Singles Living Alone
Mobile Homes, Single Family

E5 Rural Versatility
Married Couples, Singles Living Alone
Single Family

E6 Family Bonds
Married Couples
Single Family

E1 Modest-Income Homes
Singles Living Alone, Married Couples, Singles w/ Relatives 
Single Family

LifeMode F: 
Urban Harmony

Family Extensions
Married Couples, Singles w/ Relatives, Singles Living Alone 
Multi-Units, Single Family

Downtown Melting Pot
Married Couples, Singles Living Alone 
Multi-Units

City Strivers
Married Couples, Singles Living Alone, Singles w/ Relatives 
Multi-Units, Single Family

Uptown Lights
Married Couples, Singles Living Alone 
Single Family, Multi-Units

High-Rise Renters
Singles Living Alone, Married Couples, Singles w/ Relatives 
High-Rises

LifeMode B: 
Books and Boots

B1

B2

B3

LifeMode D: 
Tech Trailblazers

Modern Minds

Laptops and Lattes
Singles Living Alone, Married Couples w/No Kids 
Multi-Units

Metro Renters
Singles Living Alone 
High-Rises

Married Couples, Singles Living Alone 
Multi-Units, Single Family

Trendsetters
Singles Living Alone, Married Couples 
Multi-Units 

Emerging Hub
Singles Living Alone, Married Couples w/No Kids 
Multi-Units, Single Family 

LifeMode C: 
Metro Vibes

•	Tend to shop online
•	Buy clothing, groceries, 

electronics
•	Listen to radio and  

online music
•	Tend to vote in elections

Diverse Horizons
Married Couples, Singles Living Alone 
Multi-Units, Single Family

•	Shop online for baby accessories
•	Tend to carry credit card 

balances
•	Stay connected using social 

media
•	Browse foreign-language 

websites

Family Foundations
Married Couples, Singles Living Alone, Singles w/ Relatives 
Single Family

•	Tend to shop at  
discount stores

•	Purchase hair care products
•	Read newspapers over  

digital media
•	Religion often  

influences lives

C3 D3

C4 D4

C5 D5

C6

Metro Fusion
Singles Living Alone, Married Couples 
Multi-Units, Single Family

•	Tend to shop close to home
•	Use coupons, loyalty rewards
•	Stay connected using  

social media
•	Tend to visit urgent  

care centers

C2 D2Kids and Kin
Singles Living Alone, Married Couples 
Single Family, Multi-Units

•	Shop at nearby discount stores
•	Buy baby and children's 

products
•	Stay connected using  

social media
•	Read paper copies  

of newspapers

C1 D1Single Thrifties
Singles Living Alone, Married Couples w/No Kids 
Multi-Units, Single Family

•	Choose generic brands
•	Purchase used vehicles 

with loans
•	Follow professional sports
•	Cook meals at home, eat 

fast food

LifeMode A: 
Urban Threads

LifeMode G: 
Family Fabric

G2 Up-and-Coming Families
Married Couples 
Single Family

G3 Generational Ties
Married Couples 
Single Family

G1 Shared Roots
Married Couples 
Single Family

LifeMode H: 
Family Prosperity

H2 Boomburbs
Married Couples 
Single Family

H3 Neighborhood Spirit
Married Couples  
Single Family

H4 Urban Chic
Married Couples, Singles Living Alone
Single Family, Multi-Units

H1 Flourishing Families
Married Couples 
Single Family

LifeMode I: 
Countryscapes

I2 Scenic Byways
Married Couples, Singles Living Alone  
Single Family, Mobile Homes

I3 Heartland Communities
Married Couples, Singles Living Alone 
Single Family

I4 Rooted Rural
Married Couples 
Single Family, Mobile Homes

I5 Rural Resort Dwellers
Married Couples w/No Kids 
Single Family (Seasonal)

I6 Southern Satellites
Married Couples  
Single Family, Mobile Homes

I7 Country Charm
Married Couples  
Single Family, Mobile Homes

I1 Small Town Sincerity
Singles Living Alone, Married Couples 
Single Family, Multi-Units

LifeMode J: 
Mature Reflections

J2 The Elders
Married Couples w/No Kids, Singles Living Alone 
Single Family, Multi-Units (Seasonal)

J3 Retirement Communities
Singles Living Alone, Married Couples w/No Kids 
Multi-Units, Single Family

J4 Silver and Gold
Married Couples w/No Kids 
Single Family (Seasonal)

J1 Senior Escapes
Singles Living Alone, Married Couples w/No Kids 
Single Family, Mobile Homes (Seasonal)

LifeMode L: 
Premier Estates

L2 Professional Pride
Married Couples 
Single Family

L3 Top Tier
Married Couples 
Single Family

L1 Savvy Suburbanites
Married Couples  
Single Family

CONTEMPORARY HOUSEHOLDS FAMILY PORTRAITS MATURE AND RETIRED LIVING

Independent Cityscapes

Military Proximity

Moderate Metros

Dorms to Diplomas
Singles Living Alone,  Singles w/ Roommates
Multi-Units

Singles Living Alone, Singles w/ Roommates 
Multi-Units, Single Family 

Married Couples w/ Kids
Townhomes, Single Family Detached

Singles Living Alone
High-Rises

Married Couples, Singles Living Alone 
Single Family, Multi-Units

•	Shop using loyalty points
•	Use coupons, buy  

generic products
•	Listen to radio and watch TV
•	Tend to prepare  

homemade meals

•	Prioritize affordable 
shopping

•	Children influence  
brand choices

•	Play video games
•	Connect with family abroad

•	Budget-conscious shoppers
•	Purchase used cars
•	Use phones for internet, 

video calls
•	Regularly visit family abroad

•	Frequent convenience stores
•	Maintain auto and  

renter's insurance
•	Play video games, use  

social media
•	Tend to visit urgent  

care centers

City Commons

Social Security Set

Fresh Ambitions

Welcome Waves

Young and Restless

•	Frequent discount 
supermarkets

•	Buy clothing, sneakers, 
accessories

•	Stay connected using  
social media

•	Tend to watch cable TV

•	Use laundromats, 
convenience stores

•	Tend to buy food in bulk
•	Subscribe to digital 

newspapers
•	Seek world news
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•	Choose generic brands
•	Go out to movies, bars, 

beaches
•	Listen to podcasts,  

stream music
•	Watch and participate  

in sports

•	Use coupons, sales,  
free shipping

•	Tend to opt for organic  
products

•	Subscribe to digital  
newspapers

•	Participate in sports

•	Shop for baby and  
children's products

•	Spend on video games  
and equipment

•	Stream movies, sports 
programming

•	Lead highly active lifestyles

College Towns
Singles Living Alone,  Singles w/ Roommates
Multi-Units, Single Family

Singles Living Alone, Single Parents
Multi-Units, Single Family
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Singles Living Alone, Married Couples
Multi-Units

Married Couples, Singles Living Alone
Multi-Units

Married Couples, Singles Living Alone
Multi-Units, Single Family

•	Tend to shop online
•	Spend on travel, 

entertainment
•	Listen to podcasts,  

read books
•	Health-conscious

•	Shop at specialty  
grocery stores

•	Visit movies, theater,  
bars, museums

•	Frequent internet use
•	Travel domestically, 

internationally

•	Tend to shop online
•	Spend on clothing,  

travel, dining
•	Stay connected using  

social media
•	Often opt for active vacations

•	Use digital payment services
•	Tend to opt for organic 

products
•	Access to a computer  

is common
•	Tend to exercise regularly

•	Tend to shop online
•	Spend money on athletic 

apparel
•	Stay connected using  

social media
•	Play video games and watch TV

•	Tend to shop online
•	Buy tools for garden 

maintenance
•	Access to a smartphone is 

common
•	Frequent fast-food 

restaurants

•	Choose generic brands
•	Buy baby and children's 

products
•	Stay connected using  

the internet
•	Prioritize health care, 

retirement

•	Shop at hardware and  
hobby stores

•	Buy tools for car, home 
maintenance

•	Listen to radio
•	Tend to have at least one pet

•	Shop at wholesale clubs
•	Often dine at fast-food 

restaurants
•	Stream videos, listen  

 to music
•	Tend to play video games

•	Tend to shop at discount 
stores

•	Often dine at fast-food 
restaurants

•	Use TV streaming services
•	Use phones for  

various activities

•	Tend to shop online
•	Buy baby and children's 

products
•	Stay connected using  

social media
•	Tend to carry a credit  

card balance

F5

F4

F3

F2

F1

•	Shop at wholesale clubs
•	Visit movies, theme parks
•	Stay connected using  

social media
•	Regularly connect with 

family abroad

•	Shop at wholesale clubs
•	Often dine at fast-food 

restaurants
•	Play video games,  

watch movies
•	Travel abroad to visit family

•	Shop at high-end stores  
and wholesale clubs

•	Spend on personal  
care services

•	Listen to radio and watch TV
•	Tend to follow basketball  

and soccer

•	Use food delivery services
•	Tend to opt for organic 

products
•	Stay connected using  

social media
•	Recycling is a routine practice

•	Use laundromats, 
convenience stores

•	Support family members 
abroad

•	Landlines remain in use
•	Primary caregivers for family

•	Frequently use coupons
•	Visit movies, zoos,  

theme parks
•	Use smart home devices  

and systems
•	Have mortgages, credit  

card balances

•	Shop at warehouse stores
•	Purchase new vehicles
•	Connect using messaging, 

video calls
•	Travel abroad to visit family

•	Often buy goods in bulk
•	Maintain homes, gardens, 

vehicles
•	Connect with family over 

video calls
•	Tend to save instead of 

borrow

•	Shop at club stores  
and online

•	Pay for home and pet  
care services

•	Use smart home devices  
and systems

•	Tend to exercise regularly

•	Buy electronics at  
warehouse clubs

•	Tend to own or lease  
hybrid vehicles

•	Read newspapers and 
magazines

•	Tend to travel domestically

•	Use credit cards with  
loyalty points

•	Invest in homes and  
retirement plans

•	Use internet for networking
•	Health-conscious

•	Shop at hardware and  
hobby stores

•	Prioritize retirement 
planning

•	Tend to read books
•	Tend to travel domestically

•	Shop at nearby  
convenience stores

•	Tend to buy domestic 
products

•	Landlines remain in use
•	Maintain their vehicles, 

homes

•	Often bank locally and  
pay in cash

•	Spend money on pets
•	Tend not to own  

new technology
•	Tend to travel domestically

•	Choose generic brands
•	Purchase maintenance 

tools
•	Use satellite internet
•	Often drive pickup trucks

•	Bring vehicles to  
local garages

•	Purchase household 
equipment

•	Watch TV, read magazines
•	Engage with their 

communities

•	Shop at discount stores
•	Often dine at fast-food 

restaurants
•	Read magazines, watch 

sports on TV
•	Tend to spend time outside

•	Frequently use coupons
•	Buy tools for home 

maintenance
•	Tend to listen to  

country music
•	Often repair goods 

themselves

•	Shop at nearby discount 
stores

•	Buy garden, pet, and  
car supplies

•	Play video games, watch 
cable TV

•	Spend time fishing, hunting

•	Frequently use coupons
•	Pay for financial and  

home services
•	Watch cable TV, read 

newspapers
•	Conscious of medical routines

•	Shop online and using 
catalogs

•	Pay for financial advisors
•	Watch cable TV, read 

newspapers
•	Physically and socially active

•	Tend to use reward 
memberships

•	Pay for financial and  
home services

•	Read a wide range of books
•	Tend to vote and volunteer

•	Tend to shop at department 
stores

•	Health influences  
food purchases

•	Watch TV, read magazines
•	Tend to donate to  

religious groups

•	Tend to shop locally
•	Have regular access to  

health care
•	Listen to radio, watch sports 

on TV
•	Have less of an online 

presence

•	Shop at discount stores
•	Finance vehicles with loans
•	Use social media, read 

newspapers
•	Vacation at nearby beaches

•	Shop at large retail 
establishments

•	Tend to buy domestic 
products

•	Watch sports and news on TV
•	Use social media to stay  

in touch

•	Shop at discount and  
chain stores

•	Tend to buy garden 
maintenance tools

•	Follow sports
•	Eat at fast-food restaurants

•	Shop at wholesale clubs
•	Spend money on pets  

and gardens
•	Listen to radio, watch  

cable TV
•	Tend to exercise regularly

•	Tend to bank and shop 
online

•	Regularly build retirement 
savings

•	Listen to public radio,  
online news

•	Tend to spend time outside

•	Frequently use coupons
•	Buy tools for home 

maintenance
•	Watch sports and news  

on TV
•	Tend to vote and recycle

•	Eat at fine dining restaurants
•	Spend money on home 

improvement
•	Often spend time reading
•	Tend to spend time outside

•	Shop at large retail 
establishments

•	Spend money on home 
improvement

•	Use smart home devices  
and systems

•	Prioritize fitness and recreation

•	Eat at fine dining restaurants
•	Pay for financial and home 

services
•	Listen to radio, read  

magazines
•	Fundraise, donate to 

organizations

•	Frequently use credit cards
•	Spend money on home 

improvement
•	Stay connected using  

the internet
•	Engage with their 

communities

For more information  
about ArcGIS Tapestry

• Call 1-800-447-9778 
• Visit esri.com/tapestry 
• Send an email to info@esri.com

Scan the QR code to learn more 
about the segments in each 
LifeMode group.

Predominant Household Type: A view of the predominant household type(s) in a segment based on common  
living arrangements. 

Married Couples:	 Married couple households   
Married Couples w/ Kids: 	 Married couple households with own children under 18  
Married Couples w/No Kids: 	 Married couple households without children under 18  
Single Parents: 	 Single householders with own children under 18  
Singles Living Alone: 	 Single householders with no spouse, partner, or nonrelatives present  
Singles w/ Relatives: 	 Single householders with relatives present   
Singles w/ Roommates: 	 Single householders with nonrelatives present 

Predominant Housing Unit Type: A view of the predominant type(s) of housing units in a segment based on building 
characteristics and the number of units in structures. 

High-Rise:	 Structures with 20 or more units  
Mobile Homes: 	 Manufactured homes defined as movable dwellings  
Multi-Units: 	 Multiple units in structure  
Multi-Units (Seasonal): 	 Multiple units in structure for seasonal use  
Single Family: 	 Single unit structures  
Single Family (Seasonal):	 Single unit in structures for seasonal use  
Single Family Detached: 	 Single detached unit structures  
Townhomes: 	 Single attached unit structures

Households: A measure of the relative size of a segment. Households are occupied housing units that may contain family 
members, married couples, people living alone, or groups of unrelated people.

Diversity: A measure to summarize the racial and ethnic diversity of a segment. This value indicates the likelihood that two 
individuals chosen at random from the same area belong to different racial or ethnic groups. A higher index value indicates 
greater diversity.

Age: An indicator of the midpoint of a segment’s age distribution at which half of the population is older and half is younger. 

Income: An indicator of the midpoint of a segment’s household income distribution at which half of the households have 
more income and half have less income. 

Definitions

Segments

ArcGIS® Tapestry™ provides detailed summaries of communities across the United States. Residential 
areas are grouped into 60 segments based on shared demographic, socioeconomic, and lifestyle 
characteristics, offering insight into the unique composition of each segment.

LifeMode Groups

For a broader view of consumer markets, segments are summarized into 12 LifeMode groups. These 
groups are defined by shared demographic characteristics and consumer behavior patterns. Each 
LifeMode group is identified using a unique letter (A–L) and name.

LifeStage Groups

LifeMode groups are categorized into three LifeStage groups, providing a broad comparison of 
consumer categories across different stages of life. LifeStage groups are defined by factors such as 
income, age, and household composition. These groups are: Contemporary Households, Family 
Portraits, and Mature and Retired Living. 

The meter-style gauge 
breaks down data into 
five equal groups called 
quintiles. Each quintile 
represents 20 percent 
of a segment and is 
represented by one bar, 
facilitating straightforward 
comparison across 
different segments.

Market profile characteristics highlight 
shared consumer patterns centering 
around high-frequency behaviors. These 
trends showcase distinct and significant 
market behaviors, illustrating variation 
from one segment to another. 

Segment Legend

#

•	Shopping Behavior
•	Spending Behavior
•	Media Behavior
•	Other Behavior

Segment Name
Predominant Household Type
Predominant Housing Unit Type

Income

Age

Diversity

Households

Segment Code 
The letter represents  
the LifeMode Group and the 
number represents the segment 
number within the group.

ArcGIS Tapestry Structure
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ArcGIS® Tapestry™ is a geodemographic segmentation system that provides 
detailed summaries of communities across the US based on shared 
socioeconomic, demographic, and lifestyle characteristics to provide an 
accurate, comprehensive view of consumer markets.

Printed in the USA

How does ArcGIS Tapestry work?

ArcGIS Tapestry represents the third generation of the Tapestry segmentation system. The ArcGIS 

Tapestry dataset groups residential areas into segments. Neighborhoods with the most similar 

characteristics are grouped together, and neighborhoods showing divergent characteristics are 

separated. For a broader view of consumer markets, segments are summarized into LifeMode groups. 

Segments within each LifeMode group share similar demographic characteristics and consumer behavior 

patterns. ArcGIS Tapestry data can be applied using the following geographic boundaries: 

•	 Standard geographic areas including counties, census tracts, block groups, or ZIP codes

•	 User-defined areas such as rings or polygons based on distance, drive time, or users’ own territories 

(sales districts, planning areas)

•	 Customer addresses or site locations

Contact Esri

380 New York Street  
Redlands, California 
92373-8100  U.S.

1 800 447 9778 
t  909 793 2853 
 f  909 793 5953

info@esri.com 
esri.com

Offices worldwide 
esri.com/locations

Esri is the global market leader in geographic information system (GIS) software, offering powerful mapping and 

spatial analytics technology. Since 1969, Esri has helped customers unlock the full potential of spatial data to improve 

operational and business results. Today, Esri software is deployed in more than 350,000 organizations, including 

the world’s largest cities, most national governments, 75 percent of Fortune 500 companies, and more than 7,000 

colleges and universities. Esri engineers advanced approaches for digital transformation, the Internet of Things (IoT), 

and location analytics to inform and deliver authoritative mapping solutions. Visit us at esri.com.

Each hexbin displayed on the map is colored according to the dominant Tapestry segment 

of the households within it. Each hexbin covers an area of approximately 110 square miles. 

Hexbins lacking households or having very few households, categorized as unclassified, are 

represented as transparent and appear gray.

CONTEMPORARY  
HOUSEHOLDS

FAMILY  
PORTRAITS

MATURE AND  
RETIRED LIVING

Unclassified

COMMUNITY CONNECTIONS 

E1  Modest-Income Homes

E2  Southwestern Families

E3  Hometown Charm

E4  Mobile Meadows

E5  Rural Versatility

E6  Family Bonds

SUBURBAN SHINE 

K1  Legacy Hills

K2  Middle Ground

K3  Loyal Locals

K4  Classic Comfort

K5  Dreambelt

K6  City Greens

K7  Room to Roam

K8  Burbs and Beyond

MATURE REFLECTIONS 

J1  Senior Escapes

J2  The Elders

J3  Retirement Communities

J4  Silver and Gold

URBAN THREADS 

A1  Independent Cityscapes

A2  City Commons

A3  Social Security Set

A4  Fresh Ambitions

A5  Welcome Waves

A6  Young and Restless

BOOKS AND BOOTS 

B1  Dorms to Diplomas

B2  College Towns

B3  Military Proximity

METRO VIBES 

C1  Single Thrifties

C2  Kids and Kin

C3  Metro Fusion 

C4  Family Foundations 

C5  Diverse Horizons

C6  Moderate Metros

TECH TRAILBLAZERS 

D1  Emerging Hub

D2  Trendsetters

D3  Modern Minds

D4  Metro Renters

D5  Laptops and Lattes

URBAN HARMONY 

F1  High-Rise Renters

F2  Family Extensions

F3  Downtown Melting Pot

F4  City Strivers

F5  Uptown Lights

FAMILY FABRIC 

G1  Shared Roots

G2  Up-and-Coming Families

G3  Generational Ties

FAMILY PROSPERITY 

H1  Flourishing Families

H2  Boomburbs

H3  Neighborhood Spirit

H4  Urban Chic

COUNTRYSCAPES 

I1  Small Town Sincerity

I2  Scenic Byways

I3  Heartland Communities

I4  Rooted Rural

I5  Rural Resort Dwellers

I6  Southern Satellites

I7  Country Charm

PREMIER ESTATES 

L1  Savvy Suburbanites

L2  Professional Pride

L3  Top Tier
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