
22—Metropolitans

Demographic
Residents of Metropolitans communities prefer to live in 
older city neighborhoods. Approximately half of these 
households are singles who live alone or with others; 40 
percent are married-couple families. One in four of the 
residents is aged 20–34 years; the median age is 37.7 years. 
Diversity is low; most of the population is white.

Socioeconomic
The labor force participation rate of 67.2 percent is well 
above average; the unemployment rate is 8.3 percent. Half 
of the residents who are employed work in professional 
or managerial positions. More than 75 percent of the 
population aged 25 years and older have attended college 
or completed a degree program. Thirty percent have 
earned a bachelor’s degree, and 23 percent hold a graduate 
degree. The median household income is $60,191; the 
median net worth is $102,460. Nearly half of the households 
earn extra income from interest, dividends, and rental 
properties.

Residential
Distributed throughout the country, residents of 
Metropolitans neighborhoods live in an eclectic mix 
of single-family homes and multiunit buildings. Sixty 
percent of the housing units were built before 1960. These 
neighborhoods change slowly; since 2000, the annual 
household growth is 0.28 percent. The home ownership rate 
is 60 percent, and the median home value is $192,372.

Preferences
Metropolitans residents are no different from other owners 
of older homes who incur costs for maintenance and 
remodeling. They will contract for lawn maintenance and 
professional housecleaning services. Many will own or lease a 
station wagon. Planning for the future, residents own shares 
in investment funds, contribute to IRA savings accounts, and 
hold large life insurance policies.

These residents pursue an active, urbane lifestyle. They travel 
frequently for business and pleasure. They listen to jazz, 
classical, public, and alternative music radio. They go to rock 
concerts, watch foreign films on DVD, read women’s fashion 
magazines, and play a musical instrument. They also practice 
yoga and go kayaking, hiking/backpacking, and water and 
snow skiing.

Active members of their communities, Metropolitans 
residents join civic clubs, volunteer for environmental causes, 
address public meetings, and work for a political party or 
candidate. They also belong to business clubs and contribute 
to PBS. They prefer to own and use a laptop computer, 
preferably an Apple. They go online daily to download music 
and buy books, airline tickets, CDs, and clothes. They also 
order merchandise by mail or over the phone.
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