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A Power	Elite
6.13%

A01 American	Royalty 0.73%

A02 Platinum	Prosperity 1.43%

A03 Kids	and	Cabernet 0.96%

A04 Picture	Perfect	Families 1.43%

A05 Couples	with	Clout 0.48%

A06 Jet	Set	Urbanites 0.98%

B Flourishing	Families	
4.42%

B07 Generational	Soup 0.98%

B08 Babies	and	Bliss 1.65%

B09 Family	Fun-tastic 1.22%

B10 Cosmopolitan	Achievers 0.56%

C Booming	with	Confidence
5.34%

C11 Aging	of	Aquarius 2.34%

C12 Golf	Carts	and	Gourmets 0.41%

C13 Silver	Sophisticates 0.97%

C14 Boomers	and	Boomerangs 1.62%

D Suburban	Style
5.02%

D15 Sports	Utility	Families 1.77%

D16 Settled	in	Suburbia 0.77%

D17 Cul	de	Sac	Diversity 1.03%

D18 Suburban	Attainment 1.45%

E Thriving	Boomers
5.13%

E19 Full	Pockets,	Empty	Nests 1.10%

E20 No	Place	Like	Home 1.50%

E21 Unspoiled	Splendor 2.52%

F Promising	Families
3.36%	

F22 Fast	Track	Couples 1.59%

F23 Families	Matter	Most 1.77%

G Young,	City	Solos
2.01%

G24 Status	Seeking	Singles 1.29%

G25 Urban	Edge 0.72%

H Middle-class	Melting	Pot
5.76%

H26 Progressive	Potpourri 1.00%

H27 Birkenstocks	and	Beemers 1.18%

H28 Everyday	Moderates 1.09%

H29 Destination	Recreation 2.49%

I Family	Union
5.40%

I30 Stockcars	and	State	Parks 1.50%

I31 Blue	Collar	Comfort 1.38%

I32 Steadfast	Conventionalists 0.98%

I33 Balance	and	Harmony 1.55%

J Autumn	Years
5.64%

J34 Aging	in	Place 2.41%

J35 Rural	Escape 1.76%

J36 Settled	and	Sensible 1.48%

K Significant	Singles
4.72%

K37 Wired	for	Success 1.00%

K38 Gotham	Blend 1.01%

K39 Metro	Fusion 0.79%

K40 Bohemian	Groove 1.92%

L Blue	Sky	Boomers
5.11%

L41 Booming	and	Consuming 0.87%

L42 Rooted	Flower	Power 2.33%

L43 Homemade	Happiness 2.91%

M Families	in	Motion
3.58%

M44 Red,	White	and	Bluegrass 2.11%

M45 Diapers	and	Debit	Cards 1.47%

LandUseUSA
Text Box
Exhibit AA.1

LandUseUSA
Text Box
71 Lifestyle Clusters by Cluster Code

LandUseUSA
Text Box
Source: Experian Decision Analytics; 2014.



N Pastoral	Pride
7.28%

N46 True	Grit	Americans 1.68%

N47 Countrified	Pragmatics 1.95%

N48 Rural	Southern	Bliss 1.81%

N49 Touch	of	Tradition 1.85%

O Singles	and	Starters
8.83%

O50 Full	Steam	Ahead 1.25%

O51 Digital	Dependents 2.99%

O52 Urban	Ambition 1.11%

O53 Colleges	and	Cafes 0.41%

O54 Striving	Single	Scene 1.29%

O55 Family	Troopers 1.78%

P Cultural	Connections
6.42%

P56 Mid-scale	Medley 1.69%

P57 Modest	Metro	Means 0.62%

P58 Heritage	Heights 0.73%

P59 Expanding	Horizons 1.26%

P60 Striving	Forward 1.12%

P61 Humble	Beginnings 0.99%

Q Golden	Year	Guardians
7.25%

Q62 Reaping	Rewards 1.30%

Q63 Footloose	and	Family	Free 0.50%

Q64 Town	Elders 3.78%

Q65 Senior	Discounts 1.67%

R Aspirational	Fusion
2.92%

R66 Dare	to	Dream 1.89%

R67 Hope	for	Tomorrow 1.03%

S Economic	Challenges
4.69%

S68 Small	Town	Shallow	Pockets 1.71%

S69 Urban	Survivors 1.32%

S70 Tight	Money 0.98%

S71 Tough	Times 0.68%
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18.2%

12.1%

10.4%

6.9%

6.4%

5.2%

4.3%

4.1%

3.6%

3.2%

2.8%

2.6%

2.1%

1.9%

1.7%

1.7%

1.6%

1.3%

1.3%

1.0%

0% 5% 10% 15% 20% 25% 30%

Unspoiled Splendor | E21

Rural Escape | J35

Homemade Happiness | l43

Stockcars and State Parks | I30

Town Elders | Q64

Red White and Bluegrass | M44

True Grit Americans | N46

Aging of Aquarius | C11

Countrified Pragmatics | N47

Sports Utility Families | D15

No Place Like Home | E20

Digital Dependents | O51

Bohemian Groove | K40

Booming and Consuming | L41

Reaping Rewards | Q62

Senior Discounts | Q65

Aging in Place | J34

Platinum Prosperity | A02

Work Hard Pray Hard | N49

Diapers and Debit Cards | M45

Share of Existing Households

20 Most Prevalent Lifestyle Clusters
Average for 10-County Region in Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved.

Lifestyle clusters highlighted in blue are among the 12 Target Markets
for attached housing units in large and small urban places.
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2.8%

2.0%

1.0%

0.7%

1.3%

2.8%

2.6%

0.9%

0.9%

5.4%

2.7%

1.1%

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Current Share of Households
(Sorted by Urbanicity)

Average for 10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved.
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1.10

1.05

1.03

0.99

0.97

0.92

0.92

0.92

0.92

0.83

0.83

0.82

0.00 0.20 0.40 0.60 0.80 1.00 1.20 1.40 1.60 1.80 2.00

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Density Index
(USA Average = 1.00)

10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.
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78.4%

76.5%

4.1%

93.0%

20.7%

21.0%

6.0%

8.6%

20.5%

7.4%

12.4%

97.3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Renter Occupancy Rate
(Based on USA Averages)

10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.
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80.3%

99.9%

9.2%

82.0%

6.3%

11.7%

21.8%

36.7%

8.6%

5.0%

13.4%

90.7%

19.7%

90.7%

18.0%

93.9%

88.3%

78.2%

63.4%

91.5%

94.9%

86.6%

9.3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets
Propensity to Live in Attached Units v. Houses

10-County Region, Northwest Michigan - 2014

Attached Units

Houses

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.
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29.9%

2.8%

4.1%

24.8%

3.6%

5.2%

7.3%

7.0%

4.4%

2.0%

5.0%

26.6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Propensity to Live in Attached Units
2 - 4 Units per Building

10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.
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25.4%

2.3%

3.5%

21.4%

2.3%

5.3%

6.9%

7.2%

3.4%

2.4%

6.2%

25.4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Propensity to Live in Attached Units
5 - 9 Units per Building

10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.
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25.0%

94.8%

1.6%

35.8%

0.4%

1.2%

7.6%

22.5%

0.8%

0.6%

2.2%

38.7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Bohemian Groove | K40

Senior Discounts | Q65

Rooted Flower Power | L42

Family Troopers | O55

Diapers and Debit Cards | M45

Digital Dependents | O51

Reaping Rewards | Q62

Golf Carts and Gourmets | C12

Small Town Shallow Pockets | S68

True Grit Americans | N46

Booming and Consuming | L41

Enduring Hardships | S70

Share of Existing Households

12 Target Markets by Propensity to Live in Attached Units
5 - 9 Units per Building

10-County Region, Northwest Michigan - 2014

Source: Underlying data provided by Experian Decision Analytics and powered by Sites|USA.
Analysis by LandUse|USA, copyright 2014 © with all rights reserved. Based on USA averages.

G
en

eralU
rb

an
|

U
rb

an
C

en
ter

|
U

rb
an

C
o

re

LandUseUSA
Text Box
Exhibit AA.10



P reparedfor:

P reparedby:

T argetM arketA nalysis

N orthw estM ichigan

P rosperity R egion2

T A BL ES

N ovem ber3,2014



GolfCarts

Gourm ets

| C12

Gotham

Blend

| K38

M etro

Fusion

| K39

Boom ing

Consum -

ing

| L 41

R ooted

Flow er

P ow er

| L 42

Infants,

Debit

Cards

| M 45

T rueGrit

Am ericans

| N 46

Digital

Depend-

ents

| O 51

Fam ily

T roopers

| O 55

R eaping

R ew ards

| Q 62

S enior

Discounts

| Q 65

S m all

T ow n,

P ockets

| S 68

Enduring

Hard-

ships

| S 70

HouseholdT enure

O w nerO ccupancy 87.8% 32.5% 19.6% 80.5% 91.9% 61.4% 83.5% 61.9% 0.7% 91.2% 16.1% 56.8% 1.0%

R enterO ccupancy 8.6% 62.0% 74.2% 12.4% 4.1% 20.7% 7.4% 21.0% 93.0% 6.0% 76.5% 20.5% 97.3%

U rbanicity

T op10 CBS A m arkets 11.6% 76.5% 35.4% 1.9% 5.0% 1.7% 0.1% 2.6% 7.2% 5.6% 11.6% 1.2% 1.0%

N ext25 CBS A m arkets 5.3% 2.2% 12.8% 3.2% 16.1% 6.6% 0.3% 9.2% 11.9% 8.9% 11.8% 3.8% 2.6%

N ext50 CBS A m arkets 7.9% 1.1% 8.1% 4.9% 12.7% 9.4% 0.4% 7.7% 9.7% 8.8% 9.1% 5.6% 3.4%

BalanceCBS A m arkets 14.5% 0.2% 2.1% 11.3% 18.1% 21.0% 7.3% 16.9% 17.4% 12.5% 13.8% 15.3% 12.7%

S uburbanCity S tyle 37.3% 19.8% 40.2% 27.1% 34.5% 25.5% 13.2% 32.8% 35.2% 44.4% 37.0% 20.4% 29.9%

S uburbanN on-City S tyle 10.5% 0.0% 0.3% 17.4% 3.2% 3.2% 2.9% 10.9% 5.1% 10.7% 3.8% 3.9% 12.8%

R uralCity S tyle 4.4% 0.1% 0.1% 10.2% 6.8% 26.1% 57.9% 11.1% 10.8% 6.0% 10.5% 36.1% 26.1%

R uralN on-City S tyle 8.4% 0.0% 0.0% 22.9% 1.5% 4.6% 16.3% 7.1% 2.3% 2.9% 2.4% 10.2% 11.6%

Density Index 0.92 1.63 1.31 0.83 1.03 0.97 0.83 0.92 0.99 0.92 1.05 0.92 0.82

HeadofHouseholder'sAge

19 to24 years 0.5% 2.8% 1.2% 1.0% 0.2% 10.9% 4.1% 16.3% 16.5% 0.0% 0.1% 2.2% 3.2%

25 to30 years 0.4% 4.2% 1.8% 1.1% 0.3% 24.0% 5.8% 41.1% 48.4% 0.0% 0.1% 2.6% 4.5%

31 to35 years 0.6% 5.9% 4.1% 2.1% 0.5% 21.8% 7.4% 33.8% 24.8% 0.0% 0.1% 4.3% 5.9%

36 to45 years 2.0% 20.5% 49.3% 8.1% 1.9% 22.3% 21.3% 5.1% 6.9% 0.0% 0.6% 16.6% 34.6%

46 to50 years 2.5% 15.7% 24.7% 10.2% 2.5% 8.3% 16.0% 1.7% 1.3% 0.1% 1.3% 13.7% 21.0%

51 to65 years 28.0% 37.2% 17.4% 57.3% 85.2% 11.2% 29.0% 1.8% 1.9% 1.3% 16.0% 43.9% 27.5%

66 to75 years 39.1% 7.8% 1.3% 14.8% 6.2% 1.1% 10.3% 0.1% 0.2% 31.0% 27.2% 9.6% 2.4%

76+ years 27.0% 5.8% 0.3% 5.4% 3.2% 0.4% 6.2% 0.1% 0.0% 67.6% 54.7% 7.2% 0.8%

Head'sAvg.Age 68 52 46 58 60 38 51 31 30 76 73 55 47

LandUseUSA
Text Box
Selected Lifestyle Indicators - URBANICITY and AGE12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.1

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.



GolfCarts

Gourm ets

| C12

Bohem ia

nGroove

| K40

Boom ing

Consum -

ing

| L 41

R ooted

Flow er

P ow er

| L 42

Infants,

Debit

Cards

| M 45

T rueGrit

Am ericans

| N 46

Digital

Depend-

ents

| O 51

Fam ily

T roopers

| O 55

R eaping

R ew ards

| Q 62

S enior

Discounts

| Q 65

S m all

T ow n,

P ockets

| S 68

Enduring

Hard-

ships

| S 70

Fam ily structure

M arriedW ithChildren 3.3% 2.3% 4.2% 2.4% 48.8% 19.4% 11.2% 37.4% 0.5% 0.9% 3.9% 9.9%

M arriedW ithoutChildren 73.9% 9.2% 49.8% 38.9% 6.1% 33.4% 20.0% 1.5% 46.9% 17.4% 14.7% 11.0%

S ingleW ithChildren 0.0% 4.7% 0.0% 0.0% 13.1% 1.1% 7.7% 46.3% 0.0% 0.0% 2.7% 9.1%

S ingleW ithoutChildren 0.0% 53.3% 1.9% 7.0% 6.2% 5.2% 28.5% 4.4% 0.0% 7.5% 22.1% 19.3%

U nknow nS tatusw /Children 0.0% 1.7% 0.6% 0.8% 18.1% 4.6% 6.0% 8.8% 0.0% 0.7% 5.6% 15.6%

U nknow nS tatusw /oChildren 22.5% 28.8% 43.5% 50.8% 7.8% 36.3% 26.5% 1.6% 52.4% 73.4% 51.0% 35.1%

A ChildisP resentinHousehold 3.3% 8.7% 4.8% 3.2% 80.0% 25.1% 24.9% 92.5% 0.5% 1.6% 12.2% 34.6%

Headofhouseholdgender

Fem ale 20.2% 48.5% 31.2% 36.1% 37.2% 31.2% 47.9% 64.8% 38.8% 57.9% 45.7% 56.8%

M ale 79.9% 51.5% 68.8% 63.9% 62.9% 68.8% 52.2% 35.2% 61.3% 42.1% 54.3% 43.2%

Householdsize

1 P erson 29.8% 80.1% 51.4% 48.0% 15.2% 42.1% 63.5% 16.8% 48.0% 69.4% 70.7% 79.9%

2 P ersons 42.4% 12.7% 29.5% 29.1% 26.3% 25.3% 23.6% 44.1% 36.7% 20.9% 18.0% 12.9%

3 P ersons 16.1% 3.9% 10.3% 13.7% 21.2% 14.0% 7.7% 20.4% 11.0% 6.0% 6.1% 3.9%

4 P ersons 6.4% 1.6% 4.5% 5.5% 14.9% 8.4% 2.8% 9.0% 3.0% 2.1% 2.9% 1.7%

5+ P ersons 5.3% 1.7% 4.3% 3.7% 22.4% 10.2% 2.5% 9.7% 1.2% 1.7% 2.4% 1.7%

Education-Any Hhld.M em ber

L essthanHighS chool 8.7% 22.4% 15.1% 15.6% 28.8% 24.1% 17.2% 34.2% 27.7% 46.9% 46.3% 63.5%

HighS chooldiplom a 31.8% 32.0% 42.6% 43.5% 48.4% 46.3% 32.9% 28.9% 38.8% 32.3% 41.7% 24.5%

S om eCollege 37.2% 37.5% 40.4% 40.1% 50.1% 42.3% 51.8% 43.9% 25.9% 20.0% 21.3% 17.8%

Bachelor'sdegree 39.5% 13.9% 20.9% 24.1% 13.0% 19.5% 15.8% 10.3% 23.0% 14.2% 6.6% 3.2%

Graduatedegree 33.6% 6.9% 13.1% 15.1% 5.1% 10.5% 4.2% 3.1% 19.6% 6.4% 3.3% 1.2%

O ccupation-Any Hhld.M em ber

R etired 70.4% 14.4% 30.1% 20.4% 8.8% 24.1% 3.8% 3.2% 90.8% 81.7% 23.7% 6.7%

P rofessional/T echnical 38.6% 20.9% 34.3% 45.4% 22.1% 33.0% 21.7% 9.7% 17.2% 10.1% 14.1% 5.1%

S ales/S ervice 28.2% 52.7% 44.9% 42.0% 51.8% 43.7% 57.6% 72.1% 14.4% 20.3% 39.9% 67.0%

Farm -R elated 0.7% 0.4% 2.0% 0.9% 1.4% 3.7% 1.1% 0.7% 0.5% 0.3% 2.0% 1.3%

BlueCollar 4.4% 17.6% 16.2% 17.6% 52.6% 29.2% 32.6% 24.6% 3.4% 5.0% 31.4% 26.5%

O ther 5.2% 7.0% 6.9% 11.5% 10.0% 8.6% 4.4% 7.5% 2.3% 3.8% 11.6% 4.4%

LandUseUSA
Text Box
Selected Lifestyle Indicators - FAMILIES, HOUSEHOLD SIZE, EDUCATION, OCCUPATION12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.2

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.
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AtL east3 T elevisioninHousehold 0.0% 23.0% 11.0% 11.0% 6.6% 17.0% 0.0% 11.0% 11.0% 25.0% 9.6% 18.0%

W illBuy Big-T icketItem w /in30 Days 7.3% 18.0% 14.0% 10.0% 17.0% 9.6% 26.0% 15.0% 10.0% 4.9% 14.0% 13.0%

Hom eIm provem entExpenditures

$2,000 orm ore 12.0% 0.0% 11.0% 9.0% 0.0% 7.6% 7.2% 0.0% 13.0% 3.0% 7.4% 0.0%

L essthan$1,000 23.0% 16.0% 28.0% 32.0% 19.0% 32.0% 32.0% 10.0% 13.0% 13.0% 29.0% 0.0%

BookP urchases(BookS tores)

BoughtBooks,Any S ource 70.0% 62.0% 68.0% 63.0% 51.0% 58.0% 61.0% 49.0% 61.0% 44.0% 47.0% 29.0%

BoughtBookfrom BookClub 0.0% 1.4% 4.0% 3.7% 13.0% 11.0% 0.0% 6.7% 4.1% 5.4% 5.5% 0.0%

BoughtBookfrom BookS tore 50.0% 42.0% 33.0% 38.0% 23.0% 36.0% 37.0% 19.0% 40.0% 26.0% 24.0% 16.0%

BoughtBookfrom Internet 20.0% 8.9% 27.0% 20.0% 10.0% 15.0% 24.0% 9.5% 8.4% 4.1% 4.2% 0.0%

Gam esandT oys

BoughtGam esandT oys 38.0% 34.0% 34.0% 39.0% 62.0% 50.0% 63.0% 73.0% 40.0% 32.0% 39.0% 43.0%

BoughtElectronicEducationalT oys 0.0% 0.0% 0.0% 5.1% 15.0% 9.6% 8.9% 17.0% 2.2% 0.0% 3.2% 0.0%

BoughtVideoGam es 3.6% 7.3% 11.0% 13.0% 32.0% 26.0% 41.0% 40.0% 8.7% 7.6% 20.0% 8.4%

P laysCardgam es 56.0% 35.0% 44.0% 34.0% 42.0% 37.0% 48.0% 39.0% 36.0% 31.0% 33.0% 29.0%

P laysBoardgam es 36.0% 22.0% 25.0% 23.0% 33.0% 30.0% 38.0% 37.0% 17.0% 20.0% 23.0% 21.0%

A YoungAdultisinHousehold 4.2% 2.2% 4.7% 7.7% 11.3% 10.9% 3.1% 3.8% 1.2% 1.3% 3.8% 2.0%

Children's,InfantsT oysandBooks

BoughtChildren'sBooks 27.0% 9.9% 14.0% 14.0% 28.0% 22.0% 18.0% 35.0% 20.0% 8.5% 7.8% 12.0%

BoughtInfantT oys 17.0% 3.9% 9.8% 6.4% 9.4% 15.0% 17.0% 33.0% 15.0% 2.5% 14.0% 25.0%

BoughtP re-S choolT oys 15.0% 5.5% 9.9% 5.8% 22.0% 12.0% 16.0% 26.0% 12.0% 5.8% 6.6% 18.0%

A ChildisinHousehold 3.4% 8.6% 4.8% 3.2% 80.0% 25.2% 25.0% 92.5% 0.6% 1.6% 12.2% 34.6%

Collectibles(GiftandHobby S hops)

Any T ypeofCollectible 39.0% 31.0% 44.0% 44.0% 51.0% 42.0% 61.0% 50.0% 42.0% 39.0% 45.0% 40.0%

Coins 8.2% 6.9% 7.6% 9.1% 13.0% 16.0% 20.0% 10.0% 14.0% 13.0% 14.0% 0.0%

Disney Item s 0.0% 0.0% 0.0% 1.5% 0.0% 2.1% 11.0% 20.0% 2.1% 3.2% 0.0% 0.0%

O rnatm ents 8.8% 0.0% 11.0% 9.4% 15.0% 5.3% 18.0% 22.0% 8.8% 5.8% 3.7% 0.0%

S portsM em orabilia 0.0% 8.6% 0.0% 2.2% 10.0% 8.4% 10.0% 0.0% 1.3% 4.0% 4.8% 0.0%

O therR etailExpenditures

AntiqueS hopping,S how s 19.0% 10.0% 28.0% 16.0% 18.0% 16.0% 15.0% 8.2% 13.0% 6.0% 18.0% 0.0%

LandUseUSA
Text Box
Selected Lifestyle Indicators - SHOPPING BEHAVIOR12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.3

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.
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AttendedCulturalArtsVenues

M ovieT heaters 68.0% 60.0% 67.0% 57.0% 55.0% 71.0% 72.0% 67.0% 57.0% 54.0% 48.0% 44.0%

L iveT heater 53.0% 17.0% 37.0% 23.0% 11.0% 24.0% 21.0% 11.0% 31.0% 18.0% 9.5% 0.0%

Concerts 42.0% 23.0% 44.0% 33.0% 17.0% 39.0% 30.0% 25.0% 32.0% 20.0% 24.0% 18.0%

DanceP erform ances 9.3% 8.2% 7.5% 6.7% 0.0% 6.3% 17.0% 0.0% 7.6% 5.8% 6.4% 0.0%

M useum s 29.0% 13.0% 28.0% 21.0% 14.0% 21.0% 19.0% 18.0% 20.0% 16.0% 7.7% 0.0%

EatingandDrinkingEstablishm ents

R estaurants(notfastfood) 75.0% 47.0% 77.0% 63.0% 42.0% 65.0% 57.0% 42.0% 68.0% 49.0% 46.0% 31.0%

Bars,N ightclubs,Dancing 19.0% 16.0% 16.0% 15.0% 15.0% 26.0% 31.0% 29.0% 5.2% 15.0% 15.0% 0.0%

Com edy Clubs 0.0% 5.7% 7.7% 5.9% 6.1% 2.8% 7.7% 10.0% 4.5% 11.0% 4.7% 0.0%

P articipationinHobbies

EducationalCourses 19.0% 15.0% 16.0% 13.0% 9.7% 8.1% 20.0% 15.0% 7.4% 16.0% 6.2% 0.0%

R eadingbooks 80.0% 43.0% 67.0% 65.0% 49.0% 58.0% 58.0% 50.0% 68.0% 53.0% 48.0% 18.0%

Gardening 31.0% 23.0% 47.0% 45.0% 18.0% 43.0% 29.0% 15.0% 38.0% 13.0% 38.0% 16.0%

Cookingforfun 31.0% 37.0% 40.0% 38.0% 38.0% 48.0% 40.0% 48.0% 26.0% 22.0% 21.0% 40.0%

P hotography 24.0% 14.0% 11.0% 20.0% 14.0% 21.0% 21.0% 23.0% 16.0% 10.0% 11.0% 15.0%

P ainting,draw ing,sculpting 11.0% 18.0% 0.0% 8.7% 7.4% 5.9% 6.6% 15.0% 6.8% 6.3% 2.9% 8.4%

P layingm usicalinstrum ent 11.0% 11.0% 6.5% 6.4% 8.3% 6.3% 9.4% 0.0% 8.5% 4.5% 7.4% 0.0%

N eedlew ork/quilting 20.0% 11.0% 14.0% 13.0% 9.9% 17.0% 7.7% 4.3% 17.0% 9.0% 14.0% 8.4%

P articipationinO therActivities

AttendedS portsEventthisYear 14.0% 8.6% 17.0% 18.0% 6.7% 22.0% 31.0% 11.0% 9.4% 6.7% 8.0% 0.0%

GoesT ailgating 0.0% 0.0% 4.5% 2.2% 0.0% 15.0% 6.0% 0.0% 0.4% 0.0% 0.0% 0.0%

P layedBilliards/P ool 13.0% 13.0% 13.0% 13.0% 17.0% 16.0% 22.0% 19.0% 4.2% 14.0% 15.0% 0.0%

W enttoBow lingAlley 11.0% 11.0% 5.8% 11.0% 25.0% 14.0% 25.0% 28.0% 6.3% 13.0% 16.0% 0.0%

W entM otorcycling 0.0% 0.0% 0.0% 2.2% 6.4% 12.0% 8.2% 3.9% 1.8% 0.0% 2.7% 0.0%

AttendedEntertainm entVenues

T hem eP arks 10.0% 8.4% 18.0% 15.0% 25.0% 11.0% 25.0% 33.0% 6.8% 3.4% 19.0% 0.0%

Zoos 9.9% 18.0% 9.5% 15.0% 27.0% 29.0% 19.0% 23.0% 8.2% 7.3% 11.0% 0.0%

Aquarium s 6.7% 7.4% 8.7% 9.9% 12.0% 14.0% 11.0% 17.0% 8.0% 5.9% 6.2% 0.0%

Casinos 42.0% 22.0% 45.0% 35.0% 13.0% 27.0% 31.0% 25.0% 33.0% 35.0% 21.0% 28.0%

LandUseUSA
Text Box
Selected Lifestyle Indicators - ARTS and ENTERTAINMENT12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.4

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.
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HouseholdVehicleO w nership 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

0 Vehicles 24.7% 48.6% 39.2% 20.8% 32.8% 32.5% 44.1% 50.8% 14.1% 35.5% 48.4% 59.3%

1 Vehicle 7.1% 11.4% 6.7% 7.4% 11.6% 7.4% 15.3% 16.5% 11.6% 15.2% 8.4% 11.1%

2 Vehicles 10.3% 11.4% 8.2% 12.9% 9.4% 7.9% 12.3% 10.7% 18.7% 18.0% 7.9% 7.2%

3+ Vehicles 57.9% 28.6% 46.0% 59.0% 46.2% 52.1% 28.2% 22.0% 55.5% 31.4% 35.4% 22.4%

M odeofT ransportationtoW ork

W orkfrom Hom e 10.3% 2.7% 5.4% 2.6% 2.0% 3.4% 2.9% 2.3% 4.4% 3.3% 2.2% 2.9%

Car-Alone 76.5% 76.3% 79.1% 78.3% 77.2% 78.4% 80.3% 75.1% 81.8% 73.6% 74.1% 80.0%

Car-Carpool 7.8% 11.4% 11.0% 12.4% 14.4% 12.0% 12.0% 14.3% 8.9% 11.2% 16.0% 13.1%

P ublicT ransportation 1.1% 3.9% 0.9% 2.9% 1.9% 0.5% 1.6% 3.8% 2.6% 6.5% 1.9% 0.8%

M otorcycle 0.1% 0.1% 0.2% 0.1% 0.1% 0.1% 0.1% 0.1% 0.1% 0.1% 0.1% 0.1%

Bicycle 0.4% 0.8% 0.4% 0.5% 0.4% 0.3% 0.3% 0.4% 0.3% 0.5% 0.4% 0.2%

W alk 2.2% 4.2% 2.3% 2.6% 3.2% 4.4% 2.1% 3.2% 1.5% 4.1% 4.2% 2.2%

O ther 1.5% 0.6% 0.8% 0.6% 0.8% 0.8% 0.7% 0.8% 0.5% 0.7% 1.1% 0.7%

P articipationinFitnessActivities

Aerobics 9.2% 6.7% 8.2% 7.6% 17.0% 5.1% 11.0% 10.0% 6.7% 5.5% 0.0% 0.0%

S tationary Bike 15.0% 8.2% 23.0% 12.0% 12.0% 16.0% 13.0% 8.7% 11.0% 4.2% 4.2% 0.0%

Fitnessw alking 57.0% 27.0% 56.0% 47.0% 38.0% 57.0% 46.0% 35.0% 40.0% 28.0% 23.0% 26.0%

Jogging/R unning 0.0% 8.5% 17.0% 5.8% 13.0% 12.0% 21.0% 23.0% 3.3% 2.1% 9.8% 0.0%

S w im m ing 37.0% 18.0% 28.0% 21.0% 29.0% 19.0% 44.0% 39.0% 18.0% 26.0% 24.0% 23.0%

CardioM achines 31.0% 11.0% 14.0% 11.0% 13.0% 23.0% 22.0% 12.0% 13.0% 7.3% 1.7% 0.0%

W eighttraining 19.0% 7.7% 17.0% 10.0% 14.0% 16.0% 26.0% 7.0% 8.0% 5.7% 2.2% 0.0%

Yoga 0.0% 3.2% 9.3% 8.3% 7.1% 0.0% 14.0% 8.5% 5.1% 3.8% 0.0% 0.0%

LandUseUSA
Text Box
Selected Lifestyle Indicators - PUBLIC TRANSIT, PATHS12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.5

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.
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P articipationinR uggedO utdoorS ports

Bicycling-M ountainorR oad 16.0% 3.0% 15.0% 8.1% 11.0% 16.0% 11.0% 4.4% 3.4% 2.9% 8.5% 0.0%

Dow nhill/CrossCountry S kiing 0.0% 0.0% 0.0% 3.4% 0.0% 1.7% 0.0% 0.0% 2.0% 0.0% 0.0% 0.0%

Backpacking/Hiking 9.7% 5.1% 0.0% 6.4% 7.7% 15.0% 14.0% 6.8% 5.3% 2.6% 0.0% 0.0%

P ow erBoating 7.2% 0.0% 12.0% 3.6% 6.3% 11.0% 6.5% 0.0% 1.9% 0.0% 3.6% 0.0%

Fresh-W aterFishing 0.0% 7.0% 17.0% 12.0% 21.0% 16.0% 14.0% 8.7% 4.3% 13.0% 17.0% 4.0%

HorsebackR iding 0.0% 0.0% 0.0% 1.5% 4.8% 3.2% 8.1% 0.0% 2.1% 0.0% 0.0% 0.0%

Cam pingT ripsO vernight 0.0% 7.0% 7.1% 6.9% 19.0% 22.0% 19.0% 8.3% 4.2% 7.8% 8.1% 18.0%

BirdW atching 9.1% 15.0% 21.0% 14.0% 6.8% 18.0% 8.8% 0.0% 14.0% 9.4% 13.0% 0.0%

VisitingBeach/L ake 51.0% 31.0% 37.0% 37.0% 30.0% 32.0% 37.0% 35.0% 21.0% 20.0% 25.0% 29.0%

P articipationinT eam S ports

Golf(courses) 24.0% 7.5% 13.0% 7.1% 11.0% 19.0% 12.0% 10.0% 12.0% 17.0% 4.5% 0.0%

BelongtoCountry Club(clubs) 20.0% 0.0% 0.0% 0.0% 0.0% 2.2% 0.0% 0.0% 6.1% 0.0% 0.0% 0.0%

Fields-Baseball 0.0% 0.0% 3.7% 3.4% 10.0% 3.8% 9.9% 18.0% 2.1% 10.0% 6.5% 0.0%

Fields-Football 0.0% 2.6% 0.0% 2.9% 8.3% 2.8% 9.2% 12.0% 1.7% 4.2% 3.9% 0.0%

Courts-T ennis 16.0% 3.6% 4.3% 2.0% 4.6% 0.0% 6.1% 4.0% 6.3% 8.4% 7.7% 0.0%

Courts-Basketball 0.0% 4.8% 5.5% 4.6% 12.0% 8.8% 17.0% 27.0% 2.8% 9.1% 6.8% 0.0%

P urchasedP lay S portsEquipm ent 0.0% 0.0% 0.0% 3.5% 8.5% 13.0% 5.5% 12.0% 2.9% 1.3% 12.0% 0.0%

LandUseUSA
Text Box
Selected Lifestyle Indicators - OUTDOOR RECREATION12 Target Markets for the Northwest Michigan Prosperity Region

LandUseUSA
Text Box
Exhibit BB.6

LandUseUSA
Text Box
Source: Underlying data provided by Experian Decision Analytics; 2013. Analysis and exhibits prepared by LandUse|USA; 2014 © with all rights reserved.



P reparedfor:

P reparedby:

T argetM arketA nalysis

N orthw estM ichigan

P rosperity R egion2

N A R R A T IVES

N ovem ber3,2014



Dem ographicP rofileforS electedT argetM arket
C12 | GolfcartsandGourm ets

Geography:N early halfofallhouseholdsliveinFlorida,andcanbefound inm any ofthenation's
w ell-know nretirem entcom m unitiesthatarecentered inS unBeltstatesandbeachcom m unities.

HousingForm ats:R elatively new detachedhousingproductsand attachedhousinglikecondosin
recently-built,nicely landscapedand w ell-protectedcom m unitiesw heretherealestateissought
afterandpricey.

HousingT enure:P redom inantly hom eow ners.

M overship:T hecom m unitiesarerelatively m obile,and m any m em bershavelivedatthesam e
residenceforonly ahandfulofyears.

Age:T w o-thirdsofm em bersareover65 years.

Fam ily Com position:M orethannineoutoftenhouseholdsarechildless,andtheoverw helm ing
m ajority ofthesearem arried couples.How ever,aboutaquartercontainw idow s,w idow ersand
divorcedindividuals.

Education:Collegeeducated.

JobsandW ork:M ostofthesehouseholdsareenjoyingactiveretirem ents,butaboutathirdof
theseeducated residentsarestillinthew orkforceand earnsolidpaychecksfrom professionaland
technicaloccupations.

Incom e:W iththeirsalaries,pensionsand investm ents,thesehouseholdsreportincom esofm ore
than$120,000 annually,andhaveam assedlargenesteggsand aretypically draw ingdow ntheir
retirem entaccounts.

T ransportation: Conveyingasenseofstatus,they tendtodriveluxury cars.

L eisure:T hey enjoy com fortable,butnotlavish,lifestyles,w ithplenty ofleisuretim eandactive
sociallives.Frequenttravelers,they aretw iceaslikely asaverageAm ericanstohavetakenacruise
inrecentyears.T hey alsoliketovisitfriendsandrelativesthroughoutthecountry.Athom e,they
enjoy reading,playingcards,doingneedlew orkand,especially w atchingT V.

R etailS hopping:T hey liketopatrontheatres,m useum s,and venuesw ithclassicalconcerts,andw ill
pay forgym m em berships,golfcoursefees,and country clubs.T hey liketofrequentm allsandshop
atm iddle-brow departm entstores,and arebrand-loyalshoppersw holookforbargains.At
superm arketsthey typically carry w adsofcoupons.How ever,they w illsplurgeonexpensive
cam eras,T Vsand DVD players.T hey considerthem selvesfoodiesand likediningoutandgoingto
casinos.T hey areagoodconsum erofhom egoods,designerlabels,andexerciseapparel.Atthe
grocery store,they arehealthconsciousand lookingfororganicfoods.

LandUseUSA
Text Box
Exhibit CC.1



Dem ographicP rofileforS electedT argetM arket
K40 | Bohem ianGroove

Geography:S ettled insecond-tiercities,andscattered acrossthecountry,butm orelikely tobe
foundintheN ortheastorW est.

HousingForm at:Affordablecity apartm ents,includinglow -risegardenapartm entsandrow houses
ofvaryingvintage.

HousingT enure:N early 80 percentarerenters.

M overship:A transientgroupandhalfhavebeeninthesam eresidenceforfew erthanthreeyears.
T hey don’tliketoaccum ulatepossessions,includinghom es,incasethey gettheurgetom oveon.

Age:O lderadults;abouttw o-thirdsarebetw eentheagesof46 and 65;and m ostareover50 years
old.

Fam ily Com position: T hem ajority ofthissegm enthasnever-m arried,butnearly athirdhasbeen
m arriedandthey arestartingoverasdivorced orw idow ed individuals.T hey arepartofthe
grow ingw aveofoldersingles,andprizetheirindividuality.

Education: Averageeducations,w itham ix ofhighschoolgraduatesand som ecollege.T hey are
stillhungry forlearning,andoftentakeadulteducationclasses.Favoriteclassesareinpainting,
cooking,furniturerefinishing,andothersubjectsthatallow them tom inglew ithothergraying
singles.

JobsandW ork:Holdingdow nm odestly payingjobsintheservicesector,particularly jobsinhealth
care,socialservices,andthem ilitary.

Incom e:L ow incom es;averageincom esarelessthantw o-thirdsthenationalaverage.

T ransportation: T hey m anagetosinkdow nrootsquickly.T hey ow ncars,andprefercom pactand
m id-sizedeconom y cars.

L eisure:Aneclecticgroupw ithlaid-back,quiet,andunassum inglifestyles.T hey cultivatelarge
circlesoffriendsfrom aw idevariety ofbackgrounds,andareactiveincom m unity groups.Free
tim eisspentathom e,listeningtom usic,cooking,m akingcrafts,andpainting.

R etailS hopping:Diningoutisusually toacasualdiningorbistrorestaurant,includingm oderate
chains.T hey patronizediscountanddollarstoresbutw illdeclarethatthey preferlocalstores.T hey
aregood consum ersforcraftandhobby stores,m usicalinstrum entstores,freshproduce,health
foods,vitam ins,andalternativem edicines.How ever,they areslow tobuy technology products,
andhavelittleinterestinconspicuousconsum ptionorthelatestfashions. T hey w illalsopatron
m ovietheaters.

LandUseUSA
Text Box
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Dem ographicP rofileforS electedT argetM arket
L 41 | Boom ingandConsum ing

Geography:S cattered aroundthecountry,they arem ostly concentratedinsm all-tow nS unBelt
com m unitiesintheS outhand W est.

HousingForm ats:T hey tendtoliveinabove-averagevalue,recently built,ranch-styledetached
exurbanhom esorcontem porary attachedhousingsuchascondos.A sm allpercentagelivesin
hom esw ithspraw lingyardsm orethantw oacresinsize.

HousingT enure:T hey aretypically hom eow ners.

M overship:N ew com erstotheircom m unities,m any havem oved w ithinthelast7years.

Age:T ypically intheir50sand60s,w ithm ostofthesehouseholdsbetw een50 and75 yearsofage.

Fam ily Com position:M ostly m arried oldercouplesandw idow edsinglesthatarebeginningtoenjoy
thefirstyearsoftheirem pty nestsand retirem ent.

Education:Averageeducation.

JobsandW ork: T hoseinthew orkforcew orkinservice-sectororw hite-collarprofessions.
How ever,m orethan20 percentarealready retired.

Incom e:S olidly m iddleclassw ithm id-levelincom es.

T ransportation:Highratesofvehicleow nership,typically largetrucksorluxury im ports.

L eisure:T hey enjoy avariety ofoutdoorsportssuchasfishing,hunting,canoeingand kayaking,and
havecultured sensibilities,enjoyingplays,m useum sandconcerts.T hey alsoliketospendquiet
eveningsathom ereading,cooking,w atchingT V,andpolishingtheirantiques,butthey'renot
hom ebodies.T hey liketogetoutandtendtheirgardensorgobird-w atchinginnearby w oods.
Dinneroutm eansorderingsteakatchainrestaurants,andthey’lldrivetoanearby city toattend a
play oraconcert.

R etailS hopping:Consum ptionevangelists;they arepassionateaboutw hatthey buy andw illingto
influenceothersabouttheirpreferences.Consum ed w ithgettingthebestdeal,they purchase
clothesfrom discounters,andw illspendm oney onfurniture,hom edécor,gym m em berships,
outdoorappareland gear,and art.Early adoptersoftechnology,they lovetopurchasenew DVD
playersandflatscreenT Vs.Atthehealthfood store,thesecaloriecountersseeknutritiousfood
options,lovetryingnew foodsanddrinks,and w illseekoutgourm etfoodstocookathom e.
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Dem ographicP rofileforS electedT argetM arket
L 42 | R ooted Flow erP ow er

Geography:W idely scatteredthroughoutthecountry intheolder,m orepopulousinner-ring
suburbsthathavebeenovertakenby m etrospraw l.

HousingForm ats:Detachedhom es,typically olderCapeCods,ranchesandram blers,allonsm all
lots.

HousingT enure:M orethan90 percentow ntheirow nhom es.

M overship:N early tw o-thirdsofallhouseholdshavelivedatthesam eaddressforovertenyears.

Age:80 percentofhouseholdheadsarebetw eentheagesof50 and65.

Fam ily Com position:40 percentofhouseholdscontainm arriedcouples-arelatively low rate-and
m orethanhalfarehom etosingles,divorced andw idow ed individuals-tw icethenationalaverage.
L essthanfivepercentofallhouseholdsstillhavechildrenlivingathom e.

Education:Aboveaverageforbothhighschooldiplom asandcollegedegrees.

JobsandW ork:T hehighestpercentageisem ployed inw hite-collarm anagem ent,healthcareand
technicalprofessions,butasignificantm inority alsow orkinsalesandtheservicesector.

Incom e:T hey earnm iddle-classincom esofm orethan$60,000.

T ransportation:Com m utersw hohaveahighrateofautoow nership.

L eisure:T hey pursuelaid-backlifestyles.M any liketostay hom ew henthey havefreetim etoread
books,garden,cookanddocraftslikeneedlew orkand w oodw orking.W iththeiraveragebudgets,
they'renotbigonnightlife,andtheirideaofgoingoutism eetingfordinneratam id-scale
restaurant.

R etailS hopping:T hey areprice-sensitiveconsum ersw hotendtovisitastoreonly w henthey
absolutely need tobuy som ething,andalw ayslookforbargainsandnotbrands.T hey spendtim e
researchingtheirpurchasesandareeclecticintheirretailtastes,shoppingatdiscounttom iddle
brow stores.S om ew hatslow purchasersoftechnology,they purchasethingslikebooksand
collectiblesfrom m ailorderandonly usetheinternetasalibrary and com m unicationtool.T hey
alsow illpurchasethingssuchasequipm entforyoga,ticketstoconcerts,tools,and gardeningand
kitchensupplies.
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Dem ographicP rofileforS electedT argetM arket
M 45 | InfantsandDebitCards

Geography: T endtoliveinoldercity neighborhoodsinsm allcitiesand inner-ringsuburbs.T hey are
oftenfoundlivingnearsm allfactoriesandindustrialbusinesses-notthem ostdesirableaddresses.

HousingForm ats:L ivinginw orkerhousesthatareaffordableand typically builtbefore1960.
HousingT enure:M ostow nsm allhousesw ithlow values.How ever,about15% arerenters,w hichis
stillfourtim esthenationalaverage.

M overship:T ransient;theircurrentlifestyleistransitional,andm osthavelived atthesam e
residenceforfew erthanfiveyears.T hey arecontinually seekingtochangetheircircum stances,
hopefully forthebetter.T hey havelittletim eorinterestinputtingdow nrootsandm ostdon’t
intendtostay long.

Age:M ostareundertheageof35.

Fam ily Com position:Youngfam iliesw ithyoungchildren,andsingle-parenthouseholdsjuststarting
outortryingtostartoverafteradivorce. Alm ostone-thirdofthehouseholdsarecom prisedofan
unm arriedparentw ithchildren.About80% haveachildathom e,ofteninpre-schoolor
elem entary school.

Education:Averageorm oderatelevelsofeducationalattainm ent;alm ostevenly dividedbetw een
thosew ithhighschooldiplom asandthosew ithsom ecollege.

JobsandW ork:W orkinginblue-collarandm anualjobsinconstructionandm anufacturing;and
salesand service-sectorjobs,includinginhealthcareand retail.

Incom e:L ow erm iddle-classincom essustainedby entry levelsalaries;andin-debtfrom college
loans,m ortgages,andhom e-im provem entloans.T hey areoverw helm edby thehere-and-now
expenseofraisingand caringforyoungchildren.

T ransportation: T hey prefertolivew herepublictransportationisnearby.O nly asm allpercent
ow ncarsorsedans,andthey havebelow -averageratesforbuyingcars.

L eisure:Focused onbudget-m inded andchild-centeredactivitiesatparks,publicballparks,county
fairs,country m usicinthepark,cam pgrounds,and zoos.

R etailS hopping: T hey canbefoundatthebow lingalleys,butdon’tgotobars,nightclubs,oreven
them ovietheater,and certainly don’thavediscretionary incom eforculturalartsand
entertainm ent.M ealsofteninvolvefastfood,takeoutm eals,orfrozendinners.S hoppingisan
infrequentleisureactivity thattakesthem tothediscountstores,dollar,value,andhardw are
stores.How ever,they dobuy plenty oftoysandboard gam es,andareastrongm arketforsporting
goods– particularly team sports,hunting,targetshooting,archery,cam ping,andfishinggear.T hey
alsoenjoy collectibleslikeornam entsandsportsm em orabilia.T hey arelesslikely thanaverageto
havehand-heldelectronicgadgets,and can’tafford ahealthclubm em bership.
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Dem ographicP rofileforS electedT argetM arket
N 46| T rueGritAm ericans

Geography:Found inrusticfarm ingandsm all-tow ncom m unitieslocatedm ostly intheM idw est.
N early three-quartersofthehouseholdsareclassifiedas“ rural” -thehighestpercentageinthe
nation.

HousingForm ats:Detached oldercottages,ranchorcraftsm an-stylehousesbuiltbefore1970.

HousingT enure:Alm ostallofthehouseholdheadsow ntheirhom es.

M overship:A m ajority ofhouseholdshavebeenatthesam eaddressform orethaneightyears.

Age:N early tw o-thirdsofthepopulationisovertheageof45.

Fam ily Com position:T ypically livingascouplesorw idow ed ordivorced individuals,only aquarter
stillhavechildrenlivingathom e.Few areunm arried singles.

Education:T w o-thirdshaveeitherhigh-schooldegreesorsom ecollegeexperience.

JobsandW ork:A higher-than-averageincidenceofblue-collarandfarm ingoccupations;asm allbut
significantnum berofw orkershold jobsinthew holesaleandretailtrades,publicadm inistration
andeducation.

Incom e:L ow erm iddle-classincom esbelow $58,000.

T ransportation:Highratesofm ultiplevehicles,includingm otorcyclesand trucks.

L eisure:T hey enjoy activeand unpretentiouslifestyles,and areoutdoorsy householdsthatliketo
fish,hunt,cam pandgoboating.M any describethem selvesashom ebodiesw holiketocook,
garden,collectcoinsandread,andthey oftenjoinbookclubs.T heirfavoritehobbiesinclude
w oodw orking,needlew orkand sports.

R etailS hopping:T hey haveenoughdisposableincom etoenjoy goingout,w hetherit'stoabar,
m ovieortooneoftheirfavoritechainrestaurants.T heseconservativeconsum erslookforproducts
thathavestoodthetestoftim e.T hey tendtosticktofam iliarbrandsthey'veused form any years
andrefusetobeseduced by designergoodssoldathigh-end retailers.Insteadthey frequent
discountandm id-scalestores.Forsportsgear,m any turntolocalstores,andtherearefew
productsforathleticsand outdooractivitiesthatthey don'tbuy,purchasingthingsfrom golfballs
tohuntingrifles.N otatallhealthconscious,they searchoutfoodsthatpleasethepaletteatthe
grocery store.
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Dem ographicP rofileforS electedT argetM arket
O 51 | DigitalDependents

Geography:M ostarelocatedinsecond-tiercitiesscattered acrossthecountry;andinam ixof
urbanareasthatincludetransientneighborhoods.

HousingForm ats:A m ixofapartm ents,condom inium s,andsm allhouses.
HousingT enure:A surprisingnum berarefirst-tim ehom eow ners,althoughthevaluesarem odest
andthey haveneeded aco-signertosecurethem ortgage.

M overship:T hey show littleinterestinstayingforany lengthoftim e,andarenotrootedintheir
com m unity.T hey arefootlooseand accustom edtom ovingfrequently inaconstantsearchfor
betterpayingjobsand betterlivingarrangem ents.M orethantw o-thirdshavelived atthesam e
addressforfew erthanthreeyears.

Age:T histhefirstw aveoftheGenerationYersand they arenow 20-som ethingsm ovingintotheir
early thirties.About90% ofthegroupisundertheageof35 years;65% areundertheageof30.

Fam ily Com position:T hey havebeguntoleavethenestandstarttheirow nindependentlivesand
youngfam ilies,butoveralltendtobesingle.T hey areunattached andstilllookingforaperfect
m ate.O neone-thirdofthisgrouphaschildren,and long-tim efriendsarem oreim portantthan
m em bersoftheirextendedfam ily.

Education:T endtow ell-educatedand m osthavegonetocollege.

JobsandW ork:M any hold jobsinsalesandtheservicesector,and good schoolinghasledtoa
rangeofoccupations– from salestosocialservices;and from constructiontohealthcare.T hey are
early intheircareers.

Incom e:M odestincom essupportedby entry-leveljobsw hilepayingoffstudentand carloans.

T ransportation:About44 percentofthehouseholdsarew ithoutw heels;andthosew hobuy new
w illchoosefunky com pactm odels.

L eisure:T hey areintoathleticslikepick-upbasketball,volleyball,orracquetball.T hey w illalsolift
w eightsortakeayogaclass,andattend spectatorsports.Althoughthey spend alotoftim einthe
virtualw orld,they arealsoactiveandadventurous,and asurprisingly highsharew illtake
advantageofcam pgrounds,fishing,horsebackriding,andhiking.Insearchingfortheirperfect
m ate,they putalotofstockintheirpersonalfitnessandappearance.

R etailS hopping:T hey revelintelecom m unicationdevicesthatallow them tom ulti-taskand bounce
betw eencellphones,iP ods,laptops,and videogam econsoles.T hey areknow ntobuy sports
equipm entlikeskateboards,cam pingsupplies,and racquetballgear.Inthem arketplace,they have
cham pagnetastesbutnotthebudget,soendupatthediscountstores,clearanceracksatthe
m oreupscaleshops.T hey belongtogym sandarenightow ls,spendingalotoftim eatbars,
nightclubs,cinem asandtheaters,and billiardshalls.
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Dem ographicP rofileforS electedT argetM arket
O 55 | Fam ily T roopers

Geography:Am ericansw hoarefoundinthesm alltow nsandcitiesthatsurroundthenation's
m ilitary bases.

HousingForm ats:T hesesoldiersandtheirfam iliestendtoliveinbarrackshousing(ifsingle)orin
olderattached housingproductssuchasduplexesandlow -riseapartm entbuildingsnearabase.
S om ealsoliveindetachedhousinglikeranchhouses.

HousingT enure:M orethan90 percentofhouseholdsrenttheirunits.

M overship:O neofthem osttransientpopulationsinthenation,nearly halfhavelivedatthesam e
addressforlessthanayear,nearly three-quartersforfew erthanthreeyears.

Age:N early tw o-thirdsareyoungerthan30 yearsold;som e90 percentareunder35.

Fam ily Com position:T hey havem ixedhouseholdtypes:abouthalfaresingle,40 percentare
m arriedand astriking55 percentcontainsingleparents-m orethanfivetim esthenational
average.Alltold,m orethan90 percentofhouseholdshaveatleastonechild athom e.

Education:T hem em bersofthissegm enthavebelow -averageeducations,w ithonly abouthalf
havinggonebeyondhighschool.

JobsandW ork:M any adultscurrently serveintheArm ed Forces.

Incom e:L ow incom es;theirpay istypically 40 percentbelow averageandthey donotm uchofa
financialbackground.

T ransportation:M any ow navehicle.

L eisure:M ostspendtheireveningsathom e,readingbooks,playingcardsorboardgam es,
w atchingT V orcookingforfun.O nw eekends,they w orkoutby playingbasketball,baseball,
footballand soccer;thisisalsoasegm entfullofseriously athleticpeoplew hoareintoboxingand
m artialarts.

R etailS hopping:T hey lead frugallifestyles,butw illspend m oney togoouttoabar,bow lingalley,
ortothem ovies.Forabigdate,they'llpurchaseticketstoarockconcertorcom edy club.T hose
w ithchildrenarew illingtosplurgeontheirkids,takingthem toanaquarium ,zooorthem epark,
and aregoodconsum ersfortoy storesasthey buy theirchildrenvirtually every gam eandtoy at
ratesm orethantw icethenationalaverage.W ithm any youngandunattached,they careabout
theirappearanceandw illspend m oney onathleticgearforw orkingout,andnew clothesforevery
seasonfrom discountdepartm entstores.
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Dem ographicP rofileforS electedT argetM arket
Q 62 | R eapingR ew ards

Geography:T hissegm enttendstoliveinm ix-aged subdivisionsand isscattered acrossthenation.

HousingForm ats:M any liveincom fortabledetachedranchhousesandcottagesonm odestlotsor
attachedhousingsuchasapartm ents.

HousingT enure:M ostarehom eow ners.

M overship:A m ajority havelivedatthesam eaddressforoveradecade.

Age:M ostly m em bersoftheGreatestGeneration,m orethanhalfareover75 yearsold;virtually all
areover65.

Fam ily Com position:Elderly couplesand w idow ed individuals.

Education:W iththeirm oderateeducations,householdheadsareaboutevenly dividedbetw een
high-schoolandcollegegraduates.

JobsandW ork:S om e85 percentareretired,aboutsixtim esthenationalaverage.

Incom e:T hey havedecentincom esfrom pensionsandincom e-producingassets,averagingaround
$55,000 annually.

T ransportation: Highratesofcarow nership.

L eisure:M uchoftheirtim eisnow spentindoorsreading,cooking,w atchingT V and listeningto
m usic.T hey enjoy entertainingfriendsintheirhom es.M any finally havethetim etoenjoy hobbies
likeneedlew ork,playingcardsand acquiringcollectibles.T heirideaofexerciseisgardening,golfing,
w alkingtheshoppingm alls,andbird-w atching.

R etailS hopping: T heseseniorsstillhavetheenergy togetupand go,andoftendineoutatcasual
restaurants.T hey w illpurchasesubscriptionticketstotheirlocalperform ingartshallforplaysand
concerts,andthey w illalsospendm oney togogam blingatcasinosandbingoparlors.W hen
purchasingitem s,they arebrandloyalandtendtogototheupscaleretailersthatthey already are
fam iliarw ith.Additionally,they aregoodconsum ersofpreventativem edicineand arew illingto
pay extraforhealthcarenotcoveredby theirinsurance.Atthegrocery store,they arehealth
consciousandpurchasefoodsthatarehighinfiberand low inadditivesbutalsooftenbuy
convenientm ealssuchasfrozendinners,store-m adetakeoutandothereasy-to-preparefoods.
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Dem ographicP rofileforS electedT argetM arket
Q 65 | S eniorDiscounts

Geography:T hey arefoundthroughoutthecountry,typically inm etrocom m unities,bigcities,and
inner-ringsuburbs-som etim esindicey neighborhoods.

HousingForm ats:T ypically inlarge,m ulti-unitapartm entbuildingslocatedinthecity and geared
forseniors.T hey preferthesecurity ofabuildingw ithattachedunits,preferably w ithadoor
attendant,tobeingontheirow n.

HousingT enure:R entingratherthancopingalonew iththem aintenanceofahom e;orfindingthat
financesaretoofragiletocontinuem aintainingahouse.M orethanthree-quarterscanonly afford
torent,andthey oftenrely onrent-controlledrates.

M overship:M any havem oved intotheircurrentlocationw ithinthepastsevenyears.

Age:M ostly elderly and retired residentsandm ostareovertheageof75 years.

Fam ily Com position:T hree-quartersarew idow ed grandparentsw ithgrow nchildrenw hoare
locatedtoofaraw ay orotherw iseincapableofsharingtheirhom e.T hegroupcherishestheir
fam iliesandfriendsandthey liketom eetnew peopleandentertainintheirapartm ents.

Education:L im itededucationsand over40% arehighschooldropouts.How ever,they w illtake
classestokeepinform edandlearnnew hobbies.

JobsandW ork:T hosestillinthew orkforcetendtohold low -levelservice-sectorjobsinindustries
likehealthcare.

Incom e:Fixed andm odestincom es,som etakingadvantageofrent-controlled ratesandsenior
discountstostretchtheirbudgets.T hey getby onsm allpensionsthatsupplem enttheirS ocial
S ecurity checks.

T ransportation: M ay orm ay notow nacar,andm ay rely onvanservices.

L eisure:S eniorDiscountsm ay beolder,butthey haven’tlostastepand show littleevidenceof
slow ingdow n.M any haveactiveleisureand sociallives,butthey alsospend alotoftim eintheir
apartm entsreadingnew spapersand m agazines,listeningtopre-rockm usic,andw atching
television.T hey rarely accesstheinternetexceptforhealthinform ation,politicalnew s,and sports
standings.T hey haveanabundanceofprideandw antfriendsandfam ily tothinkthatthey’redoing
w ell.

R etailS hopping:T hey regularly attendplaysandconcerts,andw illpatroncasinos.T hey arem ore
interested indiscountsthandesignerlabels,andw illpatrondollarstoresand clearancerackseven
w henshoppingm id-scalestores.T hey alsospendoncollectibleslikecoinsandporcelain;vitam ins
andhealthcaresupplies;andexerciseequipm ent.
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Dem ographicP rofileforS electedT argetM arket
S 68 | S m allT ow n,S hallow P ockets

Geography:L ocatedinsecond-tiercitiesand exurbantow ns,and locatedfarfrom thelargeurban
centers.S om eofthecitiesw ereonceindustrialboom tow nsthathavesincefallenonhardtim es.
T hey areindow nscaleneighborhoods,oftenincitiesandtow nsthathaveseenbetterdaysand are
quietly deteriorating. T hey w illalsochoosetoliveinsm alltow nsofferingscenery rich
environm ents.

HousingForm at:Inexpensivehousingstockw itham ix ofbungalow s,cottages,andranchhouses.
M osthousesaresm allandtheirlotsarem odestinsize.Featuresam ixofhousingstyles,including
clapboardhousesand ranchesbuiltbefore1950.Yardsarerarely landscaped.

HousingT enure:About20% arerenters,w itharecenttrendofrentinghousesthatoriginally w ere
builtdecadesagoforyoungw orkingfam ilies.T hey w illsettleforrentingahouseafterexhausting
otherrentaloptions.

M overship:T hem ajority havelived attheirsam eaddressforfiveyearsorless.

Age:Halfofthehead ofhouseholdersareages50 and older.T hey areatthecuspofretirem ent,
andover15 percentarealready retired.

Fam ily Com position: S ingle,unm arried,divorced,and/orw idow edem pty-nesters.

Education:Educationallevelsarelow ,and lessthan10 percenthaveacollegedegree.

JobsandW ork:T hem ajority w orkinservice-sectorsuchashealthcareand socialservices,plus
bluecollarjobs.

Incom e:T hissegm enthaslow incom esbutthey havem anagedtosetasidesom esavingsfor
retirem ent.T hey buy safeinvestm entslikesavingsbondsandlong-term CDs;they arecarefulw ith
theirm oney,andhalfcarry lifeinsurance.

T ransportation:S tatusism easured by havinganew truckorsporty carinthedrivew ay.

L eisure:Bluegrass,hunting,fastcars,andfullchurchesarealltouchstonesofthissegm ent.W ithin
stereotypes,them enliketofish,thew om endoneedlew ork,and everyonelikestoplay bingo.
U nionhalls,veteran’sclubs,and churchesaresocialcenters.T hey w illalsogatherw ithfriendsfora
gam eofcards,and aquitenightathom eisspentw atchingtelevisionorreadingnew spapersand
m agazines.T hey alsospend alotoftheirleisureoutdoors,hunting,fishing,bird-w atching,and
gardening.

R etailS hopping:T hisgroupisn’tbigonshopping,butthey areconsum ersofcraftsupplies,outdoor
sportsm ansupplies,huntinggear,andcollectibles(coinsandporcelains).T hey w illpatronbilliard
halls,antiquem alls,fleam arkets,andtheracetrack.T hey alsoshopdiscountanddollarstores,but
arenotinterestedinbuyingelectronicgadgets.
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Dem ographicP rofileforS electedT argetM arket
S 70 | T ightM oney

Geography:Centered intheS outhandM idw est,and located inexurbantow nsand sm allcities,and
sm allbedroom com m unitiestolargerm etroareas.T hey areoftenlocatedintired and w orn
neighborhoodsw heretheresidentsoftenw orry aboutcrim eand violence.

HousingForm atsand T enure:L ivinginlow -riseapartm entsandduplexes.Few canaffordtoow na
hom e,and over95 percentarerenters.

M overship:T hey lackrootsandaredealingw iththechallengesofatransientexistence.M orethan
40% havelivedatthesam eaddressforlessthanayearandtw o-thirdsforfew erthanthreeyears.

Age:M iddle-aged singlesanddivorced individualsintheir30’sand40’s.T hem ajority ofhousehold
headsarebetw eentheagesof35 and 50.

Fam ily Com position:N early one-quarteraresingleparents;andthree-quartersarew ithout
children.M ostaresingleordivorced,althoughsom eareoldersingleparentsw ithchildrenstill
livingathom e.

Education:L ow educationalattainm ent.60 percentneverfinishedhighschool,andfew erthan5
percenthaveacollegedegree.

JobsandW ork:M ostareholdingm inim um -w agejobsaslaborersand service-sectorw orkers.
N early tw o-thirdsoftheadultsw orkatlow -levelsalesorservice-sectorjobs,m ostly inhealthcare,
foodservices,ortechsupport.M any w ould liketostarttheirow nbusinessortry anew lineof
w ork.

Incom e:O neofthelow estaverageincom esinthecountry,they struggletosupportevenasim ple
lifestyle.T hey w orry aboutlivingbeyondtheirm eans;havefew investm entsorsavings;getby w ith
occasionalloans;andpreferpayingw ithcashandm oney orders.

T ransportation:T hey w ouldprefertoow nacar,butnearly 60 percentofthehouseholdscan’t
affordto.T hosew hocanbuy acarw illsettleforausedeconom y carthat’sreliable.

L eisure:U nabletoaffordm any leisureactivities,they spendquieteveningsathom ew atching
television,listeningtom usic,orcooking.T hesearestressed-outAm ericansw hodisliketheir
standardoflivingbutaren’tsureifthey canim proveit.

R etailS hopping: T hey occasionally splurgeonaconcertortriptoacasinoorracetrack.How ever,
they lackthediscretionary incom eforregularm oviesornightsout.O utdoorexercisem ightinclude
fishing,w aterskiing,andcam pingtrips.Dinneroutistofast-foodchainsorbuffets.T hey patronize
discountanddollarstores.T hey w illbuy som eelectronicstoenhancetelevisionview ing,butshy
aw ay from thenew esttechnologies.T hey w illalsobuy sportsm em orabilia.T hey shopdiscount,
dollar,andvaluestores,and areloyaltoAm erican-m adeproducts.
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P opulationForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2015 2020 2010-11 2011-12 2012-13 2013-20 2012

Census Forecast Forecast c.a.r. c.a.r. c.a.r. c.a.r.

County N am e

P op-

ulation

P op-

ulation

P op-

ulation

P op-

ulation

P op-

ulation

P op-

ulation

P op-

ulation

P ersons

perHhld.

1 GrandT raverse 86,986 90,118 94,715 0.8% 0.8% 1.0% 1.0% 2.5

2 L eelanau 21,708 21,677 21,677 -0.3% 0.0% 0.0% 0.0% 2.3

1 Em m et 32,694 32,799 32,799 0.0% 0.0% 0.0% 0.0% 2.4

2 Charlevoix 25,949 26,057 26,057 -0.3% -0.4% 0.0% 0.0% 2.4

3 Antrim 23,580 23,634 23,634 -0.8% -0.6% 0.0% 0.0% 2.4

1 Benzie 17,525 17,554 17,554 -0.5% -0.4% 0.0% 0.0% 2.3

2 M anistee 24,733 24,753 24,753 -0.4% -0.4% 0.0% 0.0% 2.3

1 W exford 32,735 32,694 32,694 0.2% -0.1% 0.0% 0.0% 2.7

2 M issaukee 14,849 15,170 15,553 -0.2% 0.1% 0.5% 0.5% 2.6

3 Kalkaska 17,153 17,231 17,231 -0.5% -0.5% 0.0% 0.0% 2.4

S ource:U nderlyingdataprovidedby the2010 DecennialCenus;plus1-yearand5-yearestim ates

from theAm ericanCom m unity S urvey for2011,2012,and2013.
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T O T AL Householdsw ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2010 2011 2012 2013 2015 2020 2010-11 2011-12 2012-13 2013-20

Census Estim ate Estim ate Estim ate Estim ate Forecast Forecast c.a.r. c.a.r. c.a.r. c.a.r.

County N am e T otalHhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

T otal

Hhlds.

1 GrandT raverse 35,328 34,578 34,450 34,362 35,049 36,465 40,261 -0.4% -0.3% 2.0% 2.0%

2 L eelanau 9,255 9,349 9,388 9,316 9,502 9,886 10,915 0.4% -0.8% 2.0% 2.0%

1 Em m et 13,601 13,833 13,599 13,541 13,812 14,370 15,865 -1.7% -0.4% 2.0% 2.0%

2 Charlevoix 10,882 11,355 11,025 10,699 10,806 11,023 11,585 -2.9% -3.0% 1.0% 1.0%

3 Antrim 9,890 10,043 9,720 9,719 9,913 10,314 11,387 -3.2% 0.0% 2.0% 2.0%

1 Benzie 7,298 7,366 7,366 7,520 7,746 8,217 9,526 0.0% 2.1% 3.0% 3.0%

2 M anistee 10,308 10,747 10,745 10,648 10,861 11,300 12,476 0.0% -0.9% 2.0% 2.0%

1 W exford 13,021 12,721 12,426 12,305 12,551 13,058 14,417 -2.3% -1.0% 2.0% 2.0%

2 M issaukee 5,843 5,809 5,861 5,855 5,972 6,213 6,860 0.9% -0.1% 2.0% 2.0%

3 Kalkaska 6,962 7,232 7,186 7,276 7,494 7,951 9,217 -0.6% 1.3% 3.0% 3.0%

S ource:U nderlyingdataprovidedby the2010 DecennialCenus;plus1-yearand5-yearestim ates

from theAm ericanCom m unity S urvey for2011,2012,and2013.
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O W N ER -O ccupiedHouseholdsw ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2010 2011 2012 2013 2015 2020 2010-11 2011-12 2012-13 2013-20

Census Estim ate Estim ate Estim ate Estim ate Forecast Forecast c.a.r. c.a.r. c.a.r. c.a.r.

County N am e

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

O w ner

Hhlds.

1 GrandT raverse 26,489 26,665 26,326 26,348 24,097 24,097 24,097 -1.3% 0.1% -8.5% 0.0%

2 L eelanau 7,842 8,018 8,001 7,943 7,943 7,943 7,943 -0.2% -0.7% 0.0% 0.0%

1 Em m et 10,096 10,570 10,287 10,403 10,403 10,403 10,403 -2.7% 1.1% 0.0% 0.0%

2 Charlevoix 8,643 9,434 9,163 8,922 8,922 8,922 8,922 -2.9% -2.6% 0.0% 0.0%

3 Antrim 8,293 8,490 8,244 8,272 8,272 8,272 8,272 -2.9% 0.3% 0.0% 0.0%

1 Benzie 6,223 6,330 6,276 6,364 6,364 6,364 6,364 -0.9% 1.4% 0.0% 0.0%

2 M anistee 8,131 8,636 8,617 8,451 8,451 8,451 8,451 -0.2% -1.9% 0.0% 0.0%

1 W exford 9,888 10,034 9,935 9,482 9,482 9,482 9,482 -1.0% -4.6% 0.0% 0.0%

2 M issaukee 4,758 4,809 4,817 4,757 4,757 4,757 4,757 0.2% -1.2% 0.0% 0.0%

3 Kalkaska 5,751 6,041 5,916 5,965 5,965 5,965 5,965 -2.1% 0.8% 0.0% 0.0%

S ource:U nderlyingdataprovidedby the2010 DecennialCenus;plus1-yearand5-yearestim ates
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R EN T ER -O ccupiedHouseholdsw ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2010 2011 2012 2013 2015 2020 2010-11 2011-12 2012-13 2013-15 2015-20

Census Estim ate Estim ate Estim ate Estim ate Forecast Forecast c.a.r. c.a.r. c.a.r. c.a.r. c.a.r.

County N am e

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

R enter

Hhlds.

1 GrandT raverse 8,839 7,913 8,124 8,014 9,235 12,368 16,164 2.7% -1.4% 15.2% 9.1% 5.5%

2 L eelanau 1,413 1,331 1,387 1,373 1,559 1,943 2,972 4.2% -1.0% 13.6% 11.6% 8.9%

1 Em m et 3,505 3,263 3,312 3,138 3,409 3,967 5,462 1.5% -5.3% 8.6% 7.9% 6.6%

2 Charlevoix 2,239 1,921 1,862 1,777 1,884 2,101 2,663 -3.1% -4.6% 6.0% 5.6% 4.9%

3 Antrim 1,597 1,553 1,476 1,447 1,641 2,042 3,115 -5.0% -2.0% 13.4% 11.5% 8.8%

1 Benzie 1,075 1,036 1,090 1,156 1,382 1,853 3,162 5.2% 6.1% 19.5% 15.8% 11.3%

2 M anistee 2,177 2,111 2,128 2,197 2,410 2,849 4,025 0.8% 3.2% 9.7% 8.7% 7.2%

1 W exford 3,133 2,687 2,491 2,823 3,069 3,576 4,935 -7.3% 13.3% 8.7% 7.9% 6.7%

2 M issaukee 1,085 1,000 1,044 1,098 1,215 1,456 2,103 4.4% 5.2% 10.7% 9.5% 7.6%

3 Kalkaska 1,211 1,191 1,270 1,311 1,529 1,986 3,252 6.6% 3.2% 16.6% 13.9% 10.4%

S ource:U nderlyingdataprovidedby the2010 DecennialCenus;plus1-yearand5-yearestim ates

from theAm ericanCom m unity S urvey for2011,2012,and2013.
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M edianHouseholdIncom ew ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2011 2012 2013 2015 2020 2010-12 2012-13 2013-20

Estim ate Estim ate Estim ate Estim ate Forecast Forecast c.a.r. c.a.r. c.a.r.

County N am e

M ed.Hhld.

Inc.

M ed.Hhld.

Inc.

M ed.Hhld.

Inc.

M ed.Hhld.

Inc.

M ed.Hhld.

Inc.

M ed.Hhld.

Inc.

M ed.

Hhld.Inc.

M ed.

Hhld.Inc.

M ed.

Hhld.Inc.

1 GrandT raverse $50,647 $50,647 $51,641 $52,932 $55,612 $62,920 1.0% 2.5% 2.5%

2 L eelanau $56,527 $56,527 $56,527 $57,658 $59,987 $66,230 0.0% 2.0% 2.0%

1 Em m et $49,235 $50,269 $50,686 $51,953 $54,583 $61,756 1.5% 2.5% 2.5%

2 Charlevoix $48,704 $48,745 $48,745 $49,720 $51,729 $57,113 0.0% 2.0% 2.0%

3 Antrim $43,123 $43,123 $43,171 $44,034 $45,813 $50,582 0.1% 2.0% 2.0%

1 Benzie $44,718 $47,017 $47,491 $48,916 $51,895 $60,160 3.1% 3.0% 3.0%

2 M anistee $40,853 $41,169 $41,228 $42,053 $43,751 $48,305 0.5% 2.0% 2.0%

1 W exford $39,997 $42,209 $42,209 $43,264 $45,454 $51,428 2.7% 2.5% 2.5%

2 M issaukee $40,376 $40,376 $40,406 $41,214 $42,879 $47,342 0.0% 2.0% 2.0%

3 Kalkaska $39,350 $39,350 $39,849 $40,646 $42,288 $46,689 0.6% 2.0% 2.0%

S ource:U nderlyingdataprovidedby the2010 DecennialCenus;plus1-yearand5-yearestim ates
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M edianHom eValuew ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2011 2012 2013 2015 2020 2010-12 2012-13 2013-20

5-yr 5-yr 5-yr 5-yr 5-yr 5-yr c.a.r. c.a.r. c.a.r.

County N am e

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

M ed.

Hom e

Value

1 GrandT raverse $174,300 $172,800 $169,800 $172,300 $175,870 $182,306 -1.3% 1.5% 1.0%

2 L eelanau $241,200 $241,700 $237,100 $240,000 $244,127 $251,531 -0.9% 1.2% 0.9%

1 Em m et $182,900 $181,700 $175,700 $180,100 $186,470 $198,195 -2.0% 2.5% 1.8%

2 Charlevoix $162,600 $158,700 $154,400 $158,567 $164,614 $175,789 -2.6% 2.7% 1.9%

3 Antrim $156,500 $156,600 $148,100 $153,733 $162,029 $177,702 -2.7% 3.8% 2.7%

1 Benzie $160,200 $156,700 $155,700 $157,533 $160,141 $164,814 -1.4% 1.2% 0.8%

2 M anistee $124,000 $120,000 $113,100 $119,033 $127,936 $145,247 -4.5% 5.2% 3.7%

1 W exford $111,500 $108,400 $105,200 $108,367 $112,982 $121,563 -2.9% 3.0% 2.1%

2 M issaukee $112,300 $111,800 $106,800 $110,300 $115,419 $124,988 -2.5% 3.3% 2.3%

3 Kalkaska $105,900 $105,300 $102,400 $104,533 $107,604 $113,210 -1.7% 2.1% 1.5%
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M edianContractR entw ithForecastsfor2010 -2020

CountiesintheN orthw estM ichiganP rosperity R egion

2010 2011 2012 2013 2015 2020 2010-12 2012-13 2013-20

Estim ate Estim ate Estim ate Estim ate Forecast Forecast c.a.r. c.a.r. c.a.r.

County N am e

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

M ed.

Contract

R ent

1 GrandT raverse $704 $738 $738 $760 $806 $935 2.4% 3.0% 3.0%

2 L eelanau $630 $654 $678 $698 $741 $859 3.7% 3.0% 3.0%

1 Em m et $625 $645 $656 $676 $717 $831 2.4% 3.0% 3.0%

2 Charlevoix $543 $563 $563 $580 $615 $713 1.8% 3.0% 3.0%

3 Antrim $517 $530 $545 $567 $613 $746 2.7% 4.0% 3.0%

1 Benzie $559 $559 $559 $570 $593 $655 0.0% 2.0% 2.0%

2 M anistee $475 $528 $528 $557 $620 $810 5.4% 5.5% 4.0%

1 W exford $508 $534 $541 $557 $591 $685 3.2% 3.0% 3.0%

2 M issaukee $518 $532 $532 $551 $590 $701 1.3% 3.5% 3.0%

3 Kalkaska $487 $520 $534 $555 $601 $731 4.7% 4.0% 3.0%
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M arketAssessm ent– W eaknesses,T hreats,andIm pedim ents

N orthw estM ichiganP rosperity R egion

R egionalS trengths– T henorthw estregionofM ichiganisextrem ely diverse,andspansoverthe

shorefrontoftw oGreatL akes. Itishom etoavastarray ofattractions– farm sthatgrow cherries,

apples,andotherberries,andvineyardsforgrapeproduction;naturalresourceslikeS leepingBear

Dunes,theM anisteeN ationalForest,andtheGrandT raverseBay;ferriesfrom L eland,Charlevoix,and

M ackinaw City torem oteislands;andretailcenterslikeT raverseCity.

T raverseCity,Charlevoix andP etoskey aream ongthem ostpopulartouristdestinationsforenjoyingthe

L akeM ichiganshore.How ever,m any say thatthatthereasonw hy they aredraw ntothisareais

becauseofthepaceoflifeandthefeelingofbeing"backtobasics"inthesm alltow nsandvillages.

T hereisnoshortageofreasonstovisitorliveinthisregionofM ichigan.

S um m ary ofChallenges– EventhoughthispartoftheL ow erP eninsulaofM ichiganisanextrem ely

populardestination,therearestillchallengesfacedby m any m unicipalitiesinthisarea,andapparent

disadvantagesthatcouldbeeithergeographicoreconom ic.S om eofthem oredisadvantaged

com m unitiesintheregiontendtohaveam ixofthefollow ingchallenges:

 Inboardw ithnoaccesstow aterresources.

 Accesstocom m unitiesonly throughlocalroads.

 Distancefrom alargerm etroarea.

 L ossofjobsandm ajorem ployers.

 Environm entaldegradation.

 Insufficientvenuesfordrivingtourism andvisitorim port.

 Insufficientm ixofeconom icdrivers,particularly anchorinstitutions.

(suchasm edicalcenters,colleges,m ajorem ployers,andcounty seats)

Disclaim er– T hefollow ingnarrativeisintendedtoprovidesom eperspectiveonregionalw eaknesses,

threats,andim pedim ents.Itisanessentialstepincom pletingacom prehensiveS W O T analysis,andis

intendedtom eetM S HDA’srequestforanassessm entofpossibleim pedim entstoeconom icgrow th.

Assessm entsoflocalm arketstrengthsandopportunitieshavebeenprovidedw ithinthem arketstrategy

reportsforeachofthecountiesintheregion(seeS ectionB – P lacem aking),andthey generally outshine

thefollow ingconsiderations.

R em oteGeographicL ocations– Anotherthreattocom m unitiesinthisregioncouldbeduetorem ote

locations,w ithaccessonly throughlocalroads.W hilepartofthecharm ofsom eofthecom m unities

m ightbethatthey areoffofthebeatenpath,itisstillcanbeaneconom icchallengeduetohavingless

accesstotrade.Additionally,travelersw ouldhavetointentionally includesom eoftheseareasintheir

tripsw hilebypassingfasterroutesalonghighw ayslikeU S 131,U S 31,andI-75.
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M arketAssessm ent– W eaknesses,T hreats,andIm pedim ents

N orthw estM ichiganP rosperity R egion(continued)

O ver-dependenceonVisitorIm port– W hileitbolsterstheeconom y form any m unicipalitiesinthe

region,tourism alsocarriessom ecosts.Asw ithm ostcom m unitiesw heretourism isabundant,over-

relianceonthiscanresultineconom icvulnerability.T ouristsandvacationingfam iliescanbefickle

duringeconom icdow n-turns,and,ifthereisan“ off” season,therecouldbeaperceptionthatthearea

only caterstotouristsduringthesum m erm onthsbecausebusinessandotherservicesshutdow nafter

theprim etourism seasonends.T ourism cancreategreatpressureonm unicipalitiesasithasextrem e

im pactsonthetow n’sinfrastructureandthesurroundingenvironm ent.

L ocalAm enitiesandQ uality ofL ifeAttributes– IntheN orthw estM ichiganP rosperity R egion,attracting

andkeepingyoungtalenthasbeenachallengeforsom ecom m unitiesduetoalackoftheam enitiesthat

aredem andedby thisagegroup.T headdedchallengeisthatitisaself-perpetuatingcycle;sm aller

com m unitiesinthesecountiesareperceivedby m illennials,youngprofessionals,andyoungfam iliesas

notgrow ingatasfastasplaceslikeT raverseCity,m akingthisarealesscom petitiveregionally fornew

residentsandnew businesseslikebars,restaurants,andm usicvenues,w hichcausesthesecom m unities

tonotgrow asfast.

Dow nsizingsby M ajorEm ployers– T helossofm ajorem ployersthatactasanchorinstitutionshasbeen

anissueinsom ecom m unitiesasw ell.Forexam ple,inM ancelona,thelargestfactory,aDura

Autom otiveS ystem splant,closedinFebruary 2009 leavingm any residentsunem ployed.W hilethe

M ancelonaareaisthefocusofnaturalgasproductionactivitiesassociatedw iththeAntrim

S haleform ation,thisproductiondoesnotsupportem ploym entsufficienttorecom pensethecom m unity

forthefactoriesitoncehad.

Big-Box R etailIm pacts– T herehasbeenanongoingstruggleoverw hetherornottoallow bigchain

storeslikeM eijer,W alm art,L ow e’s,W algreen’s,etc.intothelocalcom m unities.N ew chainstoreshave

negativesalesim pactsfordow ntow nm erchantsbecausethey grow attheexpenseofexisting

m erchants,sothereism uchconcernaboutbig-box retailers’ effectsonlocalbusinesses,w ages,

dow ntow ns,andcom m unity character.

R ecently,Acm eT ow nshipgrappledw iththisw henaM eijerproposedtolocateintheGrandT raverse

T ow nCenter.T heprojectisstillem battledasthedeveloperw asorderedtohaltconstructionon

O ctober23 duetosedim entationrun-offfrom thesiteintotheAcm eR iver.InM anistee,anew M eijer

supercenterisunderconstructionthenorthendoftow n,andW algreen'sisplannedforasecondstore

nearby.M eijer,W algreen's,andany othernew chainstoresw illeachhaveanegativesalesim pactfor

dow ntow nm erchants.
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M arketAssessm ent– W eaknesses,T hreats,andIm pedim ents

N orthw estM ichiganP rosperity R egion(continued)

Environm entalT hreats– P ollutioncouldbeperceivedasaseriousthreattocom m unities,andw illnot

only stoppeoplefrom visitingorm ovingintothecom m unity,butw illalsocausem any residentstow ant

tom oveaw ay duetoperceivedrisks.InplaceslikeM anistee,theN orthernL ightscoalfiredpow erplant

andtheM anisteeP aperM illbothcontributetoairquality issuesthatcoulddriveaw ay bothlocalsand

tourists.

InM ancelona,from 1947-67,M ountClem ensIndustriesusedtrichloroethylene(T CE)invapor

degreasers.T heT CEw asdum pedonthegroundnearthebuildingandT CEhasnow contam inatedthe

groundw aterinandaroundM ancelona.T hishighly toxic,cancer-causingplum eextendsapproxim ately

six m ilestotheS chussM ountain/S hanty CreekR esortarea,andhasalsoreachedtheCedarR iver,andis

now contam inatingacold-w ater,highquality troutstream .T hiscouldpotentially im pactecotourism in

theareathatisassociatedw ithfishing.
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