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The Economic Opportunity section focuses on current, near-term and long-range economic
needs and priorities in Pottawatomie County. Many of these are outward focused, involving
regional partners and coordination. An overarching concern involves development of a
strong and resilient economy. Increased economic activity that creates a growing tax base
better enables the County to provide the infrastructure and services desired by residents
and businesses. In turn, the services, infrastructure, and amenities the County provides are enticements that
encourage further economic growth. Well-constructed economic development policies will provide County
government the greatest opportunity to influence the quality, quantity and timing of development. Such
policies will create the ability to shift some of the risk of funding public improvements to private sector
partners and will afford the opportunity to ensure growth pays for itself.
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BY THE NUMBERS
$3.5 Billion—Projected economic return
of the National Bio- and Agro-defense Facility
(NBAF) in the first twenty years.
NBAF is expected to be operational by 2022-2023 and
will be the U.S. Department of Homeland Security’s
primary animal disease research facility in the
nation. NBAF is expected to bring 40 businesses and
laboratories to the greater Manhattan region. Early
engagement activities noted that the future National
Bio- and Agro-defense Facility (NBAF) at Kansas
State University could present opportunities for
collaboration and business growth in Pottawatomie
County, given the County’s proximity to Manhattan
and the level of agricultural facilities within the
County.

$322 Million—Total impact of agriculture
and food sectors on Pottawatomie County’s
economy in 2017.

in Pottawatomie County from 2013-2017.
Sales tax revenue in Pottawatomie County has
steadily trended upward, rising from $4,639.523.14
in 2013 to $5,000,635 in 2017, slightly lower than
in 2016. Sales tax continues to be an important
revenue component for the County. As growth
has accelerated in the County so too has demand
for neighborhood serving retail within the County.
Current state limits on the ability of the County to
increase mill levies above a certain level without voter
of approval make sales tax an essential component
of the County’s budget. Pottawatomie County’s
sales tax rate is 7.5 percent. Of this, 6.5 percent goes
toward the Kansas sales tax rate and 1 percent goes
toward the County rate.
The total sales tax rate varies by city, with some cities
having higher total sales tax rates. Pottawatomie’s
per capita state sales tax collection in 2016 was
$1,311, one of the highest in the state and higher
than the state average of $935. The per capita sales
tax collection has steadily increased from $988.02 in
2010 to the 2016 level of $1,311. Early engagement
discussions attributed some of this increase to an
increase in retail developments in the portion of the
City of Manhattan within the County limits.
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Total agriculture, food, and food processing sectors
constitute approximately seven percent of the
County’s workforce. The impact of agriculture and
food sectors to the County’s economy includes both
direct, indirect, and induced impacts. For much of its
history, Pottawatomie County’s economy was driven
by agriculture and ranching. Economic diversification
has steadily occurred within the County, enhancing
the County’s competitive position in the greater
Manhattan region. The County now has a vibrant
manufacturing sector as well as strong health care
and educational employment. By industry sector the
two largest industries in Pottawatomie County are
manufacturing (27 percent) and retail (12.7 percent).
Together these industries make up approximately
forty percent of the jobs in the County. Source:
LEHD Census data, 2017.

7.7 Percent—Growth in sales tax revenue
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ECONOMIC OPPORTUNITY
FRAMEWORK FOR ACTION
Key Issues and Considerations
Key issues and considerations related to
economic opportunity were identified through the
Comprehensive Planning process. These essential
items should be addressed as the County’s guiding
principles, goals and strategic action priorities for
the coming years are pursued.

Infrastructure Needs and Land Availability
Discussions
with
economic
development
professionals in the County revealed that existing
barriers to additional investment within the County
include a dearth of shovel-ready land for growth
industries such as manufacturing and light industrial.
The PCEDC’s existing industrial parks are located
in Green Valley, Wamego, and St. Mary’s. The
PCEDC uses public and private money to develop
infrastructure in these parks, allowing them to be
sold to expanding or new commercial entities at an
affordable price. The Green Valley Industrial Park is
fully developed and has no remaining sites available.
The St. Mary’s Sandy Hook Industrial Park will have
completed infrastructure development by the end of
2018 and has a few lots remaining to be filled. The
Wamego Industrial Park has a limited number of sites
remaining and several acres that need infrastructure.
The PCEDC has expressed interest in expanding
industrial parks in the Onaga area, the St. Mary’s
area, the Wamego area, and other areas of growth.
Limiting factors include the cost, availability and
suitability of land and the high cost of infrastructure,
including storm drainage and roads.

Coordination and Partnerships
The economic, transportation, and natural
environment linkages between Pottawatomie
County and its neighboring counties, particularly
Riley County and the City of Manhattan, have
strengthened in recent decades. The explosive
growth of the Green Valley area has made stark
the need for enhanced coordination and regional
pursuit of solutions. The Greater Manhattan
Economic Partnership has been a successful model
for regional coordination and communication.
This level of coordination and partnership at the
economic development and chamber of commerce
level has not necessarily extended at this point into
coordination between public and private entities
or between governmental entities. Partners should
include not only governmental entities, but also
employers and educational institutions such as KSU.
The Knowledge Based Economic Development
(KBED) a partnership between seven entities from
K-State and the Manhattan community, including
the Kansas Department of Commerce, K-State
Foundation, K-State Research Foundation, the
National Institute for Strategic Technology Acquisition
and Commercialization, the North Central Kansas
Community Network, the City of Manhattan and
the Manhattan Area Chamber is another potential
partner. KBED is working to support knowledgebased companies in the region.
Planning for the economic opportunities of the
County should support the achievement of many
of the other goals of the County and its residents,
including:
••

Developing a robust transportation network that
serves the demands of resident and businesses
in an efficient and safe manner.

••

Pursuing strategic partnerships both at the
regional and local level.

••

Developing an identity for the County and
increasing tourism that reinforces and supports
the identity, such as agritourism and ecotourism.

Diversification Opportunities
The County economy has already diversified in many
sectors in recent decades. Continued diversification
and strategic investments in growth industries,
such as manufacturing and currently under-tapped
industries, such as tourism, will help the County to
continue to grow its economic base. Diversification
will also help to ensure economic resiliency.
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The Economic Opportunities Framework for Action
is organized in three tiers: (1) Guiding Principles,
(2) Goals, and (3) Strategic Action Priorities. These
topics are intended to coordinate with and support
the other aspects of the Comprehensive Plan. The
Strategic Action Priorities convey tangible actions
that will, over time, achieve the Goals of this chapter
in line with the Guiding Principles.

GUIDING PRINCIPLES
The Comprehensive Plan includes a set of four
overall guiding principles, two of which relate most
directly to economic opportunity.

GP2— Pottawatomie County will be
COLLABORATIVE in its approach to big
picture issues, including infrastructure,
transportation, emergency management,
and economic issues, forming partnerships
and actively participating and having a voice
in regional decision-making.

GP4— Pottawatomie County will be
ADAPTABLE as it plans for its future by
continuing to build on its historic industries,
including farming and ranching, while
investing in elements that will make the
County stronger and resilient to economic
trends and other changes.

GOALS
1. Continue to utilize Work Key and the Work
Ready Initiative to enhance workforce supply
and capabilities to meet the needs of current and
prospective employers and area industries.
2. Enable a balanced, diversified and resilient
economy to ensure desirable local employment
opportunities, strengthen the county’s tax base,
and sustain quality of life.
3. Celebrate Pottawatomie County’s special history
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and tell its story even more widely to support
employer and employee attraction/retention
and tourism.
4. Reinforce Pottawatomie County’s rural identity
while also highlighting its proximity and links
to Manhattan and other area communities and
attractions.
5. Actively pursue partnerships for potential future
NBAF facilities/investments as well as other
potential growth industries in collaboration with
Knowledge Based Economic Development.
6. Ensure the necessary infrastructure is available to
meet demand for retail as well as growth sectors
such as manufacturing and light industry.
Even though county government cannot affect all the
factors important to economic development, it can
have a significant impact through both its traditional
role as public service provider and regulator, and its
entrepreneurial role as a deal maker and business
recruiter. Of these two roles, the former is essential;
government must provide quality basic services and
an efficient regulatory environment if it wishes to
create economic development. Providing further
incentives to businesses is optional—whether it
makes sense depends on what government can
reasonably offer, the extent to which such offerings
are necessary to attract business, and the cost of
those offerings.
Local government involvement in economic
development can take several forms, including:
••

Clearing and assembling adequate land for
business (zoning, remediation and abatement,
and similar devices);

••

Underwriting risk (industrial development bonds,
tax abatement, low interest loan programs);

••

Providing
amenities
and
infrastructure
(construction of utilities, tax increment financing);

••

Promoting economic development (participation
in chambers of commerce, economic
development organizations, trade missions,
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other nonprofit groups);
••

Providing job training, or establishing or
supporting institutions that provide job training
(e.g., community colleges and technical schools);

••

Changing the tax structure to promote economic
development; and

••

Modifying regulations that
burdensome to business.

are

seen

as

STRATEGIC ACTION
PRIORITIES
••

Continue active participation in the Greater
Manhattan Economic Partnership to advance,
secure, and execute initiatives aimed at improving
the quality of life and economic well-being of
residents within the County. PCEDC’s active
involvement and partnership in the Greater
Manhattan Economic Partnership provides an
opportunity to increase the reach and breadth of
PCEDC’s existing efforts, such as the marketing
of industrial park sites on the Greater Manhattan
Economic Partnership’s website.
››

••

Increase communication at County level
about participation in Greater Manhattan
Economic Partnership and benefits of this
partnership, such as providing a link to the
Greater Manhattan Economic Partnership
on the County website.

Region Reimagined
Our Blueprint for Prosperity is a new regional
economic development initiative that is launching
in early 2019. It is a collaboration between Geary,
Pottawatomie, and Riley counties to encourage job
creation and economic development. The result will
be a five-year plan for the tri-county area. Region
Reimagined is being spearheaded by the business
communities and recognizes the regional nature of
economic development. PCEDC is participating in
the initiative.
››

Continue active participation in Region
Re-imagined efforts. Involve and update
Board of County Commissioners on Region
Reimagined process and outcomes.

Prioritize investment in infrastructure to support
economic development. Identify areas in which
County infrastructure is currently limiting
economic development. Work to secure funding
for these infrastructure projects, whether
through County funds, partnerships, or creation
of special financing districts or development of
impact fees.
››

Pursue infrastructure impact fee/funding
assessment.

››

Actively pursue partnerships work with local
jurisdictions as they make investments in
their infrastructure (such as roads, storm
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drainage, etc.) to coordinate with potential
expansions and investments of PCEDC,
particularly for industrial parks.
››

••

the County to discuss pursuit of priorities in a
collaborative manner.
››

Actively seek public/private partnerships to
pursue expansion of industrial parks and
infrastructure financing.

Utilize Comprehensive Plan to advance economic
development priorities at a regional level. Upon
completion of the plan, set-up meeting with
Greater Manhattan Economic Partnership, Flint
Hills Regional Council, and Flint Hills Economic
Development District (FHEDD) to discuss how to
advance regional priorities and plug into existing
programs. Likewise, coordination meetings
should be pursued with local jurisdictions within

A
W

Continue to recognize that the success of
local communities is tied to the success of the
County. If the County’s cities are not thriving
then the County itself will not be able to thrive
either. Onaga, Westmoreland, and St. Mary’s
have all either recently completed or are in the
process of completing comprehensive plans for
their communities. The County should actively
participate in these planning processes as they
occur, to coordinate recommendations such
as economic development, transportation, and
land use that impact the County.

••

Pursue adding a non-voting, ex officio member
of Staff Liaison to the Manhattan Urban Area
Planning Board (MUAPB) to discuss issues
such as development in the Green Valley
Area, transportation, and emergency response
coordination. Such a member would attend
Pottawatomie County Planning Commission
meetings as needed and report to the MUAPB
following such meetings.

TOMIE
••

C

Continue to support business development
activities to retain, expand and recruit businesses.
PCEDC has a strong and vibrant business
retention program. Business retention programs
assist small businesses to prevent their relocation
and to help them survive in difficult times.
Retention programs typically involve partnerships
among public and private organizations that
assess the assets and opportunities of individual
companies through periodic surveys, interviews,
and visitations. The purpose is to establish
relationships between community businesses
and economic developers to strengthen existing
companies, establish early warning systems to
flag at-risk businesses that require assistance, and
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Source: Dr. Nesse worked with the Flint Hills Regional
Council and an advisory committee of elected officials and
representative of the 7-county region to craft the federally-required Comprehensive Economic Development Strategy.

As will be discussed in the Implementation
section, continue to document and record
achievements based on specific indicators
and metrics.
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SITING CRITERIA FOR INDUSTRIAL PARKS
Programmatic and locational criteria for light industrial/ business park development include the following
considerations:
••

••

••

••

Encourage the formation of new unified business
park corridors or the development of individual
parcels as part of business parks by focusing new
growth in a more clustered pattern, as opposed
to isolated parcels along strips of non-residential
land uses lining thoroughfares.
Sufficient acreage, either on one parcel or
through assembling multiple parcels, to ensure
that current and future expansion needs are
satisfied. The estimated size of park should be 50
to 250 acres.
Configuration: Square or rectangular sites are
preferred as they offer the greatest flexibility and
satisfy most uses.
Shovel-ready sites: In-place infrastructure
(e.g., utilities, accessibility, rail, etc.) increases
speed-to-market, decreases construction /

implementation costs, and minimizes risk (e.g.,
a proposed access road or interchange may not
be constructed when planned).
••

Ensure adequate truck loading and maneuvering
areas within a building or in a side or rear yard,
in such a way that all storage, standing and
maneuvering of trucks will take place solely on
private property and is well-screened from all
public thoroughfares.

••

Light industrial land uses and industrial parks
shall be located near roadways with adequate
access provided by thoroughfares. Access to rail
is desirable where possible.

••

Sufficient street frontage to accommodate
structures, parking, and access while in character
with adjacent non-industrial properties.
Source: Pottawatomie County, KS Economic
Development Corporation Industrial Parks.
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TARGET SECTORS
The tri-county Region Reimagined Plan, identifies the following target sectors. PCEDC has also completed
work on identifying target sectors for the County. Understanding target sectors can help to promote directly
to these sectors for future investment and relocation opportunities.

ensure that public programs meet local business
needs. Business retention initiatives usually
include a mechanism for linking expanding
businesses with public programs designed to
mitigate growing pains and regulatory issues.
››

••

are less likely to move elsewhere in response to
incentives offered by others.
››

Entrepreneurship development programs
provide potential entrepreneurs with the
capital, training, and technical assistance
they need to start-up and grow their
business. Incubators are one of the many
initiatives used for entrepreneurship
development, but programs also include
technical assistance, financing, legislation,
marketing, accounting, and networking.

››

Continue focus on small business
development and entrepreneurship of
PCEDC, including working with Network

Establish a county-wide local business
network to capitalize on strategic growth
and investment opportunities.

Continue
to
promote
and
sustain
entrepreneurship. Encouraging entrepreneurs
to start businesses gives people power over
their own lives and lets them build wealth in
their own communities. Business owners who
also live in the community tend to spend more
on local business services and keep more of
their earnings in the local economy. They also
have a vested interest in the community and
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Kansas, use of E-commerce revolving loan
fund, and partnerships with KSU.
››

••

Pursue opportunities for a fabrication
laboratory or maker space within the
County. A fabrication laboratory, also known
as a fab lab, is a small-scale workshop with
computer-controlled tools that can provide
personal digital fabrication.

–– Leverage regional marketing efforts
and ensure messages are consistently
applied across jurisdictions.
–– Coordinate branding efforts with
ongoing Flint Hills regional branding
efforts and other regional branding
efforts.

Provide a range of affordable housing options
for a diverse and expanding workforce.
››

››

••

attract new and expanding businesses to the
area. Partner with existing and new external
marketing efforts to promote Pottawatomie
County and its assets.

Ensure that zoning and development
regulations allow for a mix of housing types
in appropriate locations throughout the
County.

••

Follow Future Land Use Map areas of growth
and preservation, focus on expanding
housing options within designated areas of
growth.

Continue to support the tourism efforts of
communities in Pottawatomie County. Seek
to generate increased awareness about
Pottawatomie County’s assets to prospective
businesses and employers.
››

››

Through programs such as E-Community
loans and others, PCEDC should continue
to support agricultural tourism and
eco-tourism trends. PCEDC should build
from the successes of current agricultural
and eco-tourism support programs for
those for Bluestem Orchards, Sugar Creek
Country store, Blue Barn Farms, and
the Highland Community College wine
program. The Open Space and Preservation
section provides more in-depth strategies
related to agricultural tourism and
eco-tourism.
Increase marketing of Pottawatomie County,
in coordination with regional efforts, to
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Pursue development of first-time building
codes for fast growing areas of the County, in
coordination and partnership with the City of
Manhattan. Building codes will ensure a safe
and consistent quality development within the
fast growing areas of the County. Coordination
with the City of Manhattan, which currently
has building codes, will help ensure regional
consistency in application.
››

••

Work with development community and
other stakeholders during building code
generation and roll-out phases to ensure
awareness about the changes and how it
will affect the development process.

Coordinate the Comprehensive Plan and the
Green Valley Area Plan. During the course of
the Comprehensive Planning process, the
importance of generating a neighborhood
plan for the fast-growing Green Valley area
became apparent. As the Green Valley area
has experienced explosive grow it has become
apparent that the needs of the Green Valley area
are more akin to a suburban area and the types
and level of service needed are beyond what the
County has traditionally provided. The Green
Valley Area Plan, which kicked-off in October
2018, will create a plan for the area to improve
the quality of life and help determine a path
forward.
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••

Develop design guidelines for strategic areas
within the County. Design guidelines can help
ensure a consistent development outcome by
establishing predictability. Design guidelines can
also help to reduce visual inconsistencies and
create an improved aesthetic experience.
››

••

••

Explore with KDOT whether corridor design
standards could be established along the
U.S. Highway 24 corridor.

In coordination with PCEDC, explore how to
advance the use of non-traditional economic
development funding mechanisms to further the
acquisition of land for economic development
purposes such as the use of sales tax for
economic development purposes such as occurs
in the State of Texas through the use of 4A and
4B funds (refer to sidebar on page 75). Some
non-traditional funding sources may require
changes at the State level.
Actively pursue opportunities for research
facilities and partnerships with KSU in advance
of the NBAF arrival. Coordinate regionally to
determine timing and needs and most likely
types of development that could be supported
by Pottawatomie County. As economic growth
resulting directing from NBAF is not a guarantee,
investments should be made in components and
strategies that are not dependent on the success
and arrival of NBAF.
››

››

››

Examine and identify land that may be
suitable for agricultural research or an
agricultural innovation corridor, potentially
the Highway 13 corridor.
Participate on the NBAF Task Force,
Community Liaison Group and Knowledge
Based Economic Development initiative to
stay abreast of ongoing preparations and
efforts to develop supporting economic
initiatives.
Review the NBAF and Innovation District
recommendations in the Community
and Economic Development Strategy
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The Green Valley Area Plan will:
••

Identify legal options for providing public
services, infrastructure, and programs in the
Green Valley Area

••

Incorporation, annexation, and improvement
district options will all be examined

••

Examine potential for revisions to County’s
zoning and subdivision regulations and/or
development policies, benefit districts, and
impact fee

••

Identify the level of services needed (and
wanted) by residents and report to the Board
of County Commissioners on options, public
costs, and how those costs would be borne

••

Examine ways to mitigate current and future
land use conflicts in and around Green Valley

••

Develop specific recommendations to help
ensure existing and planned infrastructure
meets needs in a manner that is sustainable

••

Create an implementation strategy

••

Consider ways to facilitate future commercial
growth while avoiding a retail strip effect

••

Identify measures to ensure that the area can
provide a mix of housing and support services

••

Consider zoning and rezoning strategies,
right-of-way preservation strategy, and
transportation system

••

Determine priorities for enhancing County
public facilities and enhancing coordination
of service providers

••

Identify strategies for preserving Special
Floodway Overflow Area and integrating
natural features into development
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SALES TAX FOR ECONOMIC
DEVELOPMENT: A TEXAS BEST PRACTICE
The use of sales tax for economic development
purposes is a financing mechanism which economic
development professionals in the county expressed
an interest in during the Comprehensive Plan process.
The Texas Municipal League’s 2017 Economic
Development Handbook provides a primer on the
use of Sales Tax for Economic Development within
Texas, referred to as 4A and 4B taxes. The handbook
states that “the Texas Legislature has enacted several
laws that would allow state and local government
funds to be used to promote economic development.
First, in 1989, the Texas Legislature amended the Act
by adding Section 4A, which allowed the creation
of a new type of development corporation. The
legislation provided that a Section 4A development
corporation could be funded by the imposition of
a local sales and use tax dedicated to economic
development. The tax could be levied only after its
approval by the voters of the city at an election on
the issue.
The proceeds of the Section 4A sales tax were
dedicated by statute to economic development
projects primarily to promote new and expanded
industrial and manufacturing activities. This authority

for the Region Reimagined initiative to
determine the most logical opportunities
for Pottawatomie County.
••

Seek to enhance opportunities for small
manufacturing. Manufacturing is already a key
industry with the County. With the Caterpillar
plant expansion in Wamego and the new truck
by-pass on Highway 99, the County remains
well-positioned to take advantage of additional
manufacturing opportunities. Ensure adequate
infrastructure and technologies are available to
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became popularly referred to as the Section 4A
economic development sales tax. The Section 4A
tax was generally available to cities that were located
within a county of fewer than 500,000 and that had
room within the local sales tax cap to adopt an
additional sales tax.
In 1991 the Legislature authorized a new type of sales
tax, a Section 4B sales tax. This legislation authorized
a one-half cent sales tax to be used by certain cities
to promote a wide range of civic and commercial
projects. The popularity of the Section 4B sales
tax led the Texas Legislature in 1993 to broaden its
availability to any city that was eligible to adopt a
Section 4A sales tax. In other words, most cities in a
county of less than 500,000 could adopt either the
Section 4A or the Section 4B sales tax if they had
room in their local sales tax.
As of 2017, at least 586 cities in the state of Texas
have either a Section 4A or a Section 4B sales tax for
economic development.

support manufacturing.
••

Develop a “buy local” campaign for Pottawatomie
County. Work to educate residents on the
importance of sales tax revenue to the County
and local cities and ensure residents know
where the County boundaries are. For example,
the portions of the City of Manhattan within
Pottawatomie County generate a significant
portion of the County’s sales tax revenue but
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many residents may not be aware of where the
County begins and ends, even if they are trying
to support County businesses. Businesses within
the County could have an identifying “buy local”
sticker for easy display on doors or windows.

••

Pursue neighborhood supporting retail and
other retail components as indicated by Green
Valley Area Retail survey commissioned by the
PCEDC. Address impediments to successful
retail development, including mobility and
access limitations.
››

Ensure that underlying zoning allows for
neighborhood supporting retail.

››

Conduct additional retail studies in key
locations throughout the County to
determine the market for additional retail.

Utilize psychographics to understand the
Pottawatomie County market. Understanding
the market can help to tailor strategies to the
different segments of the population that live
in the County and their different buying and
spending habits. Pottawatomie County’s full
psychographic profile may be found in
Appendix B.

A
W

Revolving Loan Fund
In 2018, Pottawatomie County
was designated as a Level 1
Network Kansas Entrepreneurship
Community. The revolving loan
fund assists with business start-ups and expansions
and has approximately $250,000 in available funds.
In 2016 there were 322 small business loans in the
County. PCEDC also has $200,000 in StartUp Kansas
funds available, which provides gap financing to help
entrepreneurs start or grow a business.

Small Business Development Center
PCEDC cost-shares the services available through the
Washburn University Small Business Development
Center. Services may include developing business
plans, market projections, and linking to national
networks and financial resources.

TOMIE

Economic Gardening

C

Focuses on strengthening existing businesses,
economic gardening services may include datamining, use of geographic information systems, or
developing connections. PCEDC is the local partner
with Network Kansas
Network Kansas also offers programs such as the
Kansas Ice House Entrepreneurship Program where
entrepreneurs attend an eight week certificate
program to develop entrepreneurial skills and
Destination Bootcamp a two-and-a-half day off-site
in-depth training.
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The Pottawatomie County Economic Development
Corporation currently provides a host of business
assistance tools to businesses within the County,
including:
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••

ECONOMIC DEVELOPMENT
PARTNERS AND TOOLS
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WHAT ARE PSYCHOGRAPHICS?
Psychographics is a term used to describe the characteristics of people and neighborhoods which, instead of
being purely demographic, speak more to attitudes, interests, opinions and lifestyles. Tapestry (ESRI) is a leading
system for categorizing day- and night-time populations into one of 67 distinct lifestyle segments based on
these factors. Many commercial retail developers rely on psychographics to measure a market’s depth for certain
consumer preferences and propensity to spend across select retail categories. Similarly, a growing number of
residential developers are interested in an area’s psychographic profile because it can serve to eliminate some of
the uncertainty associated with delivering unproven product types to a market.

Figure 3, Summary of Pottawatomie County
Pyschographics and Percent of Households
in Tapestry Segment
LifeMode Group: Family Landscapes

4A

Soccer Moms
Households: 3,327,000

LifeMode Group: Cozy Country Living

21.6%

Average Household Size: 2.50

Median Household Income: $51,000

LifeMode Group: Cozy Country Living
OUR NEIGHBORHOOD

Salt of the Earth

14.6%

units is at 16% (Index 137).

LifeMode Group: Family Landscapes
OUR NEIGHBORHOOD

TAPESTRY

Middleburg

• Household income just over the
national median, while net worth is
double the national median.

TAPESTRY

TAPESTRY

Semirural locales within metropolitan areas.
Neighborhoods changed rapidly in the
previous decade with the addition of
new single-family homes.

• Unemployment rate lower at 7.4%
(Index 85).

3,794,000

Median Household
Income: size
$72,000
average household
is 2.73.

WHO ARE WE?

TAPESTRY

OUR NEIGHBORHOOD
TM

The Green Acres lifestyle features country living and
self-reliance. They are avid do-it-yourselfers, maintaining
and remodeling SEGMENTATION
their homes, with all the necessary power
esri.com/tapestry
tools to accomplish the jobs. Gardening, especially growing
vegetables, is also a priority, again with the right tools, tillers,
tractors, and riding mowers. Outdoor living also features a
variety of sports: hunting and fishing, motorcycling, hiking
and camping, and even golf. Self-described conservatives,
residents of Green Acres remain pessimistic about the
near future yet are heavily invested in it.

• Rural enclaves in metropolitan areas,
primarily (not exclusively) older homes
with acreage; new housing growth in
the past 10 years.
• Single-family, owner-occupied housing,
with a median value of $197,000.
• An older market, primarily married
couples, most with no children.
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Note: The Index represents the ratio of the segment rate to the US rate multiplied by 1
Consumer preferences are estimated from data by GfK MRI.

• More workers are white collar than blue collar;
more skilled than unskilled.

6.4%

• The rural economy of this market provides
employment in the manufacturing, construction,
and agriculture industries.

• These are budget savvy consumers; they stick to
brands they grew up with and know the price of
goods they purchase. Buying American is importan
• Daily life is busy, but routine. Working on the
weekends is not uncommon.
• Residents trust TV and newspapers more than
any other media.

5D

SOCIOECONOMIC TRAITS

• Unemployment rate is lower at 7.1%,
and labor force participation rate of 73%
is higher than the US rate.

5.4%

of this segment are physically active and up on the
latest technology.

• Average rent is slightly higher than
the US (Index 102).

• Labor force participation typical of a
younger population at 66.7% (Index 106).

• Lower vacancy rate is at 8.9%.

LifeMode Group: Rustic Outposts
OUR NEIGHBORHOOD

TM

SEGMENTATION

• These consumers are up on the
latest technology.
• They get most of their information from
the Internet.
• Concern about the environment,
impacts their purchasing decisions.

Southern
Satellites
• Almost half (46%) of the households
are married-couple
TAPESTRY
surrounding the Great Lakes, Rustbelt Traditions
families, similar to the US (48%), most without children

• Traditional values are the norm here—WHO ARE WE?
faith, country, and family.
The backbone of older industrial cities in states
• Prefer to buy American and for a
good price.

8C

• Skeptical about their financial future, they stick
• Approximately 56% of the households rent; to community
• Education
completed:
36%
with some
banks
and low-risk
investments.
44% own their homes.
college or an associate’s degree, 30% wi
a bachelor’s degree or higher. Education
• Household type is primarily couples,
Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
Consumer preferences
are estimated is
from10%
data by GfK
MRI.
in progress
(Index
127).
married (or unmarried), with above

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
Consumer preferences are estimated from data by GfK MRI.

13.0%

They rely on their smartphones and mobile devices
to stay
Average
in touch and pride themselves on their expertise. They
• Affordable housing, median value of
prefer to buy American and travel in the US. This Median
market
Age: $158,000
43.0 (Index 89) with a low vacancy rate.
is younger but growing in size and assets.
• Young couples, many with children;

• Well insured and invested in a range of
funds, from savings accounts or bonds
to stocks.

• Retirees in this market depress the average labo
force participation rate to less than 60% (Index 9
but the unemployment rate is comparable to the U

Rustbelt Traditions

6A

Green Acres

Include a number of mobile homes
(Index 152).
Household
Size: 2.69

TM

• Connected, with a host of wireless device
from iPods to tablets—anything that
enables convenience, like banking,
paying bills, or even shopping online.

• Carry a higher level of debt, including
first (Index 159) and second mortgages
(Index 154) and auto loans (Index 151).

located in urban outskirts of large metropolitan areas.
• Cost-conscious consumers, loyal to brands
SEGMENTATION
These communities
are home to young, educated, working
they like, with a focus on buying American.
esri.com/tapestry
professionals. One out of three householders is under
• Last to buy the latest and greatest products.
the age of 35. Slightly more diverse couples dominate
Households: 2,685,000
average concentrations of both
• Try to eat healthy, tracking the nutrition
this market, with more renters than homeowners. More
single-parent (Index 125) and
and ingredients in the food they purchase.
than two-fifths of the households live in single-family
Average Household
Size:
2.46
single-person
(Index
115) households.
homes; over a third live in 5+ unit buildings. Labor force
•
with a
Age: Multiunit
38.4 buildings or row housing
SOCIOECONOMIC TRAITS participation is high, generally white-collar work, Median
make
up
55%
of
the
housing
stock (row
mix of food service and part-time jobs (among the college
• Education: 66% with a high school diploma
housing (Index 182), buildings with
students). Median household income, median home
value, Household
Median
Income: $49,000
or some college.
5–19 units (Index 277)); 44% built 1980–99.
and average rent are close to the US values. Residents

• Two in three households are composed
of married couples; less than half have
children at home.

LifeMode Group: Cozy Country Living
OUR NEIGHBORHOOD
TM

LifeMode Group:
GenXurban
• They own
one or two vehicles;
commutes are short (Index 95).
OUR
NEIGHBORHOOD

• Spending time with family their top priority.
Bright Young Professionals is a large market, primarily

Median Household Income: $55,000

Middleburg neighborhoods transformed from the easy
•
pace of country living to semirural subdivisions in the last
•
SEGMENTATION
decade, when the housing
boom
reached
out.
Residents
esri.com/tapestry
are conservative, family-oriented consumers. Still more
Households:
country than rock and roll, they are thrifty but willing
to
•
carry some debt and are already investing in their futures.

• Residents own modest,
single-family homes built
before 1970.

WHO ARE WE?

• Low unemployment at 5.9%; high labor
force participation rate at 72%; 2 out of 3
households include 2+ workers (Index 12

SOCIOECONOMIC TRAITS
Bright Young Professionals

•Note:Completed
education:
with
The Index represents the
ratio of the segment42%
rate to the
US ratea
multiplied by 100.
Consumer preferences are estimated from data by GfK MRI.
high school diploma only.

14.3%

WHO ARE WE?

TM

4C

Salt of the Earth residents are entrenched in their traditional,
• This large segment is concentrated in the
rural lifestyles. Citizens here are older, and many have
Midwest, particularly in Ohio, Pennsylvania,
SEGMENTATION
grown children that
have moved away. They still cherish
and Indiana.
esri.com/tapestry
family time and also tending to their vegetable gardens
• Due to their rural setting, households own
and preparing homemade meals. Residents embrace
the
Households:
3,319,000
two vehicles to cover their long commutes,
outdoors; they spend most of their free time preparing for
often across county boundaries.
their next fishing, boating, or camping trip. The majority
has
Average
Household Size: 2.73
• Home ownership rates are very high
at least a high school diploma or some college education;
many have expanded their skill set during theirMedian
years of Age: (Index
35.3 132). Single-family homes are
affordable, valued at 25 percent less
employment in the manufacturing and related industries. They
than the national market.
may be experts with DIY projects, but the latest technology
is not their forte. They use it when absolutely necessary,
but seek face-to-face contact in their routine activities.

• Most households have 2 or 3 vehicles;
long travel time to work including a

LifeMode Group:
Middlenumber
Ground
disproportionate
commuting
from a different county (Index 133).
OUR NEIGHBORHOOD

• Wage and salary income for 73% of WHO ARE WE?
households plus self-employment
Well settled and close-knit, Heartland Communities are
• Rural communities or small towns
income for 27% (Index 242).
semirural and semiretired. These older householders are
are concentrated in the Midwest,
SEGMENTATION
primarily homeowners,
and many have paid off their
from older Rustbelt cities to
• Faith and religion are important
esri.com/tapestry
mortgages. Their children have moved away, but they have
the Great Plains.
to these residents.
Households:
2,613,000
no plans to leave their homes. Their hearts are with
the
• Distribution of household types is
• Tend to buy things when they need
country; they embrace the slower pace of life here but
comparable to the US, primarily (but
them, rather than when they want them
actively participate in outdoor activities and community
Average Household
Size: married
2.40 couples,
not the majority)
or to be trendy.
events. Traditional and patriotic, these residents support
more with no children, and a
•SOCIOECONOMIC
Somewhat resistant to newTRAITS
technology.
their local businesses, always buy American, and favor
Median Age: slightly
32.2 higher proportion of singles
Creatures
of habit when
purchasing domestic driving vacations over foreign plane trips.
(Index 112) that reflects the aging
•• Steady
employment
in construction,
food items.
Median Household
Income: $50,000
of the population.
manufacturing,
and related service industries.

this is the highest ranked market for
owning 4 or more vehicles.

TM

with children; average household size is 2.96.

• Labor force participation rate slightly
higher at 66%.

• Education: 37.7% college graduates; mo
than 70% with some college education.

8.6%

Median Household
Income:
• Most households
are$39,000
married couples

• At 4.1%, the unemployment rate is less
than half the US rate.

Median Household
Income:
$53,000
• Most households
own
2 or 3 vehicles;

TAPESTRY

• Median home value is $226,000.

• Half have completed some college
education or hold a degree.

• Higher
Age:
43.1 percentage of vacant housing

6F

OUR NEIGHBORHOOD
SOCIOECONOMIC TRAITS
Heartland
Communities

Soccer Moms is an affluent, family-oriented market
• Soccer Moms residents prefer the suburban
with a country flavor. Residents are partial to new housing
periphery of metropolitan areas.
away from the bustle of the city but close enough to
• Predominantly single family, homes are in
commute to professional job centers. Life in this suburban
newer neighborhoods, 36% built in the
2,864,000
wilderness offsets the hectic pace of two workingHouseholds:
parents
1990s (Index 253), 31% built since 2000.
with growing children. They favor time-saving devices,
•
Owner-occupied
homes have high rate of
Size: 2.38
like banking online or housekeeping services, andAverage Household
mortgages at 74% (Index 163), and low rate
family-oriented pursuits.
Median Age: vacancy
41.5 at 5%.

6B

SOCIOECONOMIC TRAITS

Prairie Living is Tapestry Segmentation’s most rural market,
• About four-fifths of households are
comprising about 1 percent of households, located mainly
owner occupied.
in the Midwest, with a predominance of self-employed
• Dominant household type is
farmers. These agricultural communities are not diverse,
married-couples with no children.
Households: 3,517,000
dominated by married-couple families that own single-family
• Most are single-family homes (87%) built
dwellings and many vehicles. Median household income is
before 1980;
a higher
similar to the US, and labor force participation is Average
slightly
Household
Size:
2.58proportion were built
before 1940 (Index 225).
higher. Faith is important to this hardworking market. When

WHO ARE WE?

11.7%

LifeMode Group: Cozy Country Living
WHO ARE WE?

Median Age: 43.4

they find time to relax, they favor outdoor activities.
Median

Median Age: 36.6
Median Household Income: $84,000

Households: 1,307,000

WHO ARE WE?

Average Household Size: 2.96

6D

Prairie Living

residents are a mix of
married-couple families
(also similar to the US); the slightly higher proportion
esri.com/tapestry
and singles living in older developments of
of singles (Index 105) reflects the aging of the population.
• Comfortable with the latest in technology,
single-family homes. While varied, the work
Households:
3,775,000
• Average household
size is slightly lower at 2.46.
for convenience (online banking or saving
force is primarily white collar, with a higher
money on landlines) and entertainment.
• They are movers, slightly more mobile than the US
concentration of skilled workers in manufacturing, Average
Household
Size:
2.65half of householders
population
(Index 109),
but almost
retail trade, and health care. Rustbelt Traditions
(46%) moved into their current homes before 2000.
represents a large market of stable, hard-working
SOCIOECONOMIC TRAITS
Median Age: 39.7
consumers with modest incomes but above
• Most residents live in modest, single-family homes in
• Education: 60% are college educated.
average net worth (Index 111). Family oriented,
older neighborhoods built in the 1950s (Index 218).
Median
Household Income: $44,000
• Unemployment is low at 6% (Index 70);
they value time spent at home. Most have lived,
• Nearly three quarters own their homes; over half of
labor
force
participation
rate rate
is tohigh
at multiplied
67.4%
Note: The
Index represents
the ratio of the segment
the US rate
by 100.
worked,
and played in the same area for years.
Consumer preferences are estimated from data by GfK MRI.
households have mortgages.
(Index 108).
• A large and growing market, Rustbelt Traditions
• Income is derived not only from wages and salaries
residents are located in the dense urban fringe of
but also from self-employment (more than 15%
metropolitan areas throughout the Midwest and South.
of households), investments (30% of households),
WHO
ARE
WE?
OUR NEIGHBORHOOD
• Most households
have two or more vehicles available.
and increasingly, from retirement.
Southern Satellites is the second largest market found
• About 79% of households are owned.
• They are cautious consumers with a focus on
in
rural
settlements
but
within
metropolitan
areas
located
SEGMENTATION
• Married couples with no children are
quality and durability.
primarily in the South.
This market is typically nondiverse,
esri.com/tapestry
the dominant household type, with a
• Comfortable with technology, more as a tool
slightly older, settled married-couple families, who
number of multigenerational households
than a trend: banking or paying bills onlineown
is their homes. Almost two-thirds of the homes are
(Index 112).
convenient; but the Internet is not viewed single-family structures; a third are mobile homes.
•
Most are single-family homes (65%), with a
as entertainment.
Median household income and home value are below

10A
SOCIOECONOMIC TRAITS

• Most have graduated from high school o
spent some time at a college or universit
• Unemployment below the US at 8%;
labor force participation slightly higher
than the US at 67%.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 1
Consumer preferences are estimated from data by GfK MRI.

4.5%

TAPESTRY

TM

• While most income derived from wages
and salaries, nearly 30% of households
collecting Social Security and nearly 20%
drawing income from retirement account
• Family-oriented consumers who value
time spent at home.
• Most lived, worked, and played in
the same area for years.
• Budget aware shoppers that favor
American-made products.

SOCIOECONOMIC
TRAITS
• Read newspapers, especially
the

Sunday editions.
• Education:
almost 40% have a high schoo
diploma only (Index 137); 41% have colle
(Index
72).
Note:education
The Index represents
the ratio of the
segment rate to the US rate multiplied by 1
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Consumer preferences are estimated from data by GfK MRI.

• Unemployment rate is 9.2%, slightly high
than the US rate.
• Labor force participation rate is 59.7%,
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