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Agenda :

- Introduction

. Methodology & definitions

- Housing market trends

- TodayoO0Os consumer
- Summary
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Vista Market Intelligence

Research Methodology

Two Vista Tracking Studies per year (Spring & Fall)
Spring 2009 survey: April - May, 2009

Historical data: Spring 2002 - Fall 2008
Proprietary & Non Proprietary Questions

1,000 telephone interviews in Metro Portland (Washington,
Clackamas, Multhomah & Clark counties)

Adults 18 +
Demographically & Geographically balanced
+ 3% at 95% confidence level
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Generational Overview
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Understanding generational differences

iIs CRITICAL for Marketing & Sales

Different Values

- The values we develop in our youth
are the foundation for what we believe
as adults.

- The events happening in each decade
set the values for children growing up
in that era

- Our values guide our lives. They give
us direction, are a basis for decision -
making, and help us make choices.

Especially true in product
development, marketing and
advertising when influencing
decisions is critical

- Di fferent Needs f
e the practicality of life stage
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Generational Overview

Generation 0Y6 Seniors
Born 1977 -1994 4%
Age 18 - 32 in Vista Research

Generation X
Born 1965 - 1976
Age 33-44
Baby Boomers |l
Born 1956 - 1964
Age 45 - 53
Baby Boomer |
Born 1946 - 1955
Age 54 - 63
Young/Olds
Born 1930 - 1945
Age 64 - 79
Seniors
Born Prior to 1929
Age 80+
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Young/Old
11%




Generation Y
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Born 1977 & 1986

Political correctness came of age
Very motivated by environmental  issues

Place a lot of value on personal
recommendations

More conservative than their  parents

High tolerance and nonjudgmental
attitudes

Wars returned to the forefront, but
viewed as an event

Rapid growth of internet and new ways
of communicating

Young adults; new jobs, marriage, first
home, new babies




Generation X

Born 1965 & 1976

Grew up in a time of economic decline

Divorce and single parent homes on the
increase during their childhood

Distrust of public figures and
skepticism about life

This generation values their time
enough and is most likely to pay for
services they could otherwise do
themselves

Family becomes important & 60% have
children
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Baby Boomer Il

Born 1956 - 1964

Vietham War, Feminist movement
and Watergate

Anti - establishment and mistrust of
status quo, rejected parents values

Focused on self - fulfillment and
personal relationships

Has the highest average income in
the market

Children starting to leave for
college.
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Baby Boomer |

Born 1946 - 1955

Born post - war during a decade of
population and economic growth

Time of conformity
Now anticipating retirement

78 % are looking for a single story
home

Many Boomer | buyers are
considering downsizing
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Young/Old & Seniors

Born Prior to 1945
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The older consumers in this
segment were raised during the
era of the owar
and the Great Depression

Their character is defined by duty,
morality, family and community

The younger consumers in this
group were fortunate to
experience the
war

Overall these kids learned that
sacrifice, discipline and hard work
bring rewards
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