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INTRODUCTION 

 
Webster Groves Christian Church is a congregation with strong leadership, abundant 
resources both in facilities and finances, with a heart and passion for mission. The 
church was particularly strong when it moved into its current location, with lots of 
participants and financial income. Today the congregation is keenly aware that the 
church has been engaged in a long, slow decline. 
 
The church leadership was aware of the shifts in church participation over the years and 
recognized that much of this decline was beyond their control and began to seek 
resources to begin to make a bold decision for their future. This lead to the formation of 
the TOT or Transitional Oversight Team. 
 
The TOT made a field trip to Indianapolis this past winter to discuss options for engaging 
HOPE Partnership. After lengthy discussion, it became clear that the main issue for this 
church was not resources—but clarity about “why” the church will exist in the future. 
This lead to our work together that begins with this assessment. 
 
An assessment is not an evaluation. This report is meant to only help leaders in the 
church name their current condition. The report is not meant to solve any problems. 
This is primarily to help leaders see where they are today—so they can plan their 
journey for the future. 
 

WHY THIS ASSESSMENT? 
In his book “START WITH WHY” Simon Senek discusses how great leaders have 
significant focus on why they exist. While most leaders focus on what they do, the 
leaders that excel are clear about why they do it. It is a connection of passion with 
purpose. 
 
Congregational leaders are usually very clear about what their church does. They can 
often tell how the congregation goes about doing its tasks—but things get fuzzier when 
you ask them why they do it. We call this “The Why”.  
 
Churches function best when they have clarity about WHY they exist. Based on that 
“why” the church organizes their life around their passion and calling rather than filling 
spots because we’ve always done it that way before. 
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This report will help leaders of the congregation name their current condition—during 
the process of discovering their “why” 
 

Hope Partnership for Missional Transformation -- a 
ministry of the Christian Church (Disciples of Christ) -
- has a passion for seeing new life in congregations. 
With the power and presence of the Holy Spirit, we 
hope this assessment helps your congregation in 
three ways. The first intent of this assessment is to 
help your congregation come to clarity about hard 
decisions you need to make in terms of the use of 
your assets/resources for mission. The second intent 
is to give the congregational leaders tools for 
defining a future story in mission that is true both to 
historic commitments and relevant for 21st century 

need. The third intent is to help leaders see that you have an abundance of resources 
that can be used in new ways that will lead towards joining God in God’s mission. 
 

WHERE DID THIS REPORT COME FROM? 
Your congregation’s leaders worked closely with Rick Morse, Vice-President from 
Hope Partnership, who wrote this assessment. The onsite Assessment was held on July 
10th at the church. It included a complete tour of the facilities and property, as well as 
an hour-long meeting with financial officers of the church to discuss finances. The 
assessment visit also included a “windshield tour” of the community to confirm the 
demographic data. 
 
That evening, an Appreciative Inquiry session with about 30 participants was held. These 
folks discussed their engagement with the church, their perceptions about 
congregational life today and their opinion about the congregation’s position on the 
Congregational Life-Cycle scale. The onsite visit amounted to about six hours of “face 
time” with the congregation. 
 
Additionally, data in this report came from congregational records and from the past ten 
years of the congregation’s reports to the denominational Yearbook and Directory. 
Information collected includes demographic data about the participants in the church, 
their approximate tenure in the congregation, income and expense reports for the past 
three years and a current balance sheet. This information about your congregation is 
collected, sorted, and measured to give all of us a better idea of the factors that impact 
your congregation’s ministry in this time and place. 
 
 
 
 

WHAT 

HOW 

WHY 
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WHERE DO WE GO FROM HERE? 
Your leadership has already been engaged in an Experiential Retreat to discover the ins 
and outs of transformational leadership, and to begin thinking about their mission in 
new ways. This report is for their use at the second retreat. At that retreat, the leaders 
will summarize and name the current condition of the congregation—name the 
available resources, and begin to think about a new future story. This document will be 
foundational for those conversations. 
 
After leaders develop their future story, Hope will continue to work with your 
congregation in developing a capacity report that will eventually lead to your timeline 
and next steps through coaching. 
 
But now you need to take a look at the congregation’s current context and condition. 
You will find in this report an analysis of your congregation now, and the people you call 
neighbors.  
 
This process is ultimately designed to help the leadership have a healthy—and holy—
conversation that engages all interested members in creating a future story 
 
In addition to Assessments, Hope Partnership offers training and coaching for pastoral 
leaders. For more information about any of these services, please call 800-274-1883, visit 
www.HopePMT.org.  
 

CONGREGATIONAL HISTORY 

 
Webster Groves Christian Church has a rich and long history that was recorded in a 
wonderful book by Ralph Davis around 1995 to commemorate the church’s first 100 
years. As a church planter, I took special interest in the first years of the church as it 
struggled against many odds to become a faithful congregation. 
 
The church began in 1895 rather informally when new residents in the area decided to 
have a Sunday school gathering in a barn near the Tuxedo Park station of the railroad 
(Now Webster Groves). This gathering had no denominational connection until a 
neighboring Disciples pastor was invited to give a message one day. During his time 
there, brother O.A. Bartholomew realized there were a number of Disciples in the 
group, and invited them to consider forming a Disciple congregation, which they did. 
 
The group met in a home for a number of years in that area and eventually chartered as 
the Church at Tuxedo with 15 members. It was to be called Tuxedo Park Christian church 
until 1925 when the area was annexed by Webster Groves and the church changed its 
name (however it didn’t change its incorporation papers until 1945).  
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The church went through periods of growth, and even division. By 1907, a group left 
Tuxedo Park CC, and formed a church called Old Orchard CC. This division lasted 7 years 
with arguments about processions etc. The reason for this division is not clear in the 
history, nor does anyone likely remember. It was interesting that by 1910, there was the 
start of some reconciliation between the two groups, and by 1914, Old Orchard 
dissolved and merged back with the Tuxedo Park CC. 
 
There is a long record of this church’s building projects, and subsequent loans and help 
from Hope Partnership’s precursor, The Board of Church Extension. The Board has 
worked with Webster Groves CC from its inception, and continues to work with the 
church today. 
 
The history of the church mirrors world events. There is note of revivals that were held 
during the St. Louis Fair in 1904. While there is no record of those serving in WWI, it is 
clear the church was mindful of their sacrifice. The church closes for 7 Sundays during 
the flu epidemic that hit the US following WWI. The great depression and how it hits the 
church membership and finances. 
 
The church had a record of many pastors during its formative years, many times letting 
pastors go due to finances. In 1939 things became much more stable with the long 
tenured ministry of Raymond McCallister who served 36 years. It was during his ministry 
that the church relocated to its current site (1958) and had its greatest period of growth. 
A check of the 1969 Yearbook showed that Webster Groves had 1501 members, 
meaning it averaged over 750 on Sundays. (In 1932 the church averaged less than 100). 
The church had two more building projects during that time; the Education wind in 
1959, and the Bell Tower in 1965. 
 
The church was followed by two more long tenured pastorates, but experienced decline 
after the Baby boom subsided. The church added the chapel in the mid 1980’s. 
 
Ironically, Webster Groves Christian Church no longer resides in Webster Groves—but 
has kept its name like it did when it was no longer a part of Tuxedo Park.  
 

 
BY THE NUMBERS 

Your congregational history includes lives, words, songs and achievements that defy 
measurement. But this report, you may already have noticed, dwells on data – numbers, 
numbers, and numbers! Why do we seem so interested in numbers? In part, we pay 
attention to numbers because they help us track changes over time; they show growth 
or decline in giving or attendance, along with other information that signals the trends 
of the last decade that seem to impact your congregation. Numbers are not the only 
measure of vitality. Yet numbers provide insight into the direction the congregation is 
heading. 
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We also track numbers because the size of a congregation determines the best 
approach to ministry in that context. Church consulting colleagues at the Alban Institute 
point out that size makes all the difference in the world in how a congregation operates. 
And if your congregation, for example, was once a large church that has since become a 
small church, this information may be critical to understanding the way forward. Most 
likely, your solutions today will not be accomplished the way they were in days of 
your former glory. Understanding this is half the battle in regaining your footing as 
you strive to be faithful to the congregation’s call. 

 
SMALL CHURCHES FOCUS ON RELATIONSHIPS 

Small “family-sized” churches (50 or less people in average weekly worship) tend to 
resemble extended families and thus emphasize fellowship, relationships, intimacy, 
belonging and member involvement. People matter more than performance, so high 
value is placed on volunteering, rather than on professional skills one may possess for 
the work that needs to be conducted. Churches with fewer members actually rely more 
heavily on lay volunteers. These small churches tend to be lay-led organizations, and 
thus they may be reluctant to hand over too much authority to the minister. The 
perception of the minister’s job is to love the members – and that relationship trumps 
even mediocre preaching. In the estimation of small congregations, ministers need 
interpersonal skills more than academic credentials or leadership qualities. The small-
church minister is but one leader among many—and, in many cases, may not be the 
most influential. 

 
BIGGER ISN’T BETTER—JUST DIFFERENT 

Congregations in the “pastor-centered” 
congregations, with 51-to-150 people 
in weekly worship range, tend to hand 
over more responsibility for care of the 
congregation to the pastor. In these 
congregations, the pastor’s presence at 
meetings and activities is very 
important. The pastor brings most 
proposals to the church board for 
decision. Most decisions involve the 
pastor in one way or another. Lay 
leaders are primarily those who are 
empowered by or taught by the pastor. 
 
Congregations in the 150-to-400 worshipper range are considered “program-centered” 
and their expectations are different from smaller congregations. Those who attend 
program-size churches tend to seek quality over relationships. They want well-run 
programs, well-organized activities and professional leaders. Many leadership roles are 
filled by paid staff people (musicians, children and youth coordinators, bookkeepers, 
facilities managers, etc.). In smaller congregations, these roles would be filled by trained 
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volunteers. The governance structure of the large church is often very large with several 
clearly defined committees and/or ministry teams. 
 
First, with an Average Worship Attendance of 85 this congregation is a Pastoral sized 
church. However, due to the size of the facility, it is staffed as a program church. To 
learn more about this topic, and your church’s size, we recommend reading Alice 
Mann’s books, The In-Between Church: Navigating Size Transitions in Congregations, 
and Raising the Roof: The Pastoral-to-Program Size Transition. If you are experiencing 
utter frustration that what used to work DOESN’T work anymore, you may be facing a 
size shift. But chances are, there are other dynamics at work in your congregation as 
well, including: changing demographics in your neighborhood, inability for differing 
generations to agree on the way mission and ministry should be done, and outdated 
modes of decision-making and organization. To understand the specific dynamics at 
work in your congregation, a number of other factors should be addressed. 

 
TEN-YEAR TRENDS 

Let’s look at Average Worship Attendance over the last ten years. Trends in attendance 
offer other clues about the health of the congregation.  

 
As demonstrated in the following chart, the congregation has experienced decline in 
Average Worship Attendance (AWA) and Membership over the past 10 years. Average 
Worship Attendance is the most helpful measurement of member engagement in a 
congregation, so we pay special attention to this figure. This data is compiled from the 
past 10 years of your congregation’s reports to the Yearbook and Directory. 

 
 
What appears to be a big drop between 2006-2007 (when Dr. Jeff Moore began serving 
as Pastor) is actually a recalibration of numbers which often occurs when pastors 
change. It appears that 3 years of figures that were exactly the same were inflated 
estimates rather than actual counts. 
 
Your congregation’s growth/decline trends do not happen in a vacuum. It should be 
noted that the community in which the church serves has grown a very modest .2% 
which is well below the nation’s average population growth of 3%. 



Webster Groves Christian Church Page 9 
 

 
Congregational giving is also an indicator of member engagement. We pay attention to 
this number because as participants deepen their level of engagement with the church, 
their giving usually follows. Often times this indicator lags behind the Average Worship 
Attendance figures. That is, worship attendance may decline or grow at a faster rate 
than giving. 
 
During the past ten years, the congregation has reported level giving in General Fund 
income. This is the total income received by the church. This is demonstrated on the 
following chart. 

 
 
Income figures alone do not tell the whole numbers story. It is important to measure 
the congregation’s giving against the Consumer Price Index (CPI) to see if giving has kept 
pace with inflation over the past ten years. Because of inflation, it may be possible for a 
congregation to increase its revenue, but actually have fewer funds available for 
ministry. 
 
The following chart demonstrates that congregational giving HAS BEEN PARALLEL with 
the CPI. So, while there has been growth in giving, it has not allowed for growth in 
spending by the congregation. 
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NEW PEOPLE 
The final measurement of engagement in the past ten years is the number of additional 
people the church has welcomed. It is important to note the relationship between 
baptisms and transfers. Comparing these two figures demonstrates the congregation’s 
passion for both reaching new Christians AND welcoming those who have already made 
their commitment to Christ. Healthy congregations show evidence in both areas. 
 
 
The following chart shows evidence of TRANSFERS, but few new BAPTISMS. This 
indicates that the congregation has more concern in caring for those with some 
maturity in faith rather than seeking those who have not yet experienced the Gospel 
message themselves. The church has reported only 1 baptism since the start of this 
decade. 
 

 
 
When we consider all indicators related to the congregation’s past ten years there is 
little doubt that the congregation is in a declining situation. Reversal of these trends will 
be necessary if the congregation expects to exist into the future. The church is in need 
of dramatic adaptation in order to effectively reach out the community again.  
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CURRENT PARTICIPATION 

 
Gap analysis is a way of looking at the congregation in direct relationship with the 
community in which it serves. It is a way of clarifying where you are, what the needs are 
in that community and what opportunities for vital ministry remain as you engage that 
community. In this section, we compare the congregation’s profile with the community 
profile in the previous section. We will look at where participants live in relationship to 
the church building. These figures help us determine the “match” you have with the 
community around you. Do members live where the congregation is located? If not, 
how does this faith community stay in touch with the needs of the neighborhood? In 
some cases, congregations exist in an entirely different location in the city from where 
their members’ homes are concentrated. They have continued to decline in 
membership as they have attempted to “commute” into worship and serve a 
neighborhood from which they have grown apart. 
 
The congregation provided profile information of each participant in its congregation, 
which we compared with U.S. Census data from a church demographic service partner.  
 

 
 
The first graph compares the ages of participants in the congregation with the ages of 
those who live in the community. The horizontal axis shows each of the six living 
generations. The youngest is Generation Z, followed by Millennials, Survivors, Boomers 
and Silents. The eldest is Builders on the far right of the chart. The blue bars show the 
percentage of participants in the congregation in each category. The red bar represents 
the entire U.S. population and the green bar indicates the community around the 
church. The data related to the red and green bar comes from the U.S. Census Bureau. 
 
The chart shows that 63% of the congregation is of the Boomer generation or higher, 
while 32.8% of the wider community is in that category. This single measurement is very 
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important to the future of the congregation. Vital congregations will normally 
experience a 50-50 split between the Boomer-plus generations and the younger groups.  

 
 
This chart demonstrates the Racial/Ethnic Gaps of the congregation related to the 
community in which it is a part. This data also comes from the U.S. Census. NOTE: It may 
severely undercount the Hispanic population in your area. 
 
 

 
 
Another important indicator of congregational life is the tenure of its participants. While 
it is a good sign of stability to have long-term members, it is also important to the 
congregation to have new participants. New participants bring innovations, energy and 
a new perspective to the church. And new members help you measure the effectiveness 
of your efforts to reach beyond your doorsteps into your community with the Good 
News.  
 
Healthy congregations usually demonstrate a 50-50 split with participants who have 
been in the church five years or fewer, with those who have been there more than five 
years. A congregation with too many “old timers” is not likely to be very receptive to 
new ideas, or creativity. 
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In terms of employment sectors, the following chart compares your congregation with 
the community. This chart demonstrates that the church has much higher levels of 
retired individuals and those in the Professional/Technical arena in comparison to the 
wider St. Louis metropolitan area. (Note: Mosaic (socio-economic) Segments are 
described in more detail in the community section of this report) 
 

 
 

 
 
Finally, we have explored the relationship of 
participants with the location of the church building. 
A pin-map has located the home of each participant 
and shown each in relation to the church facility.  
 
A congregation that has a good relationship with its 
community will normally display at least half of its 
households within a seven-minute circle around the 
church. If no one in the church lives within a seven -
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minute drive, the congregation has a severe gap in relating to the community. 
 
When compared with other churches, WGCC has a good percentage of participants from 
the community in which it resides. Only 35% live more than 5 miles from the church.  
 

PARTICIPANT ENGAGEMENT 
An additional area of inquiry is to measure how people participate in the life of their 
congregation. This begins illuminate what kind of church we have – and our priorities as 
a congregation. Through interviews and a review of the annual church calendar, we can 
measure the kinds of engagement people have with the church in four categories: 
 

 Spiritual Development: These are activities whose purpose is direct spiritual or 
discipleship growth. These could include prayer groups, Bible Studies, Sunday 
school classes, or similar gatherings hosted by the church. 

 Relational Development: These are activities where the purpose is deepening 
relationships. It could include social events like meals, fellowship groups, “game 
nights,” etc. These groups may feature devotion or prayer time, but they are 
primarily social in nature.  

 Missional Service: These are congregationally-organized expressions of service to 
the wider community. It could include mission trips, serving hot meals to people 
in need, or tutoring school children.  

 Decision Making: These are committee meetings and administrative groups that 
plan. 

As you can see, these are all congregationally run activities, and do not count people’s 
individual efforts or the activities of non-church-related groups that use the facility. This 
is a measurement of the kinds of activities, and the numbers of people engaged with 
them. This measurement is determined by multiplying the total number of hours by the 
number of church people involved. Participation at worship services is not included in 
this formula. 

 
 
Ideally, we would see an equal balance of spiritual, relational and missional activities 
– each around 30%. If these are out-of-balance, church leaders may want to examine 
the church’s calendar and, for all items, ask “What is the purpose of this activity?” Some 
activities may have overlapping purposes, but likely will favor one direction over 
another. 
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If decision-making consumes more than 10% of a congregation’s engagement, the 
people of the church are probably experiencing significant burnout. In this case, the 
church will need to downsize its expectations for committee participation and reduce 
the number of meetings. 
 
The chart above demonstrates that the congregation is slightly out of balance in its 
engagement patterns with these particular patterns emerging: 
 
WEAK ON MISSIONAL ACTIVITIES: This pattern often happens when a church pays staff 
to do most of the ministry instead of equipping and sending its participants. 
Congregations weak on direct, hands on ministry are also missing an important 
ingredient in connecting with younger, unchurched people, who are looking for 
meaningful places to engage in ministry. 
 
The church has made significant strides in reducing the number of people involved in 
decision making meetings, which has helped the missional engagement grow. 
 
 

THE COMMUNITY 

 
Webster Groves is actually not located in Webster Groves—but claims that as it origin. 
Much of the congregation’s history is tied to that community as well as Kirkwood. In 
fact, the building itself is located in 2 municipalities. 
 
Historically, St. Louis developed in rings from the inner city. In the mid 1800’s a rail line 
was developed through the area as part of the Pacific Railroad. This allowed for this area 
to develop in 1892, with many of the beautiful homes that still stand in the area. This 
development was primarily for those who wanted to escape the crowded city for more 
spacious suburbs and the rail line supported a quick commute to work downtown. 
 
North Webster was a segregated African American community and developed about the 
same time. In the 1920’s, the first school in the area was a “separate but equal” school 
for black students. This segregation was declared illegal by the Supreme Court in 1956, 
which led to significant changes in the area. Today, North Webster area is still largely 
African American and there are issues related to its representation in the city council.  
 
The last spurt of major growth hit the area in the 1960’s, when the population swelled 
by 23%. It is no accident that this was the same period in which the church grew 
tremendously, and had to relocate to its current site. The population in 1960 was 28,000 
people, today it is only 23,000. 
 
The specific study area chosen for this report (which is the basis for the demographic 
data found in this report) will most likely be much smaller than the region from which 
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your participants come. Vital churches take seriously the area immediately around their 
location. They know that their congregation is in the best position to serve and be a 
spiritual home to those who live, work and attend school nearby. Congregations that 
have little or no connection to the immediate neighborhood need to ask: What integrity 
does our congregation have in the eyes of the people who live and work near here? 
Why does our congregation choose to remain in this location today? Do we have a heart 
for those in this immediate community? 
 
The area used for your demographics research is captured in the following map. 
 

 
 
It is also possible to identify key subcultures in the community. It is important to 
understand people groups or subcultures because it is widely confirmed that the 
Christian faith travels easiest along existing relational ties, among people who share a 
similar subculture. Therefore, a congregation needs to understand the particularities of 
the people group(s) nearest the church and adapt its ministries for that particular 
people group OR relocate to another part of town. Let’s examine a few more key people 
groups in this area. 
 
“Mosaic” profiles are lifestyle groupings of people who share similar behaviors, social 
characteristics, attitudes and values. Designed by Experian (a very large marketing 
company), there are 71 distinct Mosaic groups (or segments of the population) in the 
U.S. These groupings are based on multiple socio-economic and life-stage factors. 
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The Mosaic tree demonstrates the interconnectedness of these distinct groups. You will 
note that the tree works like a continuum with younger households to the left and older 
households to the right. Groups near the top of the chart are higher-income households, 
while groups closer to the bottom are low-income. 
 
Each Mosaic group is identified with a number (e.g. 8 is “Babies and Bliss” and 48 is 
“Gospel and Grits”). Some groups have natural affinity with others because of similar 
characteristics, while others mix like oil and water. The chart above shows the relative 
closeness or distance between the 71 different lifestyle segments. The distance 
between the dots and the color of the dots illustrate affinities between the groups. For 
example, group 7 will relate easiest with groups 6, 10, 16 and 14, but not so easily with 
groups 55 or 65 (at opposite sides of the chart). This is important for churches to 
consider so that congregations may better understand the “life-ways” needs of 
particular sub-groups/cultures who are closest to their location. What we are after is a 
way for the missional “niche” which is yours to meet the needs of the people in your 
community.  
 
The map below shows much of the community around your church. The church can be 
seen in the center (it is identified by a small triangle and cross). Each of the colored 
areas is a Census Block Group. Each block group contains an average of 1,500 people. 
The block groups are color-coded based on the dominant Mosaic profile found among 
the people in that small area.  
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The table below corresponds to the map above. It shows the population of these 
segments, and compares it with the state. So, it would show that C11’s are four times 
more prevalent in your target area that in the rest of Mo. Over 50% of your population 
resides in these groups. 

 
 
More detailed descriptions for these groups can be found in Appendix C. For 
descriptions of the ALL MOSAIC codes, visit the Interactive Mosaic Guide online at: 
http://guides.business-strategies.co.uk/mosaicusa2011/html/visualisation.htm 
 

http://guides.business-strategies.co.uk/mosaicusa2011/html/visualisation.htm
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The community around the church is largely oriented towards residential. The area is 
wooded and well settled with several very nice golf courses. Commercial areas are 
largely retail, with some offices and even light industrial locations. 
 

 
 
An interesting development rarely seen elsewhere is the fact that people are buying 
homes in the area, razing them, and constructing more modern homes in their place. 
While still maintaining the integrity of the architecture in the area, this demonstrates 
the desirability of living in this community. Home prices are moderate compared to 
other metropolitan areas of this size. 
 
This type of development however does not lead to an increase in population density in 
the near future. However, there may be turnover of homes as seniors leave their homes 
and families with children replace them. 
 
So, what does all this mean and what does it have to do with ministry for your faith 
community? Some questions to consider when observing this data include: 

 What do these largest Mosaic groups have in common with the people of our 
congregation?  

 What may be some gaps (or under-represented groups) between our church and 
our immediate community? 

 Looking at the description of the largest one or two Mosaic groups in our 
community, what ministry needs are likely to be present among these people? 
What style of worship would they most likely be drawn to? What types of 
community groups are already effectively reaching out to these people? 
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ONLINE PRESENCE 

 
In today’s socially-networked world, many people approach a congregation virtually 
before ever going to a congregation’s physical location. People of all ages are likely to 
experience the congregation initially through their attempt to find it online. 
 
Because every congregation is unique, there is no one correct way that they should 
make information available in the digital realm. This is good news for congregations with 
little or no experience with digital age. There are, however, some fundamental things 
that make it possible for people to gain information about the congregation.  
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The church offers an informative webpage that is welcoming to visitors who are not 
familiar with the inside language of a congregation. It navigates easily. While there are 
some pictures of people, it is always nice to see more. When photos are included it 
shows a wide range of generational activity.  
 
The church has an active Facebook Page as well. The latest post was only 4 hours old 
and already included photos of the retreat. It is well laid out and effective for those who 
seek it. 

 
 
On Google, the church was very present and not buried behind other congregations. 
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FACILITIES EXAMINATION 

 
In consideration of the congregation’s resources, it is important to evaluate the facilities 
to determine if they are of appropriate size for the current congregation. It is also 
important to consider whether there is a growing list of deferred maintenance issues or 
other features that may inhibit the vitality of the congregation.  

 
The church’s facilities are 
contained in 1 building located 
on a 4-acre lot. It is estimated 
that the facilities are 
approximately 23,220 sq. feet in 
size. The property value is 
estimated at $2.5 million. 
 
The building was built in 4 stages 
starting with the sanctuary in 
1958, the education wing in 
1959, the bell tower in 1965 and 
the contemporary worship space 
in the mid 80’s.  
 
Based on Average Worship 
Attendance, a congregation of 
this size would have adequate 
space in a building of 7500 sq. 

feet, meaning that the current congregation is only using 29% of its current space. This 
is demonstrated on the following chart. 
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THE SACRED WALK 
Worshipers begin what has been called “the sacred walk” the moment their foot hits 
pavement as they get out of their vehicle to begin the entrance into the building. This 
walk says volumes to members and visitors alike about the self-esteem and vitality of 
the congregation. The “sacred walk” helps worshipers prepare for the experience of 
worship at your church. For that reason, this walk should guide the worshiper clearly 
and directly —and as pleasantly as possible—to the sanctuary or even to office spaces. 
Signage and a clear, safe walkway are essential to this experience. The impression on 
guests continues inside the building. While they might not expect lavish facilities, guests 
will be made more welcome and comfortable by cleanliness, neatness and general care 
for the facility. Unkempt facility and grounds send an unintentional message: “This is 
not a place even WE like very much.” Clearly, that is not a very effective evangelism 
tool. 
  
What follows is the impression the assessor had upon embarking on the “sacred walk” 
at the church. 
 

LOCATION AND OUTSIDE APPEARANCE 
The church is located in a residential area near an 
intersection with two other churches. It has 
accessible turn lanes onto the property but is 
somewhat hidden by trees and a beautiful golf 
course. The bell tower is set back from the street, 
and the facility blends in so well that it is likely 
not seen by those who pass by daily. 
 
 

The church is attractive and grounds are well maintained. The bell tower also doubles as 
a cell-phone tower which is not noticeable unless you look closely. There is food being 
grown in different parts of the property indicating the churches commitment to feeding 
the poor.  
 

An underutilized playground and memorial garden are added features near the south 

parking lot. 
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PARKING LOT AND WALKWAYS 
Parking at the church is mostly located at the rear of the facility. There is no level entry 
to the sanctuary from the back; however handicapped people may enter from the east 
side of the building.  
 
The lot lines are starting to fade and it is not certain when the blacktop was last sealed.  
Driving habits for each congregation vary widely. Some congregation’s average only one 
person per car parked in the lot; others pack in families. Still others are located in dense 
urban areas and pride themselves for being within walking distance of the local public 
transportation. The place in which a car is parked, and the control the church has over 
that parking also determines capacity. Architects have developed some formulas in 
estimating the worship capacity of your church, based on parking. Based on the location 
of the congregation’s identified parking, capacity is calculated on the chart below: 
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SANCTUARY 

 
 

Based on generally accepted measurements, we know that when a sanctuary is more 
than 80% capacity on a regular basis, it will impact worship attendance with an 
overcrowded feeling. In the same manner, if a sanctuary is less than 40% of capacity it 
will also impact worship attendance as participants feel it is uncomfortably empty. 
 
It is estimated that the sanctuary has a total seating capacity of 250. Based on the 
Average Worship Attendance, the current sanctuary usage is below the appropriate 
capacity range when you include the balcony. 
 

  
 

Additionally, half of the building is traditional pews, while half is mobile seating. This is 
an unusual mix—but may just be appropriate given that worshipers experience a 
blended service. (Or it may be a symbol of “we can’t make our mind up”.) 
 
The chancel is flexible and able to be used in a variety of ways. This facilitates the 
numerous musical styles and offerings that the congregation can use creatively in 
worship. Musical instruments are well kept. 
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GATHERING, FELLOWSHIP AND EDUCATION SPACES 

The fellowship hall is located adjacent to the south parking 
lot and is accessible through an elevator from the 
sanctuary level—though a good distance from the 
sanctuary. The room is used for a variety of different 
programs including housing homeless families. There is a 
shower adjacent to the room.  
 
There is also a poorly equipped warming kitchen adjacent 

to this space. Ushered in before modern health codes, this kitchen is fairly limited 
towards supporting potluck dinners.  
 
The newly renovated education wing has a variety of different sized rooms. Only several 
however are needed to house the church’s education program.  
 
In addition, the church has a great chapel which is used for a variety of programs. This 
newer space houses a narthex with art gallery, and the chapel itself is surround by 
natural plants. Ambient lighting comes through stained glass in this fine chapel. 
 

SYSTEMS 
There are numerous systems that support this facility. Too many to really name in a 
report of this nature…however here are a few highlights: 
COOLING: 

 The newly renovated education area is now cooled and heated by a heat 
pump. This system is fairly efficient and complicated. The units appear to 
be in excellent condition and operation is smooth. 

 The Chapel is cooled by two units, one which is fairly new, and the other 
which was original to the building in 1985. They are both in good 
operating condition. 

 The Sanctuary is cooled by a 2 stage system operated by two units. The 
2nd unit kicks in when the first unit cannot keep up with cooling. Eric has 
switched the two units since one of the units is in bad condition. Both are 
old (1959) and failure is almost assured as some point since they have 
outlived their expectancy. Parts are no longer available. 

 
HEATING: 

 The education wing is heated by a new heat pump in excellent 
condition with zoned heat. 

 The chapel is heated by a boiler. This system in over 20 years old, but 
appears to be in good operating condition. 

 The Sanctuary boiler is very concerning. Many hours of volunteer 
time go into keeping this system operational. The boiler may be 
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original to the building (1959). There is corrosion in the returns. 
Supply lines in the system are sheeted in asbestos which will likely 
need to be abated sometime in the future. The boiler is inefficient 
and must heat the sanctuary even when it is not in use (90% of the 
time). It is well beyond its life expectancy. 
 

Electrical: The electrical system appears to be in good shape despite its age. A spot 
check of circuits indicated proper wiring. On panel is missing breakers and slots are 
covered by duct tape. 
 
Lighting in all but the renovated space is not efficient. The lighting panel for the chapel is 
prone to problems. 

   
Sanct. Boiler (1959?)  Panel   Cooling Unit (1959) 

 
DEFERRED MAINTENANCE ITEMS 

Some congregations have poorly tended facilities. These facilities are not just a “turn 
off” for guests and members. They also can become a costly money pit that defers 
mission. Preventive maintenance is normally less costly than emergency maintenance. 
Unfortunately, that lesson may not be learned until it’s too late. Many congregations fall 
behind on maintenance due to declining funds and are then forced into making 
emergency repairs they simply cannot afford. We noted these items that the church 
appears to have “put off”. 

 While the sanctuary roof is a beautiful slate, the rest of the flat roof is in 
constant need of repairs. Estimates are that it could need $30,000-$40,000 
worth of work within the next 10 years. 

 
USE OF THE FACILITIES 

The church building is a valuable resource for both the congregation and the 
community. A good indicator of a congregation’s willingness to engage a community is 
by looking at how the church uses this resource. Based on total building use, the graph 
below demonstrates the percentage of total usage by outside groups. These groups are 
open to the community and often times led by people other than church participants.  
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Congregants are often amazed at how little a building gets used. We divided your facility 
into “kinds” of space. The sanctuary is considered “worship” space, the fellowship hall 
and narthex “fellowship” space, etc. Using your church calendar, we have calculated the 
hours each kind of space is used and calculated the percentage of time it is utilized. This 
percentage is based on the space being available just 12 hours a day, 7 days a week. 
 

 
 

UNDERUTILIZED BY CONGREGATION & COMMUNITY 
A quick look at these charts demonstrates a building that is both underutilized by the 
congregation and the community. The cost associated with maintaining and operating 
this resource raises a question for the congregation to consider, namely “Is this the 
wisest stewardship of the resources that have been given to us by God?” 
 

FINANCIAL REVIEW 

 
Congregational finances are fairly complicated because each congregation tracks its 
income and expenses very differently. Congregations tend to have a lot of “restricted” 
funds, which can only be used for specific purposes, and which may or may not enhance 
the ministry of the congregation. In this review we have done our best to evaluate the 
financial strength of the congregation based on the norms we have observed from many 
congregations. 
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Our first area of review is to look at the congregation’s income sources. It is important 
to see where the income for supporting the congregation’s ministry comes from, and 
how much the church relies on outside sources of income.  
 
The table below indicates the income sources for your church in relationship to 
congregational offerings. At the minimum, a congregation should support its expenses 
with at least 60% of its income coming from offerings. Congregations that rely too 
heavily on outside sources of income will often compromise their ministry for the needs 
of those who provide outside income. 

 
 
 
The church has grown more reliant on outside 
sources of income to support the ministry and 
mission of the congregation as this table 
demonstrates. This is necessary due to the 
building and its appetite for funds.  
 
When we consider the expenses of the 

congregation, we group expenses in four main categories; Salary Support, Building and 
Administration, Program Expenses, and Mission Giving. 
 
Salary Support includes salaries of all church staff and benefits associated with 
employing them. Such benefits would include social security offsets, health insurance, 
pension etc. It does not include costs such as auto expense or office reimbursements. 
Most congregations will expend about 50% of their income on salary support. 
Experience has shown that congregations that exceed 50% in this category are rarely 
over paying their pastor.  
 
Building and Administration costs are those associated with running the church office 
and the building. Typical costs include insurance, utility bills, maintenance and yard 
upkeep. A typical congregation will support building and administration costs with 25% 
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of their income. Congregations that are not “right-sized” find themselves paying more 
for facilities, usually at the expense of their program. 
 
Program Expenses are costs associated with running a program. This would include faith 
development, evangelism, and worship materials, choir music and supplies, advertising, 
and other resources and supplies that enable the program to operate. This is usually 
about 15% of a church’s budget. Since this is the place where most congregations can 
control spending they will usually decrease their spending in this category first. 
 
Mission Giving is giving that the congregation has contributed to both denominational 
mission causes as well as local mission causes. Mission giving trends are about 10% of a 
vital congregation’s budget as a starting point. Congregations will often reduce their 
mission spending after depleting their program spending. Many mainline congregations, 
in past decades, contributed 30-to-50% of their income to mission giving. 
 

 
 

In addition to the sources of income, the congregation also has some investments plus 
the estimated value of the property. This is outlined in the table below: 
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The congregation also has a loan with a local bank with a balance of approximately 
$499,379. The congregation is current with its monthly payments of $4,289. The 
congregation still holds $241,527 which is available for payments. This would last 
through the end of November 2017. Some restructure of this loan may be considered. 
 
Based on an extract of the 107 households in the congregation, and basic median 
incomes of each census block group they represent, the household incomes of 
participants appear below: 
 

 
 

Based on this data, the total household incomes for current participants at WGCC is 

$10,162,185. This group contributed $270,000 in offering support, around the 2.6% 

mark. (Average giving is about 3% in most community contexts). 
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Giving by generational group 

 

An analysis of giving by participants 
(someone who attends at least 4 times 
annually) can be looked at by 
generational group. The chart show the 
amount of the budget supported by gifts 
from each age group. 39% of giving comes 
from people over 70 years of age while 
only 35% of the congregation is 
represented in this group. 
 
It should be noted that several long-time members who supported the budget in 
sacrificial giving have now passed in the past few years. 
 

FINANCIAL CAPACITY 
 
In light of the financial information above, this congregation has ABUNDANT FINANCIAL 
CAPACITY for ministry. At issue however is fixed expense items which continue to erode 
budget use for mission. In short, there is abundance, but much of it is restricted. 
 

SUMMARY 

Let’s review the analysis of the congregation at this point: 
 
History and 10-year indicators: The history shows signs of gradual decline. It is located in 
an area that has reached its maximum density levels and will grow incrementally in the 
future.  
Recap of facilities evaluation: The facility is in great shape, but is greatly underutilized 
with little community use. 
Recap of congregational gaps: The congregation is considerably older than the 
community that it serves.  
Recap of financial review: Giving by dollar amounts is higher than most congregations, 
however household incomes are significantly higher. The congregation is not supporting 
its ministry sacrificially. 
 
Implications for the Future Story:  

 A need to ignite the passion of the congregation around mission. 

 A need to be better stewards of the facility that was given by previous 
generations. 

 A need to connect better with the community. 

 A need to consider the congregations financial model. 
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A FINAL WORD 

 
Writing this report has been a real joy. I wish to offer much appreciation to all who spent 
time with me in gathering the information needed to make this assessment. Special 
thanks to Tom for his analysis of finances, and help with resources. To Eric for his 
timeless work on the facility and introduction to the deep bowels of the boiler and 
chilling systems. And finally my thanks to your Pastor, Jeff for his numerous comments 
and help in creating this report. 
 
I especially appreciated the comments made by people at the Appreciative Inquiry 
session which showed the areas of engagement that participants enjoy at this church. 
My greatest appreciation goes to those who attended the Experience I Retreat. It 
became very clear to me at a moment in that retreat that Webster Groves CC has 
everything it needs to make a big difference in the world. Your church is truly blessed 
with excellent and capable leadership, financial resources, facilities and a great pastor.  
 
I hope that this report is helpful to you all in the designing of the Future Story for this fine 
congregation as we look into its future of mission and service. 
 
Rick 
Rev. Dr. Rick Morse, Vice President 
Hope Partnership for Missional Transformation 
E-MAIL: RMorse@hopepmt.org  
cc: Penny Ross-Corona, Regional Minister 
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APPENDIX A – APPRECIATIVE INQUIRY SESSION 

Webster Groves Christian Church  

Think back on your entire experience at this church and name a time when you felt the 

most engaged, alive and motivated." 

 Now…in the last 5 years I’ve been many jobs in leadership. Now 

 The old house in the 1904 world’s fair….my old neighbor being baptized in that 

church…Was the only other person I ever knew 

 My parents were in married in 1938—in that same year he came here. My parents were 

engaged there. I liked the pastor so much when I was 10 years old….I’ve been in the 

history went to many other churches…learned from them all. I accepted Christ when 22. 

 The thing that mostly comes to mind is the interfaith thanksgiving dinner, people from 

many different world religions and had discussions about being thankful—with all different 

ages. For me it was just hearing we aren’t all that different from each other…that we 

listened to all the voices. Mission opportunity and put together food baskets for those in 

need. Intergenerational stuff was great too. 

 The most alive I felt was when I went on a mission trip to Haiti. No greater feeling and 

everything was appreciated. The comfort with fellow parishioners. 

I remember when there was a lot going on…when my son was between 11-15. There 

was so much going on…exciting youth choir that did projects and plays…they did mission 

work…Parents got involved too. It helped us connect with more ministry within our 

church. 

 Mission work for Heifer and the work done by our youth blows my mind. We raised $5k 

each year led by young boys (mostly) It excites me when we open our church 

 I love the wealth of talent and musicians that we have here. 

 There are so many ways to be engaged. Starting with Bible studies—and your brain 

never gets a vacation here…always in depth bible study. Opportunities for mission, 

artistry etc. I love it. 

 I enjoyed putting on VBS with others too. I cannot name one thing. 

 For me it is being able to share music. In choir—with congregation…it is really talented 

congregation.  

 The support that we have gotten in promoting the visual arts as a way of mission, and the 

chance to meet artists and support the arts. It works out great.  

 The musical and visual enrichment here. 

 On a Thursday evening several weeks ago…we fed and sheltered guests…and a youth 

group was here at the time from KY, and helped connect with the guests. It felt like 

something great. 

 I love the things that we do when we are all together…I think that about summarizes the 

whole thing. When we are together and praising and sharing God. 

When you consider all of your experiences at this church, what has contributed the most 

to your spiritual life?” 

 Sharing 

 Being challenged I grew up in another church…and they told you what to think. Here it is 

thinking about the scripture for the rest of the week…It blows my mind. 
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 I became a Disciple because to the openness…but where I had my next push was when 

we started our contemporary service. It was the first time that I felt that I was a part of the 

service than just witnessing the service. I wasn’t preached at…I was engaged in thinking. 

Everything flowed from that. It was more than what I could do on my own. Communion 

became such a great thing. 

 We took a spiritual gifts inventory…my gift was administration. People are being released 

to do the things that God. I can let other people do things with their gifts if I support them. 

 I’ve had many opportunities to work with worship really has helped me grow. It is 

amazing interaction with people. This is amazing group of people. I really appreciate the 

interaction. 

 Our prayer time…how we pray for each other. Anytime anyone is going through 

something you have an entire congregation praying for you. 

 We have a high level of lay involvement in worship and mission….you get engaged. 

Mission is not just giving money…it is getting engaged. When I went with the young 

people to the Heifer ranch and experience what it is like. This church is experiential. We 

are all equipped to be disciples. 

 I’m fed…not just when the adults are leading…these kids have been reading scripture to 

us since they could read. We can really truly see the growth of spiritual development And 

that feeds me. It’s not just a certain group of people. Kids are speaking up as much as 

anyone. 

 My son knows this is his support group. 

 Spiritual growth comes from the preaching. I do no reading outside of that so it has to be 

good. 

 For those of who read…we have a great Bible Study 

 The mission outreach capacity of this church is very good. Mission is more missional…it 

is the Jesus vocation that is prominent here. The educational piece and then do 

something. Outreach has always been here. 

 

 Tell about a time when you were most proud of your association with this congregation.” 

 Recently during the Ferguson debacle…We were engaged…our pastor was arrested. I 

was proud that our congregation stood for change and justice. 

 This past October we hosted Regional Assembly…These people rocked it. Everybody 

helped…many said best assembly ever. 

 We offer communion every Sunday to all who want to take it. We do it every week.  

 I’ve been proud of our church when we have addressed difficult questions and stayed 

here and worked through them with each other--- 

 I was proud when we did a Bible study on sexuality—Jeff led a wonderful conversation 

(others agreed) 

 We discussed—we learned from each other…the course was straight forward but 

Biblically. We had a booth at pride fest and I was proud. 

 Right after 9/11 this church opened to the public…and we have always stepped forward 

for anyone who even just wanted to pray. 
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 What do you think is the single, most important, life-giving characteristic of this church?   

When we are at our best, what are we doing?" 

 Loving each other 

 Mission 

 Loving people outside of the church 

 Hands on mission not just money…. 

 We are open to change…more now than ever. We are open to whatever God is calling us 

to do. It doesn’t get much better than that. 

 We are sticking it out…because we love each other. We are not running away from each 

other. 

 When the church talks the talk and walks the walk. This congregation has a strong 

balance between words and action. 

 Our numbers are down. 

 

 Complete this sentence with one of the two choices (everyone should vote for one – no 

“half votes” are allowed!) “Our church is …"' 

 Rigid - 2    or  Flexible - 30  

 Status Quo - 4   or  Mission-oriented - 28 

 Fearful - 17   or  Courageous - 15 

 Thriving - 3   or  Getting by – 29 

 What are the ministry opportunities begging for your attention in this area? 

 Handling grief 

 Uncertainty about the future financially etc. 

 Children and family need everything….families need more support and direction in their 

lives…guidance a place to understand how to teach and raise their children We don’t 

have a plan of any kind. 

 To find a fairly compatible congregation to occupy this building with us…to look through 

denominational merger…strengthening mission outreach etc. This fine building could 

handle a lot more ministry than we have. 

 I think there are social justice issues  

 Tying into a resource center…figure with people who have great need so there could be 

a clearing house. 

 Helping young couples who move into this area find a spiritual home…there are 

thousands of young people who do not know we exists it is our job to find them 

 Secularism…all the people that don’t’ go to church 

 Especially people who feel excluded from church We could do something there. 

 I wish we had a global mind on our hearts. 
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If your church were to close, what would be the one thing people in the community would 

miss most? 

Webster Rock Hill clients would miss us 

Room at the end 

The food back that goes on in memorial Boulevard  

I couldn’t name just one mission…its all of the mission we provide…it’s the way that all of our 

mission serves---many listed… 

The people who have meetings here would miss us. 

A place to worship in 

I think there are very few community people that would miss us. Our blip may not be missed. I 

don’t think we’d be missed. 

Servant leadership—what too often happens we do a horrible job of telling our story. We do 

great things…but few people know us at the point of service. 

We used to have a great rummage sale. We were known for it…but we don’t do it anymore. 

The denomination misses our mission contributions—and those ministries suffer. 

The mind of Christ did it. 

 
The assessment concluded with a brief presentation about a congregation’s lifecycle. 
Each participant was invited to mark with an “X” where they thought the congregation 
currently existed in the lifecycle. The horizontal line across the page is the line above 
which a congregation is sustainable. Most placed their assessment as barely sustainable 
or better. A photo of the lifecycle chart follows. 
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APPENDIX B -- MOSAIC Household Type Descriptions 

 
Segment C11: Aging of Aquarius 
Upscale boomer-aged couples living in city and close-in suburbs 
Overview 
The vanguard of the Baby Boom Generation, Aging of Aquarius are now empty-nesting 
couples between 50 and 65 years old. Most households consist of married couples - 
more than 80 percent have no children at home - who are finally enjoying the kick-back-
and-relax stage of their lives. With their graduate school educations, they earn high 
incomes at professional and technical positions and often travel for business. Virtually 
all own older single-family homes in established neighborhoods. Scattered throughout 
the nation, this segment’s members are found in both large metros and mid-sized cities. 
One sign of their stability is the high percentage who have lived at the same address for 
over 15 years. 
 
Aging of Aquarius enjoy active leisure lives. They like to exercise at fitness clubs and do 
nonaerobic sports such as golf, yoga and sailing. They have a cultured streak and enjoy 
going to plays, museums and antique shows. They also have enough time and money to 
travel frequently, both domestically and internationally. With their parenting years 
behind them, these couples relish the opportunity to take cruises, go to casinos and 
frequent gourmet restaurants. 
 
As shoppers, Aging of Aquarius are both brand- and bargain-sensitive. They patronize all 
kinds of brick-and-mortar stores, from high-end retailers to discount clubs, and also buy 
products through catalogs, direct mail and the Internet. Although they buy luxury cars, 
they’re not known as early adopters when it comes to consumer electronics, nor are 
they fashion-forward. Now approaching retirement age, they’re increasingly health-
conscious and look for high-fiber foods while avoiding the fast food their kids grew up 
on. When they shop, they take along coupons clipped from newspapers or downloaded 
from the Internet. 
 
Aging of Aquarius tend to have eclectic media tastes. They’re print fans who read daily 
newspapers from cover to cover and subscribe to magazines that specialize in business, 
news and travel. They go online often to track down news, book travel and research 
medical subjects. Although they dislike commercials, they like watching TV news, 
medical dramas, crime procedurals and sitcoms. They still maintain their love of music, 
though these one-time rock ’n’ rollers now listen to jazz, classical and easy listening 
music. No longer the radicals of their youth, Aging of Aquarius appear to have become 
their conformist parents. They describe their politics as conservative and align 
themselves with the Republican Party. They’re more liberal regarding environmental 
issues, however, and worry about pollution. 
 
Green products and hybrid cars are popular in this segment. 
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The evolution of the countercultural generation evident in Aging of Aquarius reflects an 
economic system that has rewarded these members handsomely. Thanks to their high 
incomes, they’ve accumulated large portfolios of investments to fund their retirement. 
With homes they’ve owned for many years, they’re creditworthy risks for home equity 
loans, insurance and lines of credit. They carry multiple credit cards and pay off their 
balances each month - charge card carrying members of the system they once railed 
against. 
 
Demographics and behavior 
Who we are 
With more than 80 percent of household heads between the ages of 50 and 65, Aging of 
Aquarius are characterized by married couples with high educations. Nearly half of 
Aging of Aquarius households contain someone with a graduate degree. Most are in the 
peak of their white-collar careers in public administration, education, health care, law 
and business. These predominantly white households have grown children, with one in 
five households containing a young adult. 
 
Where we live 
One of the more widespread segments, Aging of Aquarius are found throughout the 
nation in large metros and mid-sized cities. Almost all are homeowners of single-family 
dwellings typically built in the 1970s and ‘80s and valued at around $325,000. Many live 
in settled neighborhoods that are within a reasonable commute to downtown jobs, 
restaurants and entertainment. These are established neighborhoods where families 
have watched their children grow up on quiet streets while attending decent schools. 
Although their homes may be empty nests, Aging of Aquarius members show no sign of 
moving. A majority have lived at the same address for over 15 years. 
 
How we live our lives 
Aging of Aquarius lead comfortable, contented lifestyles. These educated Americans 
frequent the theater, museums, antique shows and classical music concerts; they’re 
typically among both the donors and audience members. They enjoy a little nightlife, 
especially dining out and going to casinos. The generation that helped launch the fitness 
revolution still likes to exercise, but their favorite sports tend to be non-aerobic: golf, 
yoga, sailing and power boating. At home, they enjoy sedentary pursuits like reading 
books, gardening, woodworking, cooking and playing cards. 
 
Like many older segments, Aging of Aquarius love to travel. They like taking cruises - the 
Caribbean is popular - and are twice as likely as the general population to have recently 
visited Italy, France and the United Kingdom. They’re a strong market for most brands of 
mainstream and discount hotels and rental cars. While they may have scorned the 
materialism of their parents, these boomers are now eclectic shoppers, patronizing 
upscale chains like Ann Taylor and Nordstrom as well as discount stores like Target, 
Sam’s Club and BJ’s Wholesale Club. In addition to brick-and-mortar stores, they 
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shop by catalog, direct mail, the Internet and even TV infomercials. They buy high-end 
cars, including luxury sedans, SUVs and sports cars. However, in keeping with their 
environmental sensibilities, they also buy hybrid vehicles. 
 
Aging of Aquarius are omnivorous media fans, embracing both traditional and new 
media. They read newspapers - virtually every section - and magazines that cover news, 
business, science and travel. Among their favorite titles: Architectural Digest, Consumer 
Reports, Food & Wine and Martha Stewart Living. They're fans of primetime TV - 
especially news, medical and crime dramas and sitcoms - and they watch cable channels 
like A&E, Lifetime, HGTV, CNN and TCM.However, they're only average radio listeners, 
though they like sports and music stations. As for the soundtrack to their lives today, it 
isn’t just the classic rock ’n’ roll and soul music of their youth. They now listen to 
classical music, jazz and ‘50s music. 
 
How we view the world 
Aging of Aquarius are progressive in their social views, but their politics have taken a 
turn to the right. They’re almost twice as likely to describe their political outlook as 
conservative than liberal; indeed, the highest concentration claim to be Republicans. 
Their youthful rebellion now a fading memory, they’re ambivalent about social issues. 
They describe themselves as spiritual people - members of the global village - with a 
practical outlook on life and happy with their standard of living. 
 
Aging of Aquarius haven’t lost their moral compass, though; they support ethical 
consumerism and state that companies should be good corporate citizens. They make a 
conscious effort to recycle and like to buy products in recycled packaging. They believe 
in equality and support a number of causes financially: health, education, the 
environment and culture as well as political parties. Many have lost the countercultural 
fervor to experiment with new ideas and social solutions. They are risk-averse, amiable, 
intelligent and outspoken but by no means revolutionary. That conservative streak 
extends to their marketplace behavior. Aging of Aquarius care little about the pursuit of 
novelty or originality in many of their purchases. They favor traditional clothing styles 
and are late adopters of most electronics. They are brand- and store-loyal. They only 
shop for things they need and in stores they really like. 
 
How we get by 
Aging of Aquarius have the high incomes and healthy investment portfolios to lead 
comfortable lifestyles. At their age, they’re focused on growing their IRAs and 401(k) 
retirement accounts through aggressive investing. They’re more than twice as likely as 
average Americans to own stocks, mutual funds, CDs and tax-sheltered annuities. After 
decades of investing during some of the best bull markets in history, they’re nearly four 
times as likely to have more than $100,000 in mutual funds. 
 
With their high incomes and built-up equity, Aging of Aquarius make a strong credit 
market. Their wallets bulge with credit cards - for general use, department stores, gas 
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stations and specialty retailers - and they typically pay off their balances each month. 
They take out home equity loans and establish secured lines of credit. They also make a 
solid market for life and health insurance, though with their kids grown and out of the 
house, they’ve started to cut back the value of their life insurance. To protect all their 
assets, they’re more than twice as likely as the general population to carry umbrella 
insurance coverage. 
 
Digital behavior 
Aging of Aquarius tend to be moderate adopters of technology who regard the Internet 
as a source of news and information. They have an above-average tendency to go online 
at home, work and hotels when they’re on business trips. They use the Internet for 
utilitarian purposes: to get the latest headlines, book travel arrangements and conduct 
medical research. Their idea of online entertainment is sending an e-birthday card. Their 
favorite Websites include CNN, Expedia, Accuweather and MSNBC. They’re a mixed 
audience for online advertising, and use sponsored Websites but ignore email ads. 
Many acknowledge that their product search results frequently lead to purchases. 
Today, the Internet is the first place they go for information and it has changed the way 
they go about investing. Now they can track their portfolios every minute of every 
trading day. 
 
Segment A02: Platinum Prosperity 
Wealthy and established empty-nesting couples residing in suburban and in-town 
homes 
Overview 
The second wealthiest segment, Platinum Prosperity consists of older, empty-nesting 
couples and retirees enjoying lives of luxury. With average incomes well into the six 
figures, many own spacious suburban homes or exclusive downtown condominiums 
valued at more than half a million dollars. Most are married, college educated and 
white. While nearly a fifth are retired, those still in the workforce are at the peak of 
their careers, holding executive and management positions in business, technology and 
professional services. 
 
With their child-rearing days behind them, Platinum Prosperity enjoy entertaining their 
friends and pursuing cultural activities. They like to network with other people on the 
same social rung, which serves them well in their philanthropic pursuits. Members of 
this segment are nearly four times as likely as the general population to belong to 
associations that support museums, symphonies, opera companies and dance groups, 
and they are among the nation’s top supporters of political groups and educational 
institutions. 
 
In these neighborhoods, residents like to work hard and play hard. Many are fitness 
fanatics who belong to health clubs, enjoy aerobic sports and watch professional tennis, 
basketball, football and baseball matches. At night, they enjoy cultural activities, and 
there are few performing arts they don’t support: plays, ballets, operas, movies and 
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concerts are all on their must-do lists. At home, they’ve outfitted their family rooms 
with top-of-the-line computers, large-screen TVs and serious exercise equipment, as 
well as books bought both online and at brick-and-mortar stores. 
 
They also like to get away from their busy schedules. They’re more than twice as likely 
to own a vacation home, weekend home or timeshare. They like to travel often - these 
households travel for both business and pleasure - and visit Europe, areas of Asia and 
the Middle East as well as the Caribbean and South America. Vacations feature a heavy 
emphasis on fresh air, with swimming, jogging, water skiing and snorkeling among their 
favorite activities. However, they’ve never met an outdoor pursuit they didn’t like - or 
have the right equipment for. 
 
As shoppers, they like to buy popular brands with reputations for being high quality and 
cutting edge. When it comes to fashion, they frequent stores that cater to their passion 
for designer apparel and high-end accessories. But because they lead busy, time-pressed 
lives, they also turn to catalogs and Websites when buying clothing, gifts and books. 
Platinum Prosperity see themselves as citizens of the world with a strong global 
consciousness and interest in international affairs. They don’t try to "buy American" in 
the marketplace but they do purchase "green products" and support ethically 
responsible businesses. With a genuine interest in people of all backgrounds, they like to 
learn new things and pursue a healthy, sustainable lifestyle. 
 
To reach these consumers, companies and non-profits should recognize that Platinum 
Prosperity are well-educated, global citizens who tend to be independent thinkers. 
They’re concerned about safety and privacy - both in the real and virtual worlds - and 
they’re conservative with their finances. They seek products that communicate their 
lofty status and their role as citizens of the world. While they dislike TV and Internet 
advertising, they do respond to print ads in news, business and travel publications, 
catalogs and airport billboards. Increasingly, they’re going online for news and 
commerce, reading blogs and informative Websites that help them research products - 
and don’t infringe on their privacy. 
 
Demographics and behavior 
Who we are 
Platinum Prosperity consist mainly of older couples and retirees: men and women who 
are in their 50s and 60s, married, white, college-educated and well-off. About a fifth are 
retired, while those still working typically hold senior management jobs in business and 
finance or have careers in professional services or a technical occupation. More than 
two-thirds of adults hold college degrees and almost half have graduate degrees. What 
they don’t have, for the most part, are young children living at home, though some 
households are welcoming “boomerang” kids: adult children who have moved back in 
with their parents for economic reasons. 
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Where we live 
Platinum Prosperity live in sought-after neighborhoods, with roughly half preferring 
pricey, in town enclaves while the other half favors tony suburbs. Many own luxury 
condos or spacious mansions valued at more than half a million dollars. Their 
neighborhoods tend to be old and established, with little churn among the residents. A 
majority of occupants have lived in their residences for more than a decade; one in six 
has lived at their address for over 20 years. If there’s any regional skew, communities 
are located in the South, as retirees seek out warm weather climates and senior 
executives follow the migration of their companies from the Northeast to the Sun Belt. 
Platinum Prosperity have the wherewithal to live anywhere in the world, but many are 
content to stay put in the comfortable residences and exclusive neighborhoods they 
have grown to love. 
 
How we live 
Despite their high-powered careers, Platinum Prosperity make time for cultured and 
athletic pursuits. They go to theatres, museums, dance performances and concerts - 
particularly jazz and classical music - and watch movies of every genre. From fitness 
walking and swimming to tennis and cardio work, Platinum Prosperity enjoy anything 
aerobic, whether at their in-home gym, a fitness center or their country club. When 
they’re not doing it, they’re watching it; they attend professional baseball, football, 
basketball and hockey matches. 
 
As consumers, Platinum Prosperity seek quality. They frequent upscale department 
stores like Saks Fifth Avenue, Dillard’s and Nordstrom. However, they also appreciate 
the thrill of the bargain hunt at Marshall’s, T.J. Maxx, Costco and Best Buy. Convenience 
is important to them, and they’re nearly twice as likely as the general population to 
shop by catalog, buying everything from books and women’s clothing to healthcare 
products and home décor. 
 
When it comes to electronics, Platinum Prosperity like their TVs flat and high-definition. 
They may have grown up with hi-fis but today their music is on MP3 players and their 
old VCRs have been replaced with DVRs. They’re more than three times as likely as the 
national average to own a handheld device such as a Blackberry, and they’ve begun to 
carry wireless devices outfitted with GPS and Web search. Having achieved a certain 
level of status, they don’t mind telling the world of their success. 
 
Platinum Prosperity typically drive luxury sports cars, premium SUVs, compact crossover 
vehicles or ultra-upscale sedans. They like to buy a new car every two years - preferably 
imported - and they tend to load up on options like satellite radios and GPS systems. 
However, you won’t see them taking road trips. Platinum Prosperity prefer to travel by 
plane, train or cruise ship when they vacation, and they usually stay at upscale hotels or 
all-inclusive resorts. Platinum Prosperity read newspapers - especially the business, 
sports and travel sections – and subscribe to business, entertainment and epicurean 
magazines. 
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A strong radio audience, they tune in to news, news/talk, adult contemporary music and 
golden oldies stations. However, TV remains their preferred medium. Favorite cable 
networks include CNBC, CNN, ESPN, Turner Classic Movies and premium networks like 
Showtime and HBO. Many are newshounds who watch “The Today Show” in the 
morning, “NBC Nightly News” at night, and “60 Minutes” on Sunday. Their idea of reality 
TV is “Antiques Roadshow”. 
 
How we view the world 
Having achieved upscale status, Platinum Prosperity describe themselves as both happy 
and optimistic. To them, their work is a fulfilling career, not simply a job. And they 
believe all businesses should act ethically regardless of the bottom line. These 
Americans are relatively conservative, with most voters belonging to the Republican 
Party. And though some members describe themselves as “very liberal,” conservatives 
still outnumber liberals in this segment by a ratio of almost 2 to 1. Platinum Prosperity 
describe themselves as activists who are willing to join a protest if they feel strongly 
about an issue. Like their politics, there is a cautious streak to Platinum Prosperity. 
When they buy a car, safety features trump video screens and flashy styling. They watch 
their diets and insist on regular exercise. And though they feel financially secure, they’re 
still careful with their money and don’t like taking on debt. They consider themselves 
good money managers and would like others to think of them as financially savvy. As 
consumers, they are environmentally sensitive, often driving hybrid cars and seeking out 
green products despite any added costs. 
 
How we get by 
With incomes hovering around $250,000 and their kids off on their own, Platinum 
Prosperity have begun building up their long-neglected nest egg. They invest heavily in 
stocks, mutual funds, money market accounts and annuities. Their passion for finances 
makes them a strong audience for banking services, including interest-bearing checking 
accounts, debit cards, savings certificates and cash management accounts. Gold and 
platinum credit cards – especially those from Visa and American Express - are de rigueur 
in this segment, but so is an abundance of insurance. Platinum Prosperity carry all kinds 
of health insurance cards and are more than twice as likely as the national average to 
possess more than $500,000 in life insurance (including cash-value whole life insurance) 
and $300,000 in homeowner’s insurance. They’re out to protect what they’ve spent a 
lifetime building. 
 
Digital behavior 
The Internet is increasingly attracting the older, educated attentions of Platinum 
Prosperity, but typically for utilitarian purposes. They’re more than twice as likely as 
average Americans to plan trips, trade stocks and seek out weather information online, 
but they hardly ever visit entertainment sites to play games or watch videos. While their 
Expedia and Google, don’t expect them to respond to ads on those sites. Whether the 
ads appear in email, banners, buttons, video messages or search results, online ads 
rarely spur Platinum Prosperity to make purchases. These somewhat late adopters still 
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use conventional service providers like America Online, though they’ve graduated from 
dial-up and DSL to cable modems. They regularly access the digital world at home, work 
and at hotels while on business trips. And they’re slowly making the transition to 
smartphones and other wireless devices when accessing the Internet. However, 
they are careful to protect their privacy while online, and they only trust information on 
Websites that they’ve heard about. They admit, at times reluctantly, that they’re getting 
more of their news online and spending less time reading magazines. Gradually, the 
Internet is changing the way they live. 
 
Segment B09: Family Fun-tastic 
Upscale, middle-aged families with older children pursuing busy kid-centered lives in 
satellite cities 
Overview 
Family Fun-tastic comprise upscale families living in satellite cities. Most of the adults 
are married, middle-aged and highly educated. Their children tend to be older teens and 
early 20- somethings. These households contain multiple earners with professional and 
technical jobs, which support their comfortable lifestyle. They live in older, single-family 
homes in established neighborhoods, often in Midwestern states, where the parents 
have watched their children grow up and are now preparing to send them off to college. 
These families may have lived at the same address for more than a decade but to them, 
time has flown by. 
 
With their older children, Family Fun-tastic pursue busy, kid-centered lifestyles. Their 
idea of entertainment is going to a theme park, museum or bowling alley. Family 
calendars are crowded with athletic activities like golf and tennis matches as well as 
movie nights, school plays, music recitals and sports events. They also make sure to set 
aside time to be together as a family while reading, exercising, watching TV or surfing 
the Internet. When they take vacations, they tend to travel by car and stay at discount 
hotels and motels. Their vehicles of choice tend to be affordable people-movers: mid-
range vans, CUVs and SUVs. 
 
Like many in the current economy, when they go shopping, these households care more 
about bargains on the brands they prefer to buy. To stretch their dollars when buying 
household goods, they like to buy quality products at discount prices, patronizing stores 
like Target, Sam’s Club and IKEA. They make a lucrative market for merchants selling 
toys, games and sports equipment. While they’re late adopters for consumer 
electronics, they do own gadgets to help them cope with their busy, scattered lives. 
They often own handheld digital devices and laptops with wireless access and they like 
to shop using catalogs and the Internet to save time. 
 
Family Fun-tastic may be busy, but they make time for varied media. They like to watch 
primetime TV, especially sitcoms and crime dramas. Many keep their radios on during 
the day, listening to news, sports and music stations, particularly those that play jazz, 
‘80s pop and alternative rock. They’re less interested in print media, though they do 
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peruse newspapers for news and home furnishing ideas as well as business and sports 
magazines. These households have already gravitated to the Internet, and they go 
online to bank, get stock quotes, read product information and check out video game 
reviews. Fond of information-rich Websites, they like to visit sites like CNN and WebMD. 
 
Like other child-filled segments, Family Fun-tastic are politically conservative. Adults 
vote Republican and care deeply about their faith. They tend to be traditional in their 
consumption preferences, drawn to conservative fashion and disinterested in flashy 
cars. They’re not overly concerned about food and health issues, content to serve their 
kid’s sweets and fattening foods if it will make their lives a little easier. They don’t 
pretend to be experts and observe that friends rarely come to them for advice. On 
matters of money, they turn to the pros. 
 
Demographics and behavior 
Who we are 
Family Fun-tastic consist of predominantly white, affluent families who live outside the 
nation’s big-city metros. These middle-aged couples tend to be married with older 
children in their teen years living in smaller and second-tier cities. Many of the adults 
are highly educated - nearly half have a graduate degree - and earn six-figure incomes 
from professional and technical occupations in public administration, business, 
education and science. 
 
Where we live 
Family Fun-tastic households are located in the Midwest, especially in the older 
neighborhoods of many heartland cities. However, they can also be found in many mid-
sized and smaller cities around the country. Nearly nine out of ten are homeowners; 
their single-family homes were typically built on smaller lots before 1970 and are now 
valued at close to $250,000, just above the national average. Long-time residents, a 
majority have been at the same address for over a decade and wouldn’t even 
contemplate the notion of trading up or moving out of the communities they have 
grown to love and where they know all their neighbors. 
 
How we live our lives 
In this upscale Family Fun-tastic, parents and their teens enjoy comfortable and 
conservative lifestyles. They go to lots of kid-friendly destinations like museums, theme 
parks, bowling alleys and zoos. These educated parents seek out intellectual 
stimulation: plays, movies and classical concerts are all on their must-do lists. At home, 
they’re happy to relax by reading books, doing needlework and playing board games. 
Family Fun-tastic also like to stay in shape, working out at home gyms or health clubs 
where they do weight training and jump on stationary bicycles and rowing machines. 
They’re frequent spectators at sports matches - professional baseball and basketball and 
college football and basketball are favorites - but they also like to participate in sports, 
especially tennis, golf and downhill skiing. 
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In the marketplace, these families seek out quality merchandise at low prices, and they 
frequent discount and big-box stores like Sam’s Club, Target, IKEA and Marshall’s. 
They’re late adopters when it comes to most consumer electronics, but they do own 
digital TV sets more than the average. Board games, action figures, video games and 
sports equipment top their shopping lists. 
 
Vacations in this segment tend to focus on domestic destinations, including classic 
family trips to national parks like the Grand Canyon. Most travel by car and book rooms 
at hotels and discount motels like Comfort Inn and Best Western. The adults regularly 
take business trips, and often travel to France, Canada and the Bahamas. To get around, 
they typically drive entry-level and mid-range CUVs, larger SUVs and minivans. Most buy 
new and imported vehicles, but not the priciest models. 
 
Family Fun-tastic households share a fondness for a variety of media. They like to watch 
comedies and primetime dramas on TV, such as “Law & Order: Special Victims Unit,” 
“CSI,” and “The Office”. They have solid rates for reading newspapers, particularly 
editorials, news and TV listings. They also like to keep their radios on during the day to 
listen to news, sports, talk and music; their favorite artists play ‘80s pop, jazz and 
alternative. However, they’re a tough sell for most advertising inside their home, trying 
to avoid TV commercials, especially those targeted at children. They’re more receptive 
to coupons, billboards and bus ads. 
 
How we view the world 
Family Fun-tastic tend to follow mainstream values. They avoid standing out, taking risks 
or doing unconventional things. They’re traditionalists on most political issues and vote 
with the Republican Party. However, there are also pockets of liberal voters. They’re 
mostly moderates on social issues, and concentrate on enjoying their time with their 
families, trying to stay well informed and striving for equality. Their faith is important 
and they regularly attend religious services. With their growing families, they note that 
they’d like to simplify their life and not have to juggle so many tasks. 
 
 Family Fun-tastic place importance on aesthetics in their purchases. They like to wear 
high quality, traditional brands and buy top clothing designers, but look to find these 
fashions or sale or discounted. They consider themselves utilitarian shoppers and view 
cars as simply a means to get from point A to point B, though an SUV best suits their 
active lifestyle. They’re not obsessive when it comes to nutrition and health: they may 
indulge in fattening foods (though they still feel guilty when eating sweets) and they buy 
generic brands of medicine. Conformity, they say, makes them feel comfortable, and 
they value their competence, trustworthiness and diligence. 
 
How we get by 
Six-figure incomes, diversified IRAs and high-value life insurance all characterize Family 
Funtastic. They have higher-than-average disposable incomes, which can go far in their 
modest sized cities. Many adults are investment-savvy and own stocks, savings bonds, 
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mutual funds and preferred stock. In the thick of planning for their kids’ college 
educations, parents make sure to fund their 529 College Savings Plans and carry mid-
range health and term life insurance. 
 
However, they’ve only begun to think about retirement and have only a moderate 
amount of money to invest in their IRAs and 401(k)s. Many use credit cards for regular 
expenses, particularly standard cards offered by Discover and MasterCard - and 
regularly carry a monthly balance. They make a strong credit market, with many having 
a mortgage, auto loan, education loan and secured line of credit. They also admit that 
they’re not great money managers. When it comes to matters of finance, they typically 
leave that task to professionals. 
 
Despite the many line items on their budget, Family Fun-tastic manage to give to charity 
at above-average rates. They’re particularly generous with donations to political, 
educational, environmental and public broadcasting organizations. 
 
Digital behavior 
The middle-aged adults in Family Fun-tastic are above-average users of the Internet. 
They go online to get information: product information, video game reviews, travel 
research and opinion blogs. Accuweather, CNN, Expedia, ESPN, MapQuest, and WebMD 
are all among their bookmarked sites. They are also found engaging in most other online 
pursuits, whether it’s banking, getting stock information, searching for a job or checking 
on the weather. Shopping online is a godsend for these busy families, and they do it 
now more than ever. With their older children, these households already appreciate the 
entertainment value of the Internet, and they like to listen to radio stations and play 
games online. However, they make a mixed audience for online advertising, ignoring 
email ads while clicking on sponsored Websites and links. They’re less likely to go online 
via their cell phone than their desktop or laptop computers; nearly half use a wireless 
connection. 
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APPENDIX C – What is my “Why”  

 
• Personal relationships, commitments and responsibilities. 
• I feel called to serve others with others and thereby serve God. 
• We were looking for a church and my college friend’s husband was a minister 

near us. 
• Because God loves me and I want to share the love I’ve experienced with others. 
• Going away to college, I wanted to be a part of the greater church. 
• I needed to know there was something bigger than me to help navigate my life, 

family and marriage. 
• I wanted to live my faith in Jesus and to share Jesus with others. 
• Because my service and devotion to God pales in comparison to God’s service 

and devotion to me!! Because being with others who understand this nourishes 
my soul. 

• Why…to move from being a “Disciple” from a disciple 
• Love of God, desire to do His will. 
• Opportunities to do outreach 
• I believe that being created in God’s image, my life gets purpose, joy and 

meaning from following Christ. 
• To lead a meaningful life and attempt to be of service. 
• Openness to diversity seeking through questions/discussion/fellowship and 

service. 
• I feel the claim that God has on me. 
• Because (then) my 5-year old daughter asked “where is my church?”’ 
• Authentic 
• To declare my belief in Jesus as my lord and savior. 
• To grow in Christ as I mature. 
• I received the faith (through love) from my parents who were very broad minded 

and encouraged questioning, seeking truth and wisdom. 
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INSITE #1: POPULATION AND HOUSEHOLD TRENDS
Population: Households:
The estimated 2015 population within the study area is 94,676. The
2020 projection would see the area remain stable at 537 to a total
population of 95,213. The population within the study area is
growing somewhat slower than the statewide growth rate. While the
study area is projected to grow by 0.6% in the next five      years, the
state is projected to grow by 2.3%. The study area’s estimated
average change rate is 0.1%.

The households within the community are growing faster than the
population, thus the average population per household in 2010 was
2.36 but by 2020 it is projected to be 2.36. Compare this to the
statewide average which for the current year is estimated at 2.52
persons per household.

Population Per Household Family Households:
Population per Household: The relationship between population and
households provides a hint about how the community is changing.
When population grows faster than households, it suggests an
increase in the persons per household. This can only happen when
more persons are added either by birth or     other process such as
young adults in multiple roommate households or young adults
returning to live with parents. In some communities this can occur
when multiple families live in the same dwelling unit.

Family households provide an additional hint about the changing
dynamics of a community. If family household growth follows
population growth, then it would be reasonable to assume that the
increasing population per household comes from additional children.
However, within the study area, this is not the case. Family households
are not growing as fast as the population, suggesting the growth may be
the result of growth of non-family adult households.

Population/Households & Family Trends 2000 2010 2015 2020 2025
Population 94,254 93,789 94,676 95,213 95,320
  Population Change -465 887 537 107
  Percent Change -0.5% 0.9% 0.6% 0.1%

Households 40,012 39,734 40,164 40,395 40,443
  Households Change -278 430 231 48
  Percent Change -0.7% 1.1% 0.6% 0.1%

Population / Households 2.36 2.36 2.36 2.36 2.36
  Population / Households Change 0.00 0.00 0.00 0.00
  Percent Change 0.2% -0.1% 0.0% 0.0%

Families 25,239 24,712 25,022 25,156
  Families Change -527 310 134
  Percent Change -2.1% 1.3% 0.5%

NOTE: Family Household data is not projected out 10 years.
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INSITE #2: RACIAL-ETHNIC TRENDS
The US population’s racial-ethnic diversity is continually adding new
and rich cultural mixes. This data considers the five groups for
which trending information is available. Please note that several
groups are aggregated into a single category due to their smaller
size. Those persons who indicated Hispanic or Latino ethnicity along
with a racial category have been separated into a Hispanic or Latino
category.

The Population: Racial/Ethnic Trends table provides the actual
numbers and percentage of the total population for each of the five
racial/ethnic categories. Pay special attention to the final column  on
the right. This will quickly indicate the direction of change from the last
census to the current five year projection.

The   Racial   Ethnic   Trends   graph   displays   history   and   projected
change by each racial/ethnic group.

This   chart   shows   the   percentage   of   each   group   for   the   current   year
estimate.

The percentage of the population…
Asian (Non-Hisp) is projected to remain about the same over the next
five years.

White (Non-Hisp) is projected to remain about the same over the next
five years.

Black/African American (Non-Hisp) is projected to remain about the
same over the next five years.

Hispanic or Latino is projected to remain about the same over the next
five years.

2010 2015 2020 2010% 2015 % 2020 % 2010 to 2020 %pt Change
Race and Ethnicity
Asian (NH) 2,217 2,224 2,226 2.36% 2.35% 2.34% -0.03%
Black/Afr Amer (NH) 5,314 5,336 5,366 5.67% 5.64% 5.64% -0.03%
White (NH) 82,854 83,685 84,175 88.34% 88.39% 88.41% 0.07%
Hispanic/Latino 1,790 1,806 1,814 1.91% 1.91% 1.91% 0.00%
P Is/Am In/Oth (NH) 1,613 1,624 1,631 1.72% 1.72% 1.71% -0.01%

Totals: 93,788 94,675 95,212
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INSITE #3: AGE TRENDS
A community’s age structure and how it is changing is an important
part of its story. Overall, the American Population has been aging as
the Baby Boomers progress through each phase  of life. This has been
abetted by episodes of declining live births. However this picture
may particularize differently from community to community. There
are communities in the US where the average age is lower than some
others. In other cases, there is a clear shift toward senior years as
the Boomers enter their retirement years. 

The Age Trend Insite explores two variables: Average age and Phase of
Life.
Average Age Trends  provides five important snapshots of a
community from five data points; the 2000 census, the last census,
the current year estimate, the five year projection and the ten year
forecast. These five numbers will indicate the aging direction of a
community.
The Phase of Life Trends  breaks the population into seven life phases
that the population passes through in its life time.

AGE
Average Age Trends 2000 2010 2015 2020 2025
Average Age: Study Area 40.74 40.44 41.19 41.80 42.49
Percent Change -0.7% 1.9% 1.5% 1.7%

 Average Age: MO 36.90 37.80 39.05 39.87 40.61
Percent Change 2.4% 3.3% 2.1% 1.8%
Comparative Index 110 107 105 105 105

Median Age: Study Area 40 41 41 42 42

Summary of Average Age Findings:
The Average Age Trend chart shows both history and projection of
the change in average age in the study area. The average age of
the study area is stable and relatively unchanging It is projected
to rise over the next five years. 

A comparison to the average age of the state helps to contextualize
the significance of the average age of the study area and its history
and projection. In the graph above, the study area and state are laid
out side by side. The state's average age is estimated to be lower
than the study area.
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INSITE #3: AGE TRENDS (continued)
PHASE OF  L IFE

The Phase of Life analysis provides insight into the age distribution
of a population across the different stages of life experience. It can
reveal a community in transition. 

Pay special attention to the color codes of the Change column (far right
below). It will immediately indicate which phases are increasing or
decreasing as a percentage of the population.

Phase of Life 2010 2015 2020 2025 2010% 2015% 2020% 2025%
Estimated 10 Year %pt

Change 2015 - 2025

Before Formal Schooling
Ages 0 to 4 5,586 5,522 5,160 5,130 6.0% 5.8% 5.4% 5.4% -0.5%

Required Formal Schooling
Ages 5 to 17 16,060 15,617 14,686 13,891 17.1% 16.5% 15.4% 14.6% -1.9%

College/Career Starts
Ages 18 to 24 6,221 8,598 9,577 9,144 6.6% 9.1% 10.1% 9.6% 0.5%

Singles & Young Families
Ages 25 to 34 11,216 9,580 9,734 12,171 12.0% 10.1% 10.2% 12.8% 2.6%

Families & Empty Nesters
Ages 35 to 54 25,976 24,278 22,800 20,665 27.7% 25.6% 23.9% 21.7% -4.0%

Enrichment Years Sing/Couples
Ages 55 to 64 12,780 14,081 14,057 12,635 13.6% 14.9% 14.8% 13.3% -1.6%

Retirement Opportunities
Age 65 and over 15,949 16,999 19,200 21,685 17.0% 18.0% 20.2% 22.7% 4.8%

Summary of Phase of Life Findings:
Phase of Life changes reflect the age profile of a community. On
average, it takes 2.1 children per woman to replace both mother and
father. If the percentage of the population under 20 is declining as a
percentage of the total it is likely that the community will see an
increase in the more senior aged population possibly due to a
decline in birth rates.

In this study area children 17 years of age and younger are declining as
a percentage of the total population. Considering the other end of the
phases of life, adults 55 years of age and older are increasing as a
percentage of the total population.

In summary it may be that the community is aging as children are
raised and leave but parents remain.
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INSITE #4: SCHOOL AGED CHILDREN TRENDS
Children are the future! Understanding their specific population
dynamics is critical for all planners of social and/or educational
services. The “School Aged Children” variable is a subset of the
“Required Formal Schooling” segment in the Phase of Life profile. It
allows one to zoom in more closely on the children who are of
formal schooling age.

The School Aged Children variable provides a snapshot of three levels
of the population that comprise school age children. The     three levels
roughly correspond to the following.

·         Elementary grades

·          Intermediate/Middle School grades
The school aged population includes all school aged children
including those enrolled in public and private schools, those    home
schooled and children in institutions.

·         High School Grades

School Aged Children 2010 2015 2020 2010% 2015% 2020%
Estimated 5 Year %pt
Change  2015 - 2020

Early Elementary
Ages 5 to 9 5,929 5,675 5,482 36.9% 36.3% 37.3% 1.0%

Late Elementary-Middle School
Ages 10 to 14 6,271 5,963 5,550 39.0% 38.2% 37.8% -0.4%

High School
Ages 15 to 17 3,861 3,979 3,653 24.0% 25.5% 24.9% -0.6%

Summary of School Aged Children Findings:
Early Elementary children ages 5 to 9 are projected to increase as a
percentage of children between 5 and 17 by 1.0%.

High School aged children 15 to 17 are declining as a percentage  of
children between 5 and 17 by -0.6%.

Late Elementary to Middle School aged children ages 10 to 14 are
declining as a percentage of children between 5 and 17 by -0.4%.

Overall, children are aging through but there is some evidence of a
resurgence of children in the younger years.
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INSITE #5: HOUSEHOLD AND FAMILY INCOME TRENDS
AVERAGE  HOUSEHOLD  INCOME  AND  PER  CAPITA  INCOME

Average Household Income and Per Capita Income indicate the level
of financial resources within a community. Average Household
income reflects the average income for each household, whether
family or non-family.

Per Capita Income is a measure of the average income of all persons
within a household. For family households, this would include all
children. It does not mean that each person actually contributes to the
average income from work. It is calculated by dividing the aggregate
household income by the population.

In this study area, the estimated current year average household
income is $111,302. The average household income is projected  to
grow by 7.1%  to $119,230.

The estimated per capita income for the current year is $47,217. The
Per Capita Income is projected to grow by 7.1% to $50,584.

Income Trends 2010 2015 2020 2010% 2015% 2020%
Estimated 5 Year %pt
Change  2015 - 2020

Households
Less than $10,000 1,574 1,498 1,314 4.0% 3.7% 3.3% -0.5%
$10,000 to $14,999 1,173 1,002 972 3.0% 2.5% 2.4% -0.1%
$15,000 to $24,999 3,074 3,160 2,806 7.7% 7.9% 6.9% -0.9%
$25,000 to $34,999 2,850 2,702 2,699 7.2% 6.7% 6.7% 0.0%
$35,000 to $49,999 4,412 4,125 3,926 11.1% 10.3% 9.7% -0.6%
$50,000 to $74,999 7,205 6,887 6,504 18.1% 17.1% 16.1% -1.1%
$75,000 to $99,999 5,408 5,604 5,546 13.6% 14.0% 13.7% -0.2%
$100,000 to $149,999 6,673 6,697 7,135 16.8% 16.7% 17.7% 1.0%
$150,000 to $199,999 3,059 4,764 4,165 7.7% 11.9% 10.3% -1.6%
$200,000 or more 4,306 3,727 5,345 10.8% 9.3% 13.2% 3.9%

Totals 39,734 40,166 40,412
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INSITE #5: HOUSEHOLD AND FAMILY INCOME TRENDS (continued)
FAMILY  INCOME

Family income is a sub-set of household income. It excludes non-
family households. Family households include two or more persons
who are related and living in the same dwelling unit. Children are
more likely to live in family households. Non-family households are
households in which two or more persons live in the same dwelling
unit but are unrelated.

The number of families with annual incomes above $100,000 is
projected to grow over the next five years. For the current year, it is
estimated that 40.5% of all family incomes exceed $100,000 per year.
In five years that number is projected to be 43.8%.

Income Trends 2015 2020 2015% 2020%
Estimated 5 Year %pt
Change  2015 - 2020

Families
Less than $10,000 837 728 3.3% 2.9% -0.45%
$10,000 to $14,999 512 495 2.0% 2.0% -0.08%
$15,000 to $24,999 1,713 1,508 6.8% 6.0% -0.85%
$25,000 to $34,999 1,920 1,921 7.7% 7.6% -0.04%
$35,000 to $49,999 2,403 2,288 9.6% 9.1% -0.51%
$50,000 to $74,999 4,081 3,824 16.3% 15.2% -1.11%
$75,000 to $99,999 3,433 3,370 13.7% 13.4% -0.32%
$100,000 to $149,999 4,285 4,513 17.1% 17.9% 0.82%
$150,000-$199,999 3,193 2,730 12.8% 10.9% -1.91%
$200,000 or more 2,646 3,778 10.6% 15.0% 4.44%

Totals 25,023 25,155

MEDIAN INCOME BY RACE AND ETHNICITY
Median income by race and ethnicity is a subset of household
income. Median income is that point where there are as many
households with incomes greater than the median as there are
households with incomes less than the median. 

Median Income by Race and Ethnicity 2015

Asian Household Income 77,036
Black/ African American Household Income 37,622
Hispanic/Latino Household Income 63,539
White/Anglo Household Income 82,511
P Is, Am Indian Other Household Income 63,153
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INSITE #6: HOUSEHOLDS AND CHILDREN TRENDS
Diversity of child rearing environments is increasing along with   the
many other types of growing diversity in the US. To understand this,
we begin with the types of households that exist in a community.
There are…

The concern of this analysis is family households with children under
18. Of the types of family households with children there are…

• family households with children under 18  • Married couple families
• family households without children under 18  • Single parent families (father or mother)

These two are reported for the study area in the table below.

Households 2010 2015 2020 2010% 2015% 2020%
Estimated 5 Year %pt
Change  2015 - 2020

Households with Children under 18
Married Couple 8,947 8,785 8,477 77.9% 80.5% 79.3% -1.1%
Single Parent 2,542 2,134 2,210 22.1% 19.5% 20.7% 1.1%

Of the households with children under 18, married couple
households are decreasing as a percentage while single parent
households are increasing. The graph to the right illustrates this.
Bars above the 0% point indicate a family type that is increasing
while bars below 0% is decreasing. This provides "insite" into how
family households and structures with children are changing in the
study area.

A comparison to the state reveals to what extent this community is
similar or dissimilar to the state as a whole. The study area's
married couple households with children are dissimilar to the
state's profile. The percentage of single parent households with
children is less than the state.
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INSITE #7: MARITAL STATUS TRENDS
MARITAL  STATUS BY  TYPE

Population by Marital Status considers the number and
percentage of persons 15 years of age and greater by their
current marital status. Both trend information as well as a
comparison to the study area’s state marital status types
provides two different views of this social reality.

Marital types reported include..
• Never Married (Singles)
• Currently Married
• Divorced
• Separated
• Widowed

2010 2015 2020 2010% 2015% 2020% 2010 to 2020 %pt Change
Population by Marital Status: Age 15+
Never   Married 20,599 21,853 23,065 26.7% 27.7% 28.8% 2.1%
Married 43,460 43,212 42,696 56.2% 54.8% 53.3% -3.0%
Divorced 6,660 7,535 8,010 8.6% 9.6% 10.0% 1.4%
Separated 844 751 703 1.1% 1.0% 0.9% -0.2%
Widowed 5,724 5,514 5,676 7.4% 7.0% 7.1% -0.3%

In this community, the current year estimate of marital status
reveals a community of adults more likely to be married than the
state average for adults. The percentage single never married is
lower than the state average for adults 15 years and older.
Divorce is less prevalent than the state wide average.

The graph to the right illustrates the marital status comparison of
the study area to the state . Bars above the 0% point line indicate
a marital status type that is more prevalent than the state average
while bars below the 0% are below the state average. The length
of the bars represent the strength of the difference. They are not
percentages.

MARITAL  STATUS BY  FEMALE AND  MALE

Who is more likely to be unmarried, women or men in this
community? Consider these findings about this study area:

Women 15 years and older are less likely to be single, never
married than men.

Women 15 years and older are more likely to be divorced than men. Women 15 years and older are more likely to be widowed than
men.
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INSITE #8: ADULT EDUCATIONAL ATTAINMENT
The level of educational attainment of a community’s adult
population is an important indicator of its opportunities and
challenges. This analysis will look at the Adult Educational
Attainment from three perspectives

First, it looks to see if the level of educational attainment for adults
is rising or not. Second, it compares the level of attainment to that
of the state of MISSOURI. (If this is a state report, the comparison
will be to itself.) Finally, the table provides the percentages from
2010.

EDUCATIONAL  LEVEL  ATTAINMENT  CHANGE

The educational attainment level of adults  has been rising over the
past few years. It is projected to  rise over the next five years by
1.1%.

EDUCATIONAL  LEVEL  COMPARED  TO THE STATE

2010 2015 2020 MO 2015%
2015 Study Area-State Comp

Index

The overall educational
attainment of the adults
in this community is
greater than the state.Population by Educational Attainment: 25+

Less than   9th Grade  1.2% 0.8% 0.8% 4.0% 20
Some HS 2.8% 2.3% 2.2% 8.3% 27
HS Dipl   or GED 12.9% 12.3% 11.7% 31.6% 39
Some   College 17.7% 17.6% 17.3% 22.8% 77
Associate   Degree  5.6% 5.6% 5.8% 7.1% 80
Bachelor's   Degree  34.1% 34.0% 34.4% 16.4% 208
Grad/Profess   Deg 25.7% 27.4% 27.9% 9.8% 280
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INSITE #9: POPULATION BY EMPLOYMENT
Like educational attainment, an analysis of a community by its
employment types and categories provides an important “insite”
into its socio-economics. This analysis looks at two factors. 

First is a report of the employed population 16 and over by the
traditional “blue collar” and “white collar” occupations and compares
these to the state. Second, it looks at the community by the seven
standard census bureau occupations and compares them to the
state.

EMPLOYED  POPULATION : BLUE  COLLAR OR  WHITE  COLLAR

On the chart to the left, the study area is compared to the state of
MISSOURI. This study area is well above the state average for
White Collar workers. It is well below the state average for Blue
Collar workers.

EMPLOYED  C IVILIAN  POPULATION BY  OCCUPATION
2015 MO 2015 Comp. Index Interpretation

Employed Civilian Pop 16+ by Occupation
Bldg Maintenance & Cleaning 1.5% 3.8% 39 Well below the state average.
Construction 3.7% 8.4% 44 Well below the state average.
Farming, Fishing, & Forestry 0.1% 0.6% 22 Well below the state average.
Food Preparation Serving 3.7% 6.0% 63 Well below the state average.
Healthcare Support 0.9% 2.7% 32 Well below the state average.
Managerial Executive 23.1% 13.8% 168 Well above the state average.
Office Admin 10.6% 14.3% 74 Well below the state average.
Personal Care 2.9% 3.4% 85 Well below the state average.
Production Transportation 3.7% 13.4% 28 Well below the state average.
Prof Specialty 34.1% 20.7% 165 Well above the state average.
Protective 0.9% 2.0% 45 Well below the state average.
Sales 14.7% 10.9% 135 Well above the state average.
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INSITE #10: MOSAIC Segments
Mosaic is a geo-demographic segmentation system developed by
and for marketers. Instead of looking at individual demographic
variables, a segmentation system clusters households into
groups with multiple common characteristics. Demographic
variables that generally cluster together would include income,
educational levels, presence of children and occupations among
others. 

This database is developed by Experian. Some find the information
helpful because it presents a multi-dimensional view of a
community.
In the report below, the top 15 Mosaic Segments of the study area
are provided. (If less than 15, rows will be blank.) 

NOTE: For a full description please see the DI Demographic Segment
Guide (Mosaic) under the Help menu on the Documents gallery.

2015 2015% State % Comp Index Relative to the MO State Ave.
Mosaic Segments

C11 Booming with Confidence - Aging of
Aquarius

5,254 13.08% 3.16% 414 Well above the state average

A02 Power Elite - Platinum Prosperity 4,912 12.23% 2.06% 593 Well above the state average

B09 Flourishing Families - Family Fun-tastic 3,336 8.31% 1.28% 651 Well above the state average

E20 Thriving Boomers - No Place Like Home 2,442 6.08% 1.99% 306 Well above the state average

A04 Power Elite - Picture Perfect Families 2,308 5.75% 1.07% 538 Well above the state average

J34 Autumn Years - Aging in Place 2,280 5.68% 3.00% 189 Well above the state average

A01 Power Elite - American Royalty 2,082 5.18% 0.48% 1084 Well above the state average

G24 Young, City Solos - Status Seeking Singles 1,967 4.90% 0.89% 551 Well above the state average

C13 Booming with Confidence - Silver
Sophisticates

1,805 4.49% 0.37% 1221 Well above the state average

Q65 Golden Year Guardians - Senior
Discounts

1,541 3.84% 1.59% 242 Well above the state average

E19 Thriving Boomers - Full Pockets, Empty
Nests

1,147 2.86% 0.49% 578 Well above the state average

O51 Singles and Starters - Digital Dependents 1,141 2.84% 5.16% 55 Well below the state average

Q62 Golden Year Guardians - Reaping
Rewards

1,137 2.83% 1.32% 214 Well above the state average

A03 Power Elite - Kids and Cabernet 1,026 2.55% 0.70% 364 Well above the state average

D18 Suburban Style - Suburban Attainment 897 2.23% 2.34% 95
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INSITE #11: CHARITABLE GIVING PRACTICES
Charitable giving practices data provide three perspectives about
giving in the study area. First, they indicate how extensive giving
is within a study area by showing the percentage of households
that are likely to contribute $200 or more dollars per year to
charitable causes. 

Interpreting the Table

As the table is studied look at two factors; the number of people or
households and the index. The first will provide a sense of the
number strength in the study area. The second shows how giving to
one of the 10 charitable targets compares to the state. Any “index”
over 100 means the study area gives more to a charitable target
than is true for the state as a whole.

Second, they project the direction of giving. Giving data is
provided across 10 sectors of charity giving. Each community
has its own distinctive pattern. 

Finally, they show how the study area gives across the 10
sectors in comparison to the state of MISSOURI. An area may
contribute modestly to a charitable sector in terms of actual
projected households but it may be well above the state-wide
average for such giving. 

To make the interpretation of this easier, the following table is
sorted by Index. However, be sure to look at the “% of Households”
column. A particular charitable sector may have a low index but
still a larger percentage than some other of the 10 sectors
represented here.

Hholds % of HH Index Interpretation
Charitable Contributions Last Yr: $200 Or More
Public Television-$200 Or More 700 1.7% 491 Well above the state ave.
Public Radio-$200 Or More 473 1.2% 333 Well above the state ave.
Environmental-$200 Or More 774 1.9% 307 Well above the state ave.
Political Organization-$200 Or More 594 1.5% 258 Well above the state ave.
Education-$200 Or More 2,896 7.2% 223 Well above the state ave.
Health-$200 Or More 2,926 7.3% 215 Well above the state ave.
Social Services/Welfare-$200 Or More 3,998 10.0% 189 Well above the state ave.
Other-$200 Or More 3,159 7.9% 181 Well above the state ave.
Private Foundation-$200 Or More 1,955 4.9% 166 Well above the state ave.
Religious-$200 Or More 9,593 23.9% 109 About average for the state.

Summary of Charitable Contribution Findings: More specific findings include:
Overall, it is estimated that households in this study area are well
above the state average in their contributions to charities.

The number of charitable sectors where giving is well above the
state average: 9.

The number of charitable sectors where giving is somewhat below
the state average: 0.

The number of charitable sectors where giving is well below the
state average: 0.
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INSITE #12: RELIGIOUS PROGRAM OR MINISTRY PREFERENCES

This information is from the recent survey conducted by MissionInsite of US Religious Preferences, Practices and Beliefs called the Quadrennium Project.
While general religious data is available through various organizations, only MissionInsite can provide local geography projections that are current. The
complete survey results are available in the Predesigned Quad Report. The Quadrennium White Paper is available on the web site.  

Study Area US Average Comparative Index

Modestly 
Important

Very 
Important

Modestly 
Important

Very 
Important

Modestly 
Important

Very
Important

Personal Growth 32.6% 5.7% 32.6% 9.0% 100 63

Addiction support groups 24.8% 6.8% 26.9% 10.0% 92 68

Health/weight loss programs 34.3% 5.5% 33.9% 9.1% 101 61

Practical training seminars 38.8% 4.8% 37.1% 8.0% 104 60

Family Support and Intervention Services 37.5% 11.1% 35.0% 14.8% 107 75

Daycare/After-School Programs 24.9% 7.1% 24.3% 10.6% 103 67

Crisis support groups 44.6% 9.6% 41.7% 14.3% 107 67

Family oriented activities 44.2% 20.3% 39.5% 24.0% 112 85

Marriage enrichment 39.4% 10.8% 35.3% 13.7% 112 79

Parenting development 30.3% 8.5% 29.6% 11.7% 102 72

Personal/family counseling 41.5% 10.1% 39.6% 14.2% 105 71

Community Involvement and Advocacy Programs 51.2% 13.5% 47.7% 16.1% 107 84

Adult social activities 55.2% 13.2% 51.8% 17.0% 107 78

Involvement in social causes 50.9% 13.4% 48.6% 15.5% 105 86

Social justice advocacy work 43.7% 8.3% 39.3% 11.6% 111 72

Opportunities for volunteering in the community 55.0% 19.2% 51.1% 20.4% 108 94

Community Activities or Cultural Programs 44.2% 15.1% 42.3% 16.6% 105 91

Cultural programs (music, drama, art) 46.9% 10.4% 45.2% 12.8% 104 82

Holiday programs/activities 51.7% 17.8% 49.0% 18.0% 106 99

Seniors/retiree activities 43.9% 15.3% 41.8% 16.7% 105 92

Youth social activities 34.5% 16.8% 33.0% 18.8% 104 89

Religious/Spiritual Programs 36.8% 16.9% 34.2% 19.0% 107 89

Alternative spiritual practices (meditation, yoga,
etc.)

29.6% 4.8% 28.2% 8.0% 105 60

Bible or Scripture study/prayer groups 36.7% 17.2% 32.5% 21.6% 113 80

Christian education for children 29.8% 21.5% 27.8% 22.0% 107 98

Contemporary worship services 42.1% 17.0% 40.2% 17.0% 105 100

Spiritual discussion groups 43.2% 12.0% 40.1% 15.0% 108 80

Traditional worship services 39.5% 28.8% 36.8% 30.3% 107 95
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Supporting Information

Interpreting the Report
The   ExecutiveInsite   report   is   designed   for   easy
reading.   But   there   are   several   tools   provided   in   the
tables that make this easier.

Indexes:   Some   variables   will   have   a   column   called
"Comparative   Index."   An   index   is   an   easy   way   to
compare  a  study  area  with  a   larger  area.  For  this  report,
all  comparisons  are  with  the  state  or  states  within  which
the   study   area   falls.   The   indexes   can   be   interpreted   as
follows.

Change  over  time:  Several  trend  tables  have  a  column
indicating   a   change   over   time.  Generally   these   tables
begin   with   the   last   census,   include   the   current   year
estimate,   a   five   year   projection   and   if   available,   a   10
year   forecast.   The   data   in   each   cell   represents   a
percentage change up or down.

•   Indexes   of   100   mean   the   study   area   variable   is   the
same as its base area.
•   Indexes  greater  than  100  mean  the  study  area  variable
is   above   the   base   area.   The   higher   the   number,   the
greater it is above the base.

Color  Coding:   Both   the   "Change   over   Time"   and
"Comparative   Indexes"   columns   are   color   coded   to
easily   spot   any   change   and   the   direction   of   that
change.

•   Indexes   less   than  100  mean   the   study  area  variable   is
below  the  base  area.  The   lower  the  number,   the  greater
it is below the base.

Change: Increasing Stable Declining
Index:  Above Ave Ave Below Ave.

Variable Definitions Support
Full   variable   definitions   can   be   found   in   the   MI
Demographic   Reference   Guide.   Download   it   free   fro
m   the   Help/Documents   menu   located   on   the   map
screen   of   your   study   area   on   the   MissionInsite
website.

If   you   need   support   with   this   report,   please   email
MissionInsite at misupport@missioninsite.com.
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