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Criteria Used for Analysis

Trade Area Report

Incore: Age: Population Stats: Segmentation:

Median Household Income Median Age Total Population 1st Dominant Segment

$102,304 37.2 73,866 Pacific Heights
Consumer Segmentation
Life Mode Urbanization
Whatlarle.kth(:h . Upscale Avenues Y'\:le:ﬁ'do peoﬁ’le Urban Periphery
e oFr this area? Prosperous, martied couplesin higher-density hvar oAy City life for starting families with single-family

neighborhoods homes
Top Tapestry Enterprising International
Segments Pacific Heights Professionals Marketplace Urban Villages Down the Road
% of Households 11,540 (54.4%) 5,047 (23.8%) 976 (4.6%) 831 (3.9%) 777 (3.7%)
% of Santa Clara County 89,050 (14.2%) 95,072 (15.2%) 41,328 (6.6%) 33,848 (5.4%) 3,473 (0.6%)
Lifestyle Group Upscale Avenues Upscale Avenues Next Wave Ethnic Enclaves Rustic Qutposts
Urbanization Group Urban Periphery Suburban Periphery Urban Periphery Urban Periphery Semirural
Residence Type Single Family Multi-Units; Single High-Density Single Family Mobile Homes
Family Apartments; Single
Family
Household Type Manied Couples Manied Couples Manied Couples Manied Couples Manied Couples
Average Household Size 3.13 2.46 3.04 3.75 2.74
Median Age 41.8 34.8 32.3 33.3 34.3
Diversity Index 75.3 71.2 88.3 85.6 70.5
Median Household Income $84,000 $77,000 $41,000 $58,000 $36,000
Median Net Worth $214,000 $78,000 $15,000 $99,000 $30,000
Median Home Value $469,000 $295,000 - $228,000 $104,000
Homeownership 721 % 523 % 281 % 70.2 % 66.4 %
Average Monthly Rent - - $1,140 - -
Employment Professional, Services  Professonal or Services Servicesor Servicesor
or Management Management Adminigtration Adminigtration
Education College Degree College Degree No High School No High School High School Graduate
Diploma Diploma

Preferred Activities Own iPods, iPads, Gamble; visit Shop at warehouse Buy new clothes; go Vist chat rooms; play

newer Macs. Gamble
at casnos, vist theme
parks.

museums. Buy trendy
clothesonline.

clubs, specialty
markets. Vist theme
parks, play soccer.

clubbing; visit water
parks. Shop at Costco,
Whole Foods, Target,
Nordstrom.

gamesonline. Go
hunting, fishing.

Financial Invest conservatively Own 401(k) through Do not save or invest Cany credit cards Prefer convenience of
work frozen meals, fast food
Media Watch Showtime, Watch movies, TVon  Ligen to Spanish/Latin  Own smartphones Watch Animal Planet
HBO, Travel Channel, demand; use tablets music on cell phone or on satellite TV
CNN radio
Vehicle Choose imported, late- Own or lease an Take public Own late-model Bought used vehicle
model vehicles imported sedan transportation compact car, SUV last year
“ , . , 10/27/2017
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Trade Area Report

Mipitas, CA95035

About this segment

Pacific Heights

Thisisthe

#1

dominant segment
for this area

In thisarea

54.4%

of householdsfall
into this ssgment

In the United States

0.7%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Our Neighborhood

Who We Are

Pacific Heights is one of the smaller
markets (less than 1 percent of
households), composed of upscale
neighborhoods in the urban periphery of
metropolitan areas, along the Pacific
Coast in California, in Hawaii, and in the
Northeast. This market includes the
highest percentage of Asian and
multiracial populations; many of them
born outside the U.S. This is a family
market, distinguished by married-couple
families, with and without children, some
in multigenerational households. They
own their homes, mainly high-priced
single-family homes, with a higher
proportion of town houses. Workers are
generally employed in white-collar
occupations such as business, computer,
architecture and engineering roles.
Median household income and net worth
are much higher than the U.S. These
trendy residents buy nice food and
clothing, as well as the latest gadgets.
They keep up with family overseas with
frequent phone calls and foreign travel.

These are diverse, densely populated
neighborhoodsin the urban periphery of
metropolitan areas.

Homes are primarily owner occupied and
older, most built 1950-1979 (58%).

Two-thirds of homes are single family; 14% are
townhouses.

About 45% of owned homes are valued at over
$500,000.

Percentage of vacant housing unitsat 4.6% is
one of the lowest.

About 61% of households are composed of
manied couple families, with or without
children under 18 years, with a higher ratio of
adult children living at home.

Two-thirds of houssholds own 1 or 2 vehicles,
but 28% own 3 or more.

Socioeconomic Traits

Education completed: Almost 65% of residents
have some college education; 38% have a
bachelor's degree or higher.

Labor force participation rate is average at
62%; unemployment rate islower than
average at 7.2%.

Salaries account for mogt of the household
income among these professonals, but
investment income adds to their affluence.

Financially conservative, these consumerstend
to opt for low-iskinvestments.

They keep up-to-date with the latest stylesand
trends, aswell asthe latest technology.

Market Profile

Prefer imported vehicles, owning later models.

Favor trendier stores for apparel, Costco and
specialty markets for groceries

Own iPods, iPads, and newer Mac computers.

Use the Intemet to visit online blogs and chat
rooms, watch TV programs and movies, trade
and trackinvestments, and make purchases.

Enjoy gambling at casinos, visiting theme
parks, eating out at family restaurants, stopping
by Starbucks for coffee, listening to jazz and
New Age music, and reading fashion
magazines.

Partial to Showtime, HBO, Travel Channel and
CNN.

Make phone calls overseas, some foreign travel
over the lagt 3 years.

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2016. Update

Frequency: Annually.

> RPR
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Trade Area Report

Mipitas, CA95035

About this segment

Enterprising Professionals

Thisisthe In thisarea

#2 23.8%

dominant segment
for this area

of householdsfall
into this ssgment

In the United States

1.4%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

Enterprising Professionals residents are
well educated and climbing the ladder in
STEM(science, technology, engineering
and mathematics) occupations. They
change jobs often and therefore choose to
live in condos, townhomes or apartments;
many still rent their homes. The market is
fast-growing, located in lower-density
neighborhoods of large metro areas.
Enterprising Professionals residents are
diverse, with Asians making up over one-
fith of the population. This young market
makes over one and a half times more
income than the U.S. median,
supplementing their income with high-risk
investments. At home, they enjoy the
Internet and TV on high-speed
connections with premier channels and
senvices.

Our Neighborhood
o Almogt half of households are maried couples,
and 30% are single-person households.

e Housing isa mixture of suburban single-family
homes, row homes, and larger mult-iunit
gtructures.

o Close to three quarters of the homes were built
after 1980; 22% are newer, built after 2000.

o Rentersmake up nearly half of all households.

Socioeconomic Traits

e Median household income one and a half
timesthat of the U.S.

o Over half hold a bachelor's degree or higher.

« Early adopters of new technology in hopes of
impressing peerswith new gadgets.

o Enjoy talking about and giving advice on
technology.

o Half have smartphones and use them for news,
accessing search engines and maps.

o Worklong hoursin front of a computer.

o Strive to stay youthful and healthy, eat organic
and natural foods, run and do yoga.

e Buy name brands and trendy clothes online.

Market Profile

o Buy digital books for tablet reading, along with
magazines and newspapers.

o Frequent the dry cleaner.

o Go on businesstrips, a major part of work

o Watch moviesand TV with video-on-demand
and HDTV over a high-speed connection.

¢ Convenience is key—shop at Amazon.com and
pick up drugs at the Target phamacy.

o Eat out at The Cheesecake Factory and Chiclke
fil-A; drop by Starbucks for coffee.

o Leisure activitiesinclude gambling, tripsto
museums and the beach.

¢ Have health insurance and a 401(k) through
work

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2016. Update

Frequency: Annually.

> RPR

Copyright 2017 Realtors Pr

Resource® LLC. All Rights Reserved.
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Trade Area Report

Mipitas, CA95035

Thisisthe

#3

In thisarea

4.6%

dominant segment
for this area

of householdsfall
into this ssgment

In the United States

1.2%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

International Marketplace neighborhoods
are arich blend of cultures, found in
densely populated urban and suburban
areas, almost entirely in the Middle Atlantic
(especiallyin New York and New Jersey)
or in California. Amost 40 percent of
residents are foreign-born; 1in 4
households are linguisticallyisolated.
Young, Hispanic families renting
apartments in older buildings dominate
this market; about two-fifths of households
have children. One-fifth of households
have no vehicle, typically those living in the
city. Workers are mainly employed in white
collar and senvice occupations (especially
food senice and building maintenance).
One-fifth of workers commute using public
transportation and more walk or bike to
work than expected. Median household
income is lower, but home values are
higher, reflecting the metropolitan areas in
which they live. Consumers are attentive to
personal style; purchases reflect their
youth and their children. True to their
culture, residents visit Spanish language
websites, watch programs on Spanish TV
networks, and listen to Hispanic music.

Our Neighborhood

o Densely settled urban periphery of large
metropolitan areas, East and West Coads.

¢ Young, diverse family market: 41% families
with children (maried couple or single parent),
plus mamied coupleswithout children and a
notable proportion of multigenerational
households.

o Approximately 72% of householdersin
multiunit apartment buildings, 30% in 24 unit
structures.

o Majority of apartments built before 1970
(68%), 30% built before 1940.

o 1 or 2 vehiclesfor two-thirds of households;
22% have no vehicle.

Socioeconomic Traits

o Almost 40% of the population were bom
abroad; almost 1 in 4 households have
resdents who do not speak English.

e 29% have no high school diploma; 29% have
a high school diploma only.

o Labor force participation rate is68% and
higher than the U.S. average; unemployment
isalso higher, at 10.9%.

e These are hard-working consumers, griving to
get ahead; style mattersto them.

e Preserving the environment and being in tune
with nature are very important.

o Media used mogt often isthe Intemet.

Market Profile

No extra money to invest in retirement savings
plans, stocks or bonds.

Shop for groceries at warehouse/club sores, as
well as specialty markets.

Read baby magazines and purchase baby
products.

Family activitiesinclude visiting theme parks,
going to the beach, playing soccer and going
out for fast food.

Use the Intemet to visit Spanish language
websites and chat rooms, access social media
stes, watch movies and play games.

Watch programs on children's channelsand on
Spanish TV networks.

Ligten to Spanish/Latin music on their cell
phonesor on the radio at home.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a merket. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and dermmographic characteristics. Data Source: Esri 2016. Update

Frequency: Annually.

> RPR

Copyright 2017 Redltors Fﬁ'opg}/ Resource® LLC. All Rights Reserved.

Information is not guaranteed. Equal Housing Opportunity.

10/27/2017
50f 17



REALTORS
PROPERTY
RESOURCE

Trade Area Report

<» RPR

Mipitas, CA95035

Thisisthe In thisarea In the United States
(0) (o)

#4 3.9% 1.1%

dominant segment of householdsfall of householdsfall

for this area into this ssgment into this ssgment

An overview of who makes up this segment across the United States

Who We Are Our Neighborhood

Urban Villages residents are multicultural, o Older homes (most built before 1970) are
multigenerational and multilingual. Trendy ﬁﬂgprgggl}:‘;”nr%a&?:"phe’y of large

and fashion conscious, theyare risk Married leswith child d

takers. However, these consumers focus * g,gg"dpa",g,;‘tg erﬁg‘:,y hOJserr?(;]aig,e

on their children and maintain gardens. multigenerational. Average household size is
Theyare well connected with their - 375

smartphones, but more likelyto shop in e mrr?grs ;r:d?;?]e\:élrﬁ;ngng ;ggl&fgnmcijlg, lvgn;”:g rél
person or ia the Home Shopping o '

Network. Their favorite stores are as vacancy fate of 5.2%.

diverse as theyare, Costco or Whole

Foods, Target or Nordstrom.

Socioeconomic Traits

o Multicultural market including recent
immigrants and some language baniers.

e Education: more than half the population
aged 25 or older have a high school diploma
or some college.

o Labor force participation rate higher than the
U.S., but so isthe unemployment rate at
10.5%.

e Brand conscious but not necessarily brand
loyal; open to trying new things.

« Status-conscious consumers; choices reflect
their youth—attention to style and pursuit of
trends.

o Comfortable with technology and interested in
the latest innovations.

Market Profile

Fashion mattersto Urban Villages residents,
who spend liberally on new clothes for the
whole family.

Saving is more limited than spending in this
young market.

¢ They cany credit cards, but banking isbasic.

They are likely to pay billsin person or online.

o Media preferences vary, but feature culturally

specific channels or children's shows.

Leisure includes family activitieslike going to
water parks, gardening, and clubbing, plus
sportslike soccer and softball.

The dempgraphic segmentation show n here can help you understand the lifestyles and life stages of consurrers in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconorric and denographic characteristics. Data Source: Esri 2016. Update

Frequency: Annually.

Copyright 2017 Realtors Pr

Resource® LLC. All Rights Reserved.
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Mipitas, CA95035

About this segment

Down the Road

Thisisthe

#5

dominant segment
for this area

In thisarea

3.7%

of householdsfall
into this ssgment

In the United States

1.1%

of householdsfall
into this ssgment

An overview of who makes up this segment across the United States

Who We Are

Down the Road is a mix of low-density,
semi-rural neighborhoods in large
metropolitan areas; half are located in the
South, with the rest chieflyin the Westand
Mdwest. Amost half of householders live
in mobile homes; approximately two-fiths
live in single-familyhomes. These are
younger, diverse communities, with the
highest proportion of American Indians of
any segment. These family-oriented
consumers value their traditions. Workers
are in senice, retail trade, manufacturing
and construction industries, with higher
proportions in agriculture and mining,
compared to the U.S. in general. This
market has higher unemployment, much
lower median household income and
home value, and a fifth of households with
income below poverty level.

Our Neighborhood

o Two-thirds of households are owned.

o Family market, primarily maried couples or
sngle-parent households.

e Close to half of all householdslive in mobile
homes.

o Fourfifths of householdswere built in 1970 or
|ater.

o About 18% of owned homes are valued under
$50,000 (more than three timesthe U.S.
percentage).

Socioeconomic Traits

¢ Education completed: 37% with a high school
diploma only, 38% with some college
education or a degree.

o Unemployment rate is 11.6%, higher than the
U.S. rate.

o Labor force participation rate is 59.6%, dightly
lower than the U.S.

o Family-oriented, outgoing consumers; they
place importance on preserving time-honored
customs.

e They put a premium on convenience rather
than health and nutrition.

Market Profile

Purchased a used vehicle in the pagt year,
likely maintaining the vehicle themselves.

Routinely stop by the convenience store to
purchase a lottery ticket.

Participate in fishing and hunting.
Vist chat roomsand play gamesonline.

Ligten to the radio, especially at work with a
preference for rap, R&B and hip-hop music.

Enjoy programs on Animal Planet, typically
watching via satellite dish.

Often prepare quickmeals, usng packaged or
frozen dinner entrees.

Favorite fast food: pizza.

Frequent Walmart for all their shopping needs
(groceries, clothing, phamacy, etc.).

The denographic segmentation show n here can help you understand the lifestyles and life stages of consuners in a market. Data provider Esri classifies
U.S. residential neighborhoods into 67 unique market segments based on socioeconormic and denographic characteristics. Data Source: Esri 2016. Update

Frequency: Annually.

> RPR
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Milpitas, CA 95035: Population Comparison

Trade Area Report

Total Population 95035 |

This chart shows the total population in 79435

an area, compared with other

geographies Santa Clara County -

Data Source: U.S. Census American 2,043,068

Community Survey via Esi, 2016
Update Frequency: Annually

B 2016

2021 (Projected)

California

38,362,325

39,793,028

Population Density 95035
This chart shows the number of people 3,288.5
per square mile in an area, compared o
with other geographies. Santa Clara County [EFSEEl
Data Source: U.S. Census American 1,566.7
Community Survey via Esi, 2016 california -
Update Frequency: Annually
254.2

B 2016

2021 (Projected)
Population Change Since 2010 CENER 10.35%
This chart shows the percentage change 1.54%

in area's population from 2010 to 2016,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

Santa Clara County

California

7.26%

6.91%

3.73%
M 2016
2021 (Projected)
Average Household Size 05035 |[ERE

This chart shows the average household
size in an area, compared with other
geographies.

Santa Clara County

Data Source: U.S. Census American 2.85
Community Survey via Esi, 2016 - -
catfomi
Update Frequency: Annually
291

H 2016

2021 (Projected)

o ! 3 . 10/27/2017
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Mipitas, CA95035

Population Living in Family
Households

This chart shows the percentage of an
area’s population that livesin a
household with one or more individuals
related by birth, maniage or adoption,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually
M 2016

2021 (Projected)

95035 |

67,201

Santa Clara County -
1,661,899

California [ElFEEE:cw

31,690,245

Female / Male Ratio

This chart shows the ratio of femalesto
malesin an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

B Women 2016
Men 2016
Women 2021 (Projected)
Men 2021 (Projected)

49.2% 50.8%

Santa Clara Cvcnuntyr 50.2%
49.58% 50.2%

catforia EE S 7

50.2% 49.5%

> RPR
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Milpitas, CA 95035: Age Comparison
Median Age 05035 e
This chart shows the median age in an 38.2
e, Cmpared Wi or GECTIINES st clrs county
Data Source: U.S. Census American .
Community Survey via Esi, 2016 378
Update Frequency: Annually California [l

M 2016 36.6
2021 (Projected)

Population by Age Children
This chart breaks down the population of
an area by age group.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually Teens
M 2016

2021 (Projected)

Tweens

EEN 16.0%

15.6%

LUERN 14.7%

14.3%

505 ekl

13.0%

605 [ERL

10.9%

PR 5.0%

5.2%

Over 80 el

- _ _ . 10/27/2017
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Trade Area Report Milpitas, CA95035

Milpitas, CA 95035: Marital Status Comparison

Married / Unmarried Adults
Ratio

This chart shows the ratio of maried to
unmarried adultsin an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually
B Merried
Unmarried

cafo EE A -

Married

This chart shows the number of people in
an area who are manied, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035
Santa Clara County

California

Never Married

This chart shows the number of people in
an area who have never been manied,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035
Santa Clara County

California

Widowed

This chart shows the number of people in
an area who are widowed, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035
Santa Clara County

California

Divorced

This chart shows the number of people in
an area who are divorced, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035
Santa Clara County

California

> RPR
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Milpitas, CA 95035: Economic Comparison

Trade Area Report

Average Household Income

This chart shows the average household
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035

Santa Clara County

California

£120,405
$130,294
$117,971
£139,201

£83,845

£97,525
B 2016
2021 (Projected)
Median Household Income 95035 [l
This chart shows the median household $108,943

income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Santa Clara County

$95,788

$104,424

catforns |
Update Frequency: Annually
§71,242
B 2016
2021 (Projected)
Per Capita Income CEIRLN £36,227
This chart shows per capita income in an $39,024

area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually
M 2016

2021 (Projected)

Santa Clara County

California

42,503

$47,071
§29,787

£33,354

|

Average Disposable Income

This chart shows the average disposable
income in an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

Q5035
Santa Clara County

California

£88,448

66,648

- _ _ . 10/27/2017
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Trade Area Report

Mipitas, CA95035

Unemployment Rate

This chart shows the unemployment
trend in an area, compared with other
geographies.

Data Source: Bureau of Labor Statigtics
via 3DL

Update Frequency: Monthly

M Santa Clara County

Califomia

USA
Employment Count by Manufacturing [EEEL
InduStry Professional, Scientific and Technical JEl]

This chart showsindusiriesin an area
and the number of people employed in
each category.

Data Source: Bureau of Labor Statigtics
via Esi, 2016

Update Frequency: Annually

Health Care and Social Assistance

Retail Trade

Accommodation and Food

Education

Other

Administrative Support and Waste Management
Construction

Information

Finance and Insurance

Wholesale Trade

Transportation and Warehousing

Public Administration

Arts, Entertainment and Recreation

Real Estate, Rental and Leasing

Utilities

Agriculture, Forestry, Fishing and Hunting
Mining

Business Management

4,743

2,914

> RPR
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Milpitas, CA 95035: Education Comparison

Less than gth Grade

This chart shows the percentage of
people in an area who have lessthan a
ninth grade education, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

Q5035 el

Santa Clara County

California UKL

Some High School

This chart shows the percentage of
people in an area whose highest
educational achievement is some high
school, without graduating or passing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035 g
Santa Clara County RS

California RS

High School GED

This chart shows the percentage of
people in an area whose highest
educational achievement ispassing a
high school GED test, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035 e

Santa Clara County

California  elei®

High School Graduate

This chart shows the percentage of
people in an area whose highest
educational achievement is high school,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035 pERE
Santa Clara County BEEEH

California BEEEA

Some College

This chart shows the percentage of
people in an area whose highest
educational achievement is some
college, without receiving a degree,
compared with other geographies.
Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

95035 pLEs

Santa Clara County LS
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Associate Degree

This chart shows the percentage of
people in an area whose highest
educational achievement is an asociate
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

cafomi

Bachelor's Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa bachelor's
degree, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually

Grad/Professional Degree

This chart shows the percentage of
people in an area whose highest
educational achievement isa graduate
or professonal degree, compared with
other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2016

Update Frequency: Annually
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Milpitas, CA 95035: Home Value Comparison

Median Estimated Home Value

This chart displays property estimates for
an area and a subject property, where
one hasbeen selected. Estimated home
values are generated by a valuation
model and are not formal appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

95035

Santa Clara County EFilEREl

12-Month Change in Median
Estimated Home Value

This chart shows the 12-month change in
the egimated value of all homesin this
area, the county and the state. Edimated
home values are generated by a
valuation model and are not formal
appraisals.

Data Source: Valuation calculations
based on public records and MLS sources
where licensed

Update Frequency: Monthly

Median Listing Price

This chart displays the median ligting
price for homesin thisarea, the county
and the date.

Data Source: On- and off-market listings
sources

Update Frequency: Monthly

95035 BRI

Santa Clara County

California

12-Month Change in Median
Listing Price

This chart displays the 12-month change
in the median listing price of homesin

thisarea, and comparesit to the county
and date.

Data Source: On- and off-market listings
sources

Update Frequency: Monthly
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Best Retail Businesses

This chart shows the types of businesses that consumers are leaving an area to find. The business types represented by blue bars are relatively scarce in the area,
S0 consumers go elsewhere to have their needs met. The beige business types are relatively plentiful in the area, meaning there are existing competitors for the
dollarsthat consumers spend in these categories.

Data Source: Retail Marketplace via Esi, 2016
Update Frequency: Annually
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Vending Machine Operators
Book/Periodical/Music Stores
Other General Merchandise Stores
Other Motor Vehicle Dealers

Lawn & Garden Stores

Florists

Auto Parts/Accessories/Tire Stores
Special Food Services

E-Shopping & Mail-Order Houses
Bars

Office Supply/Stationery/ Gift Stores
Department Stores

Furniture Stores

Liquor Stores

Specialty Food Stores

Building Material/Supplies Dealers
Home Furnishings Stores

Grocery Stores

Gasoline Stations

Automobile Dealers

Health & Personal Care Stores
Sports/Hobby/Musical Instrument Stores
Direct Selling Establishments

Jewelry/Luggaoge/Leather Goods Stores
Full-Service Restaurants

Fast-Food Restaurants

Used Merchandise Stores

Clothing Stores
Shoe Stores

Electronics & Appliance Stores
Other Misc Retailers
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