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FROM METROPOLITAN TO MEGAPOLITAN
100 MM NEW PP IN U.S. BY 2040 — 60 MM IN 22 MKTS

Megapolitan America - 48 States

» Regions will grow
around multi-

| dimensional

Lakefront . '5-._ .. ' | " ucentersn

Michigan Comridor

Mid-Atlantic

7 o P - gt 5 ad®
g::i"rf?c Front Range ey "1: e
n Wasatch Ohio Valley—Lk" % "' Chesapeake

Range Y » Places where

5 o i
,v i Carolina employment,
s Vegas education, civic, and
. Greater Metroplex ’ ’

southern &L/ [N “sun corrdor recreation combine

California / ‘ . ,
£ ING L=, , to serve the region’s

Sou THWESLF‘ xas Corridor Southern Piedmont population and

'- - economic activity

Florida Corridor
0 185 370 M?ﬁi - axas Gulf "
Metropolitan Research Center
University of Utah Florida Atlanti *Some County
Brookings Mountain West s s e Boundaries Adjusted
University of Nevada, Las Vegas
September 2009 Figure by Grace Bjarnson

1

RCLCO Research and Development




‘NON TRADITIONAL" HOUSEHOLD GROWTH

THE SHARE OF CHILD-FREE HOUSEHOLDS HAS STEADILY GROWN IN THE US

» >8500 of net

E 7 7 household growth
> 9 between now and
2025 is projected

to consist of

households

I I H ' without children...

1970 1980 1990 2000 2008

" Married Couples with Children Married Couples without Children

u Other Families with Children 8 Other Families without Children

Mon=Families
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GEN Y MAKING ITS MARK TODAY
SHAPING POST-RECESSION PLACEMAKING EFFORTS

RCLCO Consumer Research shows:
» 41% of Generation Y plan to rent for at least three years
» 77% of Generation Y plan to live in an Urban Core

4,200,000 Largest group began graduating in 2009 —
4.100,000 Gre_atest demand for rental housing in this
period >

4,000,000
If this group rents for at least three years,

3,900,000 there will be more first-time homebuyers

3,800,000 in the market in 2013-2018 than ever
before

3,700,000
3,600,000
3,500,000

3,400,000

—— Number of 22 Year Olds = = = Same 22 Year Olds Turn 25

NOTE: Number of 22-year olds is based upon birth rate and does not factor in death rates and migration.
SOURCE: U.S. Centers for Disease Control and Prevention
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THE "SMART GROWTH GENERATION”
GENERATION Y MAKING WALKABLE HOUSING CHOICES

Product Type Preference Gen Xvs. Gen Y
%

SFD-Smlot For single-family
products, preference
for smaller lot homes
and high density SFA
in concert with local
LR Condo variations will
influence design.

SFD-Lg Lot

TH

Apt

Alley-loaded parking
HR Condo becomes a safety
issue — must be
Patio/Cottage mitigated with a
reimagining of the
Condo/Retail alleyway

L/W Unit

Plex

SOURCE: RCLCO Consumer Research
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GEN Y WILL PAY FOR WALKABLE, MIXED-USE
CHALLENGE IS PROVIDING PRODUCT THEY CAN AFFORD

» Driven by convenience, connectivity, and a
healthy work-life balance to maintain
relationships

* 1/3 will pay more to walk to shops, work,
and entertainment

« 2/3 say that living in a walkable community
IS important

- More than 1/2 of Gen Y would trade lot size
for proximity to shopping or to work

« Even among families with children, 1/3 or

more are willing to trade lot size and “ideal”
homes for walkable, diverse communities

-
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SOURCE: RCLCO Consumer Research
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WINKS — WOMEN WITH INCOMES AND NO KIDS

Portrait of a WINK
» 26-29 years of age (Gen Y is 20-29 years old)

» Not married, professional, well educated working woman

» No children

» Earning over $50,000/year

» Largely renter, living alone

» Purchasing home in advance of marriage or children

» Prefer urban or walkable environment — will pay a premium
» Desire ability to walk to work, dining, and shopping

» Expected amenities — fitness facilities, trails, running
groups, libraries, yoga instruction

» Will impact product types, floorplans and amenities

» Will have the most effect on urban and urban-lite locations
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WINKS WILL DOMINATE THE URBAN LANDSCAPE

Women with Income and No Kids...

...defined as those who either live in city
centers or in areas surrounding city centers
and have incomes over $50,000

By 2015, WINKS will comprise 43%
of ALL Gen Y Households

WINKS as a % of Gen Y Women

@ 2008 W 2015
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WHAT WOMEN WANT
LIVING IN THE CITY

Female Gen Y and Gen X
respondents indicate a strong
preference for urban and urban-
lite locations for home and work.

Homes that offer walkability or
proximity to transit are especially
attractive, especially if located
near workplaces that are also
located in central cities or
urbanizing town centers.

Prefers Urban Walk to Work Choose Home
Areas City, then Job

OWINKs
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MINORITIES WILL LEAD GROWTH IN AMERICA

» At current pace, minority
International Migranis Are Settling in a Mix of Urban and Qutlying Areas Share eXpeCted to grOW

from 29% today to 35%
by 2020

» Minorities are

younger; growth in
35-64 year-olds strong
through 2020

» White middle-aged
households will

decline

» Growing share of hlg h-

INCOIME homeowners
and buyers among
foreign-born and minority
households

W High Immigration / High Foreign-Bom Share

SOURCE: Joint Center for Housing Studies, Harvard
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MAJORITY MINORITY IS ON THE RISE

AND WILL CONTINUE

83% of population

growth 2000-2008 was Figure 3. Seventeen Large Metro Areas Have Majority-Minority Populations
Share of Population by Race/Ethnicity, 2008

Non-White
Jackson, MS I
Modesto, CA -_ -
0 Memphis, TN-MS-AR I §
San Francisco, CA I . ||
73 /0 of future Albuquerque, NM B .
growth 2010-2020 Houston, TX [ P
Bakersfield, CA |
Riverside, CA T
Stockton, CA I ]
San Jose, CA -_ -
17 of largest 100 Miami, FL N e 1
San Antornio, TX e
metro areas already Fresno, CA I u
“Maiari i Los Angeles, CA -- 4 ]
Majority Minority o e —
El Paso, TX T e |
McAllen, TX |
0% 20% 40% 60% B0% 100%
31 of largest 100
B white I Black I Hispanic Asian B other

metro area’s under-18
population are
“Majority Minority”

SOURCE: Brookings Institution, State of Metropolitan America
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SUBURBIA IS GROWING MORE DIVERSE
IMMIGRANTS BYPASSING TRADITIONAL DOWNTOWN GATEWAYS

> 1 in 8 Americans is an immigrant.

» Metropolitan areas in the Southeast gained

immigrants at a faster rate than most other regions during the
2000s.

» More than 50% of the foreign born live in large
metropolitan suburbs, up from 44 percent in 1980.

» Hispanics’ share of households rising to 35%

» Future: Hispanics will be 40% of first-time homebuyers.

» Non-familiesS became the most prominent
suburban household type by 2008.

SOURCE: Brookings Institution, National Association of Hispanic Real Estate Professionals, Harvard Joint Center for Housing Studies, Claritas
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“GREEN” COMPETES IN A CROWDED FIELD
SCHOOLS, SPACE, SIZE STILL MOST IMPORTANT FACTORS

Most Important Factors When Choosing a New Home

BExcellent school aysbem

Saclusion and space from nelghbors

Flirst-loor mester badroom

Reduced eleciricity bllls

Indoor parldng for at least two vehicles

Use of materials that do not contain pobentally hazardous chemicals
Alarger homewith more square footage

Costs mone bxday but saves energy and hes reduced energy bills over ime
Appliences thetuse less waber andless energy At a macro level school
Addiional stonage space quality is remains the single
Improved Indoor alr quallty 7 i
Asmeller homewith less squere footage mlost important va]rclable for
Uses the sun for home heating/enengy a large segment o
Energy Star certification homebuyers.
Peadesirian-friendly location
Proxdimity bo mejor highway of thruwey “Seclusion and space” are
mnngﬂ;’mmm m also important, suggesting
Communiy amenities such as pools, basicstball courts, and clubhouses that suburban lot plannlng
Large lawn should accommodate more
H""'“mﬁm ent than just dense TND to
ace .
Walldng distance b work maximize market capture.
U;d,;";'lﬁmgng In the “green” context
NAHE Model Green Home certification perhaps that can be
S R Goll'::'uldm accomplished with areas of
Xury ances, sucn as ngan L] .
Surfecingthetminimizesrunoff open space preservation.
Formal dining room
LEED certification
Stalnless skesl appllances
Barber or other luxury carpet flooring
Gnanlbe counbertops
N=1,011 Use of low-water usage landscaping
Uses less waber ; | : : | | | | | |

[
1 1 1 1 1 1 1

SOURCE: RCLCO Consumer Research 0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

RC L B U RCLCO Research and Development

ROBERT CHARLES LESSER & CO




CONTACT US

CHARLES HEWLETT
Managing Director
240-644-1006
chewlett@rclco.com

ATLANTA

1168 Howell Mill Road ORLANDO

Suite F 264 Lil(()((e) Baldwin Lane

Atlanta, GA 30318 uite

(404)365-9501 Orlando, FL 32814
(407) 515-6592

LOS ANGELES

1880Century Park East, Suite 250 WASHINGTON, DC )
Los Angeles, CA 90067 |7:I20000r Wisconsin Avenue, 7t
(310) 914-1800 Bethesda, MD 20814

AUSTIN (301) 907-6600

106 E. Sixth Street
Suite 900

Austin, TX 78701
(512) 215-3156 Phone

WWW.RCLCO.COM
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