® | REALTORS ORANGE COUNTY
*»RPR 5 REALTORS®

Los Angeles County, California

Barstow
o

50

Lancgster

Salvang Palmdale
o

Victarville
o
o Mo antaina s sspariz
(i1} Santa E&- bara o ol

Ventura
(=]

9
aBurbank

o
Oxnard
Los Aggeles

San Bernardino
(]

Riverside @
o

Palm Springs

h cAnaheim s sy
Irvine Palm EUSC

o =]
La Quin

Temecula
Q

m Bomego
5] Springs
5prings

Oceanside
Escondido
Q
San Diego v

Keyboard shortcuts =~ Map data ©2021 Google, IMEGI-! Terms of Use  Report a map emmor

>RPR g e v G b et ey Housig Gty o 9/10/2021



ORANGE COUNTY

»RPR 5 | REALTORS®

Local Economic Area Report

Los Angeles County, California

Criteria Used for Analysis

Incore: Age: Population Stats: Segmentation:
Median Household Income Median Age Total Population 1st Dominant Segment
$66,297 35.9 10,255,222 Las Casas
Consumer Segmentation
Life Mode Urbanization
What are the Next Wave Where do people Urban Periphery
people like that Urban denizens young, diverse, hardworking families ke this usually City life for starting families with single-family homes
live in this area? S young, ’ 9 live? Y 9 9 y
Top Tapestry International
Segments Las Casas Urban Villages Marketplace Trendsetters Pleasantville
% of Households 414,259 (12.3%) 379,144 (11.3%) 320,589 (9.5%) 271,172 (8.1%) 227,211 (6.8%)
Lifestyle Group Next Wave Ethnic Enclaves Next Wave Uptown Individuals Upscale Avenues
Urbanization Group Urban Periphery Urban Periphery Urban Periphery Principal Urban Suburban Periphery
Centers
Residence Type Single Family; Multi-  Single Family High-Density High-Density Single Family
Unit Rentals Apartments; Single Apartments
Family
Household Type Manied Couples Manied Couples Manied Couples Singles Manied Couples
Average Household Size 4.09 3.75 3.04 2.1 2.86
Median Age 27.8 33.3 32.3 35.5 419
Diversity Index 854 85.6 88.3 75.2 58.1
Median Household Income $37,000 $58,000 $41,000 $51,000 $85,000
Median Net Worth $14,000 $99,000 $15,000 $16,000 $285,000
Median Home Value - $228,000 - - $31,200
Homeownership 35.7 % 70.2 % 281 % 249 % 83.6 %
Average Monthly Rent $1,050 - $1,140 $1,340 -
Employment Services Servicesor Services Professional, Services  Professonal or
Adminigtration or Management Management
Education No High School No High School No High School College Degree Some College or
Diploma Diploma Diploma College Degree
Preferred Activities Followsoccer. Eatat  Buy new clothes, go Shop at warehouse Travel frequently Enjoy outdoor
fad-food, family clubbing; visit water clubs, specialty . Shop at Whole gardening . Go to the
restaurants. parks. Shop at Cogtco, markets. Visit theme Foods, Trader Joe's. beach, theme parks,
Whole Foods, Target, parks, play soccer. museums.

Financial

Media

Vehicle

Bankin person

Choose Spanish-
language TV/websites

Take public
trangportation

Nordstrom.
Cany credit cards

Own smartphones

Own late-model
compact car, SUV

Do not save or invest

Listen to Spanish/Latin
music on cell phone or
radio

Take public
transgportation

Seekfinancial advice;
build stock portfolios

Stay connected; prefer
texting

Choose subcompacts,
public transportation

Invest conservatively

Have bundled services
(TV/Intemet/phone)

Own/Lease imported
SWw

> RPR
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Los Angeles County, California

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

#1 - 12.3% 0.7%

dominant segment - of householdsfall of householdsfall

for thisarea into this ssgment into this ssgment

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

Who We Are Our Neighborhood

Cultural differences depictLas Casas,a = t?]ldeweigthﬂ;moods,f\;\hioh car: be flqtmd in

: . ok ; e urban periphery of large metropolitan
fam|!y-or|enteq market dlstlngmsheq by areas, primarily on the West Coas.
multi-generational households. Their . .

1 s o Most of the housing built before 1960; 25%

spendmg reflects ’Fhe|r c'h|ldren—babyfood built before 1940.
and furn'ture or children’s appar.el--and o Housing a mix of single-family homes (less
convenience--fast food and family than half) and apartments, primarily in
restaurants. Consumer choices also buildings with 24 units.
focus on personal style, as well as the . e Primarily renter-occupied homes, with an
latest trends and fashions. Although average rent of $1,000 monthly.
young and predominantly renters, this -« Family maret, primarily manied couples with
market s stable, affected more by children, but als a number of

. . . multigenerational households; average
immigration from abroad than local household size at 4.09.
mowes.

Socioeconomic Traits

o More than 42% of the population was bom
abroad; 30% of the households have members
who speakonly Spanish.

¢ Unemployment is high at 12.5%; labor force
participation is average.

e They're trendy consumers who focus on style.

o Brand loyalty and environmentally safe
products also guide purchasing choices,
although these consumers are open to new
products.

e They use but do not rely on technology.

Market Profile
¢ Recent purchasesrefl ect personal style—

apparel, personal care productslike hair
coloring and tooth whiteners.

Family isreflected in purchases as well-baby
products and children's apparel.

Banking isdone primarily in person; savings
and debt are minimal.

Media preferences overwhelmingly favor
Spanish-language channels and websites.

Residents are soccer fans.

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 2020. Update

Frequency: Annually.
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Los Angeles County, California

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

#2 - 11.3% 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, « Older homes (most built before 1970) are
multigenerational and multilingual. Trendy Eﬂ:?rgggl}?;umfbf&?:ﬂphew of large
and fashion conscious, theyare risk ) I

takers. Howewer, these consumers focus * Married coupleswith children, and

e S grandparents; many households are
on their children and maintain gardens. multigenerational. Average household size is

Theyare well connected with their - 37

smartphones, but more likelyto shop in . hl-!orr?es aredqlder, Ipri me;ngszl ;ggl&)fang ly, IWith a
. : : Igher median value Ol , ana a lower

person or ia the Home Shopping vacancy rate of 5.2%

Network. Their favorite stores are as
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

o 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.

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 2020. Update

Frequency: Annually.
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Los Angeles County, California

Thisisthe In thisarea

#3  9.5%

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.

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

« Read baby magazines and purchase baby
products.

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

e 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.

o Ligen 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 2020. Update

Frequency: Annually.
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About this segment
Trendsetters

Thisisthe

#4

dominant segment
for this area

In thisarea

8.1%

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

Armed with the motto "you're only young
once," Trendsetters residents live life to its
full potential. These educated young
singles aren't readyto settle down; they do
not own homes or vehicles and choose to
spend their disposable income on
upscale cityliving and entertainment.
Dressed head to toe in the most current
fashions, their weeknights and weekends
are filled discovering local art and culture,
dining out or exploring new hobbies. Their
vacations are often spontaneous, packed
with new experiences and chronicled on
their Facebook pages.

Our Neighborhood

o Trendsettersresidents are singles-living alone
or with roommates or partners.

o Approximately 75% rent in upscale, multi-unit
sructures.

e High-rent citieslike New York San Francisco;
Chicago; and Washington, D.C. are popular
among renterswilling to pay well above U.S.
average rent.

e Commuting can take up to an hour; public
transportation, walking and biking are popular;
many own no vehicle.

Socioeconomic Traits

e These resdentsare young and well educated;
almogt half have a bachelor's degree or more.

o W\ell paid, with little financial responsibility,
these consumers are spenders rather than
savers. They seekfinancial advice and are
already building their stock portfolios.

o Image isimportant to these consumers. They
use the Intemet to keep up with the latest styles
and trends and shop around for good deals.

o Trendsettersresdentstravel often, exploring
new dedtinations and experiences.

« Socially and environmentally conscious, they
are willing to pay more for products that
support their causes.

o Up-to-date on technology, they explore and
exploit all the features of their smartphones.

e They are attentive to good health and
nutrition.

Market Profile

o Not only do Trendsetters resdents spend freely
on fashionable and branded clothing, they
also own the latest in cell phones and tablets.

o Particulary for residents that often work at
home, wireless Intemet accessisa mus. Many
are fans of Mac computers.

o To keep up with their busy social calendar,
they are always connected. Texting istheir
prefemred form of communication, but they also
dedicate time to social media, recounting their
experiences via Facebook and Twitter.

o Trendsettersresdents seek out new adventures-
-explore local artsand culture, take on new
hobbies such asdrawing or painting; often
make lagt-minute travel plans.

e These avid readers embrace e-booksand e-
newspapers but do prefer hard-copy versions of
women's fashion and epicurean magazines.

o Trendsettersresdentsjog, run or walk for
exercise and occasionally attend a yoga class.

e These consumers shop at Whole Foods or
Trader Joe's and buy organic when they can;
however, their cart is more often filled with
prepared or ready-to-heat meals.

o To auit their urban lifestyle (and parking
options), the cars they own are subcompact.

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 2020. Update

Frequency: Annually.
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About this segment

Pleasantville

Thisisthe

#5

dominant segment
for this area

In thisarea

6.8%

of householdsfall
into this ssgment

In the United States

2.2%

of householdsfall
into this ssgment

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

Who We Are

Prosperous domesticity best describes
the settled denizens of Pleasantville.
Situated principallyin older housing in
suburban areas in the Northeast
(especiallyin New York and New Jersey)
and secondarilyin the West (especiallyin
California), these slightly older couples
mowe less than any other market. Many
couples hawve already transitioned to
empty nesters; many are still home to
adult children. Families own older, single-
family homes and maintain their standard
of living with dual incomes. These
consumers have higher incomes and
home values and much higher net worth.
Older homes require upkeep; home
improvement and remodeling projects are
a priority--preferably done by contractors.
Residents spend their spare time
participating in a variety of sports or
watching movies. They shop online and in
a variety of stores, from upscale to
discount, and use the Internet largely for
financial purposes.

Our Neighborhood

e Suburban periphery of large metropolitan
areas, primarily in Middle Atlantic or Pacific
dates.

e Most homes owned (and mortgaged).

e Houssholds composed of older mamied-couple
families, more without children under 18, but
many with children over 18 years.

o Qlder, single-family homes two-thirds built
before 1970, close to half from 1950 to 1969.

« One of the lowest percentages of vacant
housing unitsat 4.7%.

o Suburban householdswith 1 or 2 vehiclesand
a longer travel time to work

Socioeconomic Traits

e Education: 64% college educated, 34% with a
bachelor's degree or higher.

o Lowunemployment at 7.8%; higher labor force
participation rate at 67%; higher proportion of
HHs with 2 or more workers.

e Many professonalsin finance,
information/technology or management.

o Median household income denotes affluence,
with income primarily from salaries, but also
from investments or Social Security and
retirement income.

o Not cost-conscious, these consumerswilling to
spend more for quality and brands they like.

o Prefer fashion that isclassc and timeless as
opposed to trendy.

e Use all typesof media equally (newspapers,
magazines, radio, Intemet, TV).

Market Profile

Prefer imported SUVs, serviced by a gasdation
or car dealer.

Invedt in conservative securities and contribute
to charities.

Work on home improvement and remodeling
projects, but also hire contractors.

Have bundled services (TV/Intemet/phone).

Access the Intemet via fiber optics or cable
modem, on a newer computer, to pay bills,
make purchases and trackinvestments.

Subscribe to premium channels (HBO,
Showtime or Starz) and use video-on-demand
to watch TV shows and movies.

Enjoy outdoor gardening, going to the beach,
vidting theme parks, frequenting museums and
attending rock concerts.

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 2020. Update

Frequency: Annually.
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Los Angeles County, California: Population Comparison

Total Population

This chart shows the total population in
an area, compared with other
geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

B 2020
2025 (Projected)

Los Angeles County

California

USA

B o2sse

10,464,764

- 39,813,541

41,166,386

343,570,835

Population Density

This chart shows the number of people
per square mile in an area, compared
with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Il 2020
2025 (Projected)

Los Angeles County

California

usA

2,552.4

258.5

| B

4.6

Population Change Since 2010

This chart shows the percentage change
in area's population from 2010 to 2020,
compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Los Angeles County

California

USA

2.04%

3.40%

3.93%
W 2020
2025 (Projected)
Total Daytime Population Los Angeles County . 10,396,489

This chart shows the number of people
who are present in an area during normal
business hours, including workers, and
compares that population to other
geographies. Daytime population isin
contrag to the "resdent" population
present during evening and nighttime
hours.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Il Los Angeles County

California
JSA

- 39,580,279

328,656,849
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Daytime Population Density

This chart shows the number people who
are present in an area during normal
business hours, including workers, per
square mile in an area, compared with
other geographies. Daytime population is
in contrast to the "resdent" population
present during evening and nighttime
hours.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Il Los Angeles County

California
usa [ s0s

Average Household Size

Los Angetes county

This chart shows the average household 3.00
Qeogmpnicn - rared it ether caiifornia - |
geographies. dlifornia
Data Source: U.S. Census American 2.83
communy Suveyia B, 2020 use .
Update Frequency: Annually
2.60
Il 2020
2025 (Projected)
Popu]ation Living in Fami]y Los Angeles County . 8,217,807
Households 3,380,301
This chart shows the percentage of an california 31,390,294
area’s population that livesin a -
household with one or more individuals 33,003,912
et with o e us: [2segasns
compared with other geographies.
Data Source: U.S. Census American 268,076,687

Community Survey via Esi, 2020
Update Frequency: Annually

B 2020
2025 (Projected)
Female / Male Ratio Los Angeles County a0.4%

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

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Il Women 2020
Men 2020
Women 2025 (Projected)
Men 2025 (Projected)

50.5% 49.5%
Califormia 40.7%
50.3% 49.7%
50.7% 49.3%
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Los Angeles County, California: Age Comparison

Median Age

This chart shows the median age in an 37.1
P i olher Seogrics cairorr: |
Data Source: U.S. Census American
Community Survey via Esi, 2020 37.2
Update Froquency snually o
B 2020 38.2
2025 (Projected)
Population by Age chiidren |
This chart breaks down the population of 11.8%
o0 ey 290 goup rweens
Data Source: U.S. Census American
Community Survey via Esi, 2020 3.6%
Lpdat ey Ay reers
B 2020 8.6%
2025 (Projected) sy |

14.6%

LJ
=
wl

15.7%

e
=
(7]

12.9%

Ln
)
(1)

12.0%
60s

10.5%
70s

6.7%

Ower 80

3.6%

> RPR

9/10/2021

Copyri%hk 2021 Realtors Property Resource® LLC. All Rights Reserved. @ 10 of 18

Information is not guaranteed. Equal Housing Opportunity.



REALTORS
PROFPERTY
RESOURCE

<»RPR

ORANGE COUNTY

REALTORS®

Local Economic Area Report Los Angeles County, California

Los Angeles County, California: 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, 2020

Update Frequency: Annually

0%

B Veried
Unmarried
Married Los Angeles County

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, 2020

Update Frequency: Annually

cafom

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, 2020

Update Frequency: Annually

Los Angeles County
California

usA

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, 2020

Update Frequency: Annually

cafornz

USA [Elgs

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, 2020

Update Frequency: Annually

Los Angeles County

California  [EEED
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Los Angeles County, California: Economic Comparison

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, 2020

Update Frequency: Annually

B 2020
2025 (Projected)

Los Angeles County

£114,624

California

£123,187
Usa

£99,599

Median Household Income

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

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Il 2020
2025 (Projected)

Los Angeles County

£78,993

California

$86,333
s

$69,133

Per Capita Income
This chart shows per capita income in an
area, compared with other geographies.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

B 2020
2025 (Projected)

Los Angeles County

£37,583

California

$41,278
Usa

£37,561

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, 2020

Update Frequency: Annually

Los Angeles County [Evs¥rz]

California [ERESER
(WTYN 465,402
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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

Il Los Angeles County

I califomia Jan Jul Jan Jul Jan Jul Jan Jul Jan Jul Jan
USA 17 17 18 18 19 19 20 20 21 "1 22

Employment Count by Health Care and Social Assistance Bkt

Industry Retail Trade |[ELEW:ESl

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

Data Source: Bureau of Labor Statigtics
via Esi, 2020

Update Frequency: Annually

Manufacturing

Education

Professional, Scientific and Technical
Accommodation and Food

Construction

Other

Transportation and Warehousing
Information

Administrative Support and Waste Management
Finance and Insurance

Public Administration

Arts, Entertainment and Recreation
Wholesale Trade

Real Estate, Rental and Leasing

Utilities

Agriculture, Forestry, Fishing and Hunting
Business Management

Mining

464,195
411,976
407,921
377,769

322,416

309,877
217,160

186,073
160,030
157,743

156,118
117,569

| 5,275

| 2,326
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Los Angeles County, California: Education Comparison

Less than 9th 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, 2020

Update Frequency: Annually

Some High School

This chart shows the percentage of
people in an area whose highest
educational achievement issome 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, 2020

Update Frequency: Annually

Los Angetes county [
carors

usA

High School GED

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

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Los Angeles County
citor:

ULYIN 3.9%

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, 2020

Update Frequency: Annually

Los Angetes county [
cairons

UsA

Some College

This chart shows the percentage of
people in an area whose highest
educational achievement issome
college, without receiving a degree,
compared with other geographies.
Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

Los Angetes county [
.~

UsA
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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, 2020

Update Frequency: Annually

cafom

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, 2020

Update Frequency: Annually

cafom

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, 2020

Update Frequency: Annually

> RPR
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Los Angeles County, California:

Average Commute Time

This chart shows average commute times

to work in minutes, by percentage of an
area's population.

Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

B Los Angeles County

<5 Minutes
5-10 Minutes
10-15 Minutes
15-20 Minutes
20-25 Minutes
23-30 Minutes
30-35 Minutes
35340 Minutes
4045 Minutes
45-60 Minutes
60-20 Minutes

=90 Minutes

Commute Comparison

How People Get to Work

This chart shows the types of
transportation that residents of the area
you searched use for their commute, by
percentage of an area's population.
Data Source: U.S. Census American
Community Survey via Esi, 2020

Update Frequency: Annually

B Los Angeles County

Drive Alone
Carpoal

Public Transit
Bus

Work at Home
Walk

Other

Bicycle
Subway/El
Train
Matorcycle
Taxi
Streetcar/Trolley
Ferry
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Los Angeles County, California: Home Value Comparison

Median Estimated Home Value  Los Angeles Courty
This chart displays property estimates for California

o hasboon Slac Eximeiet hor

one hasbeen selected. Estimated home WP <280,670

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

12 mo. Change in Median Los Angles Couty
Estimated Home Value calfon

the edimated 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
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About RPR (Realtors Property Resource)

¢ Realtors Property Resource®is a wholly owned subsidiary of the National . )
Association REALTORS®.

¢ RPR offers comprehensive data — including a nationwide database of 164 million .
properties — as well as powerful analytics and dynamic reports exclusively for R PR
members of the NAR.

e RPR's focus is giving residential and commercial real estate practitioners, REALTORS
brokers, and MLS and Association staff the tools they need to serve their clients. PROPERTY

o This report has been provided to you by a member of the NAR. RESOURCE

About RPR's Data T

RPR generates and compiles real estate and other data from a vast array of sources. EL i =

The data contained in your report includes some or all of the following: covee e 5,

e Listing data from our partner MLSs and CIEs, and related calculations, like i — - _
estimated value for a property or median sales price for a local market. vt e A i":':'

¢ Public records data including tax, assessment, and deed information.
Foreclosure and distressed data from public records.

o Market conditions and forecasts based on listing and public records data.

e Census and employment data from the U.S. Census and the U.S. Bureau of
Labor Statistics.

o Demographics and trends data from Esri. The data in commercial and economic
reports includes Tapestry Segmentation, which classifies U.S. residential
neighborhoods into unique market segments based on socioeconomic and
demographic characteristics.

e Business data including consumer expenditures, commercial market potential,
retail marketplace, SIC and NAICS business information, and banking potential
data from Esri.

e School data and reviews from Niche.
o Specialty data sets such as walkability scores, traffic counts and flood zones.

stimated Valud
Update Frequency oSl Vedmie
e Listings and public records data are updated on a continuous basis. $227k ;g:;an Sale

e Charts and statistics calculated from listing and public records data are refreshed

Median Sale

monthly _6 1% Price 12-Mont

Change

. s ‘65_h1.=d

o (Other data sets range from daily to annual updates.

Learn more

NATIONAL
For more information about RPR, please visit RPR's m E%ﬁ‘.’%".{s'-o” of .} RPR’
public website: https://blog.narrpr.com e Wholly Oumed Subsidiary
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