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Sports Utility Families consist of upscale families living in relatively new subdivisions on the fringe of the metro sprawl. Most of the adults are white, middle-aged 
and often have older children in their teens. A high proportion of households are multi-generational, with adult children and aging seniors sharing the same 
address with these Gen X parents. The segment is characterized by above-average educations and incomes in the low six figures from a mix of white-collar, blue-
collar and service-sector jobs. 

Once considered the "boonies", these communities were typically developed in what was rolling farmland surrounding metro areas. Many adults were originally 
attracted to the areas more than a decade ago for the open spaces and the affordability of the housing - not the prestige of the neighborhoods. However, as their 
kids have grown up, the adults have aged in place and built up equity in houses that are now considered within reasonable commuting distance of city jobs as well 
as bucolic parks. In these stable areas, families have deep roots and belong to the PTA, church groups and unions. 

With both parents in the workforce, Sports Utility Families have busy, child-centered lifestyles. They typically spend a lot of time in their cars - large SUVs and full-
sized trucks are popular - ferrying their children to after-school activities and heading off for weekend excursions to museums, zoos and aquariums. These are 
sports-crazy families who join leagues to play softball, basketball and football; they're also close enough to lakes and parkland where they can fish, hunt and boat. 
These households still travel as a family, which means driving trips to beaches, campgrounds and resorts near theme parks. When parents need a date night, 
they'll head to a casual dining restaurant, movie or pro sports event.

These shoppers patronize mid-market and discount retailers, but they head to kid-oriented specialty stores for toys, games and sporting equipment. Most have 
unpretentious tastes and care more about long-lasting clothes than designer labels. In these hectic households, most parents are not too interested in self-
improvement and are fine with serving their children convenient processed food and sweets. However, they do think it's important to gather for dinner every night.

Many in Sports Utility Families don't have a lot of time to sit still for most media. They'll listen to music - '80s pop, country and hot adult contemporary radio 
stations are popular - and watch the occasional TV show. However, few read any magazines, and newspapers are skimmed mostly for sports scores. They go on 
the Internet to look for a job, bank or listen to an Internet radio station. Many telecommute and stock their home offices with scanners, webcams and spreadsheet 
software. Among their most bookmarked Websites are Facebook and CareerBuilder; iTunes is a frequently-used application.

Sports Utility Families work hard and have conservative family values. Politically, they're overwhelmingly Republican. Personally, they're laid-back about the need 
for status recognition. They're more interested in their work than the paycheck, though they worry about their financial future. Already middle-aged, they have yet 
to amass a large nest egg for retirement. These conservative investors are more comfortable investing in savings bonds than individual stocks. They live on debit 
and credit cards to make ends meet, and they don't always pay off their balances each month. 

Who we are 

Sports Utility Families are a collection of mostly middle-aged families with school-aged children living in suburban homes. Nearly nine out of ten household heads 
are between 36 and 50 years old. Many have large families with more than two children, and a high percentage have young adults and older seniors living under 
the same roof. These predominantly white, multi-generational households report above-average educations, a majority of them containing at least someone who 
has a college degree. The adults here aren't at the peak of their careers, and they work at a mix of white-collar, blue-collar and service-sector jobs - everything 
from mining and manufacturing to business and education. Nearly three-quarters of households contain multiple earners to support their upscale lifestyles.

Description
Overview

Demographics 
and behavior



Kevin & Wendy

2.40%1.77%Upscale, middle-aged couples with school-aged children living active family lifestyles in outlying suburbs

K OJ NI MH LGFEDCBA SRQP

Group D: Suburban Style

Type D15: Sports Utility Families

18171615

Where we live 

Sports Utility Families households tend to live in affordable neighborhoods in the suburbs of cities of varying sizes scattered around the country, some of which 
are in the Midwest. Nearly all of the household heads own single-family homes in relatively new subdivisions, most built since 1990s, which cater to young families 
in search of reasonably-priced housing. Their homes are starting to show their age, as the parents have raised children of various ages. House values are close to 
the national average at about $235,000. With their older children and young adults living within the same address, the householders have aged in place, and 
there's relatively little churn in their neighborhoods. Nearly half the households have lived at the same address for more than a decade. 

How we live our lives 

In their comfortable suburban subdivisions, Sports Utility Families pursue kid-centered lifestyles. Families here like to spend their leisure time at home playing 
games, listening to music and watching TV. On a weekend afternoon, they may splurge by taking the kids to a museum, aquarium, zoo, theme park or nearby 
beach or lake for swimming. For a night out, Sports Utility Families parents like to go out to a movie, comedy club, pro sports event or concert featuring a well-
known pop or rock group. These families extend their disposable income to travel frequently to domestic destinations, staying at mid-scale hotels, campgrounds 
and all-inclusive resorts; occasionally, vacations will include cruises to destinations in the Caribbean and Mexico. When they go out to eat, they pile into SUVs and 
CUVs from Ford and Nissan and head to casual dining restaurants such as Olive Garden, Chili's, TGI Friday's and Applebee's.

Sports Utility Families are big participants of team sports such as baseball, basketball and football. They also exercise at home or public athletic facilities. With 
their suburban communities not too far from parks, these families like outdoor activities such as hiking, swimming, hunting, fishing and camping. They're also fans 
of a variety of water sports such as water-skiing, jet-skiing, canoeing and power boating. 

As shoppers, they have mid-scale consumer tastes. They're heavy consumers of toys, board games, dolls and sports equipment; they buy everything from golf 
balls and tennis racquets to backpacks and hunting clothes at twice the national average. They also frequent family mid-market retailers like Kohl's, Sam's Club, 
Old Navy, Dick's Sporting Goods and Hobby Lobby. With kids in school and home offices to equip, they're a strong market for office supply stores, but they also 
like to use mail order to buy books, toys, computer products and sporting goods. 

With their mix of teens and older children, these busy families have only average media consumption. However, they do like watching TV, especially auto races, 
pro sports, animation shows like “Family Guy" and reality shows like “American Idol” and “The Biggest Loser”. They'll tune in radio stations playing modern rock, 
country and contemporary Christian music. They've gotten out of the habit of reading magazines, but they pick up newspapers as often as the average to read the 
sports and classified sections. They'd just prefer to avoid most advertisements, especially TV commercials. As they say, “advertising is a waste of my time”.

How we view the world

Sports Utility Families believe that family takes precedence over other priorities. They prefer to spend time at home and like to gather the family together for 
dinner. These folks describe themselves as traditionalists who, despite a high percentage of women in the workforce, support the notion that a woman's place is in 
the home. Politically, they're conservative, and much more likely than the general population to support conservative social causes. Not surprisingly, Republicans 
in this segment outnumber Democrats by more than 3 to 1.

Unlike other upscale Americans, Sports Utility Families are not obsessed with money or status. They think it's important to be attractive but they don't place a high 
priority on looking young or acquiring products to gain the approval of others. Although they earn upscale incomes, they do not feel financially secure; they worry 
about the future and wish money was less important in their lives. Members of this segment say they work because they like the satisfaction - not just the 
paycheck - that it gives them. 

Description
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As consumers, Sports Utility Families are mostly unpretentious in their tastes. They're not interested in designer labels or the latest fashions. They prefer products 
- whether they're clothes or cars - that will last a long time. They say they're uncomfortable with taking risks or doing unconventional things. In the marketplace, 
that translates to being late adopters of electronics and laissez-faire about health. They do not really try to eat a balanced diet.

How we get by

Most Sports Utility Families are upscale - the average income is in the low six figures - thanks to multiple earners. But these Gen X parents are only now 
beginning to think about retirement and have yet to accumulate high balances in their 401(k)s and IRAs. They're also relatively conservative as investors, more 
likely to acquire mutual funds and savings bonds than individual securities. 

With their large families, they score near the top for borrowing and have high rates for home mortgages, cars loans and home equity loans. They also rely on debit 
and credit cards for daily expenses, carrying gasoline station and clothing store cards for those routine purchases and paying them off at average rates. Because 
they've still got kids in the nest, they're also a prime market for term life insurance, which they tend to buy from agents. For convenience, they do a lot of their 
banking online. 

  

Sports Utility Families are above-average users of the Internet. They go online for a wide range of uses, whether it's hunting for a better job, planning a trip, 
auctioning off an old chair or listening to an Internet-only radio station. They're frequent online shoppers who patronize Websites that feature classified ads for 
cars, fitness equipment, house and garden supplies and toys. While the younger generation in the house enjoys going to children's lifestyle sites, the adults head 
to sports sites dedicated to fishing and fantasy leagues. 

Telecommuting is popular; workers outfit their computers at home with accounting and desktop publishing software, DVD burners, scanners, laser printers and 
webcams. However, it's not all work and no play; they also buy gaming software and video controllers at high rates and use applications like iTunes and 
Rhapsody. Reflecting the significant number of young adults still living at home, Sports Utility Families visit such Websites as facebook.com, simplyhired.com, 
datehookup.com and gamespot.com.

Description

Digital behavior
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Unless otherwise stated, charts show 
the Index and Mean %.

The Index is shown as a bar, and the 
Mean % is shown to the right:

0 50

Understanding Charts

Index

Mean %
12.48%

100 200150

Bought tickets once a month or less

Bought tickets 1-4 times a month

Visit a casino

Bought tickets more than once a week

Played weekly drawing

Played instant game

Played daily drawing

Bought tickets

Gaming - State Lottery

Gaming - Casino

Local cable listings channel

Internet

Interactive program guide

Situation comedy shows

Reality shows

News/Documentary shows

Movies

How-to/Instruction shows

General drama shows

Game show/Contest shows

Evening animation shows

Household has pay-per-view TV access

Household has satellite dish

Subscribes to digital cable

Subscribes to cable

Have ever used Video on Demand (VOD)

Bought high-definition discs (Blu-Ray)

Own standalone DVR box

Own DVR built-in to cable/satellite box

Own portable DVD player

Own high-definition TV

Own flat panel - plasma

Own flat panel - LCD

Own big screen projection (42+ inches)

3+ TVs in household

2 TVs in household

1 TV in household

27.0%

31.0%

16.0%

5.1%

38.0%

24.0%

8.0%

52.0%

28.0%

51.0%

21.0%

3.9%

7.1%

53.0%

13.0%

15.0%

32.0%

3.2%

29.0%

65.0%

36.0%

39.0%

64.0%

30.0%

24.0%

5.1%

33.0%

19.0%

62.0%

21.0%

43.0%

14.0%

4.7%

13.0%

80.0%

1000 50 200150

100 2000 50 150

TV viewed

Method to see what’s on TV

TV
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the Index and Mean %.
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0 50

Understanding Charts

Index

Mean %
12.48%

100 200150

Jazz music

Classical music

60s to 70s music

Pop music

R&B music

Country music

Hip hop music

Alternative rock music

Easy listening music

80s music

Playing musical instrument

Listening to music

Attended bars/nightclubs/dancing

Attended restaurant (not fast food)

Attended museums

Attended zoo

Attended aquarium

Attended movies

Attended live theater

Attended dance performance

Attended concert

Attended comedy club

Collect any collectible

Collect sports memorabilia/trading cards

Collect ornaments

Collect Disney items

Collect coins

Bought video games

Bought pre-school toys

Bought play sports equipment

Bought infant toys

Bought electronic educational toys

Bought children's books

Bought games and toys

Bought book from Internet

Bought book from book store

Bought book from book club

Bought book

7.1%

8.4%

35.0%

31.0%

14.0%

30.0%

9.3%

25.0%

22.0%

31.0%

13.0%

72.0%

20.0%

70.0%

29.0%

29.0%

20.0%

77.0%

21.0%

8.5%

35.0%

9.9%

47.0%

7.5%

14.0%

4.9%

13.0%

35.0%

12.0%

22.0%

11.0%

11.0%

29.0%

65.0%

24.0%

45.0%

1.9%

67.0%

1000 50 200150

Arts and entertainmentArts and entertainment
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0 50

Understanding Charts

Index

Mean %
12.48%

100 200150
Yoga

Weight training

Use cardio machine

Tennis

Swimming

Power boating

Motorcycling

Jogging/Running

Horseback riding

Golf

Fresh-water fishing

Football

Fitness walking

Downhill/Cross country skiing

Camping trips (overnight)

Bowling

Billiards/Pool

Bicycling - stationary

Bicycling - mountain/road

Basketball

Baseball

Backpacking/Hiking

Aerobics

Belong to none of these

Belong to union

Belong to PTA/parents' association

Belong to environmentalist organization

Belong to country club

Belong to church/temple/synagogue

Belong to art associations 
(museum, symphony, opera, dance)

Belong to American Association of 
Retired Persons (AARP)

Attend sports events

Tailgating

Reading books

Photography

Painting, drawing, sculpting

Needlework/quilting

Go to beach/lake

Gardening

Education courses

Cooking for fun

Card games

Board games

Bird watching

Antique shopping/shows

6.9%

27.0%

22.0%

10.0%

52.0%

13.0%

8.9%

23.0%

9.4%

19.0%

23.0%

10.0%

57.0%

4.7%

23.0%

32.0%

29.0%

17.0%

24.0%

17.0%

12.0%

15.0%

13.0%

32.0%

8.9%

14.0%

1.4%

1.9%

47.0%

2.3%

3.9%

38.0%

7.3%

55.0%

26.0%

8.0%

6.4%

54.0%

39.0%

16.0%

43.0%

52.0%

50.0%

13.0%

14.0%
Sports and fitness participationLeisure activities/hobbies
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0 50

Understanding Charts

Index

Mean %
12.48%

100 200150

Winter Olympics - frequently

Summer Olympics - frequently

NFL post season - frequently

NFL regular season - frequently

College Football post season - frequently

College Football regular season - frequently

NBA post season - frequently

NBA regular season - frequently

MLB post season - frequently

MLB regular season - frequently

NASCAR Racing - frequently

X-Games

WWE

Volleyball

Track and Field

Major League Soccer (MLS)

Skiing

Rodeo

Fishing

Bowling

College Baseball

Indycar series

Attend Sports Events

Tennis

Soccer

Poker Championships

Olympics

National Football League (NFL)

National Basketball Association (NBA)

NASCAR Racing

Major League Baseball (MLB)

Horse Racing

College Football

College Basketball

23.0%

23.0%

26.0%

30.0%

16.0%

19.0%

6.9%

5.2%

17.0%

17.0%

11.0%

10.0%

3.9%

11.0%

3.5%

5.1%

3.8%

5.6%

6.9%

11.0%

12.0%

5.4%

38.0%

11.0%

8.7%

8.7%

50.0%

45.0%

12.0%

18.0%

33.0%

7.5%

32.0%

18.0%

1000 50 200150

100 2000 50 150

Sports watched (TV)Sports interests
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0 50

Understanding Charts

Index

Mean %
12.48%

100 200150

Households with 3+ vehicles

Households with 2 vehicles

Households with 1 vehicle

Households with no vehicle

Import vehicles

Domestic vehicles

Leased vehicles

Used vehicles

New vehicles

Van - mini

Van - full sized

Upscale - ultra

Upscale - premium

Upscale - near luxury

Upscale - luxury

Traditional car

SUV - upper mid range

SUV - premium large

SUV - pickup

SUV - lower mid range

SUV - large

SUV - entry level

Sports car - upper premium

Sports car - touring

Sporst car - premium

Small car - economy

Small car - budget

Pickup - small

Pickup - full sized

Mid range car - standard

Mid range car - premium

Mid range car - lower

CUV - premium

CUV - mid range

CUV - entry level

Alternate power - hybrid truck

Alternate power - hybrid car

80.9%

5.7%

3.9%

9.5%

30.8%

69.2%

5.1%

66.6%

33.4%

8.0%

2.2%

0.0%

0.1%

2.4%

1.7%

1.3%

0.7%

0.6%

0.5%

6.2%

5.5%

3.1%

0.2%

3.7%

1.0%

7.9%

1.3%

6.6%

20.3%

10.6%

3.6%

6.5%

0.7%

2.1%

2.8%

0.1%

0.3%

1000 50 200150

100 2000 50 150

Vehicle classificationVehicle classification
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0 50

Understanding Charts

Index

Mean %
12.48%

100 200150

Visited Disney (any Florida)
theme parks

Visited theme parks

Foreign travel for vacation

Domestic travel for vacation

Have taken a cruise ship vacation
in last 3 years

Like vacations where activities are 
organized for me

I love the idea of traveling abroad

I prefer traveling in the U.S. as opposed to 
traveling to foreign countries

Travel

Other

Walk

Bicycle

Motorcycle

Public transportation

Carpool

Car - alone

Work from home

10.0%

38.0%

24.0%

54.0%

13.0%

25.0%

52.0%

52.0%

0.5%

1.2%

0.1%

0.1%

0.7%

10.2%

83.5%

3.6%

100 2000 50 150

Work transportation
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