
Their plans for the next year show a focus 
on family and home 

THE HOME AFFLUENCER 

Female: 55% Male: 45% 
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I Make Effort to 
Investigate  
Environmental Record 

I Prefer to Buy 
Designer or Luxury 
Brands 

Key Decision Maker in 
My Company’s Banking 
Needs 

Products with Great 
Advertising Are Usually 
Higher Quality 

The brands I buy are 
ones my children prefer  

People Ask My Advice on Fashion and   
What They Should Wear 
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Asian: 
79 

PSYCHOGRAPHICS 

Millennial 41% 

Gen-X 36% 

Boomer 21% 

They skew female and Millennial but males, Gen-X 
and Boomers are well represented  

Looks and luxury matter, but they’re financially 
savvy and environmentally conscious 

Buy First Home 
(Index 167) 

Remodel or 
Renovate Kitchen 
(Index 156) 

Employ an  
Architect                
(Index 205) 

The influential affluents other consumers turn to for home and garden recommendations 

DEMOGRAPHICS 

White: 
91 

Black: 
111 

Hispanic: 
176 

THE HOME AFFLUENCER 

Get       
Married 

     (Index 175) 

Senior 2% 

Median Net Worth: $1074K 

Median HHI: $153K 

Median Age: 39 

Kids Under 18 in HH: 56% 


