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Recommendations & Conclusions 
 
Buxton has reviewed the three sites discussed with the Morongo Basin Economic 
Partnership on the basis of retail recruitment potential.  This Retail Site Determination 
booklet features maps of each site’s trade area and an analysis contributing to this 
recommendation.   
 
Buxton has selected Site 2 (Outpost Rd & Hwy 62) as having the best overall retail trade 
potential. While all three sites share similar psychographic profiles, Site 2 has a greater 
overall household count. Although Site 2 shares high traffic counts along Hwy 62 with Site 1, 
Site 2 surpasses all other sites with an estimated retail trade potential value in excess of 586 
million dollars.  
 
This recommendation is based on the market characteristics and retail potential of the sites 
studied.  This recommendation does not take into consideration limitations related to cost, 
environment, engineering, infrastructure or ownership. 
 
 

Buxton Recommends 
 

Site 2 – Outpost Rd & Hwy 62 
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Selecting Morongo Basin’s Retail Site 
 
To begin the CommunityID process, the Morongo Basin Economic Partnership selected 
three sites to be analyzed and ranked for possible retail development or revitalization.  The 
locations of the three sites are shown on the opposite page. 
 
The next task for the sponsoring organization is to select one of the three sites 
for a more detailed analysis and determination of retail firms that will best 
match the consumers in Morongo Basin’s trade area.  
 
To aid in the decision-making process to select the best site, Buxton has ranked the retail 
potential of the three sites based on the following analyses: 
 

• A fifteen minute drive-time trade area was delineated for each site 
• The customers in each trade area were segmented according to buying habits and 

lifestyles  
• A profile of Morongo Basin’s customers within each of the three trade areas was 

developed 
• The retail demand for more than 400 products and services was determined for 

each potential trade area  
 
The purpose of these analyses is to develop Morongo Basin’s Customer Profile.  The 
Customer Profile is a snapshot of the customers that reside in Morongo Basin’s trade area.  
Even though these consumers are complex and diverse, Buxton is able to capture and 
catalogue the extent to which potential demand for retailer’s goods and services are 
concentrated in the trade area. 
 
By overlaying Morongo Basin’s Customer Profile with over 4,500 retail matching profiles in 
Buxton’s proprietary database, we are able to identify major categories of retail that are 
candidates for location in the Morongo Basin. This matching provides the basis for 
determining Morongo Basin’s viability to attract retailers and restaurants and forms the basis 
for Buxton’s recommendations and conclusions.  
 
With this analysis and Buxton’s recommendations, the Morongo Basin Economic 
Partnership can make a more informed decision about investments in infrastructure and can 
focus resources on areas of higher retail development potential.  
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Site 2 Analysis (continued) 
 
Retail Trade Potential 
 

The following table outlines the estimated dollar potential available in major retail categories 
by consumers located within the trade area for Site 2: 
 

Consumer Variable - Major Categories Total Estimated Dollars 
Food at Home $89,397,740 
Food Away from Home $72,341,850 
Alcoholic Beverages $18,454,960 
Smoking Products & Supplies $12,857,490 
Personal Care Products & Services $12,295,780 
Day Care $3,795,980 
Household Furnishings & Services $78,759,020 
Housing Expenses $15,348,180 
Apparel $47,566,920 
Sports & Recreation $12,960,790 
Miscellaneous $38,969,470 
Education $14,545,750 
Automotive $116,332,800 
Health Care $52,381,350 
TOTAL $586,008,080 

 
Source: Claritas, Inc, PRIZM® NE, © 2006 

 
 
The following table presents the trade potential variables for Site 2: 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Claritas, Inc, PRIZM® NE, © 2006 

Estimated Retail Potential

17,200

$586,008,080 

Number of Households in Dominant Segments 13,578

Traffic Count

Trade Potential Variables Site 2

Estimated Household Count 16,463
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Site 3 Analysis:  Mesquite Springs Rd – Twentynine Palms 
 
Drive-Time Trade Area 
The map on the opposite page depicts the trade area for Site 3.  The trade area consists of 
a fifteen-minute polygon, determined by Buxton’s proprietary drive-time technology. 
 
Psychographics 
The psychographic profile of the households within a fifteen-minute drive-time of Site 3 is 
presented below. 

 
 Source: Claritas, Inc, PRIZM® NE, © 2006 

 
Dominant Segments 
A segment that represents at least three percent of a trade area is a dominant segment.  
Following is a description of the dominant segments for Site 3. 

 
 

Source: Claritas, Inc, PRIZM® NE, © 2006 

 

Trade Area Segmentation

Mesquite Springs Rd

666564636261605958575655545352515049484746454443424140393837363534333231302928272625242322212019181716151413121110987654321

24% 

21% 

18% 

15% 

12% 

9% 

6% 

3% 

0% 

DescriptionDominant Segments Households % of Al l Households

32 NEW HOMESTEADERS 334 4.55%
37 MAYBERRY-VILLE 370 5.04%
48 YOUNG & RUSTIC 1,435 19.57%
50 KID COUNTRY, USA 551 7.51%
55 GOLDEN PONDS 497 6.78%
56 CROSSROADS VILLAGERS 689 9.39%
57 OLD MILLTOWNS 618 8.43%
58 BACK COUNTRY FOLKS 299 4.08%
64 BEDROCK AMERICA 1,115 15.20%
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Site 3 Analysis (continued) 
 
Retail Trade Potential 
 
The following table outlines the estimated dollar potential available in major retail categories 
by consumers located within the trade area for Site 3: 
 

Consumer Variable - Major Categories Total Estimated Dollars 

Food at Home $38,987,850 
Food Away from Home $31,869,950 
Alcoholic Beverages $7,876,580 
Smoking Products & Supplies $5,754,120 
Personal Care Products & Services $5,375,380 
Day Care $1,749,860 
Household Furnishings & Services $31,483,750 
Housing Expenses $6,524,460 
Apparel $21,997,150 
Sports & Recreation $5,492,720 
Miscellaneous $15,756,200 
Education $7,201,970 
Automotive $49,181,230 
Health Care $18,684,250 
TOTAL $247,935,470 

 
Source: Claritas, Inc, PRIZM® NE, © 2006 

 
 
The following table presents the trade potential variables for Site 3: 
 
 
 
 
 
 
 
 
 
 

Source: Claritas, Inc, PRIZM® NE, © 2006 

Trade Potential Variables Site 3

Estimated Household Count 7,334

Estimated Retail Potential

9,100

$247,935,470 

Number of Households in Dominant Segments 5,908

Traffic Count
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Site Comparison 
 
Trade Area Segmentation 
 

This side by side comparison of the three trade areas shows the compositions and 
characteristics of the households to be very similar.  This is not unusual and can be 
expected in an area with potential sites in close proximity. 
 

 
Source: Claritas, Inc, PRIZM® NE, © 2006 

 
 
10-Minute Trade Area Statistics with Trade Area Rank 

 
 

Source: Claritas, Inc, PRIZM® NE, © 2006 

 

13,578 (1)

17,200 (2)

$586,008,080 (1)

Site 3

7,334 (3)

5,908 (3)

9,100 (3)

$247,935,470 (3)

Trade Potential Variables Site 1 Site 2

16,463 (1)Estimated Household Count 14,725

12,383 (2)
Number of Households in Dominant 

Segments

Estimated Retail Potential

23,000 (1)

$521,571,470 (2)

Traffic Count

Trade Area Comparison

Balsa Ave & Hwy 62 Outpost Rd & Hwy 62 Mesquite Springs Rd

666564636261605958575655545352515049484746454443424140393837363534333231302928272625242322212019181716151413121110987654321

24% 

21% 

18% 

15% 

12% 

9% 

6% 

3% 

0% 



                                                             
  

         
   
 
 

10

Brief Segment Descriptions 
 

1 UPPER CRUST – The nation’s most exclusive address, Upper Crust is the wealthiest 
lifestyle in America—a haven for empty-nesting couples over 55 years old.  No 
segment has a higher concentration of residents earning over $200,000 a year or 
possessing a postgraduate degree, and none has a more opulent standard of living.  

 
2 BLUE BLOOD ESTATES – Blue Blood Estates is a family portrait of suburban wealth, a 

place of million-dollar homes and manicured lawns, high-end cars and exclusive private 
clubs.  The nation’s second-wealthiest lifestyle, it is characterized by married couples 
with children, college degrees, a significant percentage of Asian Americans and six-
figure incomes earned by business executives, managers and professionals.  

 
3 MOVERS & SHAKERS – Movers & Shakers is home to America’s up-and-coming 

business class:  a wealthy suburban world of dual-income couples who are highly 
educated, typically between the ages of 35 and 54, often with children.  Given its high 
percentage of executives and white-collar professionals, there is a decided business 
bent to this segment: Movers & Shakers rank number one for owning a small business 
and having a home office.  

 
4 YOUNG DIGERATI – Young Digerati are the nation’s tech-savvy singles and couples 

living in fashionable neighborhoods on the urban fringe.  Affluent, highly educated and 
ethnically mixed, Young Digerati communities are typically filled with trendy 
apartments and condos, fitness clubs and clothing boutiques, casual restaurants and all 
types of bars—from juice to coffee to microbrew.   

 
5 COUNTRY SQUIRES – The wealthiest residents in exurban America live in Country 

Squires, an oasis for affluent Baby Boomers who have fled the city for the charms of 
small-town living.  In their bucolic communities noted for their recently built homes on 
sprawling properties, the families of executives live in six-figure comfort.  Country 
Squires enjoy country club sports like golf, tennis and swimming as well as skiing, 
boating and biking.  

 
6 WINNER’S CIRCLE – Among the wealthy suburban lifestyles, Winner’s Circle is the 

youngest, a collection of mostly 25- to 34-year-old couples with large families in new-
money subdivisions.  Surrounding their homes are the signs of upscale living:  
recreational parks, golf courses and upscale malls.  With a median income of nearly 
$90,000, Winner’s Circle residents are big spenders who like to travel, ski, go out to 
eat, shop at clothing boutiques and take in a show.  

 
7 MONEY & BRAINS – The residents of Money & Brains seem to have it all: high 

incomes, advanced degrees and sophisticated tastes to match their credentials.  Many 
of these city dwellers—predominantly white with a high concentration of Asian 
Americans—are married couples with few children who live in fashionable homes on 
small, manicured lots. 
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Brief Segment Descriptions  
 
8 EXECUTIVE SUITES – Executive Suites consists of upper-middle-class singles and 

couples typically living just beyond the nation’s beltways.  Filled with significant 
numbers of Asian Americans and college graduates—both groups are represented at 
more than twice the national average—this segment is a haven for white-collar 
professionals drawn to comfortable homes and apartments within a manageable 
commute to downtown jobs, restaurants and entertainment.   

 
9 BIG FISH, SMALL POND – Older, upper-class, college-educated professionals, the 

members of Big Fish, Small Pond are often among the leading citizens of their small-
town communities.  These upscale, empty-nesting couples enjoy the trappings of 
success, belonging to country clubs, maintaining large investment portfolios and 
spending freely on computer technology.  

 
10 SECOND CITY ELITE – There’s money to be found in the nation’s smaller cities, and 

you’re most likely to find it in Second City Elite.  The residents of these satellite cities 
tend to be prosperous executives who decorate their $200,000 homes with multiple 
computers, large-screen TV sets and an impressive collection of wines. With more 
than half holding college degrees, Second City Elite residents enjoy cultural activities—
from reading books to attending theater and dance productions.  

 
11 GOD’S COUNTRY – When city dwellers and suburbanites began moving to the 

country in the 1970’s, God’s Country emerged as the most affluent of the nation’s 
exurban lifestyles.  Today, wealthier communities exist in the hinterlands, but God’s 
Country remains a haven for upper-income couples in spacious homes.  Typically 
college-educated Baby Boomers, these Americans try to maintain a balanced lifestyle 
between high-power jobs and laid-back leisure.   

 
12 BRITE LITES, LI’L CITY – Not all of the America’s chic sophisticates live in major 

metros.  Brite Lights, Li’l City is a group of well-off, middle-aged couples settled in the 
nation’s satellite cities. Residents of these typical double income, no kids households 
have college educations, well-paying business and professional careers and swank 
homes filled with the latest technology.  

 
13 UPWARD BOUND – More than any other segment, Upward Bound appears to be 

the home of those legendary Soccer Moms and Dads.  In these small satellite cities, 
upper-class families boast dual incomes, college degrees and new split-levels and 
colonials.  Residents of Upward Bound tend to be kid-obsessed, with heavy purchases 
of computers, action figures, dolls, board games, bicycles and camping equipment.  

 
14 NEW EMPTY NESTS – With their grown-up children recently out of the house, New 

Empty Nests is composed of upscale older Americans who pursue active—and 
activist— lifestyles.  Nearly three-quarters of residents are over 65 years old, but they 
show no interest in a rest-home retirement.  This is the top-ranked segment for all-
inclusive travel packages; the favorite destination is Italy.  

 



                                                             
  

         
   
 
 

12

Brief Segment Descriptions  
 
15 POOLS & PATIOS – Formed during the postwar Baby Boom, Pools & Patios has 

evolved from a segment of young suburban families to one for mature, empty-nesting 
couples.  In these stable neighborhoods graced with backyard pools and patios—the 
highest proportion of homes were built in the 1960’s—residents work as white-collar 
managers and professionals, and are now at the top of their careers. 

 
16 BOHEMIAN MIX – A collection of young, mobile urbanites, Bohemian Mix represents 

the nation’s most liberal lifestyles.  Its residents are a progressive mix of young singles 
and couples, students and professionals, Hispanics, Asians, African-Americans and 
whites.  In their funky row houses and apartments, Bohemian Mixers are the early 
adopters who are quick to check out the latest movie, nightclub, laptop and 
microbrew.  

 
17 BELTWAY BOOMERS – The members of the postwar Baby Boom are all grown up.  

Today, these Americans are in their forties and fifties, and one segment of this huge 
cohort—college-educated, upper-middle-class and home-owning—is found in Beltway 
Boomers.  Like many of their peers who married late, these Boomers are still raising 
children in comfortable suburban subdivisions, and they’re pursuing kid-centered 
lifestyles.  

 
18 KIDS & CUL-DE-SACS – Upscale, suburban, married couples with children is the 

description of Kids & Cul-de-Sacs, an enviable lifestyle of large families in recently built 
subdivisions.  With a high rate of Hispanic and Asian Americans, this segment is a 
refuge for college-educated, white-collar professionals with administrative jobs and 
upper-middle-class incomes.  Their nexus of education, affluence and children 
translates into large outlays for child-centered products and services.  

 
19 HOME SWEET HOME – Widely scattered across the nation’s suburbs, the residents 

of Home Sweet Home tend to be upper-middle-class married couples living in mid-
sized homes with few children.  The adults in the segment, mostly between the ages of 
25 and 54, have gone to college and hold professional and white-collar jobs.  With 
their upscale incomes and small families, these folks have fashioned comfortable 
lifestyles, filling their homes with toys, TV sets and pets.  

 
20 FAST-TRACK FAMILIES – With their upper-middle-class incomes, numerous children 

and spacious homes, Fast-Track Families are in their prime acquisition years.  These 
middle-aged parents have the disposable income and educated sensibility to want the 
best for their children.  They buy the latest technology with impunity: new computers, 
DVD players, home theater systems and video games. They take advantage of their 
rustic locales by camping, boating and fishing.  
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Brief Segment Descriptions  
 
21 GRAY POWER – The steady rise of older, healthier Americans over the past decade 

has produced one important by-product:  middle-class, home-owning suburbanites 
who are aging in place rather than moving to retirement communities.  A segment of 
older, mid-scale singles and couples who live in quiet comfort, Gray Power reflects 
this trend.   

 
22 YOUNG INFLUENTIALS – Once known as the home of the nation’s yuppies, Young 

Influentials reflects the fading glow of acquisitive yuppiedom.  Today, the segment is a 
common address for young, middle-class singles and couples who are more 
preoccupied with balancing work and leisure pursuits.  Having recently left college 
dorms, they now live in apartment complexes surrounded by ball fields, health clubs 
and casual-dining restaurants.  

 
23 GREENBELT SPORTS – A segment of middle-class exurban couples, Greenbelt Sports 

is known for its active lifestyle.  Most of these middle-aged residents are married, 
college-educated and own new homes; about a third have children.  And few segments 
have higher rates for pursuing outdoor activities such as skiing, canoeing, backpacking, 
boating and mountain biking.  

 
24 UP-AND-COMERS – Up-and-Comers is a stopover for young, mid-scale singles 

before they marry, have families and establish more deskbound lifestyles.  Found in 
second-tier cities, these mobile twenty-somethings include a disproportionate number 
of recent college graduates who are into athletic activities, the latest technology and 
nightlife entertainment.  

 
25 COUNTRY CASUALS – There’s a laid-back atmosphere in Country Casuals, a 

collection of middle-aged, upper-middle-class households that have started to empty-
nest.  Workers here—and most households boast two earners—have well-paying 
blue- or white-collar jobs, or own small businesses.  Today these Baby-Boom couples 
have the disposable income to enjoy traveling, owning timeshares and going out to eat.  

 
26 THE COSMOPOLITANS – Educated, mid-scale and multi-ethnic, The Cosmopolitans 

are urbane couples in America’s fast-growing cities.  Concentrated in a handful of 
metros—such as Las Vegas, Miami and Albuquerque—these households feature older 
home-owners, empty-nesters and college graduates.  A vibrant social scene surrounds 
their older homes and apartments, and residents love the nightlife and enjoy leisure-
intensive lifestyles. 

  
27 MIDDLEBURG MANAGERS – Middleburg Managers arose when empty-nesters 

settled in satellite communities which offered a lower cost of living and more relaxed 
pace.  Today segment residents tend to be middle-class and over 55 years old with 
solid managerial jobs and comfortable retirements. In their older homes, they enjoy 
reading, playing musical instruments, indoor gardening and refinishing furniture. 
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Brief Segment Descriptions  
 
28 TRADITIONAL TIMES – Traditional Times is the kind of lifestyle where small-town 

couples nearing retirement are beginning to enjoy their first empty-nest years.  
Typically in their fifties and sixties, these middle-class Americans pursue a kind of 
granola-and-grits lifestyle.  On their coffee tables are magazines with titles ranging 
from Country Living and Country Home to Gourmet and Forbes.  But they’re big travelers, 
especially in recreational vehicles and campers.  

 
29 AMERICAN DREAMS – American Dreams is a living example of how ethnically 

diverse the nation has become: more than half the residents are Hispanic, Asian or 
African-American.  In these multilingual neighborhoods—one in ten residents speaks a 
language other than English—middle-aged immigrants and their children live in middle-
class comfort.   

 
30 SUBURBAN SPRAWL – Suburban Sprawl is an unusual American lifestyle: a collection 

of mid-scale, middle-aged singles and couples living in the heart of suburbia.  Typically 
members of the Baby Boom generation, they hold decent jobs, own older homes and 
condos, and pursue conservative versions of the American Dream.  Among their 
favorite activities are jogging on treadmills, playing trivia games and renting videos.  

 
31 URBAN ACHIEVERS – Concentrated in the nation’s port cities, Urban Achievers is 

often the first stop for up-and-coming immigrants from Asia, South America and 
Europe.  These young singles and couples are typically college-educated and ethnically 
diverse: about a third are foreign-born, and even more speak a language other than 
English.  

 
32 NEW HOMESTEADERS – Young, middle-class families seeking to escape suburban 

sprawl find refuge in New Homesteaders, a collection of small rustic townships filled 
with new ranches and Cape Cods.  With decent-paying jobs in white-collar and service 
industries, these dual-income couples have fashioned comfortable, child-centered 
lifestyles, their driveways filled with campers and powerboats, their family rooms with 
PlayStations and Game Boys.  

 
33 BIG SKY FAMILIES – Scattered in placid towns across the American heartland, Big Sky 

Families is a segment of young rural families who have turned high school educations 
and blue-collar jobs into busy, middle-class lifestyles.  Residents like to play baseball, 
basketball and volleyball in addition to going fishing, hunting and horseback riding. To 
entertain their sprawling families, they buy virtually every piece of sporting equipment 
on the market.  

 
34 WHITE PICKET FENCES – Midpoint on the socioeconomic ladder, residents in White 

Picket Fences look a lot like the stereotypical American household of a generation 
ago: young, middle-class, married with children.  But the current version is 
characterized by modest homes and ethnic diversity—including a disproportionate 
number of Hispanics and African-Americans.  
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Brief Segment Descriptions  
 
35 BOOMTOWN SINGLES – Affordable housing, abundant entry-level jobs and a thriving 

singles scene— all have given rise to the Boomtown Singles segment in fast-growing 
satellite cities. Young, single and working-class, these residents pursue active lifestyles 
amid sprawling apartment complexes, bars, convenience stores and laundromats.  

 
36 BLUE-CHIP BLUES – Blue-Chip Blues is known as a comfortable lifestyle for young, 

sprawling families with well-paying blue-collar jobs.  Ethnically diverse—with a 
significant presence of Hispanics and African-Americans—the segment’s aging 
neighborhoods feature compact, modestly priced homes surrounded by commercial 
centers that cater to child-filled households.   

 
37 MAYBERRY-VILLE – Like the old Andy Griffith Show set in a quaint picturesque berg, 

Mayberry-ville harks back to an old-fashioned way of life.  In these small towns, 
middle-class couples and families like to fish and hunt during the day, and stay home 
and watch TV at night.  With lucrative blue-collar jobs and moderately priced housing, 
residents use their discretionary cash to purchase boats, campers, motorcycles and 
pickup trucks.  

 
38 SIMPLE PLEASURES – With more than two-thirds of its residents over 65 years old, 

Simple Pleasures is mostly a retirement lifestyle: a neighborhood of lower-middle-class 
singles and couples living in modestly priced homes.  Many are high school-educated 
seniors who held blue-collar jobs before their retirement, and a disproportionate 
number served in the military; no segment has more members of veterans clubs.   

 
39 DOMESTIC DUOS – Domestic Duos represents a middle-class mix of mainly over-55 

singles and married couples living in older suburban homes.  With their high-school 
educations and fixed incomes, segment residents maintain an easy-going lifestyle.  
Residents like to socialize by going bowling, seeing a play, meeting at the local fraternal 
order or going out to eat.  

 
40 CLOSE-IN COUPLES – Close-In Couples is a group of predominantly African-

American couples living in older homes in the urban neighborhoods of mid-sized 
metros.  High school educated and empty nesting, these 55-year-old-plus residents 
typically live in older city neighborhoods, enjoying secure and comfortable 
retirements.  

 
41 SUNSET CITY BLUES – Scattered throughout the older neighborhoods of small cities, 

Sunset City Blues is a segment of lower-middle-class singles and couples who have 
retired or are getting close to retirement.  These empty-nesters tend to own their 
homes but have modest educations and incomes.  They maintain a low-key lifestyle 
filled with newspapers and television by day, and family-style restaurants at night.  

 
 
 
 


