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Cluster Description 

Demographic Summary 

Median Age:  

% Married:  

% with Children:  
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Lifestage Spending Credit Income 

U.S. Average Low High 

Income Tier: 

Age Tier: 

These young singles in primarily urban areas crave excitement and are always looking for a new thrill.  Their 

discretionary spending is in check relative to their incomes.  However, they are active credit users.  While they 

have an average number of credit and loan accounts, they have high credit utilization.  They are ambitious and 

aspire to get ahead—having material possessions and a lot of money is important to them.  These singles are 

fascinated by new technology and rely on technology to make their lives more organized.  They spend a lot of 

time online and use the Internet to shop, bank, download music, chat with friends, play games…you name it!  

Definitely spenders rather than savers, these young singles are bona fide shopaholics.  They spend a lot of time 

socializing with friends and they enjoy going to art galleries, attending rock concerts, dancing, and going to the 

beach.   

Credit City: 
Young Singles 

Group E – Cluster 23 

2,417,340 

2.0% 

29 

0% 

15% 

   Cluster 23 U.S. Average 

Median Income $61,937 $71,857  

Median Discretionary 
Spending 

$34,548 $38,692  

% Spending/Income 57% 55% 

No. of Active Credit & 
Loan Accounts 

3.4 3.5 

Credit Utilization 38% 25% 

% Total Credit & Loan 
Balance/Income 

23% 24% 

Average Mortgage 
Balance 

$47,498 $72,061  

Carpe Diem! Now, those are words to live by! 

Moderate ($50K - $100K) 

Young (<35) 

Median Income

Median Discretionary
Spending

Discretionary
Spending/Income

No. Active Credit &
Loan Accounts

Credit Utilization

% Total Credit & Loan
Balance/Income

Average Mortgage
Balance

VantageScore
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Detailed Demographics 

Cluster Migration 

Red indicates % of HHs whose income decreased by over 5%.  Gray indicates % of HHs whose income 
increased or decreased less than 5%.   Green indicates % of HHs whose income increased by more than 
5%. 

Red indicates % of HHs that moved to a cluster with lower median income.  Gray indicates % of HHs 
that stayed in the same cluster or moved to a cluster with similar median income.  Green indicates % of 
HHs that moved to a cluster with higher median income.  

Migration Summary  Geographic Summary 

Cluster Income Shifts 

Children Age 0-17 at Home  Cluster HH (%)  Index  

Children Present  0% 0 

No Children Present  100% 156 

Education – Head of Household  Cluster HH (%)  Index  

12th Grade or Less  6% 47 

Completed High School or Equivalent  23% 74 

Some College , No Degree   25% 144 

Associate Degree  8% 94 

Bachelor’s Degree  31% 165 

Post-Graduate Degree 7% 61 

Credit City: 
Young Singles 

Group E – Cluster 23 

Marital Status  Cluster HH (%)  Index  

Single  85% 175 

Married  15% 29 

Age - Head of Household  Cluster HH (%)  Index  

18 - 24 years old  34% 728 

25 - 34 years old  66% 415 

35 - 44 years old  0% 0 

45 - 54 years old  0% 0 

55 - 64 years old  0% 0 

65+ years old  0% 0 

Median Age  29 

Occupation – Head of Household  Cluster HH (%)  Index  

Professional and Related Occupations 20% 139 

Management, Business and Financial 
Operations         

14% 119 

Sales and Office Occupations  21% 163 

Natural Resources, Construction and 
Maintenance Occupations  

8% 102 

Other Employed  25% 133 

Not Employed/Retired 13% 37 

18% 60% 18% 

32% 9% 42% 

91% 

8% 2% 

Major Metro

Small City

Small Town &
Rural
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Demographics & Economics 

Leisure and Interests 

Media 

=  National Average 
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Very Low Low Medium High Very High 

IN
C

O
M

E
: 

 M
O

D
E

R
A
T

E
 

Credit City: 
Young Singles 

Group E – Cluster 23 

College degree

2+ people working

Blue collar occupations

Home ownership

Home value

Tendency to save

Bank online

Credit card expenditure

Clothing expenditure

Mobile phone bill

Have life insurance

Popular music concerts

Cultural activities

Artistic activities (not music)

Computer/video games

Home/garden

Attend movies

Public/civic involvement

Regular exercise program

Team sports

Golf

Outdoor (e.g. hiking)

Water sports (excl swimming)

Hunting/fishing

Winter sports

Attend major sports events

Media: Magazines

Media: Newspapers

Media: Radio

Media: Internet

Media: Primetime TV

Media: Daytime TV

TV: News

TV: Sports

TV: Home/Lifestyle

TV: Movies

TV: Children's

View cable/pay TV

Have DVR

Internet usage

Visit social network website

Use mobile internet
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Lifestyle 

Attitudes 

=  National Average 

Very Low Low Medium High Very High 
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Credit City: 
Young Singles 

Group E – Cluster 23 

Drive a convertible/coupe/sports car

Drive a truck

Big screen TV

Computer/laptop at home

Family restaurants & steak houses

Fast food restaurants

Bars/night clubs

Dinner/table wines

Beer/ale

Smoke cigarettes

Buy lottery tickets

Impulse shopper

Green shopper

Child influenced shopper

Taken a cruise

Visited a theme park

Domestic travel

Foreign vacation

Own time share residence

Regularly read financial news or financial publications

Better to put my money in a low-risk investment

Find the ups and downs of the financial markets exciting

Loyal to financial institution

Automotive enthusiast

Having a vehicle that is fun to drive is my top priority

Use credit card to buy products rather than waiting

Price is more important than brand names

Will pay extra for products consistent with my image

Like to change brands often for variety and novelty

Always one of the first to try new products

Brand name is the best indication of quality

Prefer to buy things my friends/neighbors approve of

Try to eat healthy and pay attention to nutrition

Prefer picking up quick meals to cooking meals

Regularly eat organic foods

Go to the doctor regularly for check-ups

Strive to achieve a high social status

Very interested in the fine arts

Like to learn about foreign cultures

Philosophy is "Life should be as much fun as possible"

Computers are too confusing to be of much use to me

Among the first to try new technology products

Frequently choose active vacations with lots to do

Prefer guided tours to traveling independently

Prefer to return the same vacation spot

Foreign travel is a great way to learn about other cultures

Advertising is more manipulative than it is informative

Brands that are advertised are better in quality


