
Identify Consumers

Health-Conscious 
Consumers

According to the American College of Sports Medicine’s 2019 American Fitness 
Index, the top three fittest cities in the U.S. are Arlington, VA, Seattle, WA and 
Minneapolis, MN. We’re examining some of the health and wellness practices of 
households in these geographies, through the lens of select segments from Claritas 
PRIZM® Premier’s lifestyle segmentation system. As more people #StayHome, these 
insights can help you deliver successful campaigns to health-conscious consumers.

Know more about how to identify 
consumers focused on health & wellness 

Young Digerati are tech-savvy 
and live in fashionable 
neighborhoods on the urban 
fringe. Affluent and highly 
educated, Young Digerati 
communities are typically filled 
with trendy homes and condos 
that are owned rather than 

than rented. They believe in living ecofriendly lifestyles 
and enjoy dining at organic/health food restaurants, 
coffee houses and other trendy establishments

How much more health-conscious are Young 
Digerati than the average household in Arlington, 
VA, Minneapolis, MN and Seattle, WA?  

29% more likely to regularly eat organic foods 

90% more likely to have shopped at Whole Foods 
in the past week 

112% more likely to have eaten dinner at a health 
food or organic restaurant in the past month

102% more likely to have shopped at REI in the 
past three months

40% more likely to have done yoga and Pilates in 
the past 12 months

• Median Household Income: $134,523
• Above Average Technology Usage
• Graduate Plus Education Level

Hundreds of health-focused insights 
are available at all U.S. geography levels.

Sporting goods stores are popular among the health-conscious 
households in Arlington, VA, Minneapolis, MN and Seattle, WA. 

• Big Sky Families are 295% more likely than the average
household in these geographies to have shopped at Academy
Sports & Outdoors in the last three months

• New Homesteaders are 143% more likely than the average
household in these geographies to have shopped at Bass Pro
Shops in the last three months

These segments are both family aged with median household 
incomes above the national average, but New Homesteaders 
have a slightly higher household technology usage rate.



Networked Neighbors & Young Digerati Reach By Channel: Email: 100,118 Social: 182,315 Display: 179, 978

To identify and engage the health-conscious audiences in the markets 
you care about, contact us at 800.234.5973 or visit www.claritas.com
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Which health-conscious segment(s) in Arlington, VA, Minneapolis, MN and Seattle, WA 
offer the most opportunity for health and wellness focused brands?

Multi-Culti Families 
• 45% more likely to keep junk food out of their home
• 23% more likely to evaluate the nutrition label on a menu when ordering at a restaurant
• 26% more likely to believe that vitamin supplements improve one’s health

Multi-Culti Families are average in their technology usage, are often bilingual, and earn less 
than the average median household income. Deliver your marketing messages to Multi-Culti
Families via social media ads in both English and Spanish, to maximize your budget.

Movers & Shakers 
• 41% more likely to follow a weight loss program
• 25% more likely to try to buy foods grown or produced in their local region
• 21% more likely to look for new ways to live healthier lives

These environmentally focused, healthy eaters are above average in their technology usage 
and will likely see your marketing message on an iPad, so make sure it is optimized for a 
tablet to reach this wealthy, older segment.

PRIZM Premier segmentation
Made up of 68 segments, PRIZM Premier provides rich insights for all U.S. households, like 
demographics, lifestyle and media preferences, shopping behaviors and technology usage.
• Access 120MM+ households and over 10K demographic and behavioral insights to meet

more prospects who are looking for what you’re selling
• Leverage the intelligence of the Claritas Identity Graph to link pre-built audiences to their

devices and the channels they use
• Deliver your audiences to Claritas’ vast network of over 150+ channel and platform

partners, so you and your agency can execute your email, social or display campaign on 
your own, or let Claritas handle everything for you.

Networked Neighbors is a 
family portrait of suburban 
wealth, a place of expensive 
homes and manicured lawns, 
high-end cars and vacations to 
tropical getaways. This lifestyle 
is characterized by married 
couples with children, high

high technology use, graduate degrees, and six-figure 
incomes earned by corporate executives, managers, and 
business professionals.

How much more likely to engage in health-conscious 
activities are Networked Neighbors than the average 
household in Arlington, VA, Minneapolis, MN and 
Seattle, WA? 

Spend $500 or more in the past year on:
Athletic clothing: 241% more likely 
Sports equipment: 197% more likely

Activities in the past year:
Bicycling: 65% more likely
Golf: 94% more likely
Group fitness class: 56% more likely
Hiking/Backpacking: 68% more likely
Swimming: 64% more likely

• Median Household Income: $232,777
• Highest Technology Usage
• Graduate Plus Education Level

Source: Claritas Consumer Profiles (Nielsen Scarborough 2019), MRI Profiles 2020, PRIZM Premier Segment Distributions 2020
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