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ABOUT THE CITY OF DENISON

For |l nformation About t he Deni son, Texas Communi

http:// www. cityofd#&sison.com/ 177/ About



RETAIL ENVIRONMENT
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RETAIL ENVIRONMENT
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RETAIL ENVIRONMENT

Dri ve Ti me

A category with retail | eakage indicates revenue
indicated when consumers from an area are spendi
nesses in the area are providing. Categories wit
additional retailers in those categories. Deni so
categories, some of which are highlighted bel ow.
tor evident by consumers coming into the trade a
ic goods and services. Several categories in Den
ing a regional pull of customers if these needs
RETAI L CATEGORY ANNU 10 Mi
Noi#st ores Retailers $31,03|7, 391
Clothing & Clothing Acc $14, 71s 549
Home Centers $14,63|7, 855
Gener al Merchandi se St o $14,16|5, 272
Gasoline Stations $13,92|1,040
Grocery Stores $6,726¢, 839
Jewelry, Luggage, Leath $6, 46 s316
Lawn/ Garden Equi pment / S $4,455,570
TOTAL LEAKAGE $106, 117, 832

*The total |l eakage includes categories n



RETAIL ENVIRONMENT

Dri ve Ti me

A category with retail | eakage indicates revenue
indicated when consumers from an area are spendi
nesses in the area are providing. Categories wit
additional retailers in those categories. Deni so
categories, some of which are highlighted bel ow.
tor evident by consumers coming into the trade a
ic goods and services. Several categories in Den
ing a regional pull of customers if these needs
RETAI L CATEGORY ANNU 15 Mi
Noi#t ores Retailers $42,80/9,572
Clothing & Clothing Acc $10, 20Rs 747
Jewel ry, Luggage, Leath $8,97%s123
Lawn/ Garden Equi pment / S $6, 496, 693
Gasoline Stations $5,58%,672
El ectronics & Appliance $3,950, 397
Ot her Misc. Store Retai $2,521,512
Convenience Stores $2,3238,193
TOTAL LEAKAGE $82, 862, 909

*The total |l eakage includes categories n



RETAIL ENVIRONMENT

Dri ve Ti me

A category with retail | eakage indicates revenue
indicated when consumers from an area are spendi
nesses in the area are providing. Categories wit
additional retailers in those categories. Deni so
categories, some of which are highlighted bel ow.
tor evident by consumers coming into the trade a
ic goods and services. Several categories in Den
ing a regional pull of customers if these needs
RETAI L CATEGORY ANNUAL 30 Mi
Noi#t ore Retailers $116, 645, 147
Grocery Stores $49,549, 551
Clothing & Clothing Acces $32,88ds 070
Gasoline Stations $22, 704, 847
Jewelry, Luggage, Leather $22, 17gs 684
Dept. Stores, Excluding L $20, 276S22®de s
Lawn/ Garden Equi pment/ Sup $17,579, 230
El ectronics & Appliances $16, 882, 231
TOTAL LEAKAGE $298,684, 054

*The total |l eakage includes categories n



TOTAL RETAIL SALES

.S NI ¢20Ft wSdaGFAt {I €S

2015 — $294,803,253

QX

Sales tax revenue is an indi
retailers and in the fiscal

in the chart, the total
increase indicating fi
and gr owt h.




DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|lel time 15.|el time 30.
Descri
Popul ati on
2021 Projection 25, 35, 98,
2016 Esti mate 25, . 34, 95,
2010 Census 25, 34, . 93,
2000 Census 24, 32, 87, .
8.00%
6.00% /4.-‘
4.00% R “///.
2.00% _—‘\__--_—-Cf’,’/‘
0.00% . * . |
Growth 2016 - 2021 Growth 2010 - 2016 Growth 2000 - 2010
=——Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 10.0 minute(s)
== Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 15.0 minute(s)
== Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 30.0 minute(s)
Gr owt h-202116 1.7 2.6 3.35%
Gr owt h-20016 0.1 1.5 2.55%
Gr owt h-20100 1.6 5. 2 6. 56%

Househol ds

2021 Projection 10, 14, . 38,
2016 Esti mat e 10, 14, 37,
2010 Census 10, 13, 36,
2000 Census 10, 13, 34, .
B8.00%
6.00% —A

4:00% //.
2.00% - K W
0.00% \—“"‘l”/

Growth 2016 - 2021 Growth 2010 - 2016 Growth 2000 - 2010

=—#—Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 10.0 minute(s)
—— Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 15.0 minute(s)

== Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 30.0 minute(s)

Gr owt h-202116 1.8 2.7 3.46%
Gr owt h-2016 0. 2 1.5 2. 64%
Gr owt h-20100 1.2 5.0 6. 44%
-
-‘, A S .
RETAIL ATTRACTIONS uc ]]]CISC]']
Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav
el time 10.|lel time 15.|el time 30.

Descr.i
Family Househol ds

2021 Projection 6, 9 9, 6 26,
2016 Esti mat e 6, 7 9, 3 25, .
2010 Census 6, 7 9, 2 24,
2000 Census 6, 8 9,0 23,
5.00%
4.00% —h
3.00% : _______‘_________/"'_
0.00% ,\‘——— : .
_____"'-——_______‘
-1.00% %
-2.00%
Growth 2016 - 2021 Growth 2010 - 2016 Growth 2000 - 2010

—+—Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 10.0 minute(s)
—— Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 15.0 minute(s)

—#—Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 30.0 minute(s)

Gr owt h-20216 1.7 2.6 3.44%

Gr owt h-2016 0.1 1.4 2.63%

Gr owt h-20100 0.9 2.3 4. 16%
L I

S -

RETAIL ATTRACTIONS e ]]]CISC]']

Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10. el ti me 15.|el ti me 30.
Descri

2016 Est. Popul-ati ot 25 34 95
Classification Race ' ’ ’

m White Alone

m Black or African American Alone

m Amer. Indian and Alaska Native Alone

m Asian Alone

m Native Hawaiian and Other Pac. Isl. Alone

m Some Other Race Alone

m Two or More Races
White Al one 20, 82. € 28, 82. 2 74, 77.59%
Bl ack or African Ame¢ 2,0 8. 2 2,6 7.6 7,1 7. 44%
Amer . I ndi an and Al ¢ 57 2.2 85 2.4 2,7 2.90%
Asi an Al one 19 0.7 35 1.0 1, 3 1. 43%
Native Hawaiian and 1 0.0 1 0.0 4! 0. 05%
Some Ot her Race Al o1 6 6 2.6 1,0 2.8 6, 1 6. 41%
Two or Mor e Races 85 3.3 1, 2 3.7 3,9 4. 18%
2016 Est. Popul ati ot 25 34 95
tino Origin ' ' '
Not Hispanic or Lati 22, 90. & 31, 90. 2 82, 86. 14%
Hi spanic or Latino 2,4 9.6 3,4 9.7 13, . 13.86%
Me xi can 2,1 86 . € 2,9 86. € 11, ¢ 83.71%
Puerto Rican 8 I 3.5 9 2.8 21 1. 63%
Cuban 1: 0.5 11 0. 4 51 0. 38%
Al'l Ot her Hispanic ¢ 22 9.2 34 9.9 1,8 14. 29%
2016 Est. Hisp. or -l 2 4 3 4 13
Class. Race ' ' "
White Al one 1,5 62.4 2,0 59. € 5, 8 44. 44%
Bl ack or African Ame 4 . 1.7 5. 1.5 15 1.20%
American I ndian and 6 ! 2.8 8"’ 2.5 22 1. 73%
Asi an Al one 0 0.0 3 0.1 11 0.12%
Native Hawaiian and 1 0.0 1 0.0 3 0. 02%
Al one
Some Ot her Race Al o1 6 4 26. 2 98 29. C 6, 0 45. 83%
Two or More Races 16 6. 6 24 7.1 88 6. 66%

L _ Y
P SLb<PS )
RETAIL ATTRACTIONS e ]‘]]CISC]']
Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.(el time 15.|el ti me 30.
Descr.i
2016 Est. Po b Ra
Catoegory p by 19 35 1, 3
Chinese, except Tai’ 1( 4. 8 2! 7.0 10 7.38%
Filipino 7 37.3 9 ¢ 28.0 19 14. 35%
Japanese 3 1.5 6 1.8 2! 1.81%
Asian | ndian 6 ( 30.1 11 32.7 52 38.22%
Kor ean 8 4.0 2! 7.2 16 11.74%
Vi et namese 6 2.8 1. 4.1 10 7.29%
Cambodi an 0 0.0 0 0.0 0 0.00%
Hmong 0 0.0 0 0.0 0 0. 00%
Laoti an 0 0.0 0 0.0 4 0.28%
Thai 3 1.4 5 1.5 1! 1.11%
All Other Asian Rac 3¢ 17.8 6. 17.4 24 17.83%
gory
2016 Est. Popul ati ol 25, . 34, ! 95, !
Ar ab 2. 0.0 3¢ 0.1 10 0.11%
Czech 8 ( 0.3 11 0.3 26 0.28%
Dani sh 0 0.0 2 0.0 1. 0.01%
Dutch 38 1.5 4 4 1.2 87 0.91%
Engl i sh 1,9 7.8 2,6 7.6 6, 8 7.18%
French (except Basq! 36 1.4 48 1.3 1,1 1.21%
French Canadi an 1¢ 0.0 2 ¢ 0.0 8. 0. 09%
Ger man 3,2 12.9 4, 4 12. 6 10, ! 11. 00%
Gr eek 3 0.0 2 0.0 9. 0. 10%
Hungarian 5 0.0 6 ¢ 0.1 38 0.40%
Il ri sh 2,5 10.0 3,5 10. 2 9,6 10. 07 %
I'talian 31 1.2 41 1.1 1,0 1.07%
Lithuanian 6 0.0 1 0.0 2° 0. 03%
United States or Am 2,4 9.5 3,1 8.9 7,1 7.47%
Nor wegi an 2 ¢ 0.1 4 . 0.1 23 0.25%
Polish 6! 0.2 14 0. 4 44 0. 46%
Portuguese 1 0.0 1 0.0 1: 0.01%
Russi an 4 ¢ 0.1 7 0.2 16 0.17%
Scottish 33 1.3 42 1.2 1,1 1.20%
Scotlah sh 19 0.7 29 0.8 81 0.86%
Sl ovak 0 0.0 0 0.0 1 0.00%
Subsaharan African 13 0.5 17 0.5 42 0.44%
Swedi sh 21 0.8 31 0.9 61 0. 65%
Swi ss 0 0.0 4 0.0 2¢ 0. 03%
Ukrainian 2 0.0 3 0.0 4 0. 00%
Wel s h 5: 0.2 6 ¢ 0.1 14 0.15%
West I ndian (except 4 0.1 5 0.1 14 0.15%
Ot her ancestries 7,6 29.9 10, 30.5 33, : 34.97%
Ancestry Uncl assifi.: 5, 2 20. 6 7,2 20. 7 19, 20. 72 %
-
_::_‘.-::- .
RETAIL ATTRACTIONS, uc ]']]el SCIN

Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10. el ti me 15.|el ti me 30.
Descri
2016 Est. Pop Age 5- | ; :
ken At Home 23, 32, 89,

m Speak Only English at Home

m Speak Asian/Pac. Isl. Lang. at Home

m Speak IndoEuropean Language at Home

Speak Spanish at Home

M Speak Other Language at Home

Speak Only English & 22, . 94 . C 30, 93.1 80, 89. 69%
Speak Asian/ Pac. | sl 7. 0.3 13 0. 4 51 0.57%
Speak I ndoEuropean | 15 0.6 25 0.7 92 1.04%
Speak Spanish at Hot 1,1 4. 8 1,6 5.1 7,6 8.52%
Speak Other Languag:¢ 4 0.1 4! 0.1 15 0. 18%
2016 Est. Popul ati ot 25, . 34, 95,
Mal e 12, 47 . ¢ 16, 48.C 46, 48. 43%
Femal e 13, 52.C 18, 51. ¢ 49, 51.57%
2016 Est. Popul ati ot 25, . 34, 95,
Age-40 1,5 6. 2 2,1 6.0 6, 1 6. 45%
Age-9%5 1,6 6. 4 2,2 6. 3 6, 3 6. 60%
Age -1a 1,6 6. 4 2,2 6.5 6, 4 6. 71%
Age -15 96 3.7 1, 3 3.7 3,6 3.82%
Age -28 86 3.4 1, 2 3.5 3,9 4.16%
Age -21 1,1 4.6 1,6 4.7 4, 8 5.02%
Age -28 2,9 11.7 4,1 11. 7 11, 12. 46%
Age -38 2,8 11.1 3, 8 11.1 10, 11. 49%
Age -58 3,1 12. 3 4, 3 12. 3 11, 12.33%
Age -58 3,6 14. 3 4,9 14.1 12, 13.31%
Age -G8 2,7 10. ¢ 3,8 11.1 9,7 10. 20%
Age -88 1,5 6.0 2,0 5.9 5,0 5.28%
Age 85 and over 66 2.6 93 2.6 2,0 2.17%
Age 16 and over 20, . 79 . € 27, 79 . € 75, . 78. 98%
Age 18 and over 19, 77 .1 27, 77 . & 73, 76. 42%
Age 21 and over 18, 73. 7 25, 73. ¢ 69, 72.26%
Age 65 and over 4,9 19. € 6,9 19. 7 16, . 17. 66%
2016 Est. Median Agc¢ 41 41 39
2016 Est. Average A 41 41 39

w
_::_‘.-::- .
RETAIL ATTRACTIONS, uc ]']]CI SCIN

Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|el ti me 15.|el ti me 30.
Descr.i
2016 Est. Mal e Popul 12, . 16, | 46, .
Age-40 81 6. 6 1,0 6.5 3,1 6. 81%
Age-9 81 6.7 1,1 6. 6 3,1 6. 90%
Age -1a 8 2 6.7 1,1 6. 8 3,2 7.02%
Age -158 50 4.1 6 8 4.0 1,8 3.97%
Age -28 45 3.7 6 4 3.8 1,9 4. 31%
Age -212 60 4.9 84 5.0 2,4 5.26%
Age -28 1, 4 11. 8 1,9 11. 8 5, 8 12. 63 %
Age -38 1, 3 11. 4 1,9 11. 3 5, 4 11.78%
Age -58 1, 4 12. 2 2,0 12.1 5, 6 12. 28%
Age -58 1,7 14. 2 2,3 14.1 6, 0 13.14%
Age -8 1, 2 10. 4 1,7 10. 7 4, 5 9.82%
Age -38 6 2 5.1 86 5.1 2,1 4. 60%
Age 85 and over 20 1.6 29 1.7 69 1.49%
2016 Est. Medi an Ag: 39 39 37
2016 Est. Average A 39 39 38
2016 Est. Femal e Po| 13, . 18, 49, .
Age-40 76 5.7 1,0 5.6 3,0 6. 11%
Age-95 81 6.1 1,0 6.0 3,1 6. 32%
Age -14a 80 6.0 1,1 6.1 3,1 6. 43%
Age -153 45 3.4 6 3 3.4 1,8 3.68%
Age -28 41 3.1 58 3.2 1,9 4. 02%
Age -21 56 4. 3 80 4 . 4 2,3 4. 81%
Age -28 1,5 11. 6 2,1 11.6 6, 0 12.29%
Age -38 1, 4 10. 8 1,9 10. 9 5,5 11. 21%
Age -58 1,6 12. 3 2,2 12. 4 6, 0 12.37%
Age -58 1, 8 14. 3 2,5 14. 2 6, 6 13. 47 %
Age -8 1,5 11.5 2,0 11.5 5, 2 10. 56%
Age -38 91 6.9 1,2 6.7 2,9 5.93%
Age 85 and over 46 3.4 64 3.5 1,3 2.80%
2016 Est . Medi an Ag: 43 43 40
2016 Est. Average A 4 2 4 2 40
2016 Est. Pop Age 1! 20, 28, . 76, |
Tot al , Never Marri e:i 5, 6 27 . 3 7, 6 26. 9 21, 27. 60%
Mal e s, Never Marri el 3,1 15. 2 4, 2 14. 8 11, . 14.54%
Femal es, Never Marri 2, 4 12.1 3,14 12.1 10, | 13. 06%
Married, Spouse pre: 9,0 43. 8 12,1 45, 2 34, | 44. 37%
Married, Spouse abs: 1,0 5.3 1, 4 5.2 4, 6 6. 09%
Wi dowed 1,6 7.9 2,2 7.8 5, 3 6. 92%
Mal es Wi dowed 23 1.1 34 1.2 97 1.27%
Femal es Wi dowed 1, 3 6.7 1, 8 6. 6 4, 3 5.66%
Di vorced 3,1 15. 5 4,1 14. 8 11,"! 15. 01%
Mal es Divorced 1, 4 7. 2 1,9 6.9 5,5 7.20%
Femal es Divorced 1,7 8. 2 2,2 7.9 5,9 7.81%
-
_::‘.-::- )
RETAIL ATTRACTIONS, .c ]']]el SCN

Economic Development Consulting . s s see e e
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav
el time 10.|el ti me 15.|el ti me 30.
Descr.i
2016 Est. Pop Age 2! 17 24 6 4
me nt ' ’ T
40.00%
30.00%
20.00% -
10.00% -
0.00%
Less than 9th High School Associate Degree  Master's Degree  Doctorate Degree
grade Graduate (or GED)
M Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 10.0 minute(s)
m Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 15.0 minute(s)
M Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 30.0 minute(s)
Less than 9th grade 1,0 5.7 1, 2 5.2 3,6 5.72%
Some High School, n ( 1, 4 8. 3 1,9 8.1 5, 4 8. 52%
Hi gh School Graduat ¢ 5, 8 33.¢C 7, 8 32. ¢ 20, 32. 06%
Some College, no de¢ 4, 8 27 . @ 6, 6 27 . F 17, 26.47%
Associ ate Degree 1,6 9.6 2,2 9. 4 5, 8 9. 12%
Bachelor's Degree 1,7 9.8 2,4 10. 1 6, 7 10. 43 %
Master's Degree 77 4. 3 1,1 4 . 7 3,14 5.37%
Professional School 14 0.8 25 1.0 6 3 0.99%
Doctorate Degree 14 0. 8 27 1.1 85 1. 33%
2016 Est. Pop Age 2! 1 1 1. 6 6 3
Hi sp./ Lat. ’ ' ’
No High School Di pl « 38 32. 4 59 36.C 2,8 45. 13%
Hi gh School Graduat ¢ 24 21. C 39 24 .1 1,7 27.37%
Some Coll ege or Ass« 36 31. 23 43 26 . 32 1,0 17. 44%
Bachelor's Degree o0l 17 15. 2 22 13. 4 63 10. 06 %
2016 Est. Househol d¢ 10, 14, 37,
Type
Family Househol ds 6, 7 66. 4 9, 3 66. & 25, 67. 05%
Nonf amily Househol d: 3, 4 33. ¢ 4, 6 33.1 12, 32. 95%
2016 Est. Group Quat 37 56 2,0
2016 HHs by Ethnicit 63 86 3,3
L _ Y
2R -
RETAIL ATTRACTIONS uc ]‘]]CISC]']

Economic Development Consulting
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|el ti me 15.|el ti me 30.
Descri
2016 Est . Househol d: 10, . 14, 37,
Il ncome < $15, 000 1,9 18. 7 2,5 18. 2 6, 3 16. 94 %
Il ncome $$2400009 1,2 12. 2 1,6 11. 8 4, 2 11. 39%
Il ncome $383400009 1,14 13. 7 1,7 12.7 4,7 12. 63%
Il ncome $3$890009 1,5 15. C 2,1 15. C 6, 1 16. 29%
Il ncome $5%50400009 1,6 16. & 2,3 17.C 6, 5 17. 34 %
Il ncome $%$9900009 1,0 10. 7 1,5 11. 3 4, 2 11. 26%
Il ncome $180102 40,009 9 45 4. 4 66 4.7 2,0 5.40%
Il ncome $1R154 D,009 9 31 3.1 46 3.3 1, 2 3.22%
Il ncome $1%109 D,009 9 25 2.5 37 2.7 1,0 2. 77%
Il ncome $290204 D,009 9 11 1.0 15 1.0 41 1.10%
Il ncome $2%409 D,0099 13 1.3 18 1.3 46 1.23%
Il ncome $500, 000+ 51 0. 4 7 0.5 16 0. 44%
$80,000
$60,000 -
$40,000 -
$20,000 -
$0 -
2016 Est. Average Household Income 2016 Est. Median Household Income
m Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 10.0 minute(s)
m Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 15.0 minute(s)
m Drive Time(Denison TX): Travel Time Analysis Area Group: Travel time 30.0 minute(s)
2016 Est. Average Hc $57, $58, $59,
2016 Est. Medi an Ho $40, $42, $43,
2016 Medi an HH -Clnaxs s
Race or Et h.
White Al one $41, $43, $45,
Bl ack or African Am¢ $26, $24, $25,
American I ndian and $18, $20, $29,
Asi an Al one $49, $38, $33,
Native Hawaiian and $6 4 $63 $61
Al one ' ' ’
Some Ot her Race Al o1 $50, $54, $46,
Two or More Races $39, $41, $42,
Hi spanic or Latino $40, $40, $39,
Not Hi spanic or Lati $40, $42, $43,
of Own Chil d. ' ' ’
Mar r-Cewdpl e Family, o 1,5 22.7 2,1 23. 3 6, 5 26. 03%
Mar r-Cewdpl e Family, n 3,1 46. ¢ 4, 4 47 . 38 11, 45. 97%
Mal e Househol der , 0\ 26 3.9 35 3.7 1,0 4. 06%
gMal e Househol der, nt 29 4.3 39 4.1 97 3.87%
EFemal e Househol der , 78 11. € 1,0 11. 3 2,7 10. 990%
Femal e Househol der , 74 10. ¢ 914 10. C 2,3 9. 17%



DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|el ti me 15.|el ti me 30.
Descri
2916 Est . Househol d: 10, : 14, ( 37,
Si ze
lperson 2,9 28. 4 3,9 27. 8 10, . 27.57%
2-per son 3,5 34.5 4,9 35. 0 13, | 34.58%
3-per son 1,6 16. 4 2,3 16. 4 6,0 16. 18%
4per son 1,1 11. 3 1,5 11. 3 4, 4 11. 86 %
5per son 56 5.5 78 5.5 2,1 5.82%
6-per son 23 2.2 31 2. 2 90 2. 42%
7-o/morpeer son 14 1. 4 20 1. 4 59 1.58%
2016 Est . Average Hi 2. 2. 2.
2016 Est. Househol d: 4
People Under 18 1o, 14, AR
Households with 1 ol 3,1 30.9 4,3 30.8 12, 32.24%
der Age 18:
Mar r-Ceuwpl e Family 1,7 56. 5 2,5 58. 0 7, 3 60. 75%
Ot her Family, Male | 33 10. 5 4 3 10. 0 1, 2 10. 29%
Ot her Family, Femal « 99 31. 4 1, 3 30.5 3,3 27.83%
Nonf amily, Mal e Hou: 3 0.9 4 0.9 10 0.86%
Nonf amil vy, Femal e Hi 1: 0. 4 1° 0.3 3 0.27%
Tg?’seho'ds wi th No | 7,0 69.0 9,7 69.1 25,. 67.76%
Mar r-Ceuwpl e Family 2,9 41.1 4,1 42. 3 10, ° 42.31%
Ot her Family, Mal e | 22 3.2 30 3.1 7 4 2.92%
Ot her Family, Femal « 54 7.6 69 7.1 1,7 6. 67%
Nonfamily, Mal e Hou: 1, 4 20. 2 1,9 20. 4 5, 4 21.54%
Nonf amily, Femal e Hi 1,9 27 .7 2,6 27.0 6, 7 26. 56 %
201_6 Est . Househol d: 10, : 14 37
Vehicl es
No Vehicles 98 9.6 1, 2 9.0 2,9 7.90%
1 Vehicle 3,5 34. 8 4,6 33. 4 12, 1 34.16%
2 Vehicles 3,6 35. 8 5,1 37.0 14, 37.93%
3 Vehicles 1,6 15.7 2,2 16. 1 5, 8 15.52%
4 Vehicles 33 3.2 50 3.5 1, 3 3.71%
5 or more Vehicles 6 0.6 9 ¢ 0.7 29 0.78%
2016 Est. Average NI 1. 1. 1
-
_;:_‘.-:..‘- .
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|el ti me 15.|el ti me 30.
Descr.i

2016 Est. Families | 6, 7 9, 3 25, .
2016 Families at or 5,7 84. 6 7,9 84. 6 21, ° 86. 26%
2016 Families at or
Children 2,1 32.0 3,0 32.2 9,0 35.80%
2016 Families Below 1,0 15. 3 1, 4 15. 3 3, 3.74%
2016 Families Bel ow 84 12. 3 1,1 12.0 2,7 11. 00%
2016 Est. Pop Age 11 20, 27 75 .
Status
I n Armed Forces 1 0.0 1( 0.0 3 0.04%
Civi-Emphoyed 10, ! 52. 3 14, | 52. 3 40, . 53. 30%
Civi-Uneampl oyed 1,1 5.6 1,5 5.7 4, 4 5. 85%
Not in Labor Force 8,5 42.0 11, ° 41. 9 30, ° 40.81%
2016 Est . Civ. Empl « |
Class of Worker P Loy S SR
FoProfit Private Wor 7, 8 73.2 10, ° 72.7 29, . 72.04%
No4Pr of i t Private Wo 39 3.7 54 3.6 1,7 4. 18%
Local Government Wol 70 6.5 89 6.0 2,7 6. 74%
State Government Woil 58 5.4 92 6. 2 2,1 5.35%
Feder al Government 19 1.8 27 1.8 92 2.27%
SeEmMpl oyed Workers 92 8.6 1,3 8.8 3,6 9. 07%
Unpaid Family Workeil 6 ¢ 0.5 7. 0. 4 13 0.34%
2016 Est . Civ. Empl « |
Occupation ° LY, o SRR
Architect/ Engineer 9 0.8 14 0.9 41 1. 03%
Arts/ Entertainment/ . 5« 0.5 12 0. 8 4 4 1. 09%
Buil ding Grounds Mai 50 4 . 7 71 4. 8 1, 8 4. 53%
Business/ Financi al ( 50 4.6 6 2 4. 2 1,5 3.86%
Community/ Soci al Sel 12 1.1 16 1.0 55 1. 36%
Computer/ Mat hemati ci 21 2.0 27 1.8 6 7 1. 66%
Construction/ Extract 50 4 .7 6 4 4. 3 2,0 5.08%
Education/ Training/| 6 2 5.7 95 6. 4 2,4 6. 01%
Farming/ Fishing/ For 3¢ 0.3 6 < 0. 4 14 0.36%
Food Prep/ Serving 79 7.4 1,0 7.1 2,8 6. 97%
Heal th Practitioner| 69 6. 4 1,0 6.7 2, 4 6. 04%
Heal thcare Support 27 2.5 34 2.3 96 2.38%
Mai ntenance Repair 42 3.9 61 4.1 1,6 4. 03 %
Legal 4 - 0. 4 7 ¢ 0.5 26 0. 66%
Lifel/l Physical/ Soci al 1! 0.1 1¢ 0.1 7 0.17%
Management 77 7. 2 1,1 7.8 3,1 7.71%
Of ficel/ Admi n. Suppol 1, 4 13.5 1,9 13. 4 5, 6 13.80%
Producti on 85 7.9 1,1 7.5 2,9 7.24%
Protective Services 31 2.8 41 2.7 1,1 2.88%
Sal es/ Rel at ed 1,3 12. 8 1, 8 12. 8 5, 4 13.41%
Personal Care/ Ser vi i 33 3.0 42 2.8 1,1 2.83%
Transportation/ Movi | 72 6.7 99 6.7 2,8 6. 91%

‘ .
o2 niclsen
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DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav
el time 10.|lel time 15.|el time 30.

Descr.i
2016 Est. Pop 16+ b)

sification 10, 14, 40,

mBlue Collar  mWhite Collar  m Service and Farm

Bl ue Coll ar 2,5 23. 3 3,3 22. 7 9, 4 23
White Coll ar 5,9 55. € 8, 4 56. € 23, 56. 80%
Service and Farm 2,2 20. ¢ 3,0 20. 3 8,1 19
2016 Est. Workers A¢
t o Wor k 10, 14, 39,
Drove Al one 8, 6 81. 8 12, 82. € 32, 81
Car Pool ed 1,2 11. 3 1, 4 10. 1 4, 4 11
Public Transportati 31 0.3 3 0. 2 9 0.
Wal ked 21 2.0 29 2.0 89 2.23%
Bicycl e 1! 0.1 11 0.1 4! 0.
Ot her Means 18 1.7 23 1.6 67 1.
Wor ked at Ho me 27 2.5 43 3.0 1, 3 3.
2016 Est. Workers Ag
Ti me to Work
Less than 15 Minut e: 4,6 5,9 15,
1529 Minutes 3,6 5, 2 14,
3044 Minutes 91 1, 2 4, 2
4559 Minutes 39 58 1,5
60 or more Minutes 76 1,0 2,6
2016 Est. Avg Travel
Minut es 23 23 23.
2016 Est. Occupied | 10, 14 N
Tenur e
Owner Occupied 6, 9 68. 2 9,5 68.1 24, 66 .
Renter Occupied 3,2 31. 7 4, 4 31. € 12, 33.88%
2016 Owner Occ. HUs :
Resi dence L& 18 L
2016 Renter Oc c. HU :
Resi dence ¥ 7 6

L _JE )
-‘,‘.ﬂr— .
RETAIL ATTRACTIONS uc ]‘]]CISC]']

Economic Development Consulting . s s see e e

20



DEMOGRAPHIC SNAPSHOT

Drive Time( Drive Time( Drive Ti me(
TX): Travel|[TX): Travel|TX): Travel
ysis Area Group: Trav |ysis Area Group: Trav {ysis Area Group: Trav

el time 10.|lel time 15.|el time 30.
Descri
2016 Est-OcOwpéeed Ho (
Units by VaISe 6.9 9.5 24,1
Value Less than $20, 22 3.2 42 4. 4 1,2 4. 92%
Val ue $-20,90®® 9 47 6. 8 63 6.6 1,5 6. 40%
Val ue $-406,90®® 9 94 13.5 1,1 12.1 2,7 11.21%
Val ue $-607,90®® 9 1,1 16.1 1,3 14.5 2,9 12.03%
Val ue $-80,90®® 9 1,1 16. 7 1, 4 15.0 3,4 13.76%
Value $19%0490999 1,2 17. 4 1,7 18.1 5, 2 21.10%
Value $1$50990999 1,0 14. 4 1, 4 15.1 3,5 14.25%
Value $28%$2990999 47 6.7 74 7.7 2,1 8.81%
Value $3$8990999 15 2.2 27 2.9 1,0 4. 03 %
Value $49%0990999 11 1.6 18 1.9 47 1.90%
Value $59$0490999 5: 0.7 8 ¢ 0.8 23 0.94%
Value $7$9990999 1: 0.1 1¢ 0.2 8! 0. 34%
Value $1,000, 000 or 1: 0.1 2 0.2 7 0.29%
2016 Est. MediCcrc uhplil $92 $96 $103
Housing Value ' ’ )
2016 Est. Housing Ul 11 . | 15 42
Structure ' ' '
1 Unit Attached 23 1.9 29 1.8 71 1.67%
1 Unit Detached 9,1 78. 6 11, ! 75. 2 30, . 70. 68%
2 Units 43 3.7 51 3.2 1,3 3.16%
3 or 4 Units 29 2.5 32 2.0 96 2.24%
5 to 19 Units 52 4.5 85 5.3 3,4 7.99%
20 to 49 Units 13 1.1 28 1.7 1,0 2.34%
50 or More Units 21 1.8 34 2.1 8 6 2.02%
Mobil e Home or Trail 60 5.2 1, 2 7.9 4,1 9.62%
Boat, RV, Van, et c. 4 0.3 5. 0.3 12 0.28%
2016 Est. Housing Ul 11 | 15 ¢ 42
ture Built ’ ' '
Housing Units Built 15 1.3 40 2.5 1, 4 3.45%
Housing Units Built 1,2 10. 4 2,1 13.7 6, 6 15. 38%
Housing Units Built 8 6 7.4 1, 4 8.8 5, 2 12. 31%
Housing Units Built 1,0 9. 4 1,7 11. 2 6, 1 14.27%
Housing Units Built 1,7 14. 8 2,5 16.1 7,0 16. 38%
Housing Units Built 1,8 16. 2 2,2 14. 3 5,7 13.29%
Housing Units Built 1,9 17.1 2,2 14.1 4,5 10. 52%
Housing Units Built 90 7.8 1,0 6. 4 2,3 5.53%
Housing Unit Built 1,7 15. 2 1,9 12.5 3,8 8.87%
2016 Est. Medi an Ye: 19¢ 197 197
-
_;:_\-;.‘- .
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OPPORTUNITY GAP CATEGORY INFORMATION

Vehicle and Parts Deal ers

New and u d tomobil e dealers, motorcycle de
cles dealers, boat dealers, auto parts stores,
Fu iture and Home Furnishings Stores
Furniture stores, home furnishing stores, home
El ectronics and Appliance Stores

Household appliance stores, electronics stores
graphic equi pment stores

Building Materials and Garden Supply Stores
Building materi al nd supply deal ers, home i p
ware stores, | umberyards, | awn and garden stor
garden centers

Food and Beverage Stores

Grocery stores, supermarkets, convenience stor
stores

Heal th and Personal Care Stores

Phar macies, drug stores, cosmetic dealers, bea
stores, health care stores and personal care s
Gasoline Stations

Gasoline stations and gasoline stations with <c
Clothing and Clothing Accessories Stores

Men's c¢clothing stores, women’s clothing stores
stores, clothing accessories stores, shoe stor
Sporting Goods nd Hobby Stores

Sporting goods stores, hobby stores, toy store
and supply stores, book stores, newsstands, u
Gener al Merchandi se Stores

Department stores and other gener al mer chandi s
Mi scell aneous Store Retailers

FIl orists, office supply stores, stationery sto
and other miscell aneous retailers

Foodservice and Drinking Pl aces

Fusérvice restaurants, Il i mited service eating

22
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ABOUT US

Retail Attractions is an economic development consulting f
tive packages and retail recruiting. Our firm believes hesc
ners with our c¢clients in a coordinated and strategic cours
believes smart, successful retail development is a vital p
age our national net work of relationships and our proven ¢
munities together to grow new retail business.. one relatio
their community goals through retail devel opment. Far beyc
we devel op actionable information and make sure the right
your community.

The truth is that anyone or any competent firm can pull de
What makes wus different is our custom approach to devel opi
options nearby, physical barriers to traffic, natural e Xxi s
opportunities to develop a custom trade area for each c¢omn
retail recruitment professionals based on criteria we Kknov
mar keting materials. We integrate demographic data with da
ture of a community... one that will resonate with devel or
pare materials and get them in the hands of interested par
has to send out on its own. We al so recognize that “one si
may be perfect for a grocery store, with a more localized
your community has unique opportunities that require more
forcing your community into our “standard offering.”
Retail Attractions sends our custom marketing material , de
demographic indicators for that city, to our network of de
through our accurat e, proprietary database to make sure tF
specs.

We have an extensive knowledge of various types of incent.i
work with city staff to develop a framework for evaluati ng
-win scenarios for both the public and private sector. Bey!
serves as an ongoing advisor to city staff, helping to crae
needs and truly encourage new business devel opment .

Retail Attractions understands municipal government and tF
ments. We also understand how devel opment works and what s
hear, and feel from a potenti al |l ocation to move forward.
professionals who assist retail recruiters in developing t
investment in your community. Since beginning Retail At tr a
feet of retail and reap the associated benefits of additio
increasing the quality of Ilife in the community.
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OUR STAFF

EY HAYES

PRI NCI PAL
Prior to founding Retail Attractions, LLC,
ment , Rickey Hayes facilitated new commer ci
' ion square feet with over half a half of a
sales tax and ad valorem based more than tr
tail Attractions, Rickey has helped cities
space and reap the associated benefits in a
vices for their citizens, and directly improved the
an extensive personal network of relationships in th
devel opment , real estate and site selection, |l easing
incentives to expedite the success of public [/ priva
Rickey holds a Bachelor’s Degree in Criminal Justice
Baptist Coll ege. He i s a member of I nternational Co
Wendy, l ive in Owasso, Okl ahoma and have four <chil dr
MI CAH HAYES
4CI TY DATA/ RESEARCH
#@Mi cah has been employed by Retail Attractio
for the collection of data on our <client ci

RONALD CATGESERAL COUNSEL

ROBERT NI @HOLWEBSI TE & DATA PROTECTI ON

TED TURNERES TAX, DATA & FORECASTI NG

PAT FKR¥FI CE ADMI NI STRATI ON, ACCOUNTI NG

SARA STEPHAEDNMS NI STRATI VE ASSI STANT/ RETAIL & RESTAURA
LI Z PRUMARRIKETI NG, WEBSI TE, REAL ESTATE SERVI CES
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OUR METHODOLOGY

Our Approach

Just as every city has distinctive characteristics,
proven strategies to achieve economic devel opment an

contract servi ce -bians eadd daintde osnih oeratgpgemenot s, all owing u
each client community’s ifwmditvieddalappeodshednltioke et@aao
little more than a bound document, partnering with R
cated staff who will work diligently on your behalf
contract, additional services such as municipal we b
economic devel opment), experienced city and economic
process management are available as well. These type

an additional cost or manye ebdee duthidsiizse db yo na ac Ipireonte ccti t/y
cost.

Mar ket Assessment

Retail Attractions uses data from a variety of sourc
opportunities within a mar ket . SoeQilracreist auss,e dApipnl itehdi sGe
tions (AGS), the City, various state agencies, US Ce
Labor i nformati on, as wel | as data received from | oc
Retail Attractions combies viemy gsiecsa&laracths emwvati ind ro,r mad
met hodol ogies and competitive analysis with personal
for the right retail boxes to create our mar ket asse
gies in our market analysis and summary's including
ygons.

Ret ai |l Recruit ment

Qur relationships with our c¢clients do not end when w
actively recruit for our clients throughout the term
sonal contacts in our comprehensive nationwide cont a
your community assures your community wil!/ be on the

The Benefits

Empl oying Retail Attractions to fulfill the city’s n
to conserve resources that would otherwise be spent
and other benefits. The city can reap the benefit of
ment professional without incurring the expense of a
familiar with development dynamics and can bring our
bear i mmediately on behalf of the city. No valuabl e
the area” acclimation period. Commercial devel opment
from the outside. From initial i nterestt o m2odntdhi tpa otcce
Retail Attractions wil/l be with you every step of th
tenti al
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ACKNOWLEDGEMENTS AND DISCLAIMER

ACKNOWLEDGEMENTS

Ni el sen and Applied Geographic Solutions

nies use algorithms to make estimates and
years of research and adjustment, they ar
DI SCLAI MER

Al l information is believed to be accurat
terms and protections of the contact betw
successfully complete the objective of 1in
to guarantee a | evel of i nvestment or eve
city policies and other market drivers ar
Attractions, LLC. You wunderstand and agre
to the best knowledge and ability of Reta
full responsibility for its decisions to

har ml ess Retaill Attractions, cobbh€yr aict ®r pr ia
comes or situations that arise from the a
ment .

*In some data categories, | ess than 100%
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