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About The Retail Coach
The Retail Coach, LLC, is a national retail analytics and locational intelligence firm that 
specializes in all aspects of retail market analyses and recruitment, from “macro to micro” trade 
area assessment to actively recruiting retailers on behalf of our clients. 

Through its unique Retail360 process, The Retail Coach offers a dynamic system of products 
and services that better enable communities to maximize their retail development potential.

Retail360 Process
Providing more than simple data reports of psychographic and demographic trends, The 
Retail Coach goes well beyond other retail consulting and market research firms’ offerings by 
combining current national and statewide demographics and trend data with real-world, “on-
the-ground” data gathered through extensive visits within our clients’ communities.

Every community is different, and there is no “one size fits all” retail recruitment solution. 
Compiling the gathered data into client-tailored information packets that are uniquely 
designed for, and targeted to, specific retailers and restaurants who meet the community’s 
needs helps assure our clients that they are receiving the latest and best information for their 
retail recruitment efforts — all with personal service and coaching guidance that continues 
beyond the initial project scope and timeline.

Our Retail360 process assures that communities get timely, accurate and relevant information. 
Translating that data into the information that retailers need and seek assures our clients even 
better possibilities for tremendous retail growth and success.

The Retail Coach — It’s not about data. It’s about your success.

The Retail Coach, LLC | P. O. Box 7272 | Tupelo, Mississippi 38802
Tel 662.844.2155 | Fax 662.844.2738 | Email info@theretailcoach.net | Web www.theretailcoach.net
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Demographic Profile

Retail Trade Area Map | Richmond, Texas

2011 Estimated Demographics	 Richmond	 RTA

Sources: Nielsen Claritas 2011  |  TXDOT  |  U.S. Census Bureau  |  The Retail Coach, LLC

Population	 13,641	 145,743
Projected Population Growth (2011-2016)	 15.15%	 17.57%
		
Race Classification		
	 White	 44.86%	 64.92%
	 Black or African American	 13.31%	 10.25%
	 Other	 41.83%	 24.83%
		
	 Hispanic Origin	 66.18%	 39.24%
		
Median Household Income	 $41,957 	 $66,589 
Per Capita Income	 $17,414 	 $28,005 
		
Median Age	 32.08	 35.26
		
Households	 4,017	 45,158
Projected Household Growth (2011-2016)	 19.34%	 21.75%
		
Associates Degree and Above	 18.30%	 33.26%

RETAIL TRADE AREA

2011 Retail Market Profile | Richmond, Texas

For more information:
Terri Vela
City Manager
City of Richmond
402 Morton Street
Richmond, TX 77469

Ph: (281) 342-5456 ext. 21
Fax: (281) 232-8626
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