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A retail opportunity or “Gap” analysis tells us what amount of sales a community makes in retail 
& restaurant sales vs. the potential for sales if they capture their entire Retail Trade Area. 
When there is potential to make more sales in a given sector this is known as “sales leakage”.
if a community brings in more than their calculated potential in a particular sector they have a 
“sales surplus” in that sector. Through building actionable strategies based off of this 
information we are able to create the highest opportunity for sales revenue and business suc-
cess as well as amenities that the residents of the area enjoy and appreciate. 

GAP=RTA Potential Sales-Community Actual Sales

Retail Opportunity/gap Analysis
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RTA Dominant Tapestry map
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Contact Information

Columbus-Lowndes Chamber of Commerce

Lisa James, Chamber of Commerce President

P.O. Box 1328
Columbus, MS 39703 www.clchamber.org

662.328.4491
ljames@clchamber.org

c

Retail trade area  map
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Industry Summary				  
Total Retail Trade and Food & Drink
Total Retail Trade
Total Food & Drink
			 

			 
Motor Vehicle & Parts Dealers
Automobile Dealers
Other Motor Vehicle Dealers
Auto Parts, Accessories & Tire Stores

Furniture & Home Furnishings Stores
Furniture Stores
Home Furnishings Stores

Electronics & Appliance Stores

Bldg Materials, Garden Equip. & Supply Stores
Bldg Material & Supplies Dealers
Lawn & Garden Equip & Supply Stores

Food & Beverage Stores
Grocery Stores
Specialty Food Stores
Beer, Wine & Liquor Stores

Health & Personal Care Stores
Gasoline Stations

Clothing & Clothing Accessories Stores
Clothing Stores

	 Potential Sales (RTA)
$1,845,639,489
$1,681,129,574

$164,509,915

$381,576,097
$309,943,552

$37,222,373
$34,410,173

$55,897,755
$37,898,433
$17,999,321

$38,226,442

$111,827,394
$105,154,058

$6,673,336

$270,679,099
$242,148,851

$11,474,681
$17,055,567

$101,402,465
$225,043,780

$53,283,571
$35,759,695

	 NAICS
44-45,722

44-45
7222,473

441
4411
4412
4413

442
4421
4422

443

444
4441
4442

445
4451
4452
4453

4,464,461
4,474,471

448
4481

  Actual Sales (Community)
$678,651,150

$605,658,263
$72,992,887

$123,179,262
$89,632,476

$3,259,075
$30,287,711

$8,519,379
$7,228,138
$1,291,241

$10,889,544

$30,203,440
$29,788,798

$414,642

$119,455,165
$111,809,892

$1,902,865
$5,742,408

$46,660,820
$42,321,292

$32,779,498
$23,449,191

	 Leakage/Surplus
$1,166,988,339
$1,075,471,311

$91,517,028 

$258,396,835
$220,311,076
$33,963,298

$4,122,462

$47,378,376
$30,670,295
$16,708,080

$27,336,898

$81,623,954
$75,365,260

$6,258,694

$151,223,934
$130,338,959

$9,571,816
$11,313,159

$54,741,645
$182,722,488

$20,504,073
$12,310,504
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Industry Summary				  
Shoe Stores

Jewelry, Luggage & Leather Goods Stores

Sporting Goods, Hobby, Book & Music Stores
Sporting Goods/Hobby/Musical Instr Stores
Book, Periodical & Music Stores

General Merchandise Stores
Department Stores Excluding Leased Depts.
Other General Merchandise Stores

Miscellaneous Store Retailers
Florists
Office Supplies, Stationery & Gift Stores
Used Merchandise Stores
Other Miscellaneous Store Retailers

Nonstore Retailers
Electronic Shopping & Mail-Order Houses
Vending Machine Operators
Direct Selling Establishments

Food Services & Drinking Places
Special Food Services
Drinking Places - Alcoholic Beverages
Restaurants/Other Eating Places

	 Potential Sales (RTA)
$9,306,171

$8,217,705

$42,015,760
$35,529,366

$6,486,395

$307,428,927
$221,618,530
$85,810,397

$71,300,912
$3,092,802

$18,727,937
$7,022,489

$42,457,684

$22,447,372
$12,854,728

$2,482,135
$7,110,509

$164,509,915
$1,702,179

$3,266,526
$159,541,209

	 NAICS
4482

4483

451
4511
4512

452
4521
4529

453
4531
4532
4533
4539

454
4541
4542
4543

722
7223
7224
7225

  Actual Sales (Community)
$4,944,535

$4,385,772

$22,432,741
$20,510,488

$1,922,253

$144,680,266
$129,536,250

$15,144,016

$20,935,585
$619,820

$3,823,636
$1,476,365

$15,015,764

$3,601,271
$0

$497,331
$3,103,940

$72,992,887
$911,735
$194,816

$71,886,336

	 Leakage/Surplus
$4,361,636

$3,831,933

$19,583,019
$15,018,878
$4,564,142

$162,748,661
$92,082,280
$70,666,381

$50,365,327
$2,472,982

$14,904,301
$5,546,124

$27,441,920

$18,846,101
$12,854,728

$1,984,804
$4,006,569

$91,517,028
$790,444

$3,071,710
$87,654,873
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Data Note: This report identifies neighborhood segments in the area, and describes the socioeconomic quality of the immediate 
neighborhood.  The index is a comparison of the percent of households or Total Population 18+ in the area, by Tapestry segment, 
to the percent of households or Total Population 18+ in the United States, by segment.  An spending potential index of 100 is the 

US average.

Tapestry LifeMode Groups

Total:
 
1. Affluent Estates
Top Tier (1A)
Professional Pride (1B)
Boomburbs (1C)
Savvy Suburbanites (1D)
Exurbanites (1E)

 2. Upscale Avenues
Urban Chic (2A)
Pleasantville (2B)
Pacific Heights (2C)
Enterprising Professionals (2D)

3. Uptown Individuals
Laptops and Lattes (3A)
Metro Renters (3B)
Trendsetters (3C)

4. Family Landscapes
Soccer Moms (4A)
Home Improvement (4B)
Middleburg (4C)

5. GenXurban
Comfortable Empty Nesters (5A) ( (5A)
In Style (5B)
Parks and Rec (5C)
Rustbelt Traditions (5D)
Midlife Constants (5E)

2017 Households
Number	 Percent	Index
73,438	 100.0%	  
 	  	  
874	 1.2%	 12
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
874	 1.2%	 61
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
2,759	 3.8%	 50
0	 0.0%	 0
0	 0.0%	 0
2,759	 3.8%	 132
 	  	  
5,112	 7.0%	 61
859	 1.2%	 48
1,125	 1.5%	 68
0	 0.0%	 0
0	 0.0%	 0
3,128	 4.3%	 171

2017 Adult Population
Number	 Percent	Index
148,324	 100.0%	  
 	  	  
1,710	 1.2%	 11
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
1,710	 1.2%	 59
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
5,613	 3.8%	 49
0	 0.0%	 0
0	 0.0%	 0
5,613	 3.8%	 133
 	  	  
9,912	 6.7%	 61
1,742	 1.2%	 48
2,085	 1.4%	 67
0	 0.0%	 0
0	 0.0%	 0
6,085	 4.1%	 174
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Tapestry LifeMode Groups

Total:
 
6. Cozy Country Living
Green Acres (6A)
Salt of the Earth (6B)
The Great Outdoors (6C)
Prairie Living (6D)
Rural Resort Dwellers (6E)
Heartland Communities (6F)

7. Ethnic Enclaves
Up and Coming Families (7A)
Urban Villages (7B)
American Dreamers (7C)
Barrios Urbanos (7D)
Valley Growers (7E)
Southwestern Families (7F)

8. Middle Ground
City Lights (8A)
Emerald City (8B)
Bright Young Professionals (8C)
Downtown Melting Pot (8D)
Front Porches (8E)
Old and Newcomers (8F)
Hardscrabble Road (8G)

9. Senior Styles
Silver & Gold (9A)
Golden Years (9B)
The Elders (9C)
Senior Escapes (9D)
Retirement Communities (9E)
Social Security Set (9F)

2017 Households
Number	 Percent	Index
73,438	 100.0%	  
 	  	  
8,179	 11.1%	 93
527	 0.7%	 23
5,577	 7.6%	 264
706	 1.0%	 62
0	 0.0%	 0
0	 0.0%	 0
1,369	 1.9%	 81
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0

3,109	 4.2%	 39
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
769	 1.0%	 66
1,916	 2.6%	 112
424	 0.6%	 47
 	  	  
789	 1.1%	 19
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
789	 1.1%	 88
0	 0.0%	 0

2017 Adult Population
Number	 Percent	Index
148,324	 100.0%	  
 	  	  
16,408	 11.1%	 94
1,128	 0.8%	 23
11,223	 7.6%	 262
1,394	 0.9%	 62
0	 0.0%	 0
0	 0.0%	 0
2,663	 1.8%	 83
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0

5,731	 3.9%	 38
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
1,439	 1.0%	 64
3,544	 2.4%	 119
748	 0.5%	 43
 	  	  
1,442	 1.0%	 19
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
1,442	 1.0%	 95
0	 0.0%	 0
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Tapestry LifeMode Groups

Total:
 
10. Rustic Outposts
Southern Satellites (10A)
Rooted Rural (10B)
Diners & Miners (10C)
Down the Road (10D)
Rural Bypasses (10E)

11. Midtown Singles
City Strivers (11A)
Young and Restless (11B)
Metro Fusion (11C)
Set to Impress (11D)
City Commons (11E)
 
12. Hometown
Family Foundations (12A)
Traditional Living (12B)
Small Town Simplicity (12C)
Modest Income Homes (12D)
 
13. Next Wave
International Marketplace (13A)
Las Casas (13B)
NeWest Residents (13C)
Fresh Ambitions (13D)
High Rise Renters (13E)

14. Scholars and Patriots
Military Proximity (14A)
College Towns (14B)
Dorms to Diplomas (14C)

2017 Households
Number	 Percent	Index
73,438	 100.0%	  
 	  	  
26,573	 36.2%	 439
3,019	 4.1%	 131
8,511	 11.6%	 587
845	 1.2%	 175
658	 0.9%	 78
13,540	 18.4%	 1,379
 	  	  
5,367	 7.3%	 117
0	 0.0%	 0
435	 0.6%	 34
0	 0.0%	 0
2,194	 3.0%	 215
2,738	 3.7%	 415
 	  	  
10,003	 13.6%	 220
934	 1.3%	 121
784	 1.1%	 55
2,360	 3.2%	 172
5,925	 8.1%	 610
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
10,673	 14.5%	 897
621	 0.8%	 558
8,913	 12.1%	 1,271
1,139	 1.6%	 303

2017 Adult Population
Number	 Percent	Index
148,324	 100.0%	  
 	  	  
54,152	 36.5%	 439
6,137	 4.1%	 131
16,781	 11.3%	 579
1,703	 1.0%	 176
1,282	 0.9%	 75
28,249	 19.0%	 1,369
 	  	  
9,467	 6.4%	 116
0	 0.0%	 0
603	 0.4%	 29
0	 0.0%	 0
3,766	 2.5%	 213
5,098	 3.4%	 426
 	  	  
19,823	 13.4%	 228
1,905	 1.3%	 119
1,383	 0.9%	 51
4,357	 2.9%	 174
12,178	 8.2%	 647
 	  	  
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
0	 0.0%	 0
 	  	  
24,066	 16.2%	 707
1,014	 0.7%	 251
20,698	 14.0%	 1,346
2,354	 1.6%	 161
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All information in this report is sourced from entities deemed reliable and is submitted subject to errors, 
omissions, change of terms and/or conditions.

Sources utilized in building this report include: ESRI 2017, Uber:Retail, CensusViewer.com, Bureau of Labor and 
Statistics, U.S. Census Bureau, SitesUSA, Microsoft Corporation, UberMedia Vista, Maptechnica, REGIS Online,  and 
click2shp (http://gis.ucla.edu/apps/click2shp/).

All observations and recommendations reported belong solely to Brick and Mortar, LLC and should not be 
mistaken as those of others including its clients.

In order to obtain current data estimates, portions of estimated actual sales may be calculated via average sales 
per square foot equations. 
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