
SINCLAIR
The	Sinclair	building	for	sale	in	historic	railroad	town	of

Clifton,	Texas	was	built	in	1922	as	Sinclair	Service	Station.

The	2890	sq.	ft.	building	was	purchased	in	2010	by	Kaye

Robinson	Callaway	and	renovated	for	use	as	a	restaurant.

During	the	extensive	renovation	process	the	original

concrete	floors,	brick	walls	and	wood	rafters	were	kept	in

tack	to	preserve	and	maintain	history.

Clifton	is	the	largest	city	in	Bosque	County	(pop.	18,326),

located	in	central	Texas	in	the	United	States.	The	city's

population	was	3,397	at	the	2017	census.

To	borrow	a	phrase	from	the	Clifton	Chamber	of

Commerce,	It's	a	Great	Life	.	.	.	When	You	Live	It	in

Clifton!	Located	in	south	central	Bosque	County	at	the

north	end	of	the	beautiful	Texas	hill	country,	Clifton	is

unabashedly	described	as	a	fantastic	place	for	families.

While	the	opportunity	to	raise	a	family	in	a	value-rich

setting	of	growth,	prosperity,	excellent	schools,	and	a

pleasant	way	of	life	keeps	many	of	us	here,	Cliftons	low

crime	rate,	excellent	health	care	facilities,	beautiful	parks

and	playgrounds	make	it	a	place	to	just	kick	back	and

enjoy	the	place	and	the	people	who	live	here.	Newcomers

are	enthusiastically	welcomed	to	make	themselves	part	of

a	vibrant	rural	community	that's	been	blessed	with	a	rich

cultural	heritage.

Called	a	jewel	in	the	rough	by	the	Texas	Historical

Commission,	the	City	of	Clifton	is	a	great	community.

Strengths	and	assets	include	the	people,	the	multicultural

heritage,	the	natural	beauty	of	the	area,	the	great	location,

the	Bosque	River,	a	progressive	atmosphere,	churches,	a

hospital	and	clinic	and	other	healthcare	service	providers,	a

strong	school	district,	and	many	active	service

organizations.

This	outstanding	commercial	building	has	a	huge	industrial

kitchen	with	commercial	fixtures.	The	property	is	being

sold	with	all	of	its	fixtures,	tables,	chairs	and	more.	See

resources	for	a	complete	list	of	items	being	conveying	with

the	sale	of	the	building.	The	building	is	2890	sq.	ft.	with	a

384	sq.	ft.	of	open	porch	on	the	west	side	of	the	building.

There	are	(2)	restrooms,	(1)	office,	(1)	wine	storage	area,

large	commercial	kitchen,	and	bar	with	wine	storage,	POS

system	area	and	seating.	The	restaurants	max	occupancy

is	~90.

215	W.	3rd	Street	|	Clifton,	TX	76634

Stefanie	Cobb,	Broker	(972)	989-5220

Tai	C.	Klam,	Broker	(254)	253-0157

www.COBBRANCHPROPERTIES.com



SINCLAIR	+	COMMERCIAL	RESTAURANT

BUILDING	FOR	SALE

215	West	3rd	Street,	Clifton	,	Texas	76634	-

Bosque	County	

Call	for	price	+	0.72	Acres

For	more	info	call	972-989-5200	or	254-253-0157

www.COBBRANCHPROPERTIES.com

This	property	is	located	2.5	hours	from	Dallas,	less	then	2	hours	from	Fort	Worth,	2	hours	from	Austin,

and	40	minutes	from	Waco,	Texaswith	easy	access	off	highway	35	from	Dallas,	Waco	or	Austin	or	from

the	Chisholm	Trail	in	Fort	Worth.	With	the	recent	growth	and	tourism	in	Waco,	Texas	because	of	the

famous	Magnolia	SilosClifton,	Texas	has	also	reaped	the	benefits.	1000s	of	people	come	to	Waco

monthly	and	with	this	location	being	a	short	35/40	min	drive	north	on	Highway	6	makes	it	an	ideal

location	for	a	thriving	business.	TXDOTS	current	construction	project	designed	to	make	Highway	6	a

feeder	road	for	Interstate	System	to	divert	traffic	count	Clifton	is	predicted	to	continue	to	grow	steadily

in	the	coming	years.

Property	location:	215	W.	5th	Street	Clifton,	Texas	Lots:	8,9&10-	3600	sq.	ft.	of	land	(90x40)-	.724

Acres

Bar(s)	info:

Wine	wooden	wall	shelves	4'6"	H	x	4'	W

Wine	wooden	glass	holder	2'4"	H	x	1'4"	D	x	4'	W

Wine	fridge	2'	D	x	5'	W

Beer	fridge	7'	H	x	2'6"	D	x	3'	W

Martini/beer	glass	freezer	2'	D	x	3'	W

Liquor	mirror/metal	wall	shelves	3'	H	x	1'	D	x	7'6"	W

Big	bar	11'	6"	W	with	6	seats

Small	bar	near	front	door	9'	W	with	4	seats

Occupancy	info:

Maximum	~	90	people

Inside	tables:	(15)	4-top	square	tables	+	(2)	10-top	round	tables

Inside	chairs:	74

Outside	tables:	(9)	4-top	square	tables

Outside	chairs:	24

(3)	Bathrooms:	1	employee	bathroom	beyond	office;	1	ladies	bathroom;	1	male's	bathroom	with	toilet

and	urinal.	Wine	&	liquor	storeroom	has	its	own	lock	inside	the	office	(with	its	own	separate	key).











SINCLAIR	BUILDING		
	

• 6	burner	gas	range/oven	
• 2	burner	gas	range	&	griddle		
• Gas	salamander		
• Gas	charbroiler		
• Work	table		
• Prep	Table		
• Clean	dish	table	
• Microwave	ovens	x	2	
• Commercial	Mixer	
• Ice	maker		
• 3	door	freezer	
• Glass	Froster		
• Bar	refrigerator		
• 8’x12’	walk	in	freezer	
• (7)	6	tier	shelf		
• (4)	4	tier	shelf	

• (1)	Corner	shelf	
• (3)	Rubbermaid	shelf		
• (2)	5	tier	metal	shelf	
• (1)	Old	metal	desk		
• (1)	Old	metal	desk	chair	
• Used	Hotpoint	washer	&	dryer		
• (10)-	60”	sq.	tables		
• (2)	80”	round	tables	
• (60)	Ladder-back	wood	chairs	
• (8)	Ladder-back	wood	bar	stools		
• (1)	Fire	exit	sign		
• (4)	Mirrors	
• (1)	Chalk	board		
• (1)	Bucket	with	wringer		
• (1)	Brooms	&	dustpan	
• Misc.	supplies		

	
	

Bar(s)	info:	

Wine	wooden	wall	shelves	4'6"	H	x	4'	W	

Wine	wooden	glass	holder	2'4"	H	x	1'4"	D	x	4'	W	

Wine	fridge	2'	D	x	5'	W	

Beer	fridge	7'	H	x	2'6"	D	x	3'	W		

Martini/beer	glass	freezer	2'	D	x	3'	W	

Liquor	mirror/metal	wall	shelves	3'	H	x	1'	D	x	7'6"	W	

Big	bar	11'	6"	W	with	6	seats	

Small	bar	near	front	door	9'	W	with	4	seats	

	

Occupancy	info:	

Maximum	~	90	people	

Inside	tables:		(15)	4-top	square	tables	+	(2)	10-top	round	tables	

Inside	chairs:	74	

Outside	tables:	(9)	4-top	square	tables	

Outside	chairs:	24	

	

(3)	Bathrooms:	1	employee	bathroom	beyond	office;	1	ladies	bathroom;	1	male's	bathroom	with	

toilet	and	urinal	

	

Wine	&	liquor	storeroom	has	its	own	lock	inside	the	office	(with	its	own	separate	key). 
	
Exclusively Listed by Stefanie Cobb (972) 989-5220 and Tai Cobb-Klam (254) 253-0157. 
Cobb Properties strives to represent all properties accurately. All information contained herein 
has been obtained from sources deemed reliable. However, no warranty or guarantee is 
made as to the accuracy of the information. 
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Tapestry Segm
entation classifies US neighborhoods into 67 distinct m

arket 
segm

ents. Neighborhoods w
ith the m

ost sim
ilar characteristics are grouped 

together, w
hile neighborhoods w

ith divergent characteristics are separated. 
Tapestry Segm

entation com
bines the “w

ho” of lifestyle dem
ography 

w
ith the “w

here” of local neighborhood geography to create a m
odel of 

various lifestyle classifications, or segm
ents, of actual neighborhoods w

ith 
addresses—

distinct behavioral m
arket segm

ents.

+ W
H

O
 SHO

ULD USE TAPESTRY SEGM
ENTATIO

N?
All com

panies, agencies, and organizations need to understand 
consum

ers/constituents in order to supply them
 w

ith the right products and 
services and to reach them

 via their preferred m
edia. These applications 

require a robust segm
entation system

 that can accurately profile these 
diverse m

arkets. The versatility and predictive pow
er of Tapestry 

Segm
entation allow

 users to integrate their ow
n data or national consum

er 
surveys into Tapestry Segm

entation to identify their best m
arket segm

ents 
and reach them

 through the m
ost effective channels.

+ TAPESTRY SEGM
ENTATIO

N SUM
M

ARY GRO
UPS

Esri’s Tapestry Segm
entation provides a robust, pow

erful portrait of the 67 
US consum

er m
arkets. To provide a broader view

 of these 67 segm
ents, 

Esri com
bined them

 into 14 LifeM
ode Sum

m
ary Groups based on lifestyle 

and lifestage com
position. 

L1 Affl
uent Estates

L2 Upscale Avenues
L3 Uptow

n Individuals
L4 Fam

ily Landscapes
L5 GenXurban
L6 Cozy Country Living
L7 Ethnic Enclaves
L8 M

iddle Ground
L9 Senior Styles
L10 Rustic O

utposts
L11 M

idtow
n Singles

L12 Hom
etow

n
L13 New

 W
ave

L14 Scholars and Patriots

+ W
HAT IS TAPESTRY SEGM

ENTATIO
N?

Tapestry Segm
entation is a m

arket segm
entation system

 that classifies US neighborhoods based 
on their socioeconom

ic and dem
ographic com

positions. Tapestry is a system
 for classifying 

consum
ers and constituents using all the variables that can distinguish consum

er behavior, from
 

household characteristics such as incom
e and fam

ily type to personal traits like age, education,
or em

ploym
ent and even housing choices.

TAPESTRY SEG
M

ENTATIO
N PRO

FILE
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+ Affl
uent Estates

+ Upscale Avenues

+ Uptow
n Individuals

+ Fam
ily Landscapes

+ GenXurban

+ Cozy Country Living

+ Ethnic Enclaves

+ M
iddle Ground

+ Senior Styles

+ Rustic O
utposts

+ M
idtow

n Singles

+ Hom
etow

n

+ New
 W

ave

+ Scholars and Patriots
- - - U

S M
edian Incom

e $51,000

0
$20k

$40k
$60k

$80k
$100k

$120k
$140k

$160k
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+ L1 AFFLUENT ESTATES
Established w

ealth —
 educated, w

ell-
traveled m

arried couples

+ L2 UPSCALE AVENUES
Prosperous, m

arried couples
in higher density neighborhoods

+ L3 UPTO
W

N INDIVIDUALS
Younger, urban singles on the m

ove

+ L4 FAM
ILY LANDSCAPES

Successful younger fam
ilies in new

er 
housing

+ L5 GENXURBAN
Gen X in m

iddle age; fam
ilies w

ith few
er 

kids and a m
ortgage

+ L6 CO
ZY CO

UNTRY
Em

pty nesters in bucolic settings

+ L7 ETHNIC ENCLAVES
Established diversity —

 young, Hispanic 
hom

eow
ners w

ith fam
ilies

+ L8 M
IDDLE GRO

UND
Lifestyles of thirtysom

ethings

+ L9 SENIO
R STYLES

Senior lifestyles reveal the effects of 
saving for retirem

ent

+ L10 RUSTIC O
UTPO

STS
Country life w

ith older fam
ilies, older 

hom
es

+ L11 M
IDTO

W
N SINGLES

M
illennials on the m

ove; single, diverse, 
and urban

+ L12 H
O

M
ETO

W
N

Grow
ing up and staying close to hom

e; 
single householders

+ L13 NEXT W
AVE

Urban denizens; young, diverse,
hardw

orking fam
ilies

+ L14 SCHO
LARS AND PATRIO

TS
College cam

puses and m
ilitary 

neighborhoods

PRIM
ARY RETAIL TRADE AREA • LIFEM

O
DE SUM

M
ARY G

RO
UPS M

AP
Clifton, Texas

D
om

inant Tapestry M
ap

C
liftonTX

_Prim
RTA

_M
ap_2016

Prepared by The Retail C
oach

A
rea: 657.14 square m

iles

S
ou

rce: Esri
 

 
 

 
N
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ber 01, 2018

©
2018 Esri
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TAPESTRY SEG
M

ENTATIO
N

H
O

USEH
O

LDS PERCENT
CUM

ULATIVE PERCENT
US H

O
USEH

O
LDS PERCENT

CUM
ULATIVE PERCENT

IN
DEX

1
Salt of the Earth (6B)

17.1%
17.1%

2.9%
2.9%

595

2
Sm

all Tow
n Sim

plicity (12C)
15.3%

32.4%
1.9%

4.8%
826

3
Rural Resort Dw

ellers (6E)
13.8%

46.2%
1.0%

5.8%
1,376

4
Prairie Living (6D)

9.3%
55.5%

1.1%
6.9%

872

5
Com

fortable Em
pty Nesters (5A)

9.2%
64.7%

2.5%
9.4%

377

Subtotal
64.7%

9.4%

6
H

eartland Com
m

unities (6F)
8.2%

72.9%
2.3%

11.7%
359

7
Senior Escapes (9D)

7.9%
80.8%

0.9%
12.6%

867

8
Southw

estern Fam
ilies (7F)

7.7%
88.5%

0.8%
13.4%

929

9
Retirem

ent Com
m

unities (9E)
4.3%

92.8%
1.2%

14.6%
358

10
Savvy Suburbanites (1D)

3.8%
96.6%

3.0%
17.6%

126

Subtotal
31.9%

8.2%

11
Rooted Rural (10B)

2.7%
99.3%

2.0%
19.6%

137

12
Soccer M

om
s (4A)

0.7%
100.0%

2.9%
22.5%

22

13
G

reen Acres (6A)
0.1%

100.1%
3.2%

25.7%
2

Subtotal
3.5%

8.1%

Total
100.0%

25.5%
392

PRIM
ARY RETAIL TRADE AREA • TO

P TAPESTRY SEG
M

EN
TS

Clifton, Texas
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Salt of the Earth residents are entrenched in their 
traditional, rural lifestyles.
Citizens here are older, and m

any have grow
n children that have m

oved aw
ay. They still cherish fam

ily 
tim

e and also tending to their vegetable gardens and preparing hom
em

ade m
eals. Residents em

brace the 
outdoors; they spend m

ost of their free tim
e preparing for their next fishing, boating, or cam

ping trip. The 
m

ajority has at least a high school diplom
a or som

e college education; m
any have expanded their skill set 

during their years of em
ploym

ent in the m
anufacturing and related industries. They m

ay be experts w
ith DIY 

projects, but the latest technology is not their forte. They use it w
hen absolutely necessary, but seek

face-to-face contact in their routine activities.

US H
ousehold // 3,517,000

Average H
ousehold Size // 2.58

M
edian Age // 43.1

M
edian Household Incom

e // $53,000

LifeM
ode Group • Cozy Country Living

SALT O
F TH

E EARTH
6B
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+ M
ARKET PRO

FILE
(Consum

er preferences are estim
ated from

 data by GfK M
RI)

• O
utdoor sports and activities, such as fishing, boating, hunting, and

overnight cam
ping trips, are popular.

• To support their pastim
es, truck ow

nership is high; m
any also ow

n
an ATV.

• They ow
n the equipm

ent to m
aintain their law

ns and tend to their 
vegetable gardens.

• Residents often tackle hom
e rem

odeling and im
provem

ent jobs 
them

selves.

• Due to their locale, they ow
n satellite dishes, and m

any still require 
dial-up m

odem
s to access the Internet.

• These conservative consum
ers prefer to conduct their business in 

person rather than online. They use an agent to purchase insurance.

+ SO
CIO

ECO
NO

M
IC TRAITS

• Steady em
ploym

ent in construction, m
anufacturing, and related 

service industries.

• Com
pleted education: 42%

 w
ith a high school diplom

a only.

• Household incom
e just over the national m

edian, w
hile net w

orth is 
double the national m

edian.

• Spending tim
e w

ith fam
ily their top priority.

• Cost-conscious consum
ers, loyal to brands they like, w

ith a focus 
on buying Am

erican.

• Last to buy the latest and greatest products.

• Try to eat healthy, tracking the nutrition and ingredients in the food 
they purchase.

+ HO
USING

M
edian hom

e value is displayed for m
arkets that are prim

arily
ow

ner occupied; average rent is show
n for renter-occupied m

arkets.
Tenure and hom

e value are estim
ated by Esri. Housing type and 

average rent are from
 the Census Bureau’s Am

erican Com
m

unity 
Survey.

Typical Housing:
Single Fam

ily
M

edian Value:
$134,000
US M

edian $177,000

6BSALT OF THE EARTH LifeMode Group • Cozy Country Living
+ O

UR NEIGHBO
RH

O
O

D
• This large segm

ent is concentrated in the M
idw

est, particularly in O
hio, Pennsylvania, and Indiana.

• Due to their rural setting, households ow
n tw

o vehicles to cover their long com
m

utes, often across county boundaries.
• Hom

e ow
nership rates are very high (Index 132). Single-fam

ily hom
es are affordable, valued at 25 percent less than the national m

arket.
• Tw

o in three households are com
posed of m

arried couples; less than half have children at hom
e.
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SALT O
F THE EARTH LifeM

ode Group • Cozy Country Living
6B

M
ale

Fem
ale

8%
4%

0
4%

8%

85+
80–84
75

–79
70

–74
65

–69
60–64
55–59
50

–54
45

–49
40–44
35

–39
30

–34
25

–29
20

–24
15

–19
10

–14
5

–9
<

 5

* H
ispanic can be of any race.                          U

S A
verage

2.6%

1.2%

1.4%

3.5%

0.6%

0.6%

80%
60%

40%
20%

0

W
hite

Black

A
m

erican
Indian

A
sian and

Pac. Island

O
ther

M
ultiple

H
ispanic*

93.5%

0

$60k
$90k

$30k
$120k+

M
edian H

ousehold
 Incom

e

$53,000

U
S M

edian $51,000

0 0

$300k
$100k

$200k
$400k+

M
ed

ian N
et W

orth

$134,000

U
S M

edian
 $71,000

$70,000

$50,000

$30,000

$10,000

0
200,000

400,000
600,000

800,000

Median Earnings

W
orkers (A

ge 16+
) Production

Transportation and
M

aterial M
oving

O
ffice and

A
dm

inistrative Support

M
anagem

ent

Sales and
Related

350
0

50
100

150
200

250
300

H
ousing

Food

A
p

p
arel &

 Services

Transp
ortation

H
ealth C

are

Entertainm
ent &

R
ecreation

Ed
ucation

Pensions &
Social Security

O
ther

91

56

95102

96

809092

86

TA
PESTRY

SEG
M

EN
TATIO

N

TM

esri.co
m

/tap
estry

LifeM
ode G

roup: C
ozy C

ountry Living 

Salt of the Earth

IN
C

O
M

E A
N

D
 N

ET W
O

RTH
N

et w
orth m

easures total household assets (hom
es, vehicles, 

investm
ents, etc.) less any debts, secured (e.g., m

ortgages)
o

r unsecured
 (cred

it card
s). H

o
useho

ld
 inco

m
e and

net w
orth are estim

ated by Esri.

A
G

E B
Y

 SEX
 

(Esri data)

M
ed

ian A
g

e: 43.1
   U

S: 37.6
|  Indicates U

S

R
A

C
E A

N
D

 ETH
N

IC
ITY

 
(Esri data)

The D
iversity Index sum

m
arizes racial and ethnic diversity. The index 

show
s the likelihood that tw

o persons, chosen at random
 from

 the 
sam

e area, belong to different race or ethnic groups. The index 
ranges from

 0 (no diversity) to 100 (com
plete diversity).

D
iversity Ind

ex: 18.3   U
S: 62.1

6B

O
C

C
U

PA
TIO

N
 B

Y
 EA

R
N

IN
G

S
The fi ve occupations w

ith the highest num
ber of w

orkers in the m
arket are displayed

by m
edian earnings. D

ata from
 the C

ensus B
ureau’s A

m
erican C

om
m

unity Survey.

A
V

ER
A

G
E H

O
U

SEH
O

LD
 B

U
D

G
ET IN

D
EX

The index com
pares the average am

ount spent in this m
arket’s household budgets for 

housing, food, apparel, etc., to the average am
ount spent by all U

S households. A
n index

of 100 is average. A
n index of 120 show

s that average spending by consum
ers in this m

arket
is 20 percent above the national average. C

onsum
er expenditures are estim

ated by Esri.
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Sm
all Tow

n Sim
plicity includes young fam

ilies and senior 
householders that are bound by com

m
unity ties.

The lifestyle is dow
n-to-earth and sem

irural, w
ith television for entertainm

ent and new
s, and em

phasis on 
convenience for both young parents and senior citizens. Residents em

bark on pursuits including online 
com

puter gam
es, scrapbooking, and rural activities like hunting and fishing. Since alm

ost 1 in 4 households 
is below

 poverty level, residents also keep their finances sim
ple—

paying bills in person and avoiding debt.

US H
ousehold // 2,305,000

Average H
ousehold Size // 2.25

M
edian Age // 40.0

M
edian Household Incom

e // $27,000

LifeM
ode Group • Hom

etow
n

SM
ALL TO

W
N

 SIM
PLICITY

12C
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+ M
ARKET PRO

FILE
(Consum

er preferences are estim
ated from

 data by GfK M
RI)

• Sm
all Tow

n Sim
plicity features a sem

irural lifestyle, com
plete w

ith 
trucks (dom

estic, of course), ATVs, and vegetable gardens.
• Hunting, fishing, and target shooting are favorite pastim

es.

• A large senior population visit doctors and health practitioners 
regularly.

• How
ever, a largely single population favors convenience over 

cooking—
frozen m

eals and fast food.

• Hom
e im

provem
ent is not a priority, but vehicle m

aintenance is.

+ SO
CIO

ECO
NO

M
IC TRAITS

• Education: 65%
 w

ith high school diplom
a or som

e college.

• Unem
ploym

ent higher at 11.9%
 (Index 138).

• Labor force participation low
er at 51%

 (Index 81), w
hich could result 

from
 lack of jobs or retirem

ent.

• Incom
e from

 w
ages and salaries (Index 82), Social Security (Index 

142) or retirem
ent (Index 112), increased by Supplem

ental Security 
Incom

e (Index 203).

• Price-conscious consum
ers that shop accordingly, w

ith coupons at 
discount centers.

• Connected, but not to the latest or greatest gadgets; keep their 
landlines.

• Com
m

unity-orientated residents; m
ore conservative than

m
iddle-of-the-road.

• Rely on television or new
spapers to stay inform

ed.

+ HO
USING

M
edian hom

e value is displayed for m
arkets that are prim

arily
ow

ner occupied; average rent is show
n for renter-occupied m

arkets 
Tenure and hom

e value are estim
ated by Esri. Housing type and 

average rent are from
 the Census Bureau’s Am

erican Com
m

unity 
Survey.

Typical Housing:
Single Fam

ily
M

edian Value:
$88,000
US M

edian: $177,000

12CSMALL TOWN SIMPLICITY LifeMode Group • Hometown
+ O

UR NEIGHBO
RH

O
O

D
• They reside in sm

all tow
ns or sem

irural neighborhoods, m
ostly outside m

etropolitan areas.
• Hom

es are a m
ix of older single-fam

ily houses (61%
), apartm

ents, and m
obile hom

es.
• A m

ajority, 51%
, of hom

es are ow
ner occupied. (Index 80).

• M
edian hom

e value of $88,000 is about half the US m
edian.

• Average rent is $600 (Index 62).
• This is an older m

arket, w
ith alm

ost half of the householders aged 55 years or older, and predom
inantly single-person households (Index 139).
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SM
ALL TO

W
N SIM

PLICITY LifeM
ode Group • Hom

etow
n

12C
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* H
ispanic can be of any race.                          U

S A
verage
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O
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LifeM
ode G

roup: H
om

etow
n 

Sm
all Tow

n Sim
plicity

IN
C

O
M

E A
N

D
 N

ET W
O

RTH
N

et w
orth m

easures total household assets (hom
es, vehicles, 

investm
ents, etc.) less any debts, secured (e.g., m

ortgages)
o

r unsecured
 (cred

it card
s). H

o
useho

ld
 inco

m
e and

net w
orth are estim

ated by Esri.

A
G

E B
Y

 SEX
 

(Esri data)

M
ed

ian A
g

e: 40.0
   U

S: 37.6
|  Indicates U

S

R
A

C
E A

N
D

 ETH
N

IC
ITY

 
(Esri data)

The D
iversity Index sum

m
arizes racial and ethnic diversity. The index 

show
s the likelihood that tw

o persons, chosen at random
 from

 the 
sam

e area, belong to different race or ethnic groups. The index 
ranges from

 0 (no diversity) to 100 (com
plete diversity).

D
iversity Ind

ex: 49.1   U
S: 62.1

12C

O
C

C
U

PA
TIO

N
 B

Y
 EA

R
N

IN
G

S
The fi ve occupations w

ith the highest num
ber of w

orkers in the m
arket are displayed

by m
edian earnings. D

ata from
 the C

ensus B
ureau’s A

m
erican C

om
m

unity Survey.

A
V

ER
A

G
E H

O
U

SEH
O

LD
 B

U
D

G
ET IN

D
EX

The index com
pares the average am

ount spent in this m
arket’s household budgets for 

housing, food, apparel, etc., to the average am
ount spent by all U

S households. A
n index

of 100 is average. A
n index of 120 show

s that average spending by consum
ers in this m

arket
is 20 percent above the national average. C

onsum
er expenditures are estim

ated by Esri.



13

Although the Great Recession forced m
any ow

ners of 
second hom

es to sell, Rural Resort Dw
ellers residents 

rem
ain an active m

arket, just a bit sm
aller.

These com
m

unities are centered in resort areas, m
any in the M

idw
est, w

here the change in seasons 
supports a variety of outdoor activities. Retirem

ent loom
s for m

any of these blue collar, older householders, 
but w

orkers are postponing retirem
ent or returning to w

ork to m
aintain their current lifestyles. W

orkers are 
traveling further to m

aintain em
ploym

ent. They are passionate about their hobbies, like freshw
ater

fishing and hunting, but otherw
ise have very sim

ple tastes.

US H
ousehold // 1,215,000

Average H
ousehold Size // 2.21

M
edian Age // 52.4

M
edian Household Incom

e // $46,000

LifeM
ode Group • Cozy Country Living

RU
RAL RESO

RT DW
ELLERS

6E
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+ M
ARKET PRO

FILE
(Consum

er preferences are estim
ated from

 data by GfK M
RI)

• Residents drive older dom
estic vehicles and prefer to spend their 

disposable incom
e on gear to support their hobbies, w

hich include 
freshw

ater fishing, hunting w
ith a rifle or shotgun, and m

otorcycling.
• At hom

e, Rural Resort Dw
ellers residents spend any free tim

e 
w

orking on their vehicles and m
aintaining their gear. They m

ake 
frequent trips to their local hardw

are store for parts and tools. These 
hands-on consum

ers are also passionate about vegetable gardening.
• Due to their rem

ote locations, these neighborhoods have satellite 
dishes. A few

 residents still rely on dial-up m
odem

s to stay connected. 
They don’t access the Internet often but w

ill m
ake online purchases 

for item
s diffi

cult to find in nearby stores.
• Their taste in TV show

s reflects their hobbies—
Anim

al Planet, 
Discovery Channel, and the DIY Netw

ork.

+ SO
CIO

ECO
NO

M
IC TRAITS

• Rural Resort Dw
ellers residents are close to retirem

ent. They’ve 
accum

ulated w
ealth and begun to shift their portfolios to low

-risk
assets. These active residents continue to w

ork in skilled 
occupations.
• Sim

ple tastes and m
odesty characterize these blue collar residents. 

They shop for tim
eless, com

fortable clothing, but only w
hen 

som
ething m

ust be replaced. They pay little attention to advertising 
and usually stick to the brands they know.
• They spend tim

e w
ith their spouses and also m

aintain a social 
calendar.

+ HO
USING

M
edian hom

e value is displayed for m
arkets that are prim

arily
ow

ner occupied; average rent is show
n for renter-occupied m

arkets.
Tenure and hom

e value are estim
ated by Esri. Housing type and 

average rent are from
 the Census Bureau’s Am

erican Com
m

unity 
Survey.

Typical Housing:
Single Fam

ily
M

edian Value:
$163,000
US M

edian $177,000

6ERURAL RESORT DWELLERS LifeMode Group • Cozy Country Living
+ O

UR NEIGHBO
RH

O
O

D
• Housing is ow

ner-occupied, single-fam
ily hom

es, w
ith som

e m
obile hom

es. A strong m
arket for second hom

es, these rural areas
provide affordable hom

es valued at 8%
 less than the US m

edian hom
e value. O

ver half of the housing units are vacant due to a
high seasonal vacancy rate.
• In this older m

arket, 42%
 of households consist of m

arried couples w
ith no children at hom

e, w
hile another 28%

 are single person. M
arried 

couples w
ith children at hom

e have older school-age children.
• Set in scenic rural locations w

ith proxim
ity to outdoor activities, tw

o vehicles are essential to get around.
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RURAL RESO
RT LIVING LifeM

ode Group • Cozy Country Living
6E
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* H
ispanic can be of any race.                          U

S A
verage
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Rural Resort D
w

ellers

IN
C

O
M

E A
N

D
 N

ET W
O

RTH
N

et w
orth m

easures total household assets (hom
es, vehicles, 

investm
ents, etc.) less any debts, secured (e.g., m

ortgages)
o

r unsecured
 (cred

it card
s). H

o
useho

ld
 inco

m
e and

net w
orth are estim

ated by Esri.

A
G

E B
Y

 SEX
 

(Esri data)

M
ed

ian A
g

e: 52.4
   U

S: 37.6
|  Indicates U

S

R
A

C
E A

N
D

 ETH
N

IC
ITY

 
(Esri data)

The D
iversity Index sum

m
arizes racial and ethnic diversity. The index 

show
s the likelihood that tw

o persons, chosen at random
 from

 the 
sam

e area, belong to different race or ethnic groups. The index 
ranges from

 0 (no diversity) to 100 (com
plete diversity).

D
iversity Ind

ex: 21.9   U
S: 62.1

6E

O
C

C
U

PA
TIO

N
 B

Y
 EA

R
N

IN
G

S
The fi ve occupations w

ith the highest num
ber of w

orkers in the m
arket are displayed

by m
edian earnings. D

ata from
 the C

ensus B
ureau’s A

m
erican C

om
m

unity Survey.

A
V

ER
A

G
E H

O
U

SEH
O

LD
 B

U
D

G
ET IN

D
EX

The index com
pares the average am

ount spent in this m
arket’s household budgets for 

housing, food, apparel, etc., to the average am
ount spent by all U

S households. A
n index

of 100 is average. A
n index of 120 show

s that average spending by consum
ers in this m

arket
is 20 percent above the national average. C

onsum
er expenditures are estim

ated by Esri.
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Prairie Living is Tapestry Segm
entation’s m

ost rural 
m

arket, com
prising about 1 percent of households, 

located m
ainly in the M

idw
est, w

ith a predom
inance of 

self-em
ployed farm

ers.
These agricultural com

m
unities are not diverse, dom

inated by m
arried-couple fam

ilies that ow
n single-

fam
ily dw

ellings and m
any vehicles. M

edian household incom
e is sim

ilar to the US, and labor force 
participation is slightly higher. Faith is im

portant to this hardw
orking m

arket. W
hen they find tim

e to relax, 
they favor outdoor activities.

US H
ousehold // 1,307,000

Average H
ousehold Size // 2.50

M
edian Age // 43.4

M
edian Household Incom

e // $51,000

LifeM
ode Group • Cozy Country Living

PRAIRIE LIVIN
G

6D
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+ M
ARKET PRO

FILE
(Consum

er preferences are estim
ated from

 data by GfK M
RI)

• M
any ow

n a truck, riding law
n m

ow
er, and ATV/UTV and have a 

satellite dish.
• They purchased plants and seeds in the past year for their
vegetable garden, w

here their tiller com
es in handy.

• They favor banking in person, have noninterest checking accounts, 
invest in CDs (m

ore than 6 m
onths), and have term

/w
hole life 

insurance.
• They are pet ow

ners.
• Leisure activities include fishing, hunting, boating, cam

ping, and 
attending country m

usic concerts.
• Residents prefer to listen to faith and inspirational, as w

ell as country 
m

usic on the radio.
• They read hom

e service, fishing/hunting, and autom
otive m

agazines.
• They contribute to religious organizations and belong to religious 
clubs.
• W

alm
art is a favorite shopping stop; Subw

ay is a favorite eating spot.

+ SO
CIO

ECO
NO

M
IC TRAITS

• Half have com
pleted som

e college education or hold a degree.
• At 4.1%

, the unem
ploym

ent rate is less than half the US rate.
• Labor force participation rate slightly higher at 66%

.
• W

age and salary incom
e for 73%

 of households plus self- 
em

ploym
ent incom

e for 27%
 (Index 242).

• Faith and religion are im
portant to these residents.

• Tend to buy things w
hen they need them

, rather than w
hen they 

w
ant them

 or to be trendy.
• Som

ew
hat resistant to new

 technology.
• Creatures of habit w

hen purchasing food item
s.

+ HO
USING

M
edian hom

e value is displayed for m
arkets that are prim

arily
ow

ner occupied; average rent is show
n for renter-occupied m

arkets.
Tenure and hom

e value are estim
ated by Esri. Housing type and 

average rent are from
 the Census Bureau’s Am

erican Com
m

unity 
Survey.

Typical Housing:
Single Fam

ily
M

edian Value:
$125,000
US M

edian $177,000

6DPRAIRIE LIVING LifeMode Group • Cozy Country Living
+ O

UR NEIGHBO
RH

O
O

D
• About four-fifths of households are ow

ner occupied.
• Dom

inant household type is m
arried-couples w

ith no children.
• M

ost are single-fam
ily hom

es (87%
) built before 1980; a higher proportion w

ere built before 1940 (Index 225).
• Higher percentage of vacant housing units is at 16%

 (Index 137).
• M

ost households ow
n 2 or 3 vehicles; this is the highest ranked m

arket for ow
ning 4 or m

ore vehicles.
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PRAIRIE LIVING LifeM
ode Group • Cozy Country Living
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ispanic can be of any race.                          U
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verage
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Prairie Living

IN
C

O
M

E A
N

D
 N

ET W
O

RTH
N

et w
orth m

easures total household assets (hom
es, vehicles, 

investm
ents, etc.) less any debts, secured (e.g., m

ortgages)
o

r unsecured
 (cred

it card
s). H

o
useho

ld
 inco

m
e and

net w
orth are estim

ated by Esri.

A
G

E B
Y

 SEX
 

(Esri data)

M
ed

ian A
g

e: 43.4
   U

S: 37.6
|  Indicates U

S

R
A

C
E A

N
D

 ETH
N

IC
ITY

 
(Esri data)

The D
iversity Index sum

m
arizes racial and ethnic diversity. The index 

show
s the likelihood that tw

o persons, chosen at random
 from

 the 
sam

e area, belong to different race or ethnic groups. The index 
ranges from

 0 (no diversity) to 100 (com
plete diversity).

D
iversity Ind

ex: 22.6   U
S: 62.1

6D

O
C

C
U

PA
TIO

N
 B

Y
 EA

R
N

IN
G

S
The fi ve occupations w

ith the highest num
ber of w

orkers in the m
arket are displayed

by m
edian earnings. D

ata from
 the C

ensus B
ureau’s A

m
erican C

om
m

unity Survey.

A
V

ER
A

G
E H

O
U

SEH
O

LD
 B

U
D

G
ET IN

D
EX

The index com
pares the average am

ount spent in this m
arket’s household budgets for 

housing, food, apparel, etc., to the average am
ount spent by all U

S households. A
n index

of 100 is average. A
n index of 120 show

s that average spending by consum
ers in this m

arket
is 20 percent above the national average. C

onsum
er expenditures are estim

ated by Esri.



19

Residents in this large, grow
ing segm

ent are older, w
ith

m
ore than half of all householders aged 55 or older; m

any 
still live in the suburbs w

here they grew
 up.

M
ost are professionals w

orking in governm
ent, health care, or m

anufacturing. These Baby Boom
ers are 

earning a com
fortable living and benefiting from

 years of prudent investing and saving. Their net w
orth 

is w
ell above average (Index 363). M

any are enjoying the transition from
 child rearing to retirem

ent. They 
value their health and financial w

ell-being.

US H
ousehold // 2,973,000

Average H
ousehold Size // 2.50

M
edian Age // 46.8

M
edian Household Incom

e // $68,000

LifeM
ode Group • GenXurban

CO
M

FO
RTABLE EM

PTY N
ESTERS

5A
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+ M
ARKET PRO

FILE
(Consum

er preferences are estim
ated from

 data by GfK M
RI)

• Residents enjoy listening to sports radio or w
atching sports on 

television.
• Physically active, they play golf, ski, ride bicycles, and w

ork out 
regularly.
• Spending a lot of tim

e online isn’t a priority, so m
ost ow

n older 
hom

e com
puters.

• Financial portfolio includes stocks, certificates of deposit, m
utual 

funds, and real estate.

+ SO
CIO

ECO
NO

M
IC TRAITS

• Education: 34%
 college graduates; nearly 66%

 w
ith som

e college 
education.
• Low

 unem
ploym

ent at 7%
; average labor force participation at 61%

.
• M

ost households incom
e from

 w
ages or salaries, but a third also 

draw
 incom

e from
 investm

ents (Index 154) and retirem
ent (Index 166).

• Com
fortable Em

pty Nesters residents physically and financially 
active.
• Prefer eating at hom

e instead of dining out.
• Hom

e m
aintenance a priority am

ong these hom
eow

ners.

+ HO
USING

M
edian hom

e value is displayed for m
arkets that are prim

arily
ow

ner occupied; average rent is show
n for renter-occupied m

arkets.
Tenure and hom

e value are estim
ated by Esri. Housing type and 

average rent are from
 the Census Bureau’s Am

erican Com
m

unity 
Survey.

Typical Housing:
Single Fam

ily
M

edian Value:
$187,000
US M

edian $177,000

5ACOMFORTABLE EMPTY NESTERS LifeMode Group • GenXurban
+ O

UR NEIGHBO
RH

O
O

D
• M

arried couples, som
e w

ith children, but m
ost w

ithout (Index 149).
• Average household size slightly low

er at 2.50.
• Found throughout the suburbs and sm

all tow
ns of m

etropolitan areas, w
here m

ost residents ow
n and live in single-fam

ily detached 
hom

es (Index 142).
• M

ost hom
es built betw

een 1950 and 1990 (Index 129).
• Households generally have one or tw

o vehicles.
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CO
M

FO
RTABLE EM

PTY NESTERS LifeM
ode Group • GenXurban

5A

85+
80–84
75

–79
70

–74
65

–69
60–64
55–59
50

–54
45

–49
40–44
35

–39
30

–34
25

–29
20

–24
15

–19
10

–14

M
ale

Fem
ale

5
–9

<
 5

8%
4%

0
4%

8%

* H
ispanic can be of any race.                          U

S A
verage

88.3%

5.5%

1.6%

1.9%

6.1%

0.4%

2.2%

80%
60%

40%
20%

0

W
hite

Black

A
m

erican
Indian

A
sian and

Pac. Island

O
ther

M
ultiple

H
ispanic*

0

$60k
$90k

$30k
$120k+

M
edian H

ousehold
 Incom

e

$68,000

U
S M

edian $51,000

0 0

$300k
$100k

$200k
$400k+

M
ed

ian N
et W

orth

$258,000

U
S M

edian
 $71,000

$80,000

$60,000

$40,000

$20,000

100,000
0

300,000
500,000

700,000

Median Earnings

W
orkers (A

ge 16+
)

H
ealth C

are Practitioners
and Technical

Education, Training,
and Library

O
ffice and

A
dm

inistrative Support

M
anagem

ent

Sales and Related

350
0

50
100

150
200

250
300

H
ousing

Food

A
p

p
arel &

 Services

Transp
ortation

H
ealth C

are

Entertainm
ent &

R
ecreation

Ed
ucation

Pensions &
Social Security

O
ther

114

76

116126

123

118

121

118

117

TA
PESTRY

SEG
M

EN
TATIO

N

TM

esri.co
m

/tap
estry

LifeM
ode G

roup: G
enX

urban 

C
om

fortable Em
pty N

esters

IN
C

O
M

E A
N

D
 N

ET W
O

RTH
N

et w
orth m

easures total household assets (hom
es, vehicles, 

investm
ents, etc.) less any debts, secured (e.g., m

ortgages)
o

r unsecured
 (cred

it card
s). H

o
useho

ld
 inco

m
e and

net w
orth are estim

ated by Esri.

A
G

E B
Y

 SEX
 

(Esri data)

M
ed

ian A
g

e: 46.8
   U

S: 37.6
|  Indicates U

S

R
A

C
E A

N
D

 ETH
N

IC
ITY

 
(Esri data)

The D
iversity Index sum

m
arizes racial and ethnic diversity. The index 

show
s the likelihood that tw

o persons, chosen at random
 from

 the 
sam

e area, belong to different race or ethnic groups. The index 
ranges from

 0 (no diversity) to 100 (com
plete diversity).

D
iversity Ind

ex: 30.6   U
S: 62.1

5A

O
C

C
U

PA
TIO

N
 B

Y
 EA

R
N

IN
G

S
The fi ve occupations w

ith the highest num
ber of w

orkers in the m
arket are displayed

by m
edian earnings. D

ata from
 the C

ensus B
ureau’s A

m
erican C

om
m

unity Survey.

A
V

ER
A

G
E H

O
U

SEH
O

LD
 B

U
D

G
ET IN

D
EX

The index com
pares the average am

ount spent in this m
arket’s household budgets for 

housing, food, apparel, etc., to the average am
ount spent by all U

S households. A
n index

of 100 is average. A
n index of 120 show

s that average spending by consum
ers in this m

arket
is 20 percent above the national average. C

onsum
er expenditures are estim

ated by Esri.
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Providing m
ore than sim

ple data reports of psychographic and dem
ographic trends, The Retail Coach 

goes well beyond other retail consulting and m
arket research firm

s’ offerings by com
bining current national 

and statewide dem
ographics and trend data with real-world, “on-the-ground” data gathered through 

extensive visits within our clients’ com
m

unities.

Every com
m

unity is different, and there is no “one size fits all” retail recruitm
ent solution. Com

piling the 
gathered data into client-tailored inform

ation packets that are uniquely designed for, and targeted to, 
specific retailers and restaurants who m

eet the com
m

unity’s needs helps assure our clients that they 
are receiving the latest and best inform

ation for their retail recruitm
ent efforts—

all with personal service 
and coaching guidance that continues beyond the initial project scope and tim

eline.

O
ur Retail360

® process assures that com
m

unities get tim
ely, accurate and relevant inform

ation. 
Translating that data into the inform

ation that retailers need and seek assures our clients even better 
possibilities for trem

endous retail growth and success.

C. Kelly Cofer 
President & CEO

 
The Retail Coach, LLC

The Retail Coach, LLC, is a national retail analytics and locational intelligence firm
 that specializes in all aspects 

of retail m
arket analyses and recruitm

ent, from
 “m

acro to m
icro” trade area assessm

ent to actively recruiting 
retailers on behalf of our clients. 
Through its unique Retail360

® process, The Retail Coach offers a dynam
ic system

 of products and services that 
better enable com

m
unities to m

axim
ize their retail developm

ent potential.

A
B

O
U

T
 T

H
E

 R
E

TA
IL C

O
A

C
H

The Retail Coach –

“
It’s not about data. It’s about your success.”

P.O
. Box 7272 | Tupelo, M

S 38802 | 800.851.0962 | info@
theretailcoach.net | www.theretailcoach.net
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A
C

K
N

O
W

L
E

D
G

E
M

E
N

T
S

The observations, conclusions and recom
m

endations contained in this study are solely those of The Retail Coach, LLC and should not be 
construed to represent the opinions of others, including its clients, or any other entity prior to such entity’s express approval of this study. 

All inform
ation furnished is from

 sources deem
ed reliable and is subm

itted subject to errors, om
issions, change of term

s and/or conditions. 

Sources used in com
pleting this study include: infoUSA™, Applied Geographic Solutions, Environics Analytics 2018, ESRI 2018, U.S. Census 

Bureau, Econom
y.com

, Spatial Insights Inc., Urban Land Institute, CensusViewer.com
, International Council of Shopping Centers, and/or U.S. 

Bureau of Labor and Statistics. 

To better represent current data, where applicable, portions of estim
ated actual sales m

ay be calculated using an average sales per square 
foot m

odel.

M
apping data is provided by M

apInfo, Nielsen, ESRI and/or M
icrosoft Corporation.

All inform
ation furnished is from

 sources deem
ed reliable and is subm

itted subject to errors, om
issions, change of term

s and/or conditions.

P.O
. Box 7272 | Tupelo, M

S 38802 | 800.851.0962 | info@
theretailcoach.net | www.theretailcoach.net










































