
Training Resources
Getting Retail Reports
Retail Market Potential 
Retail MarketPlace Profile
Question and Answer Session

Learning to understand how to use 
STDBonline reports more effectively and 
efficiently.



Retail Market Potential – a collection of data 
that measures the likely demand for a 
product or service in a given trade area.

This data is organized into a MPI (market 
potential index)
- MPI of 100 represents the U.S. average.



An effective real estate professional may 
use the data in a number of ways.
◦ Optimize the merchandize mix
◦ Invest marketing dollars more effectively
◦ Develop successful advertising and 

marketing plans
◦ Deciding where expansions are likely to be 

most profitable



Apparel
Automobiles
Automotive 
Aftermarket
Beverages
Cameras/Film
Computers
Convenience Stores
Entertainment
Financial Services

• Food
• Health
• Home
• Insurance
• Pets
• Reading Material
• Telephone/Service
• Television/Sound 

Equipment
• Travel



Apparel
◦ Bought any men’s apparel
◦ Bought any women’s apparel
◦ Bought apparel for child <13 in 

last 6 months
◦ Bought any shoes
◦ Bought any costume jewelry 
◦ Bought any fine jewelry
◦ Bought a watch

Segment

Subgroup



Market Potential data helps organizations to 
understand, predict, and influence consumer 
behavior by providing insight into areas with 
the highest growth potential. This allows you 
to make informed decisions about products 
and services based on the latest trends and 
consumer demand.



Mediamark Research Incorporated provides 
the data.
They are a nationally representative survey of 
U.S. households. Their 25 year history and 
dedication to a single goal “to understand the 
American consumer” has led them to be the 
most reliable source of media and consumer 
research.



The calculation is created by combining 
ESRI’s Tapestry segmentation data and 2009 
Doublebase data from Mediamark Research. 

Expected Number of Consumers =   





The Report
This is what a 
typical page of the 
Retail Market 
Potential Report 
looks like.



Retail MarketPlace data - measures the retail 
activity for a specified trade area and 
provides a direct comparison between retail 
sales and consumer spending by industry. It 
also measures the gap between supply and 
demand. 



Retail MarketPlace data helps you 
understand your market by providing 
information that helps determine whether a 
store is attracting customers or if 
customers are leaving the area to shop. It 
also provides insight into whether a store's 
merchandise mix meets residential 
customer demand by revealing changes in 
consumer tastes and preferences by 
geography.



The Retail MarketPlace Profile data can be 
used in a number of ways including
◦ Measuring the retail sectors with the largest 

demand
◦ Measuring local demand for goods and services
◦ Analyzing the potential of future sites
◦ Analyzing the Leakage/Surplus Factor in a study 

area



Estimates the 
expected amount 
spent by consumers 
in study area at 
retail establishments 
anywhere.

Estimates sales 
to consumers 
by 
establishments 
in the study 
area.

Demand 
(Retail 
Potential) –
Supply 
(Retail Sales) 
= Gap

The Leakage/Surplus Factor presents 
a snapshot of retail opportunity. It is 
a measure of the relationship 
between supply and demand that 
ranges from +100 (leakage) to -100 
(surplus). 



Automotive 
Dealers
Other Motor 
Vehicle Dealers
Auto Parts, 
Accessories, 
and Tire Stores

Furniture 
Stores
Home 
Furnishings 
Stores

Electronics 

NAICS Code 441 (Motor Vehicle 
& Parts Dealers)

NAICS Code 442 (Furniture & 
Home Furnishings Stores)

NAICS Code 443 
(Appliances)



Building Material 
and Supplies 
Dealers
Lawn and Garden 
Equipment and 
Supplies Stores

Grocery Stores
Specialty Food 
Stores
Beer, Wine, and 
Liquor Stores

Health & Personal 
Care Stores

NAICS Code 444 
(Building Materials, 
Garden Equipment & 
Supply Stores)

NAICS Code 445 (Food 
& Beverage Stores

NAICS Code 446 
(Health Stores)



Gasoline Stations

Clothing Stores 
Shoe Stores
Jewelry, Luggage, and 
Leather Goods Stores

Sporting Goods/ 
Hobby/Musical     
Instrument Stores
Book, Periodical, and     
Music Stores

NAICS Code 447 (Service 
Stations)

NAICS Code 448 (Clothing 
and Clothing Accessories 
Stores)

NAICS Code 451 (Sporting 
Goods, Hobby, Book, and 
Music Stores)



Department Stores 
Other Merchandise Stores

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

Electronic Shopping and 
Mail-Order 
Vending Machine 
Operators
Direct Selling 
Establishments

NAICS Code 452 
(General Merchandise 
Stores

NAICS  Code 453 
(Miscellaneous Store 
Retailers) 

NAICS Code 454 
(Nonstore 
Retailers)



Full-Service 
Restaurants
Limited-Service Eating 
Places
Special Food Services
Drinking Places –
Alcoholic Beverages

NAICS Code 722 (Food 
Services & Drinking 
Places)



Leakage/Surplus Factor





Just because a certain site location has a 
leakage or surplus in a certain retail segment 
does not necessarily mean that a new store 
should or should not be implemented.







Retail MarketPlace Profile
http://www.pcensus.com/pub/documents/es
ri_rm_meth.pdf

Retail Market Potential
http://www.esri.com/data/esri_data/market-
potential.html

http://www.pcensus.com/pub/documents/esri_rm_meth.pdf
http://www.pcensus.com/pub/documents/esri_rm_meth.pdf
http://www.pcensus.com/pub/documents/esri_rm_meth.pdf
http://www.esri.com/data/esri_data/market-potential.html
http://www.esri.com/data/esri_data/market-potential.html
http://www.esri.com/data/esri_data/market-potential.html


Contact customer support via phone at 
469-232-2615 
Monday-Friday 8AM-5PM
Contact online at 
sasupport@stdbonline.com

mailto:sasupport@stdbonline.com
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