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Population
2020 390,985

2025 390,898

2030 394,868

Income
Average HH $187,212

Median HH $130,428

Per Capita $64,072

Age
0 - 9 Years 11.74%

10 - 17 Years 10.25%

18 - 24 Years 10.30%

25 - 34 Years 11.37%

35 - 44 Years 13.17%

45 - 54 Years 13.38%

55 - 64 Years 12.89%

65 and Older 16.91%

Median Age 39.92

Average Age 40.02

Race Distribution (%)
White 41.09%

Black/African American 13.05%

American Indian/
Alaskan 0.62%

Asian 23.02%

Native Hawaiian/
Islander 0.04%

Other Race 12.36%

Two or More Races 9.82%

Hispanic 22.42%

Educational Attainment (%)
Graduate or Professional 
Degree 22.93%

Bachelors Degree 29.56%

Associate Degree 5.45%

Some College 13.79%

High School Graduate (or 
GED) 19.11%

Some High School, No 
Degree 4.26%

Less than 9th Grade 4.90%
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PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Apparel (Adults)
Bought Meǹ s Clothing/12 Mo 196,424 63.9% 101
Bought Womeǹ s Clothing/12 Mo 160,591 52.2% 100
Bought Shoes/12 Mo 234,023 76.1% 101

Bought Fine Jewelry/12 Mo 67,989 22.1% 101
Bought Watch/12 Mo 40,099 13.0% 98

Automobiles (Households)
HH Owns or Leases Any Vehicle 122,183 92.8% 102
HH Bought or Leased New 
Vehicle/12 Mo 14,742 11.2% 121

Automotive Aftermarket (Adults)
Bought Gasoline/6 Mo 278,499 90.6% 101
Bought or Changed Motor Oil/12 Mo 152,546 49.6% 93
Had Vehicle Tune-Up/12 Mo 81,279 26.4% 110

Beverages (Adults)
Drank Non-Diet (Regular) Cola/6 Mo 100,178 32.6% 87
Drank Beer or Ale/6 Mo 124,565 40.5% 106

Cameras (Adults)
Own Digital Point and Shoot 
Camera/Camcorder 33,789 11.0% 112

Own Digital SLR Camera or 
Camcorder 39,362 12.8% 123

Printed Digital Photos/12 Mo 86,286 28.1% 108

Cell Phones (Adults/Households)
Bought Cell Phone/12 Mo 108,114 35.2% 97
Have a Smartphone 292,356 95.1% 101
Have Android Phone (Any Brand) 
Smartphone 97,226 31.6% 82

Have Apple iPhone Smartphone 201,608 65.6% 114
HH Owns 1 Cell Phone 30,948 23.5% 78
HH Owns 2 Cell Phones 52,849 40.2% 102
HH Owns 3+ Cell Phones 45,689 34.7% 121
HH Has Cell Phone Only (No 
Landline Telephone) 86,598 65.8% 91

Computers (Households)
HH Owns Computer 116,956 88.9% 106
HH Owns Desktop Computer 55,554 42.2% 109
HH Owns Laptop or Notebook 97,477 74.1% 107
HH Owns Apple/Mac Brand 
Computer 42,338 32.2% 130

HH Owns PC/Non-Apple Brand 
Computer 93,801 71.3% 102

HH Purchased Most Recent Home 
Computer at Store 51,291 39.0% 105

HH Purchased Most Recent Home 
Computer Online 38,930 29.6% 108

HH Spent $1-499 on Most Recent 
Home Computer 15,159 11.5% 83

HH Spent $500-999 on Most Recent 
Home Computer 26,407 20.1% 106

HH Spent $1K-1499 on Most Recent 
Home Computer 17,817 13.5% 119

HH Spent $1500-1999 on Most 
Recent Home Computer 7,075 5.4% 133

HH Spent $2K+ on Most Recent 
Home Computer 10,474 8.0% 131

PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Convenience Stores (Adults)
Shopped at C-Store/6 Mo 183,355 59.6% 92
Bought Brewed Coffee at C-Store/30 
Days 36,960 12.0% 96

Bought Cigarettes at C-Store/30 
Days 11,899 3.9% 64

Bought Gas at C-Store/30 Days 99,158 32.2% 80
Spent $1-19 at C-Store/30 Days 23,062 7.5% 111
Spent $20-39 at C-Store/30 Days 26,021 8.5% 101
Spent $40-50 at C-Store/30 Days 19,307 6.3% 94
Spent $51-99 at C-Store/30 Days 13,021 4.2% 75
Spent $100+ at C-Store/30 Days 55,411 18.0% 76

Entertainment (Adults)
Attended Movie/6 Mo 145,697 47.4% 108
Went to Live Theater/12 Mo 31,723 10.3% 118
Went to Bar or Night Club/12 Mo 56,102 18.2% 103
Dined Out/12 Mo 180,469 58.7% 105
Gambled at Casino/12 Mo 38,426 12.5% 105
Visited Theme Park/12 Mo 53,565 17.4% 111
Viewed Movie (Video-on-
Demand)/30 Days 37,805 12.3% 131

Viewed TV Show (Video-on-
Demand)/30 Days 25,915 8.4% 128

Used Internet to Download 
Movie/30 Days 22,058 7.2% 115

Downloaded Individual Song/6 Mo 63,197 20.6% 105
Used Internet to Watch Movie/30 
Days 112,594 36.6% 107

Used Internet to Watch TV 
Program/30 Days 74,265 24.1% 108

Played (Console) Video or Electronic 
Game/12 Mo 37,480 12.2% 97

Played (Portable) Video or Electronic 
Game/12 Mo 20,247 6.6% 96

Primary Retail Trade Area • Retail Market Potential
Plainfield, New Jersey



4662.844.2155    |    INFO@THERETAILCOACH.COM    |    THERETAILCOACH.COM    |     AUSTIN, TEXAS  •  TUPELO, MISSISSIPPI

PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Financial (Adults)
Have 1st Home Mortgage 123,969 40.3% 110
Used ATM or Cash Machine/12 Mo 195,357 63.5% 103
Own Any Stock 59,824 19.5% 131
Own U.S. Savings Bonds 26,215 8.5% 116
Own Shares in Mutual Fund (Stocks) 51,717 16.8% 126
Own Shares in Mutual Fund (Bonds) 32,678 10.6% 128
Have Interest Checking Account 129,354 42.1% 108
Have Non-Interest Checking Account 109,970 35.8% 97
Have Savings Account 235,858 76.7% 106
Have 401(k) Retirement Savings Plan 83,378 27.1% 111
Own or Used Any Credit/Debit 
Card/12 Mo 289,627 94.2% 102

Avg $1-110 Monthly Credit Card 
Expenditures 25,565 8.3% 81

Avg $111-225 Monthly Credit Card 
Expenditures 19,206 6.2% 91

Avg $226-450 Monthly Credit Card 
Expenditures 25,998 8.5% 96

Avg $451-700 Monthly Credit Card 
Expenditures 29,960 9.7% 105

Avg $701-1000 Monthly Credit Card 
Expenditures 26,579 8.6% 111

Avg $1001-2000 Monthly Credit Card 
Expenditures 43,234 14.1% 117

Avg $2001+ Monthly Credit Card 
Expenditures 55,086 17.9% 143

Did Banking Online/12 Mo 187,821 61.1% 107
Did Banking by Mobile Device/12 Mo 155,982 50.7% 105

Grocery (Adults)
HH Used Bread/6 Mo 124,659 94.7% 100
HH Used Chicken (Fresh or Frozen)/6 
Mo 102,257 77.7% 101

HH Used Turkey (Fresh or Frozen)/6 
Mo 28,637 21.8% 105

HH Used Fish or Seafood (Fresh or 
Frozen)/6 Mo 81,211 61.7% 105

HH Used Fresh Fruit or Vegetables/6 
Mo 119,486 90.8% 102

HH Used Fresh Milk/6 Mo 108,027 82.1% 100
HH Used Organic Food/6 Mo 41,350 31.4% 123

Health (Adults)
Exercise at Home 2+ Times/Wk 163,727 53.2% 110
Exercise at Club 2+ Times/Wk 41,692 13.6% 116
Visited Doctor/12 Mo 248,851 80.9% 101
Used Vitamins or Dietary 
Supplements/6 Mo 211,095 68.6% 104

PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Home (Households)
HH Did Home Improvement/12 Mo 50,785 38.6% 106
HH Used Maid/Prof Cln Svc (+ Furn/
Carpet)/12 Mo 55,165 41.9% 120

HH Purchased Low Ticket HH 
Furnishing/12 Mo 29,926 22.7% 101

HH Purchased Big Ticket HH 
Furnishing/12 Mo 34,190 26.0% 101

HH Bought Small Kitchen 
Appliance/12 Mo 32,663 24.8% 99

HH Bought Large Kitchen 
Appliance/12 Mo 22,570 17.1% 107

Insurance (Adults/Households)
Currently Carry Life Insurance 157,505 51.2% 100
Personally Carry Any Med/Hosp/
Accident Insur 267,747 87.1% 102

Homeowner Carries Home/Personal 
Property Insurance 194,431 63.2% 104

Renter Carries Home/Pers Property 
Insurance 37,780 12.3% 96

HH Has 1 Vehicle Covered w/Auto 
Insurance 38,363 29.1% 91

HH Has 2 Vehicles Covered w/Auto 
Insurance 45,562 34.6% 110

HH Has 3+ Vehicles Covered w/Auto 
Insurance 35,714 27.1% 105

Pets (Households)
HH Owns Any Pet 63,288 48.1% 95
HH Owns Cat 25,861 19.6% 84
HH Owns Dog 47,976 36.4% 95

Psychographics (Adults)
Represents adults who "completely 
agree" with the statement:
Am Interested in How to Help Env: 
4-Agr Cmpl 57,743 18.8% 110

Buying American Is Important: 4-Agr 
Cmpl 76,081 24.7% 85

Buy Based on Quality Not Price: 
4-Agr Cmpl 45,036 14.6% 101

Buy on Credit Rather Than Wait: 
4-Agr Cmpl 39,048 12.7% 102

Only Use Coupons Brands Usually 
Buy: 4-Agr Cmpl 28,908 9.4% 92

Will Pay More for Env Safe Prods: 
4-Agr Cmpl 39,584 12.9% 114

Buy Based on Price Not Brands: 
4-Agr Cmpl 75,862 24.7% 93

Reading (Adults)
Bought Digital Book/12 Mo 62,134 20.2% 110
Bought Hardcover Book/12 Mo 89,491 29.1% 108
Bought Paperback Book/12 Mo 112,954 36.7% 107
Read Daily Newspaper (Paper 
Version) 37,358 12.1% 112

Read Digital Newspaper/30 Days 199,078 64.7% 110
Read Magazine (Paper/Electronic 
Vers)/6 Mo 276,715 90.0% 103
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PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Restaurants (Adults)
Went to Family Restrnt/SteakHse/6 
Mo 216,772 70.5% 99

Went to Family Restrnt/SteakHse 4+ 
Times/30 Days 68,552 22.3% 96

Went to Fast Food/Drive-In 
Restaurant/6 Mo 279,348 90.8% 100

Went to Fast Food/Drive-In Rest 9+ 
Times/30 Days 113,048 36.8% 93

Ordered Eat-In Fast Food/6 Mo 84,602 27.5% 95
Ordered Home Delivery Fast Food/6 
Mo 41,181 13.4% 104

Take-Out/Drive-Thru/Curbside Fast 
Food/6 Mo 150,996 49.1% 93

Ordered Take-Out/Walk-In Fast 
Food/6 Mo 81,589 26.5% 117

Television & Electronics (Adults/Households)
Own Tablet 188,154 61.2% 107
Own E-Reader 55,752 18.1% 115
Own E-Reader/Tablet: Apple iPad 135,785 44.2% 121
HH Owns Internet Connectable TV 55,882 42.5% 103
Own Portable MP3 Player 29,040 9.4% 105
HH Owns 1 TV 23,475 17.8% 97
HH Owns 2 TVs 36,468 27.7% 100
HH Owns 3 TVs 30,367 23.1% 103
HH Owns 4+ TVs 30,125 22.9% 103
HH Subscribes to Cable TV 47,426 36.0% 117
HH Subscribes to Fiber Optic TV 12,069 9.2% 179
HH Owns Portable GPS Device 24,754 18.8% 102
HH Purchased Video Game 
System/12 Mo 12,592 9.6% 123

HH Owns Internet Video Device for 
TV 73,367 55.7% 106

PRODUCT/CONSUMER 
BEHAVIOR

NUMBER 
OF ADULTS 

OR HHS
% MPI

Travel (Adults)
Took Domestic Trip in Continental 
U.S./12 Mo 194,329 63.2% 108

Took 3+ Domestic Non-Business 
Trips/12 Mo 56,494 18.4% 112

Spent $1-999 on Domestic 
Vacations/12 Mo 37,447 12.2% 100

Spent $1K-1499 on Domestic 
Vacations/12 Mo 23,150 7.5% 110

Spent $1500-1999 on Domestic 
Vacations/12 Mo 15,533 5.1% 114

Spent $2K-2999 on Domestic 
Vacations/12 Mo 17,536 5.7% 109

Spent $3K+ on Domestic 
Vacations/12 Mo 37,543 12.2% 126

Used Intrnt Travel Site for Domestic 
Trip/12 Mo 22,675 7.4% 118

Took Foreign Trip (Incl Alaska & 
Hawaii)/3 Yrs 119,755 38.9% 129

Took 3+ Foreign Trips by Plane/3 Yrs 24,052 7.8% 144
Spent $1-999 on Foreign 
Vacations/12 Mo 23,919 7.8% 139

Spent $1K-2999 on Foreign 
Vacations/12 Mo 12,558 4.1% 122

Spent $3K+ on Foreign Vacations/12 
Mo 25,395 8.3% 139

Used General Travel Site: Foreign 
Trip/3 Yrs 23,861 7.8% 138

Spent Night at Hotel or Motel/12 Mo 166,632 54.2% 107
Took Cruise of More Than One Day/3 
Yrs 30,396 9.9% 116

Member of Frequent Flyer Program 114,540 37.2% 134
Member of Hotel Rewards Program 103,116 33.5% 115
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About The Retail Coach®

The Retail Coach is a national retail recruitment and development firm that combines strategy, technology, 
and creative expertise to develop and deliver high-impact retail recruitment and development plans to local 
governments, chambers of commerce, economic development organizations and private developers.

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.

Retail:360® 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” information gathered through extensive visits to 
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 help assure our clients that they are receiving 
the latest and best information for targeted retail recruitment efforts — all with personal service and coaching 
guidance that continues beyond the initial project scope and timeline.

Our Retail:360® 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.
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The observations, conclusions and recommendations 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 information furnished is from sources deemed reliable and is submitted subject to errors, omissions, 
change of terms and/or conditions. 

Sources used in completing this study include: infoUSA™, Applied Geographic Solutions, Claritas, ESRI, 
U.S. Census Bureau, Economy.com, Unacast, 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 estimated actual sales may be calculated using 
an average sales per square foot model. Mapping data is provided by Google, Nielsen, ESRI and/or 
Microsoft Corporation.

All information furnished is from sources deemed reliable and is submitted subject to errors, omissions, 
change of terms and/or conditions.
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