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to adjust for that in a retail 
trade analysis is to measure the 
pull factor.2 Red Wing has 
steadily increased its pull 
factor from 0.86 in 2000 to 
1.36 in 2017. It is capturing a 
greater percentage of sales than 
would be expected and it’s 
2017 estimated per capita 
taxable sales were about 30% 
higher than the state average; 
$12,684 locally versus $9,306 
for Minnesota.  As illustrated in Figure 2, based on pull factor Red Wing compares favorably to the 
other trade centers in the region.   

ACTUAL SALES EXCEED EXPECTED SALES 
The following table provides information on expected and actual sales by selected categories. 
"Expected Sales" is a standard to which actual performance can be compared. In calculating 
expected sales, population, income, and typical "pulling power" estimates are taken into account. 
The estimates in Figure 3 calculate pulling power using a similar non-metro city list based on 
population + or - 40% of Red Wing’s. For this report, it includes Albert Lea Fergus Falls, and 
Marshall. Expected sales can be used as a guideline or "par value" in analyzing retail strength. 
Vehicles and Parts and Food and Groceries appear particularly strong in this analysis. Whereas 
General Merchandise and Gas and Convenience are underperforming.   

Figure 3: Red Wing Expected Sales Versus Actual Sales for Selected Categories 

Selected Categories Expected 
Sales 

(millions) 

Actual 
Sales 

(millions) 

Variance As 
% of 

Expected 

Trade Area’s 
Estimated Customer 

Gain (or Loss) 

Vehicles & Parts $14.02 $27.03 +92.7% 15,370 

Food & Groceries $12.67 $13.06 +3.1% 517 

General Merchandise Stores $43.26 $42.30 -2.2% -367

Gas & Convenience Stores $5.63 $3.19 -43.2% -7,167

Total Taxable Retail & Service $185.99 $210.20 +13.0% 2,157 

2 Pull factor compares the local taxable sales per capita to that of the state. A pull factor index higher than 1.0 usually indicates 
that businesses are pulling in customers from outside their community. A lower pull factor usually indicates residents are 
leaving the community to make purchases. 
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THE BOTTOM LINE 
Red Wing has been increasing its retail strength since 2000 and, with a pull factor of 1.36, draws 

in more sales than anticipated for its size. When compared with other Minnesota communities, 

Red Wing performs well, bringing in 13% more sales than expected.  

Some business categories such as Vehicles and Parts, Building Materials and Eating and Drinking 

establishments are bringing customer into the community to shop. However, opportunities exist 

to capture more spending locally as local consumers appear to shop outside the community for 

other goods and services like clothing and electronics. Some categories, such as general 

merchandise, are strong, yet underperform in expected sales when compared to other 

communities of similar size.  

The full report details how various retail categories have changed since 2003 so individual 

businesses can see how they performed compared to the broader community. The report is also 

useful for identifying opportunities to provide new or expanded goods and services.  

THE EXTENSION CENTER FOR COMMUNITY VITALITY makes a difference by engaging Minnesotans to strengthen the social, 
civic, economic and technological capacity of their communities. To read more, visit: www.extension.umn.edu/community 
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