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Tuesday, June 10, 2025
AT 5:00 PM
DEVELOPMENT CORPORATION of RICHMOND
CITY COMMISSION CHAMBER
600 Morton Street, Richmond, Texas
and
via Video Conference call

(pursuant to Texas Government Code, Section 551.127)
Join Zoom Meeting
https://usO6web.zoom.us/j/89507020769?pwd=dU6B41b0ObWvySmB3bYWYBvMOkbt8Ji.1

A quorum of the City Commission may be present at this meeting.

Call to Order.

Recite the Pledge of Allegiance to the U.S. Flag and Texas Flag.

Public Comments. (Public comment is limited to a maximum of 3 minutes per item. No
deliberations with DCR Board. Time may not be given to another speaker.}

Review and Elect Board Officer: Treasurer.

Review and Consider Taking Action on the Minutes of the Regutar Meeting held on May 13,
2025.

Review Financial Reports for May as of May 31,

Presentation of the Proposed Strategic Plan by TIP Strategies.

Review and Consider Approving the Strategic Plan.

Review and Discuss Proposed 2025-26 Fiscal Year Budget.

. Review and Discuss Developing Budget Priorities Around Implementation of the Strategic

Plan, Ensuring Alignment with Objectives.

Review and Discuss City’s Plan to Address Vacant Properties.

Review and Consider Appointing an Ad Hoc Committee for Implementation of the Strategic
Plan.

Review and Discuss Code Enforcement/Planning/Historic Commission Update on the Queen
Theatre.

Review and Discuss the Response to Code Violations in the Historic Olde Town District.
Review and Discuss the Update on the Civic Brand Project.

Review and Discuss the Develop Richmond TX Staff Report for May 2025,

Future Agenda ltems.

Explanation of Absence from Attendance at Regular DCR Meeting.

Adjourn to Executive Session, as authorized by Texas Government Code, Section 551.087,
Deliberation Regarding Economic Development Negotiations and Section 551.072,
Deliberation Regarding Real Property.



EXECUTIVE SESSION
In accordance with Chapter 551, Government Code, Vernon’s Texas Code Annotated (V.T.C.A.)
{Open Meetings Law), “The Board of Directors may meet in a Closed Executive Meeting pursuant
to provisions of the Open Meetings Law, Chapter 551, Government Code, V.T.C.A. in accordance
with the authority contained in the following sections” Section 551.087, Deliberation Regarding
Economic Development Negotiations and Section 551.072 Deliberation Regarding Real Property.

El. Project Firehouse Updates
E2. Project Colodge Updates

OPEN MEETING

20. Reconvene Into Open Meeting, and Take Action on Items, If Necessary.
21. Adjournment.

NOTICE OF ASSISTANCE AT THE PUBLIC MEETING
The Development Corporation of Richmond (DCR) meetings are available to all persons
regardless of disability. This facility is wheelchair accessible and accessible parking spaces are
available. Requests for accommodations, should you reguire special assistance, must be made
48 hours prior to this meeting. Braille is not available. Please contact the City Secretary’s office
at (281) 342-5456 for needed accommodations.

CERTIFICATE

I certify that the above notice of meeting was posted on a bulletin board located at a place
convenient to the public in the City Hall, Richmond, Texas, on the 6th day of June 2025, at
a.m./p.m.

Lasha Gillespie, City Secretary



1. Call to Order.



2. Recite the Pledge of Allegiance to the
U.S. Flag and Texas Flag.



The United States
Pledge of Allegiance:

| pledge allegiance to the Flag of the

Onited States of America, and to the
Republic for which if

stands, one Nation ‘f{f-j.'f':?i:
nder God, indivisible ——.—-
with liberty and 3

justice for all.

he Texas Pledge of Allegiance
[ Honor the Texas flag;
~ | pledge allegiance to
thee, Texas, one state
¥ under God, one and
indivisible.




3. Public Comments. (Public comment is
limited to a maximum of 3 minutes per
item. No deliberations with DCR Board.

Time may not be given to another
speaker.)



4. Review and Elect Board Officer:
Treasurer.



5. Review and Consider Taking Action on
the Minutes of the Regular Meeting Held
on May 13, 2025.



¥
RICHMOND

STATE OF TEXAS DEVELOPMENT CORPORATION OF RICHMOND
COUNTY OF FORT BEND
CITY OF RICHMOND

The Development Corporation of Richmond convened in a Regular Meeting open to the public and pursuant to notice
thereof duly given in accordance with Section 501.072, Local Govemment Code, Vernon's Texas Codes, in
Richmond City Hall Annex within said City on May 13, 2025, at 5:00 p.m. Directors in attendance included the
following:

President, Kit Jones City Manager Terri Vela

Vice President, Becky Haas City Attorney, Gary Smith

Secretary, Nancie Rain City Secretary, Lasha Gillespie

Cody Fredetick Economic Development Coord., Nellie Pifia
Tim Jeffcoat

William B. Morefield, ll-not in attendance

Barry Beard

Agenda item A1. Call to Order
s President, Kit Jones called the meeting to order at 5:04 p.m. A Quorum was determined, and meeting was
declared open.

Agenda item A2, Recite the Pledge of Allegiance to U.S. and Texas Flags.
e Pledges reciled.

Agenda item A3. Public comments.
* None.

Agenda item A4. Review and elect Board Officers: President, Vice President, Secretary and Treasurer.
» Board Member Rain motioned to nominate VP Becky Haas for President; President Jones seconded.
Motion passes unanimously. Al in favor, VP Haas elected to be DCR Boarg President.

» /P Haas motioned to nominate President Kit Jones for Vice President; Board Member Jeffcoat seconded.
Motion passes unanimously. All in favor, President Jones elected to be DCR Board Vice President.

¢ VP Haas motioned to nominate Secretary Nancie Rain for Secretary; Board Member Jeffcoat seconded.
Motion passes unanimously. All in favor, Secretary Rain elected to be DCR Board Secretary.

¢ VP Haas announced that Board Member Barry Beard will no longer serve on the DCR Board as Treasurer,
therefore the Treasurer position remains open. With no further nominations, all in favor.

Agenda item AS5. Review and Consider Taking Action on the Minutes of the Regular Meeting held on April 8,
2025.
e Board Member Beard motioned to approve the minutes of the regular meeting held on April 8, 2025, VP
Haas seconded. Motion passes unanimously.

Agenda item AS. Review Financial Reports for April as of April 30",

+ Presentation of financial reports for April 2025 by Finance Director, Preza. Revenues and expenditure
were discussed, with no major concems noted.

¢ Board Member Jeffcoat inquired about potential underspending relative to the current budget. Director
Preza confirmed the observation, acknowledging that expenditures are currently below planned allocations.

¢ Board Member Beard requested clarification regarding "other government receivables.” Director Preza
provided a detailed explanation. It was noted that exceeding approximately 20% in revenue against the
budget is considered a positive indicator. Board Member Beard commended Director Preza for the
department's performance.

il Minutes May 13, 2025, Regular Meeting| Development Corporation of Richmond




Agenda item A7. Review and discuss the proposed budget for Fiscal Year 2025-2026.
e Key observations regarding the proposed budget were made by Director Preza, highlighting several critical
points:

o Sales tax revenue is projected to continue its growth trend into 2026, building on the stronger
performance observed in 2025 compared to 2024.

o The 2026 budget projections are rooted in historical data; however, it was acknowledged that these
figures are subject to revision based on future economic indicators.

o Continued vigilance of the Federal Reserve's interest rate decisions was emphasized due to their
potential impact on economic forecasts.

o The base budget has experienced an increase.

o Minor adjustments were made to the base budget allocation for the Fire Station project.

o All budget requests require approval by the DCR.

e Board questions and comments on the proposed budget:

o Board Members Jeffcoat and Frederick requested a dedicated meeting or workshop soon to
discuss spending proposals and investments in relation to the strategic plan.

o Board Member Beard inquired about accrued but unailocated taxes, which Director Preza
acknowledged.

o Clarification was provided to Board Member Rain regarding PeachJar.

o Board Member Beard also suggested that the board adopt an aggressive approach to projects,
allocating a budget for opportunities and viewing expenditures as investments for return.

o City Manager Terri Vela recommended no immediate action, as she would be circulating potential
workshop dates.

Agenda item A8. Review and Discuss Code Enforcement/Planning/Historic Commission Update on the
Downtown Theatre at 206 Morton.
¢ Planning Director Mason Garcia presented a bid proposal from Nancy Hentschel conceming the
replacement of doors and windows at the vacant structure registered on February 18, 2025. The proposal,
detailed in the accompanying cover memo, was denied due to non-compliance with historical structure
guidelines. Key points of discussion included:

o Historical Commission Awareness: Vice President Haas inquired whether the Historical
Commission was aware of the proposed removal of rounded windows.

o Design Concerns: Questions were raised regarding the aesthetic of the proposed doors, described
as half wood and half a new door system. President Kit Jones emphasized that the proposal does
not comply with established architectural guidelines and city-provided historical structure
guidelines. City Manager Terri Vela reiterated the non-compliance with historic guidelines.

o Variance Certificate of Appropriateness: Board Member Beard questioned the necessity of a
variance certificate of appropriateness, noting that one is not currently in place.

o Future Use and Drainage: Ms. Hentsche! expressed openness to discussing the structure's future
use, specifically for studio and podcast purposes, by a potential private buyer. Board Member
Beard also brought up existing drainage issues at the property and noted that the owner is
unwilling to provide an easement, suggesting the city might need to acquire it. The status of court
approval for this acquisition remains pending.

¢ No action was taken on this item at this time.

Agenda item A9, Review and discuss Richmond Farmers Market.

e City Manager Terri Vela provided an update on the resignation of the Farmers Market Manager and the
revised RFP. An ad hoc committee has been formed, comprising City Manager Terri Vela, Secretary Rain,
and the Director.

e Community members have expressed interest in the open position, including two market vendors and one
unrelated party. The ad hoc committee is tasked with reviewing candidates and will present
recommendations at the next board meeting.

¢ No action is required from the board at this time.

Minutes May 13, 2025, Regular Meeting| Development Corporation of Richmond



Agenda item A10. Review and consider approving the proposed Strategic Plan.

o City Manager Vela reported that TIP Strategies will deliver their final presentation at the next board meeting.
Concurrently, a workshop integrating the strategic plan with the budget can be scheduled. VP Haas
motioned to table this item, and President Kit Jones seconded the motion.

¢ Subsequently, President Kit Jones motioned to table the final plan for review by the Commission, which
Board Member Barry seconded. All in favor, motion passes unanimously.

Agenda item A11. Review and consider approving the Amended and restated space use Agreement with SBDC.

e Vice President Haas provided an update on the ad hoc committee's discussions regarding the potential
acquisition of the building by the Small Business Development Center (SBDC). SBDC has expressed
disinterest in purchasing the building. During their discussions, SBDC requested that Tim Jeffcoat recuse
himself due to a conflict of interest, as he serves on their Advisory Board. The meeting with SBDC and the
University of Houston was not conclusive, largely due to opposition and the University of Houston's stated
lack of proactive interest in future acquisition, primarily citing funding limitations.

e \Vice President Haas clarified that the DCR is solely for approving proposed changes. City Manager Terri
Vela confirmed that the agreed-upon terms for the DCR had been met.

« Board Member Frederick suggested including a clause that allows for price revisions prior to any extension
of the agreement.

» Secretary Rain inquired about the inclusien of utilities in the agreement, which were confirmed, though City
Attorney Gary Smith had made revisions to this section.

o Board Member Beard recommended revising the cost-of-living adjustment, adding a signature line for the
DCR President, and including language regarding conference room scheduling.

» Following the discussion, Board Member Beard motioned to approve the escalation of the DCR for final
approval, which was seconded by Secretary Nancie Rain. Al in favor, motion passes unanimously.

Agenda item A12. Review and Discuss the Develop Richmond TX Staff Report for April 2025.

» Economic Development Coord. Nellie Pifa presented the April staff report, covering a follow-up of
completed tasks, business retention/expansion, new business formation, attraction, pre-app conferences,
meetings/events, and project updates.

e Discussion and updates made by the Board were:

o Walgreens Property: City Manager Terri Vela clarified that the Walgreens building available for sale
signifies a change in property ownership, not the sale of the Walgreens company itself.

o Executive Director Position Recruitment: President Kit Jones requested an update on the open
Director position. City Manager Terri Vela confirmed that seven interviews are scheduled to take
place within the next two weeks.

o Richmond Placer.ai Report: Board Member Beard raised questions regarding the report analysis.

o Planet Fitness Inquiries: Vice President Haas commented on inquiries related to the questions that
were presented by the representative during the pre-application conference.

Agenda item A13. Future agenda items.

The following items were raised by board members and subsequently motioned and approved
unanimously:

« Mayor Haas requested that a discussion on the City's plan to address vacant properties be included as a
future agenda item, as the issue was raised during the meeting and remains a continuing concemn.

e Secretary Rain requested to continue providing regular updates on the Queen Theater project.

o Board Member Frederick requested an update on the Civic Brand Project, specifically regarding the rail
bridge. City Manager Terri Vela clarified that the project will involve only a modification of the existing pier.

¢ President Jones highlighted the deteriorating condition of several properties surrounding the museum and
recommended enforcing beautification standards within those blocks. President Jones then motioned to
receive an update on establishing a Historic Olde Town Zone District for code enforcement purposes.

+ Board Member Jeffcoat raised concerns about ensuring adequate resources for the strategic plan and its
implementation. He recommended hiring a dedicated director to oversee execution, structure, and progress

- Minutes May 13, 2025, Regular Meeting| Development Corporation of Richmond



reporting. Mr. Jeffcoat then motioned to form an ad hoc committee to evaluate budgeting needs and
determine funding strategies to support the plan’s action items.

Agenda item A14. Explanation of Absence from Attendance at Regular DCR Meeting.
« Board Member William B. Morefield, Il was absent due to iliness.
o  Secretary Rain motioned to approve the explanation of absence. The motion was seconded by Board
Member Jeffcoat.
» The motion passed unanimously.

Agenda item A15. Adjourn to Executive Session, as authorized by Texas Government Code, Section
551.087, Deliberation Regarding Economic Development Negotiations and Section 551.072, Deliberation
Regarding Real Property.

Executive Session

In accordance with Chapter 551, Government Code, Vemon's Texas Code Annotated (V.T.C.A.} (Open Meetings
Law), “The Board of Directors may meet in a Closed Executive Meeting pursuant to provisions of the Open Meetings
Law, Chapter 551, Government Code, V.T.C.A. in accordance with the authority conlained in the following sections”
Section 551.087, Deliberation Regarding Economic Development Negotiations and Secfion §51.072 Deliberation
Regarding Real Property.

15a. Project Firehouse.
15b. Project Colodge.
s Open Meeting was adjourned to Execulive Session at 6:34 p.m.

Agenda item A16. Reconvene into Open Meeting, and take action on items, if necessary.
s Executive Session was reconvened into Open Meeting at 7:02 p.m.

Agenda ifem A17. Adjournment,
e President, Kit Jones adjourned the meeting at 7:02 p.m.

APPROVED:

Kit Jones, President
ATTEST:

Lasha Gillespie, City Secretary'




6. Review Financial Reports for May as of
May 31st.



m My Balance Sheet

RICHRMOND City of Richmond, TX Account Summary
wr TEXAS wir As Of 05/31/2025
Account Name Balance
Fund: 800 - DEVELOPMENT CORPORTION FUND
Assets
B00-1101 CLAIM ON CASH-DEVELOPMENT CORP 4,643,393.23
800-1410 SALES TAX RECEIVABLE 392,172.00
EQQ-1428 OTHER GOVERNMENTS RECEIWABLE 1,914,364.00
Total Assets: 6,949,936.23 M
Liability
Total Liability: 0.00
Equity
BO0- 20 UNAPPROPRIATED SURPLLUS %.778,395.64
BO0-2920 RESTRICTED 457,715 93
Total Beginning Equity: 6,236,111.57
Total Revenue 1,218,118.46
Total Expense 1,204,293 .80
Revenues Over/Under Expenses 713,824.66
Total Equity and Current Surplus {Deficit): 6,949,936.23

Total Liabilities, Equity and Current Surplus {Deficit): 6,949,936.23

Page 1 of 10



m My Balance Sheet

RICHMOND City of Richmond, TX Account Summary
e TEXAS uw As Of 05/31/2025
Account Name Balance
Fund: 703 - DCR CAPITAL PROJECTS FUND
Assets
703-1101 CLAIM ON CASH-DCR CAPITAL PROJ ~ 100,850.11
Total Assets: 100,850.11 100,850.11
Liability
Total Liability: 0.00
Equity
Z03- 2900 UNAPPRCPRIATED SURPLUS 544,451.09
Total Beginning Equity: 544,451.09
Total Revenue 15,550.08
Total Expense = __159,151.06 y
Revenues Over/Under Expenses -443,600.98
Total Equity and Current Surplus {Deficit): 100,850.11

Total Liabilities, Equity and Current Surplus {Deficit): 160,850.11

Page 2 of 10



RICHMOND City of Richmond, TX
wr TEXAS un

Fund: 800 - DEVELOPMENT CORPORTION FUND

Revenue
RevenueCharacter: 40 - Taxes
BO0-4010 SALES TAX REVENUE

RevenueCharacter: 40 - Taxes Totak:

RevenueCharacter: 45 - Other
BOO-a500 OTHER INCOME

RevenueCharacter: 45 - Other Total:

RevenueCharacter: 46 - Interest Income
E00-4500 INTEREST INCOME

RevenueCharacter: 46 - Interest Income Total:

RevenueCharacter: 49 - Transfers In

BOO-4300 TRANSFER FROM OTHER FLINDS
RevenueCharacter: 49 - Transfers In Total:
Revenue Total:
Expense

ExpenseCharacter: 53 - Supplies
B00-6291-53120 OFFICE SUPPLIES

8006291 53121 POSTAGE
800-6301-53137 VOIP PHONES

ExpenseCharacter: 53 - Supplies Total:

ExpenseCharacter: 55 - Repairs & Maintenance
00-5291 35040 BUILDING REPAIR & MAINTENANCE

ExpenseCharacter: 55 - Repairs & Maintenance Total:

ExpenseCharacter: 56 - Purchased Services

800-629] 56005 TRAVEL AND TRAINING
B00-6291-5600¢ PERIODICALS AND MEMBERSHIPS
800-6291-56021 ADVERTISING
800-5290-56045 BANK FEES

QO-H251-SE{HE MISCELLANEQUS
B0-6291-56080 RESERVE FOR OPPORTUNITIES
800-6291-56081 TSTC COMMITTMENT
8006291 56083 CONTRACTED SERVICES
B00.6291 56090 RICHMOND HISTORIC DISTRICT
800:6291-5609] FBC TRANSIT
BOO-622)-56059] YMCA

ExpenseCharacter: 56 - Purchased Services Total:

ExpenseCharacter: 59 - Intergovernmental
§00-5291-33030 SALES TAX INCENTIVE AGREEMENTS

ExpenseCharacter; 59 - Intergovernmental Total:

ExpenseCharacter: 60 - Transfers Out
£00-6291-60000 TRANSFER TO OTHER FUNDS
EO0-239] 00007 CITY OF RICHMOND REIMB ALLOC

ExpenseCharacter: 60 - Transfers Out Total:

Expense Total:

Fund; 800 - DEVELOPMENT CORPORTION FUND Surplus (Deficit):
Total Surplus [Deficit):

Income Statement

Account Summary
For Fiscal: FY2025 Period Ending: 05/31/202%

Current Budget
Total Budget YTD Activity Remaining
B 2,22000000  1,736,011.38 483,988.62
2,220,000.00  1,736,011.38 483,988.62
5,000 00 5,000.13 0.13
5,000.00 5,000.13 0.13
o  162,000.00 176,084.37 14,084.37
162,000.00 176,084.37 -14,084.37
o 239,272.00 0.00 239,272.00
239,272.00 0.00 239,272.00
2,626,272.00  1,917,005.88 709,176.12
3,000.00 716.66 2,283.34
1,135.77 1,128.09 7.68
000 25481 25461
4,135,77 2,099.36 2,036.41
11,5000 000 150000
1,500.00 0.00 1,500.00
18,000.00 6.949.52 11,050.48
23,350 00 33.29 23,316.71
100,000.00 61,154.22 38,845.78
1,000.00 0.00 1,000.00
3,400.00 2,404.94 995.06
345,000.00 0.00 345,000.00
100,000.00 100,000.00 0.00
383,000.00 247.781.12 135,218.88
45,000.00 22,418.99 22,581.01
75,000.00 75,000.00 0.00
20000000 000 20000000
1,293,750.00 515,742.08 778,007.92
i, £5,000,00 110,000.00 45,000.00
65,000.00 110,000.00 -45,000,00
254,597.00 182,097.00 72,500.00
o - £04,711.23 394,355.36 410,355.87
1,059,308.23 576,452.36 482,855.87
2,423,694.00 1,204,293.80  1,219,400.20
202,578.00 712,802.08
202,578.00 712,802.08
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My Project Activity vs Budget Report

Project Number Project Name

Signal Box Wraps

Project Neighbor

Economic Development Strategic Plan
Marketing Hotel Feasibility Analysis
Project Branding

BEEEE

Report Total:

Group
OCR Capital Projects

Report Total:

Group
Capital
Tracking

Report Total:

Date Range: 10/01/2024 - 05/31/2025

Summary
Project Summary
Date Range Beginning Ending Budget
Encumbrances Total Budget Budget Balance Total Activity Balance Remaining
25,753.00 25,753.00 25,753.00 0.00 0.00 0.00 0.00
000 22,000.00 0.00 16,465.00 0.00 16,465.00 5,535.00
0.00 156,000.00 0.00 62,434.74 92,367.57 154,802.31 -4,802.31
0.00 49,500.00 0.00 49,358.00 0.00 49,358.00 142.00
0.00 100,000.00 21,497.00 40,000.00 60,000.00 100,000.00 0.00
25,753.00 347,253.00 47,250.00 168,257.74 152,367.57 320,625.31 874.69
Group Summary
Date Range Beginning Ending Budget
Encumbrances Total Budget Budget Balance Total Activity Balance Remaining
25,753.00 347,253.00 47,250.00 168,257.74 152,367.57 320,625.31 874.69
25,753.00 347,253.00 47,250.00 168,257.74 152,367.57 320,625.31 874.69
Type Summary
Date Range Beginning Ending Budget
Encumbrances Tatal Budget Budget Balance Total Activity Balance Remaining
25,753.00 297,753.00 47,250.00 118,899.74 152,367.57 271,267.31 732.69
0.00 49,500.00 0.00 49,358.00 0.00 49,358.00 142.00
25,753.00 347,253.00 47,250.00 168,257.74 152,367.57 320,625.31 874.69

Page 4 of 10




City of Richmond, Texas

Monthly Sales Tax Analysis
Period ending May 31, 2025

i\

! RICHMOND

AT TEXAS 1832




DateKey

10/1/2024 5/1/2025

i\

Sales Tax Analysis
RICHMOND

O

est. TEXAS iy

Summary of Performance

Quarter Label Net Payment SPA Collections City Retained SPA  Gross City Collections MUD Expense SPA  City Retained Budget DCR Retained
Amount

Qi
1 - October 825,550 152,940 76,470 638,280 -76,470 561,810 490,786 187,270
2 - November 887,528 135,782 67,891 682,619 -67,891 614,728 581,012 204,209
3 - December 827,187 153,307 76,654 639,554 76,654 562,900 521,362 187,633
Total 2,540,265 442,029 221,015 1,960,452 -221,015 1,739,428 1,593,160 579,813

Q2
4 - January 857,398 145,315 72,658 661,213 -72,658 588,555 499,027 196,185
5 - February 1,432,063 167,630 83,815 1,095,001 -83,815 1,011,186 625,640 337,062
6 - March 835,835 132,253 66,126 643,411 -66,126 577,285 474,684 192,428
Total 3,125,300 445,198 222,599 2,399,625 -222,599 2,177,026 1,599,351 725,675

Q3
7 - April 957,938 139,875 69,938 735,938 -69,938 666,000 484,512 222,000
8 - May 905,204 142,216 71,108 696,680 71,108 625,572 579.703 208,524
Total 1,863,142 282,09 141,046 1,432,618 -141,046 1,291,572 1,064,215 430,524

Total

7,528,707

1,169,318

584,659

5,792,695

-584,659

5,208,036

4,256,726

1,736,012



DateKey

m . 107172024 5/1/2025
Sales Tax Analysis

RICHMOND
1s1. TEXAS wxr

City Sales Tax
Quarter Label Prior Year Net Net YoY Net % Prior Year City YoY City % Budget Actual / Actual /
Payment Payment Chg City Retained Retained Chg Amount Budget {3} Budget (%)
Q1
1 - October 891,902 825,550 -7.44% 613,960 561,810 -8.49% 490,786 71,024 14.47%
2 - November 866,044 887,528 2.48% 608,085 614,728 1.09% 581,012 33716 5.80%
3 - December 905,351 827,187 -8.63% 629,244 562,900 -10.54% 521,362 41,538 7.97%
Total 2,663,297 2,540,265 -4.62% 1,851,289 1,739,438 -6.04% 1,593,160 146,278 9.18%
Q2
4 - January 892,126 857,398 -3.89% 620,107 588,555 -5.09% 499,027 89,528 17.94%
5 - February 1,007,800 1,432,063 42.10% 697918 1,011,186 44.89% 625,640 385,546 61.62%
6 - March 757,523 835,839 10.34% 518,546 577,285 11.33% 474,684 102,601 21.61%
Total 2,657,449 3,125,300 17.61% 1,836,570 2,177,026 18.54% 1,599,351 571,675 36.12%
Q3
7 - April 807,956 957,938 18.56% 545,196 666,000 22.16% 484,512 181,488 37.46%
8 - May 926,744 905,204 -2.32% 638,467 625,572 -2.02% 579,703 45,869 7191%
Total 1,734,700 1,863,142 7.40% 1,183,664 1,291,572 9.12% 1,064,215 227,357 21.36%

7,055,446 17,528,707 4,871,523 5,208,036 4,256,726 951,310



DateKey

m ® 10/1/2024 5172025
Sales Tax Analysis o

RICHMOND

asrv. TEXAS s

DCR Sales Tax
Quarter Label Prior Year Net Net YoY Net% DCR Prior DCR YoY DCR % DCR Budget DCR Act/Bud ODCR Act/Bud
Payment Payment Chg Retained  Retained Chg () (%)

al
1- October 891,902 825,550 -7.44% 204,653 187,270 -8.49% 172,124 15,146 8.80%
2 - November 866,044 887,528 2.48% 202,695 204,909 1.09% 193,070 11,839 6.13%
3 - December 905,351 827,187 -8.63% 209,748 187,633 -10.54% 178,943 8,690 4.86%
Total 2,663,297 2,540,265 -4.62% 617,096 579,813 -6.04% 544,137 35,676 6.56%

Q2
4 - January 892,126 857,398 -3.89% 206,702 196,185 -5.09% 171,889 24,296 14.13%
5 - February 1,007,800 1,432,063 42.10% 232,639 337,062 44.89% 213,923 123,139 57.56%
6 - March 757,523 835,839 10.34% 172,849 192,428 11.33% 164,862 27,566 16.72%
Total 2,657,449 3,125,300 17.61% 612,190 725,675 18.54% 550,674 175,001 31.78%

Q3
7 - April 807,956 957,938 18.56% 181,732 222,000 22.16% 172,869 49,131 28.42%
8 - May 926,744 905,204 -2.32% 212,822 208,524 -2.02% 199,534 8,990 4.51%
Total 1,734,700 1,863,142 7.40% 394,555 430,524 9.12% 372,403 58,121 15.61%

7,055,446 7,528,707 1,623,841 1,736,012 1,467,214 268,798



i\ Sales Tax Analysis

RICHMOND

asT, TEXAS wI?
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DEVELOPMENT CORPORATION OF RICHMOND

NET SALES TAX REVENUE
GROSS
(Includes City & SPAs) DCR ALLOCATION DCR BUDGET
Prior Year % Actual iIncome Budgeted Income Year-to-Date
Total Increase (Decrease) Total Received Total Budget Target
Received Month to Month Monthly Year-to-Date Monthly Year-to-Date to Budget

30% Budg

Fiscal Year 2024

Oct 891,902 17% 204,653 204,653 134,477 134,477 152.18%
Nov 866,044 17% 202,695 407,348 153,566 288,043 141.42%
Dec 905,351 27% 209,748 617,096 140,248 428,291 144.08%
Jan 892,126 14% 206,702 823,798 134,264 562,555 146.44%
Feb 1,007,800 5% 232,639 1,056,438 169,174 731,730 144.38%
Mar 757,523 19% 172,849 1,229,286 130,764 862,494 142.53%
Apr 807,956 19% 181,732 1,411,019 136,839 999,334 141.20%
May 926,744 18% 212,822 1,623,841 158,065 1,457,398 140.30%
Jun 914,169 28% 206,420 1,830,261 145,360 1,302,758 140.49%
Jul 901,707 14% 205,615 2,035,876 142,654 1,445,413 140.85%
Aug 857,907 6% 197 599 2,233475 156,963 1,602,376 139.39%
Sep 1,056,054 24% 243,092 2,476,567 146,624 1,749,000 141.60%
Qct 825,550 % 187,270 187,270 172,124 172,124 108.80%
Nov 887,528 2% 204,909 392.179 193,070 365,194 107.39%
Dec 827,187 % 187,633 579,812 178,843 544,137 106.56%
Jan 857,308 4% 196,185 775,997 171,889 716,026 108.38%
Feb 1,432,063 42% 337,062 1,113,059 213,923 929,948 119.69%
Mar 835,839 10% 192,428 1,305,487 164,862 1,094,810 119.24%
Apr 957,938 19% 222,000 1,527,487 172,869 1,267,679 120.49%
May 905,204 2% 208,524 1,736,011 199,534 1,467,213 118.32%
Jun 0 0 184,912 1,652,126

Jul 0 0 181,574 1,833,700

Aug 0 0 196.716 2,030,416

Sep 0 0 189,584 2,220,000

MONTHLY COLLECTIONS
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7. Presentation of the Proposed Strategic
Plan by TIP Strategies.
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INTRODUCTION

Richmond, Texas, (the City) is widely known for its rich historical legacy. One of the earliest communities settled
by the Cld Three Hundred under the direction of Stephen F. Austin,’ the City holds a pivotal place in Texas's
formation. While embracing the past with pride, Richmond is also well positioned for the future. As the county
seat of Fort Bend County, the community benefits from serving as the governmental and legal hub of one of the
state’s fastest growing and most diverse counties. its relatively low cost of living, favorable schools, and family
friendly atmosphere make it a desirable location within the Houston metropolitan area. The community’s Historic
Downtown (the Downtown), monthly farmers market and movie screenings, and cultural events such as the Pecan
Harvest Festival and annual Christmas celebration, draw residents and visitors alike.

Yet despite its many advantages, Richmond also faces a number of challenges. As the seat of county
government, the community has an above-average share of untaxable, publicly owned property. Opportunities for
generating tax revenues are further constrained by the fact that Richmond is a relatively landlocked community,
with few greenfield sites. Furthermore, much of the remaining property is located in the City’s extraterritorial
jurisdiction (ETJ) and is slated for master-planned residential communities. Vacancies in the downtown and
vulnerabilities to flooding also threaten to hamper the City's economic vitality, and it is challenges like these that
demand concerted, proactive effort from City leadership over the short, medium, and long term.

PLANNING PROCESS

In July 2024, the Development Corporation of Richmond (DCR) engaged TIP Strategies (TIP) to prepare a
comprehensive strategy to guide the organization’s activities over a five-year planning horizon (2025-2029).
Using its three-phase planning model—discovery, opportunity, implementation—TiP worked with the DCR to gain
an understanding of current economic conditions and identify projects for future growth. The resulting
recommendations, outlined in the Action Plan {beginning on page 4), will help position Richmend to capture its
share of the region’s growth and to attract desirable commercial, industrial, and quality-of-life projects to the area.

FIGURE 1. STAKEHOLDER ENGAGEMENT OVERVIEW

IHDIVIDUAL STAKEHOLDER CATEGORIES

INTERVIEWS ¢ City leadership (Commissioners, Mayor, and City manager)

+ City department staff (Planning and Zoning, Building, Attorney, Public Works)
+ DCR Board of Director members

¢ County Economic Opportunity & Development

» Education and workforce

» Real estate owners and developers

« Small businesses and industry

¢ Nonprofits

Q 2 « Historic Downtown
SITE VISITS « General public/residents (town hall)

Sourcefs) TIP Strategies, Inc

10

ROUNDTABLES

1 See “Richmaond, Texas,” Handbook of Texas (online) for more on the City’s founding.
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During the project’s initial phase, TIP conducted a robust stakeholder engagement effort, illustrated in Figure 1
(page 1). Using a mix of one-on-one interviews, topical roundtables, and a public town hall meeting, many
individuals provided input during the planning process. Insights gained from the qualitative outreach were
supplemented by an extensive quantitative analysis using multiple datasets from public and proprietary
sources. Findings from the stakeholder engagement and analytical tasks culminated in the preparation of an
analysis of Richmond's strengths, weaknesses, opportunities, and threats (SWOT analysis). Highlights from the
quantitative analysis and a summary of the SWOT analysis are provided in the Planning Context section
(beginning on page 13).

STRATEGIC FRAMEWORK

Working closely with the DCR, a framewaork for the plan
emerged organized under the following goal areas.

ABOUT THE FRAMEWORK
2. Identifying and implementing transformational projects. framework can establish a well-defined,

organized, and valuable planning tool

=L U L S S LG for both internal and externat audiences.

These three goals were then built out using a five-by-five Its structure is intelligible to City and
framework, meaning that each goal encompasses five DCR staff, as well as the general public.
strategies with five action items. A fourth area of consideration Executive summaries of this Action Plan
that acts as the foundation of the three goals focuses on can capture the content in an easily
organizational structure and principles, including establishing understandable format.

priorities and ensuring the most effective use of DCR's
resources. The full strategic framework is presented in
Figure 2, page 3.

in addition to creating an easily communicated structure, this approach resulted in a work plan that is
achievable within the DRC’s current resource and staffing levels. To support the plan's implementation, TIP
also provided an Excel-based matrix (delivered separately) that will allow the DCR to assign responsibilities,
identify potential partner organizations, set timelines, and track the status of each recommendation. With this
guide for future action in hand, the City's economy will be able to overcome identified challenges in an effective
and efficient manner.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS



FIGURE 2. STRATEGIC FRAMEWORK

-

GOAL 1. BUSINESS SUPPORT
Providing exceptional service 1o
existing and prospective businesses.

R

GOAL 2. CATALYST PROJECTS

Driving economic progress through

transformational endeavors.

PAGE 3

o

GOAL 3. PLACEMAKING

Enhancing the City’s internal cufture

and external image.

1.1, Small Business Liaison
Act as the primary point-of-contact for
all local business owners.

1.2. Compiled Resources
Use the DCR website as a vehicle for
hosting all relevant information.

1.3. Regular Input

Ensure that Richmond business
owners have the opportunity to share
their questions and concerns on an
ongoing basis.

1.4. Chamber Engagement

Work with both the Fort Bend Chamber
of Commerce and the Central Fort
Bend Chamber to establish clearly
delineated responsibilities of business
community outreach and support.

1.5. Success Stories

Conduct multimedia outreach to
feature anchor businesses in spotlight
DCR news content.

2.1. Fire Station

Move the proposed project forward in
accordance with DCR organizational
values.

2.2. Movie Theater
Seize the opportunity to rejuvenate a
foundational site in downtown.

2.3. Extraterritorial Jurisdiction {ETJ)
Evaluate potential annexation targets
and relevant land use efforts.

2.4. Capitalize on History
Reconfigure existing historical assets
in the City to be more attractive to
visitors.

2.5. Retail Development
Pursue targeted site-driven retail
recruitment citywide.

3.1. Impression Corridors

Ensure that all entryways 1o the City
are aesthetically marked and have
excellent infrastructure.

3.2. Beautification
Pursue image enhancements that
make Richmond's character stand out.

3.3. Brazos River Bridge
Leverage the cultural impact of the
bridge as a placemaking tool.

3.4. Cultural Events

Continue to coordinate large-scale
festivals in Historic Downtown (e.g.,
Pecan Harvest Festival, Christmas,
farmers markets) and consider new
ones.

3.5. North Richmond

Renew development and
redevelopment efforts north of the
railroad tracks.

GOAL FOUNDATION: ORGANIZATIONAL VALUES

identifying and priotitizing the most effective use of DCR resources.

1. Transparent 2. Data-Driven 3. Customer Service 4, Collaborative 5. Efficient

Clearly and Establish metrics- Minded Work hand-in-hand Move at the speed of
consistently report based goals and Drive and pursue with the City and business in all duties.
DCR activities to the measurements to business retention stakeholders to

Board of Directors track performance. and expansion (BRE)  define roles and

and (where efforts across all of responsibilities.

applicable) the Richmond.

public.

Source(s): TIP Strategies, Inc
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ACTION PLAN

After gathering the qualitative and quantitative analyses of the Richmond economy, TIP produced the following
Action Plan, which includes strategic recommendations to guide the DCR over the next five years. If
conscientiously implemented, these actions will drive Richmond forward and set the City up for sustainable
success. Within this section, time-frame indicators are included, which note the projected initiation range of each
strategy: Year 1, Years 2-3, Years 4-5, or Ongoing.

GOAL 1. BUSINESS SUPPORT

Providing exceptional service to existing and prospective businesses.

Building and maintaining a thriving, business-friendly economic landscape is a fundamental task of successful
economic development organizations (EDQ) like the DCR. By providing foundational support to businesses, both

currently located in Richmond and those considering relocation or expansion in the City, the DCR will ensure that
the residents it serves are employed and that its sales tax revenue increases.

Performance metrics to be regularly tracked and reported for this goal include, but are not limited to, the
following.

+ Business visitations.

« Businesses assisted.

= Website visits and actions {(Google Analytics).
= Sites featured in site readiness materials.

« Business survey responses.

+ Business-oriented events held.

« Social media engagement (see the Marketing Audit section),

STRATEGIES AND ACTIONS

1.1. Small Business Liaison. Act as the primary point-of-contact for all local business owners.

1.1.1. Determine whether the responsibilities demanded by this function require a staffed position, an ad
hoc contractor, or an extension of existing resources.

« Consider a phased approach, in which initial implementation efforts are supported by a part-time
contractor, and full-time staffing is reevaluated later.

« Give preference to individuals who reside in Fort Bend County and know the community.

= Develop a long-term vision {(beyond the five-year range of this Action Plan) for the future of DCR
staffing.

1.1.2. Commit to visiting 100 businesses in the Richmaond City limits within the first year of
implementation,

« Use this front-door approach to establish a renewed working relationship and engagement
between the DCR and the local business community.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS
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Direct interested businesses to all relevant DCR resources and external contacts for needs outside
the DCR's purview (e.g., permitting concerns, grant applications, loans, workforce development).

ONGCING

+ Develop standardized workflow procedures to distinguish between internal services and those
outsourced to City staff,

Leverage the Fort Bend County Small Business Development Center to work together on small
business-focused issues and solutions

= Capitalize on the shared office proximity by fostering frequent informal collaboration.

« Enable the flow of incoming business communications to be addressed by the optimal
organization.

Track all business interactions in a customer relationship management {CRM} software tool.

» Target 200 customer touchpoints in the first year of implementation.

1.2. Compiled Resources. Use the DCR website as a vehicle for hosting all relevant information.

1.2.1.

1.2.2.

1.2.3.

1.2.4,

1.2.5.

Ensure the website's content is updated regularly, including the latest news items.
= Aim for one new piece of content per month.
» Reuse the website news content in shorter social media posts (see Action 1.5.4.).

Prominently feature this Action Plan and curated data selections from this plan and elsewhere.

Develop a compressed, all-in-one resource guide PDF that includes a high-level information
summary across a range of business support needs.

Promote available and developable real estate in a site readiness section.
Aim for a minimum of 10 sites featured by the end of Year 1.

Include the website URL and a QR code that links to the DCR homepage on all printed promotional
materials.

1.3. Regular input. Ensure that Richmond business owners have the opportunity to share their questions and
concerns on an ongoing basis.

1.3.1.

1.3.2.

1.3.3.

Design and implement a survey template for Richmond business owners to be distributed and
analyzed annuatly.

« Distribute the survey across all digital and physical advertising channels.
= Publish an executive summary of the results.

= Work with City leadership and the DCR Board of Directors to establish shared objectives for each
year's requested input to inform survey structure.

Continue to host small business roundtable events (at least quarterly) that serve the dual function
of listening sessions and a chance to share DCR projects and initiatives.

Invite select business owners to DCR Board of Director meetings when relevant information will be
discussed.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS
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1.3.5.
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Establish in-person, ad hoc, open-door sessions at the DCR office at regularly set times (at least
biweekly).

Create an open stakeholder feedback form, hosted on the DCR website.

« Target 100 form submissions in Year 1 and a 50 percent increase each year thereafter.

1.4. Chamber Engagement. Work with both the Fort Bend Chamber of Commerce and the Central Fort Bend
Chamber to establish clearly delineated responsibilities of business community outreach and support.

1.4.1.
1.4.2.
1.4.3.

1.44.

1.4.5.

Commit to meetings held at least quarterly with Chamber leadership.
Share ail relevant data among organizations.

Leverage the Chambers for potential leads on prospective businesses that could be a fit for
Richmond.

Cohost Fort Bend County business-related events, such as trade shows or networking functions, in
Richmond at least annually.

Partner on advocacy efforts at the state level for infrastructure projects.

1.5. Success Stories. Conduct multimedia outreach to feature anchor businesses in spotlight DCR news

content.

1.5.1.

1.5.2.

1.5.3.

1.54.

1.5.5.

Promote and participate in the Born in the Bend podcast to increase Richmond's economic
development exposure to the general public

- Empower the cohosts with suggestions for the optimal resources, guests, and discussion topics
necessary to facilitate one new episode per month.

Extend the existing relationship with the contracted marketing firm to continue to generate high
quality video footage of business owner interviews.

Publish and distribute a physical newsletter (e.g., included in mailed City bills) that always includes
at least one segment featuring an exemplary local business. (RIS

= Utilize the print newsletter, per Action 1.2.5., as an opportunity to direct residents to the DCR
website and social media pages.

Increase and prioritize social media engagement from official DCR channels.

- Target engagement metrics that produce a 25 percent increase in followers year-over-year, given
the current activity described in the Marketing Audit section,

Host an annual awards ceremony to honor selected local businesses. ETH

» Designate multiple award categories that align with the DCR's values, such as Best Customer
Service, Best Use of Data, and Online Favorite.

GOAL 2. CATALYST PROJECTS
Driving economic progress through transformational endeavors.

While the ongoing daily tasks of stable economic development are critical, there are certain special projects and
initiatives that have the potential to move the needie dramatically for cities like Richmond. By taking full
advantage of its downtown and broader historical assets, as well as the opportunities provided by its targe ETJ
and strong retail sector, Richmond can become a premier destination in Fort Bend County.
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Performance metrics to be regularly tracked and reported for this goal include, but are not limited to, the
following.

Developer and prospect interactions for catalyst project sites.

Public engagement and information sessions held regarding ETJ.

Land use expansion (both City- and privately acquired).

Projected tax impacts of City limit expansion.

Number of historic sites designated and connected,

Number of outside visitor/tourist traffic at key sites.

Retail attraction and expansion prospects engaged.

Retail-focused trade shows/events attended.

STRATEGIES AND ACTIONS

2.1. Fire Station. Move the proposed project forward in accordance with DCR organizational values.

2.2

2.1.%.

2.1.3.
214,

2.1.5.

Prioritize timeliness with a target of established occupancy by January 2026

= Set intermediate milestones that must be accomplished to achieve this end target, including
identified challenges and potential solutions.

Engage the existing tenant prospect(s} intentionally and regularly (at least biweekly) and identify
and assign accountable responsibilities to all involved stakeholders.

Work closely with the developer to ensure project hurdles are efficiently handled.
Collaborate with City officials to ensure permitting and zoning concerns are fast-tracked.
« Advocate for any necessary variance requests that will ease potential business concerns.

Provide public updates on project progress at least monthly, via the DCR’s website and social media

channels.

Movie Theater. Seize the opportunity to rejuvenate a foundational site in downtown.

22.1.

2.2.2.

2.2.3.

2.2.4.

2.2.5.

Present a clear case for redevelopment to the property owner that emphasizes the historical value
of the theater and potential long-term positive impact on the Richmond community.

= Include relevant market data and case studies in the outreach process.

Connect the property owner with adjacent tenants {e.g., Joseph's, The George Foundation) to
establish shared goals and values for Downtown,

« Facilitate collaborative in-person meetings between relevant parties.
Evaluate and pursue multiple avenues for adaptive reuse (e.g., sale or lease).
» Provide financial breakdowns of these approaches as viable options to the owner.

Act as a matchmaker between the owner and prospects to find a mutually agreeable tenant.
YEARS 2-3

Consider offering targeted incentives to accelerate the process.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS
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2.3. Extraterritorial Jurisdiction (ETJ). Evaluate potential annexation targets and relevant land use efforts.

231,

232

2.3.3.

234,
2.3.5.

Evaluate business recruitment and expansion implications of potential annexation.

Catalog existing businesses within the ETJ that are sales tax generating {e.g., retail and food
service).

Utilize the existing City fiscal analysis model to conduct economic impact studies on annexation of
target communities.

Generate preliminary estimates of tax base increases created by certain City limits additions.
« Identify potential expansions piecemeal, based on evolving City priorities for annexation.
Collaborate with the Boards of Directors of existing municipal utility districts (MUDs). EIEGEE

«  Work through impacts on their jurisdictions and the bond packages and user fees associated
with the current infrastructure support.

Collaborate and advocate for utility and transportation projects of mutual interest.
Work with the City to establish and maintain clear lanes of responsibility and influence.

» Support the City in outreach efforts to ETJ residents (e.g., listening sessions, events, etc.}.

2.4, Capitalize on History. Reconfigure existing historical assets in the City to be more attractive to visitors.

2.4..

2.4.2.

2.43.

244

245,

Work with the Historic Richmond Association (HRA) and the Richmond Historical Commission on all
potential projects with historical and cultural focus.

Design and market a cohesive packaging of local assets (cemetery, museum, train depot, other
fandmarks) to promote the legacy of the City.

Engage with the Texas Historical Commission’s Texas Main Street Program to receive technical
expertise, resources, and support for leveraging sites in the Historic Downtown.

Consider launching a coordinated branding campaign promoting Richmond's history, targeted at
increasing degrees of geographical separation, starting with neighboring commurities, Fort Bend
County, and the Houston-The Woodlands-Sugar Land metropolitan statistical area (Houston MSA),
followed by a statewide effort.

Involve all legacy businesses that have a vested interest in historical preservation in project and
initiative planning.

2.5. Retail Development. Pursue targeted site-driven retail recruitment citywide.

2.5.1.

2.5.2.

Complete commercial development plans for the proposed 50-acre parcel of the River Pointe
Church campus along the US Highway 59 corridor.

= Ensure that the mixed-use zoning of the site allows for significant sales tax generating retail
business tenants, utilizing planned industrial districts or other overlay district designations.

» Evaluate the need for tax increment reinvestment zone (TIRZ) or bond-related considerations
and pursue accordingly.

«  Work with the developer to determine optimal prospect types and begin site selection efforts.
~ Set atarget date of 2027 for at least 50 percent occupancy.

Utilize a "pre-vitalization™ approach to leverage small spaces and temporary business pop-up areas
into potential brick-and-mortar expansion.
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2.5.3. Pursue a dual approach of attracting chain franchise locations (e.g., Starbucks) while also
encouraging expansion of area businesses (e.g., Gino’s [talian Joint).

2.5.4. Renew previously completed gap analysis with available data and Richmond market information to
determine retail categories that are currently underrepresented and could provide strong
opportunities.

= Use existing leakage report to inform retail development decision-making.

2.5.5. Attend regional (Houston MSA) and state trade shows with a retail focus, such as regional events
held by the International Council of Shopping Centers (e.g., ICSC_ Local Houston}

GOAL 3. PLACEMAKING
Enhancing the City’s internal culture and external image.

Quality of place is often a key factor influencing whether future residents and businesses choose to move to a
community—or whether current ones decide to stay. While not everything refated to placemaking is within the
purview of EDOs, there are certain actions the DCR can take to enhance the brand and image of Richmond,
making it more attractive to those inside and outside of Fort Bend County. The external and internal perception of
the City will help determine the course its economy takes over the next five years.

Performance metrics to be regularly tracked and reported for this goal include, but are not limited to, the
following.

+ Capital investment in impression corridor improvements.

+ Fagade Improvement Grant applications and recipients.

« Public art projects produced.

+ Volunteer days hosted.

= Brazos River Bridge maintenance and design feature expenditures.
« Pedestrian activity at the Brazos River Bridge

= All DCR-sponsored cultural events.

= Attendance at these events.

+ North Richmond residents engaged.

+ Redevelopment investment activity in North Richmond.

STRATEGIES AND ACTIONS
3.1. Impression Corridors. Ensure that all entryways to the City are aesthetically marked and have excellent
infrastructure.

3.1.1. Consider a small-scale bond package to fund the improvement of signage, landscaping, and road

quality.
3.1.2. Ensure that all updated signage adheres to a consistent thematic design (colors, text, etc.)

= Consider using the DCR's branding for design purposes, with the input of the City.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS
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3.3.
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3.1.3. Work with the City Planning and Zoning Department to produce an evaluation of all roadway
entrances into Richmond and identify challenging areas.

Ensure City limits entryways from East and West US Highway 90-A include custom high-quality
welcome signs.

» Extend efforts to I-69 connection intersections, such as FM-762 and Richmond Parkway
Dedicate resources to wayfinding that directs incoming drivers specifically to the Downtown.
3.1.4. Install low-cost decorative lighting at entry points.

3.1.5. Purchase billboard space near Brazos Town Center to market Richmond to Rosenberg shoppers
and tourists.

« Reassess the efficacy of this investment after six months and evaluate additional billboard
locations.

Beautification, Pursue image enhancements that make Richmond's character stand out.

3.2.1. Fund and promote Fagade Improvement Grants for local businesses to update the aesthetics of
their storefronts,

= Leverage downtown businesses for support and sponsorship for a targeted campaign to fund
this initiative.
« Establish tiered funding based on project scope, with a maximum of $10,000 per grant.
« Set one-to-one matching fund requirements for eligibility of recipients.
3.2.2. Fund and promate public art projects (e.g., murals) to beautify key landmarks and buildings.
+ Support continued efforts for Traffic Signaf Box Art Wrap projects by local artists.
« Leverage social media to generate public input about potential artists and themes.
= Fealure interviews of the selected artist(s) on the DCR’s online platforms.

3.2.3. Organize civic responsibility volunteer days to encourage public participation in activities like trash

clean-up. GREINES

+ Collaborate with Lamar Consolidated Independent School District (ISD) to recruit students for
field day participation in these efforts.

» Engage food truck businesses to be present at established volunteer headquarter points.

3.2.4. Collaborate with the Garden Club of Richmond to initiate beautification projects with a small-scale
landscaping focus.

3.2.5. Evaluate current permitting and zoning regulaticns 1o determine if targeted sidewalk enhancements
in the downtown area are possible.

Brazos River Bridge. Leverage the cultural impact of the bridge as a placemaking tool.

3.3.1. Ensure all necessary structural maintenance and updates are completed in a timely manner and to
the highest standards. GRS

« Facilitate and review annual structural reports on the bridge performed by the Texas Department
of Transportation.
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333.
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31.3.5.

PAGE 11

Maintain coloration on an as-needed basis.

Explore new attraction-oriented sites and activities adjacent to the river, such as sponsored trail
runs, fishing spots, or kayak launch points.

Hold at least one bridge-centered event in the first six months.

Install targeted decorative lighting to make the bridge stand out at night.
Solicit public input, such as using online voting to weigh in on design options.

= Contract with a Richmond-based small business to conduct the instailation.

Install informational signage (e.g., a plaque) that describes the importance and impact of the bridge
to Richmond.

= Collaborate with the HRA to create the content for the feature.

Continue to highlight the bridge in photographic marketing materials, both from the DCR and the
o112 ONGOING |

Cultural Events. Continue to coordinate large-scale festivals in the Downtown (e.g., Pecan Harvest Festival,
Christmas, farmers markets) and consider new ones.

34.1.

342

343

3.44.
3.4.5.

tnclude at these events designated food truck areas, serving products from locally operated
businesses (to include wider Fort Bend County).

Launch an inaugural cultural event, called Experience Richmond, focused on the rich history of
Richmond with free walking tours of important sites.

Host regular buy local events to encourage residents to make purchases from Richmond
businesses, extending beyond food and drink offerings.

Collaborate with neighboring communities to host a Fort Bend County event in Richmond.

Ensure all events are accessible by offering free or low-cost activities. [IERNTS

North Richmond. Renew development and redevelopment efforts north of the railroad tracks.

35.1.

352

353
3.5.4.

355

Collaborate with nonprofits, churches, and residents to establish joint coordinated efforts.

« Engage Habitat for Humanity to ensure proactive and positive alignment on low-income
development issues.

Engage leadership and planning professionals to create a short-, medium-, and long-term plan
exclusively for North Richmond redevelopment and City support.

» Consider pursuing larger-scale capital improvement fund projects in future years.
Advocate for increased or improved street lighting for public safety.

increase public communications and input to raise broader awareness of North Richmond
challenges and opportunities.

» Integrate North Richmond in all City historical and cultural efforts.

Assist as needed with title resofutions that would impact commercial land use.
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GOAL FOUNDATION: ORGANIZATIONAL VALUES
Identifying and prioritizing the most effective use of DCR resources.

Underpinning the strategies and actions that the DCR should take over the next five years are the driving
principles of the organization. The five values described here are the result of extensive qualitative feedback
about the organization that was gathered during the stakeholder engagement process. These core values should
support and guide everything the DCR strives to achieve in the Richmond community. As the implementation of
this Action Plan unfolds, leadership should refer to these foundational characteristics to assess the success or
failure of projects and initiatives pursued. Staff and the Board of Directors need to keep these values top of mind
while making decisions about how to expend the DCR’s time and resources.

1. Transparent. Clearly and consistently report DCR activities to the Board of Directors and (where applicable)
the public.

2. Data-Driven. Establish metrics-based goals and measurements to track performance.

3. Customer Service Minded. Drive and pursue business retention and expansion (BRE) efforts across all of
Richmond.

4. Collaborative. Work hand-in-hand with the City and stakeholders to define roles and responsibilities.

5. Efficient. Move at the speed of business in all duties.

The Director of the DCR should adhere to the structure suggested in Figure 3 to report the activities and functions
performed by DCR staff during the periods covered by Board meetings. The focus should be on compiling
measurable, concise information to describe the progress made from the top of the funnel to the bottom,
ultimately producing tangible results for the organization and the City. Aithough agendas and reports will vary, this
format should be standard.

FIGURE 3. REPORTING STRUCTURE
Information delivered by Director

Inputs: Business development contacts, local business
touchpaints, website hits, media coverage, RFis responded to,
TOUCHPOINTS real estate contacts, hosted events and attendance

Outputs: Warm leads {received through Chambers, City,
County, and existing contacts), Cold leads (generated by
DCR inputs)

Outcomes: Businesses attracted, retained, and expanded

Source{s}: TIP Strateqies, Inc
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PLANNING CONTEXT

Qualitative and quantitative input from the planning process provided critical insights into Richmond's
competitive position and uncovered insights that shaped the recommendations. This section presents highlights
from the engagement, along with a summary of the analysis of strengths, opportunities, weaknesses, and threats
{SWOT analysis) prepared as part of the project’s initial phase.

STRATEGIC ANALYSIS

TIP conducted a strategic analysis of Richmond's competitive position with comparisons to the Houston
metropolitan area, Texas, and the US, as well as a selection of peer communities where applicable. Initial data
collection began in July 2024 during TIP's discovery phase and the analytical work continued into the final phase
of the engagement. An in-depth Strategic Analysis was delivered to the DRC as an interactive data visualization,
the menu of which is shown in Figure 4. Findings from this work are highlighted in this section and were used to
guide the strategic planning process.

FIGURE 4. MENU OF THE INTERACTIVE DELIVERABLE

0 Z i

BASELINE WORKFORCE LAND USE & REDEVELOPMENT
DEMOGRAPHICS COMMUTING PATTERNS RESIDENTIAL PROPERTY
o [ W

ANKYSIS OF JOB POSTINGS COMMERCIAL PROPERTY

Demand Keincs Job GQualitic 4+ ons Commercial Feal £31a'e Compansons

Conmercial Real Estate Share af Counly

bas: Tres
EMPLOYMENT & INDUSTRIES R g

Cosmmurcial Real Tstat= Maps

Shlls freeded oy Encployers

TRAINING & AWARDS ALIGNMENT

S
Infrastiviivze § Develanable Laad

Genmral Program Axaids Graeral Pragt i Fonadg

Iketaiat FProdgeam Ar atds Betaled Progiam Trends

Source(s) TIP Strateqgies, Inc
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Cultivating a skilled workforce will allow Richmond to better support existing and future
businesses.

Although Richmond's workforce has steadily increased alongside rapid population growth countywide, its labor
force is largely young and under-skilled, When looking at residents within incorporated City limits, more than one-
half of Richmond's population is under the age of 34, and only one-quarter of its residents have at least a
bachelor's degree {Figure 5). This represents the lowest educational attainment among Richmond's peer
communities, while the City also demonstrates a smaller labor force participation rate (less than 60 percent) than
any of its peers. Richmond also has the highest share of residents below the federal poverty level (17.1 percent)
and the lowest median household income {$51.8K) among its peers. As the City strives to better support its
existing businesses while marketing itself to prospective firms, opportunities exist to upskill the local workforce
to meet growing labor needs. Lamar Consclidated ISD offers more than twe dozen career and technical education
(CTE) programs, designed to help students gain vocational skills in a career-focused setting. Additionally, local
campuses for Wharton County Junior College, Texas State Technical College, and the University of Houston at
Sugar Land connect Richmond residents to higher education programs that can better allow the local workforce
te meet the education requirements of higher-paying jobs. Upskilling a large and underutilized workforce can
altow Richmond to build a talented labor pool that the City can leverage for continued business attraction.

FIGURE 5. EDUCATIONAL ATTAINMENT, 2022
Resident population 25 years and older

Less than high school & Some coliege W Bachelor's degree
m High school @ Associate’s degree W Graduate or professional degree

Celina, TX

Fort Bend County, TX
Peartand, TX
Houston Metro Area

Marble Falls, TX

United States

Forney, TX  8.3%

Texas 14.8%
Bastrop, TX 12.9%
Waxahachie, TX  9.8%
Spring, TX  11.8%
Richmond, TX 18.8%
0.0% 100% 200% 300% 400%  50.0% 60.0% 70.0% B80.0%  90.0% 100.0%
Source{s) 2022 Amencan Community Survey (ACS) 5-year sample, TIP Sirategies, Inc

Mote(s) Educational attainment only measured for population 25 years and older High school includes equivalency Some college indicates
no degree was recewved Graduate degree sincludes professional degrees and doctoral programs
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Traded cluster expansion can improve retention of Richmond’s outward commuting workforce.

Richmond's relationship with Houston serves as a major asset for the community, driving the City’s population
growth and its ability to attract businesses that wish to establish or expand a presence in one of the nation's largest
metropolitan markets. Like many Houston area suburbs though, this proximity also characterizes Richmond as a
bedroom community that is a net exporter of labor in every industry sector. In fact, more than 95 percent of
residents within Richmond's 77406 and 77469 ZIP Codes commute out (Figure 6), with most of these residents
working for employers based in Houston, Sugar Land, or Rosenberg. As the City pursues business recruitment
through catalyst projects and increased engagement with regional employers, targeted business attraction efforts
will allow the City to increase local jobs and better capture its vastly outward commuting workforce.

Several of Richmond's largest industries have seen rapid employment gains in recent years. As the local
population has grown, so has employment in the Accommodation & Food Services and Local Government
industries, 2 while climbing enrollment in Fort Bend ISD and Lamar Consolidated ISD has coincided with a rapidly
growing Education industry. Since 2001, comparative growth in these sectors has far exceeded that of Fort Bend
County, while employment in the Business Services industry cluster has steadily risen to become Richmond's
largest traded cluster, serving outside markets, Despite this, there are only two traded industry clusters in which
Richmond demonstrates an employment concentration higher than the national average: Electric Power
Generation & Transmission and Construction Products & Services. Improvements to Richmond’s business climate
and local identity will allow the City to continue to attract traded cluster employers and carve out an important
role within the Houston metro area.

FIGURE 6. COMMUTING PATTERNS, TREND
Flow of workers and residents through Richmond, Texas, 2010-2021

m Commute In W Live & Work B Commute Qut P> Net Flow

2010 2011 2012 2013 2014 2015 2016 07 2018 2019 2020 2021

Source(s): Longitudinal Employer-Household Dynamics (LEHD), Origin-Destinatron Employment Statistics (LODES), TiP Strategies, Inc
Mate(s} Richmond, Texas, 1s approximated by ZIP Codes 77406 and 77469 Only includes residents and workers in Texas

2 |ndustry names used in this section are capitalized when they align with federal classification systems,
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Two of Richmond'’s greatest real estate assets lie in its historic downtown and its large ETJ.

Downtown Richmond serves as one of the City’s greatest assets and strongest elements of its identity, hosting
many of the City's oldest office and retail properties (Figure 7). The district allows Richmond to stand out from its
neighbors, with the Downtown area hosting small businesses and community events that draw in visitors from
surrounding communities. In seeking improved City branding and aesthetics, Richmond can continue to benefit
from Downtown's historical assets. Seeking to become more business-friendly while developing a high-skill
workforce, Richmond has opportunities to utilize high vacancy office and apartment properties to meet the real
estate needs of employers and workers. Other placemaking efforts like improved bike and pedestrian
infrastructure, public art, and coordinated efforts to revitalize Richmond's underserved neighborhoods can further
a local sense of community and quality of life that appeals to potential businesses and residents. As it has grown,
Richmond has sought to encourage development along key infrastructure, with some of the City's newest office
and retail properties located along the 1-69 corridor. This corridor-based growth strategy represents a way for
Richmond to strategically utilize City land and provide shovel-ready real estate that can advance business
attraction. The City has also historically pursued annexation of its extraterritorial jurisdiction (ETJ). Richmond's
ETJ is largely characterized by low-density, heavily residential communities, with some of the City’s most affluent
census tracts heavily overlapping with its ETJ. Because of this character, annexation of the ETJ represents a way
to increase the City’s tax revenue while also adding to the inventory of developable, vacant land that is scarce
within Richmond's existing City limits.

FIGURE 7. RETAIL AGE, RICHMOND, TEXAS

Sugar Land

— i

o k- o8
YEAR BUILT ' =
1899 /RN, 2024 &5 é&/ S
-wt“_q__
® 2025 Mapbox @ OpenStreatMap = Z%C}_{?

Source(s) City of Richmond, CoStar Group, Fort Bend Central Appraisai Distrect, TIP Strategres, Inc
Note(s): Properties shown have a Richmond address in ZIP Code 77406 or 77469 and are located within Richmand's city hmits of its
extraterritorial junsdiction (ETJ). Darker teal colors indicate newer buildings. Al data are estimated by CoStar as of early August 2024 and

represent a snapshot in time
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Industry retention and expansion must be focused on sales tax generating sectors.

As noted previously, Richmond is a primarily suburban bedroom community, with much of the City's area
occupled by single-family residences. While population continues to grow and residential developments
increasingly characterize much of its incorporated land and ETJ, the City must pursue ways to increase sales tax
revenue. Focusing business retention, expansion, and recruitment efforts on sales tax generating land uses can
reduce the tax burden placed on property owners. High demand industries within Richmond, like retail and food
services, represent opportunities for such growth. Richmond's Accommodation & Food Services industry has
seen rapid employment gains in recent years, experiencing a nearly 500 percent increase in jobs from 2001 to
2023, growing from just over 350 jobs to nearly 2,100 (Figure 8). Employment in the Retail Trade sector has also
seen precipitous growth, adding more than 2,100 jobs during the same period for an increase of over 230 percent.

FIGURE 8. ACCOMMODATION & FOOD SERVICES, CUMULATIVE CHANGE
Comparative change for Accommodation & Food Services since 2001

493.9%

B Richmond, TX
Fort Bend County, TX
Houston-The Woodlands-Sugar Land MSA
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Source(sy: US Bureau of Labor Statistics (BLS); Lightcast 2024, 2-Quarterly Census of Employment and Wages (QUEW) Employees, Non-QCEW
Employees, and Self-Employed, TIP Strategies, Inc
Note(s): Richmond, Texas, is approximated by ZIP Codes 77306 and 77469

The recent growth in these industries is reflected in local job postings. In the study period of 2023 and 2024,
Retail Trade and Accommodation & Food Services represented Richmond's second and third most in-demand
industries by percentage of job postings, respectively (Figure 9, page 18). Both represented a higher share of local
job posting for their corresponding industry than any of the City’s geographic benchmarks—the Houston MSA,
Texas, and the US. Demand for retail- and food-related jobs is further reflected at the occupational level. Sales &
Related make up the highest share of job postings locally (13.5 percent), while Food Preparation & Serving
Related rounds out the top five (8.5 percent).
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FIGURE 9. JOB POSTINGS ANALYSIS, DEMAND BY INDUSTRIES
Based on an analysis of two years of job postings, January 2023-December 2024

PERCENTAGE OF POSTINGS
0.0% T, 15 9%
Richmond, TX Houston MSA Texas United States

Health Care & Social Assistance [N 15.5% I 155« 157> B 16.0%
Retail Trade [N 15.5% NN 84% 6% N 10.2%

Accommodation & Food Services Il 8.8% il 5.5% X3 B 6.0%
Construction [ 4.3% 131% [3.0% 2.4%
Professional, Scientific, & Technical Services [l 3.5% [ ERS [ Rk B 7.9%
Educational Services [} 3.4% 7.0 Ml 52% | EX:Y
Real Estate & Leasing [ 2.9% | 2.2% 2.3% 1.9%
Personal Services [] 2.8% 2.4% [25% [25%
Manufacturing | 2.1% [ EAL) I 5.5% 7%
Finance & Insurance | 2.1% 3.4% a3 B 42%
Public Administration = 1.8% 1.4% 2.0% 122%
Wholesale Trade | 1.6% B34 B 33% B33%
Admin. Support & Waste Management | 1.2% 3.0% [3.0% [ 3.4%
Arts, Entertainment, & Recreation | 1.0%
Information | 1.0% 1.7% 2.1%
Transportation & Warehousing 2.3% 2.3% [ 2.4%
Mining, Quarrying, & Fossil Fuel Extraction 1.5%

Source(s): BLS; Lightcast 2024.3—QCEW Employees, Non-QCEW Employees, and Self-Employed, TIP Strategies, Inc.
Note(s): Bars show percentage share of unigue job postings each region by industry sectors Job postings include non-staffing, unique, newly
posted job postings for full-time, part-time, and flexible positions, excluding internships, between January 2023 and December 2024.

Job postings in Richmond generally have a low barrier to entry. Nearly one-half of all job postings within the City
over the study period required no previous related experience, and nearly two-thirds required only high school-
level educational attainment {Figure 10, page 19). Employment in these in-demand, sales tax generating
industries specifically represents jobs with a low barrier to entry, providing positions that are easily accessible to

a wide range of Richmond residents.

DEVELOPMENT CORPORATION OF RICHMOND | BRIDGE TO SUCCESS



PAGE 19

FIGURE 10, JOB POSTINGS ANALYSIS, QUALIFICATIONS
Based on an analysis of two years of job postings, January 2023-December 2024
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Source(s) BLS; Lightcast 2024.3~QCEW Employees, Non-QCEW Employees, and Self-Employed, TIP Strategies, Inc
Note(s): Job postings n¢lude non-staffing, unique, new posted job postings for full-ttme, part-time, and flexible positions, excluding
internships, between January 2023 and December 2024

With the continued growth of the Houston MSA and Fort Bend County, Richmond's sales tax generating industries
will need to grow evenly relative to the County level to support local competitiveness. In 2023 and 2024, job
postings in Richmond made up less than 1 percent of all job postings MSA-wide (Figure 11, page 20). Richmond
employment in the Retail Trade and Accommodation & Food Services sectors each only make up about 8 percent
of the County's employment in either industry, a lower-than-average share across all sectors. The City's
development along strategic commercial corridors has allowed it to keep pace with countywide retail real estate
growth, with Richmond slowly representing a greater share of the county’s retail footprint (growing from 6.2
percent of countywide inventory in 2007 to 9.1 percent in 2024).
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FIGURE 11. JOB POSTINGS ANALYSIS, DEMAND BY CITIES
Based on an analysss of two years of job postings, January 2023 -December 2024
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postings include non-staffing, umique, newly posted job postings for full-time, part-time, and flexibte positions, excluding interships, between
January 2023 and December 2024
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MARKETING AUDIT

As part of the qualitative assessment of the DCR’s effectiveness, TIP analyzed the organization’s existing marketing
efforts, with a particular emphasis on online outreach. The outlets considered are the DCR website, email contacts,
LinkedIn, YouTube, Facebook, and Instagram, As referenced in the Action Plan section, the DCR also supports a
podcast called Born in the Bend, which is available on all major audio content platforms (see Action 1.5.1}. The
podcast features long-form guest interviews and contributes to public awareness of what Richmond has to offer.

This section includes key takeaways regarding the efficacy of each outlet. The findings and recommendations were
informed by preliminary results of a third-party survey of Richmond residents about perceptions and preferences of
the general public being conducted as part of an ongoing marketing and branding strategy for the City. interim
results of this survey aligned closely with the opinions gathered during the stakeholder engagement conducted as
part of the strategic plan outreach. While not described in this plan, the feedback the City receives will impact the
DCR's implementation as it concerns the evolving prioritization of activities.

WEBSITE AND EMAIL

As the primary online destination for any DCR-related search, the homepage of the organization's website is
paramount to the promotion of its mission, vision, projects, and general information. The website was recently
redesigned, including high quality images and video footage, along with improvements to navigation. However,
there are some simple steps the DCR could take to improve it.

+ The website has been the primary channel for broadcasting the DCR's rebranding efforts, as evidenced in the
Develop Richmond logo and headlining banner, as well as in the URL of the site itself, Making a final decision
on the organization name and using it consistently across all channels and materials will be a pivotal part of
the success of any marketing efforts.

« Since the renovation in 2024, the contact submission form on the website has only received 56 entries. This
form should be more prominently featured on the homepage, as opposed to being accessible only via the
Contact subpage that requires additional user navigation.

= The DCR is in the process of setting up Google Analytics, a powerful tool for tracking the online traffic and
information about website visitors. This step is not especially resource-intensive and should be completed
immediately.

= The website's News feature should be updated more frequently. For example, as of the release of this Plan,
the most recent news item was posted in June 2024. The DCR should strive to include press releases and
public information on at least a monthly basis.

Email marketing is the main source of online outreach for EDOs, and the DCR is performing well in this avenue.
Using the email marketing platform Constant Contact, it has built a database of nearly 3,000 addresses, including
over 1,000 added just in the past year. Furthermore, recipients open the DCR emails at an estimated rate of 59
percent, which is well above the average open rate for all industries of 37 percent published by Constant
Contact.?

« The DCR should consider issuing a menthly email blast, containing preferably brief content, such as
organizational news and activities. Maintaining regular email contact with thousands of recipientsis a
powerful tool in an EDO’s repertoire.

3 Qpen rates are updated regularly. Number shown (37.27 percent) is for all industries as of December 2024.
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« Allin-person events and all printed promotional materials should be used as avenues for gathering email
addresses to add to Constant Contact. Care should be given to comply with email marketing best practices,
including obtaining consent from recipients (opt-in), offering clear unsubscribe/opt-out options, and limiting
the frequency of contacts.

LINKEDIN

LinkedIn engagement is typically the strongest value-add of the social media outlets for reaching a wide audience
of professional organizations and individuals. However, just like with more informal social media platforms, the
strategic use of content can heavily influence the site’s effectiveness.

= The DCR’s overall LinkedIn metrics are mixed. In the past year, the organization's account has garnered over
37,000 impressicns (views), but lackluster engagement: 573 reactions, 37 comments, and 64 reposts.
However, in that time, the DCR has gained 238 new followers, a nearly 50 percent increase.

+ Inorder to boost its reach and audience engagement, the DCR should endeavor to post content that includes
photos, tagged individuals and organizations, links, and hashtags. lmprovement in this approach will lead to
consistent follower growth and account activity.

YOUTUBE

The DCR is in a unique position with its active YouTube account. The organization currently hosts over 100
videos, which is an unusually high number relative to other City-level EDOs. Many of these videos are high quality,
both in production value and type of content, including interviews with prominent local businesses, Still, there is
significant room for improvement.

+ First and foremost, despite the volume of hosted content, the DCR’s YouTube engagement is lacking. The
account (awkwardly named developmentcorporationofri4633) has only 10 subscribers, and many of the
individual videos have been viewed fewer than 10 times. The BCR should consider rebranding its YouTube
under a new account,

» Videos should be integrated with other online outlets. The DCR should link to or embed its YouTube content
on its website and other social media posts and should encourage cross-functional engagement whenever
possible.

FACEBOOK AND INSTAGRAM

Although traditionally associated more with personal content, Facebook and Instagram can bring some attention
to major events and news items. Generally speaking, these outlets tend to attract a predominantly female
audience. In the DCR's case, its followers on both Facebook and Instagram skew nearly three-quarters women,
The age range is a bit counterintuitive, with the vast majority of the organization’s following being 35 to 54 years
old, compared to the more youth-focused nature of the applications. The highest percentage of followers are
based in Houston, which is perhaps not surprising given the DCR's geographic location.

+ The DCR should not spend significant resources on these two forms of social media. Although it can be
effective 1o cross-post (copy content from another outlet like LinkedIn), it is simply not an efficient use of
time to generate original content for Facebook and Instagram specifically.

» Press releases of important news items or images such as one-page posters associated with upcoming
Richmond events, organized or sponsored by the DCR, are examples of the type of material that should be
broadcast on these channels.
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SWOT ANALYSIS

During the discovery phase of the project, the consulting team gathered qualitative input from stakeholders
concerning local economic development issues. In addition, TIP conducted quantitative data analyses to
understand Richmond’s competitive position in the region. The results of these efforts informed the strengths,
weaknesses, opportunities, and threats (SWOT) analysis summarized in Figure 12.

The four components of a SWOT analysis can be defined as follows.

« Strengths: Assets and resources that can be built on to grow, strengthen, and diversify the local/regional
economy.

s Weaknesses: Liabilities and barriers to economic development that could limit economic growth potential.

+ Opportunities: Competitive advantages and positive trends that hold significant potential for the attraction of
new businesses, investments, and skilled workers.

» Threats: Unfavorable factors and trends {(often external} that could negatively affect the local/regional
economy.

FIGURE 12. SUMMARY OF SWOT ANALYSIS FOR RICHMOND, TEXAS

é Strengths

= Historical legacy {Jane Long, the Old 300, cemetery). Relatively landlocked.
« Proximity to Houston. Downtown building vacancies.
« Lamar Consolidated ISD. Insufficient walkability.
o Family friendly. Not keeping pace with Fort Bend's population growth.
» Comparatively low cost of living. ETJ mostly master-planned residential communities.
» Brazos River and Brazos River Bridge. No tax revenue from County land/buildings.
» Effective City leadership. Marginalized/underserved neighborhoods (north).
» County seat (foot traffic and legal industry}. Vulnerable to flooding.
« Nonprofit and cammunity groups. Signage at key entry points.
» Culturat events (Pecan Harvest Festival, Christmas Traffic bottlenecks.
celebration, farmers markets). Community-oriented amenities.
« Downtown anchor businesses. Utilities/infrastructure issues.

Opportunities Threats

Continued brain drain.

Complacency regarding Downtown plans,

Losing competition with neighboring cities,
Perception that existing processes are not business
feel. friendly.

Downtown revitalization.

Developing clear vision and marketing/branding.

Expanding sales tax base {retail and restaurants).

Building on “hidden gem” character, maintaining small town

+ Increased civic engagement. = Structural decay of infrastructure and buildings.

+ Enhanced small business support and development. = Zoning and permitting challenges, including the Unified
¢ Increased engagement with outside businesses. Development Code.

« Fire Station project. = Train track issue persisting.

+ Additional amenities. = Lack of strong industry.

« Fagade [mprovement Grants. = |nsufficient focus on future generations,

» Impression corridors. = Rising property taxes.
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8. Review and Consider Approving the
Strategic Plan.



9. Review and Discuss Proposed 2025-26
Fiscal Year Budget.



DCR FY26 PROPOSED EXPENSE DETAIL

Avartising 800-6291-56023 Barbara Magana i 4,500.00

Advartising B00-8291-56021 BelocalRichmond - The N2 Company Advertising B,100.00
Advartising B00-8261-56021 Billionheirs EnterprisesMane COR Logo Products 4,185.00
Mdvartising B800-8291-58021 Bom on the Bend 11.000.00
Advartising 800-8291-58021 Central Forl Bend Chamber - Membership Directony 2,500.00
Advartising B800-6291.54021 Clear Channel Quidoar - Digltal Bulleting 2,500.00
Advartising B00-8291-56021 EIG*Constant Contact 3,755.00
Advartising 800-87291-58021 Event Brite, Linkedin, Si Trello, Wix, v, Texas 2,000.00
Adverihsing 800-6291-58021 Facebook - annual 4,200.00
Advarlising 800-8291 58021 Fort Bend Chamber of Commerce - Chamber Directory 3,500.00
Adverthsing 800-8291.58021 Fout Bend Herald Advertising 1,800.00
Advartising B00-6291-56011 Fort Bend History Assac - Garden Tabledor 8 1,500.00
Advariising B00-8201-58021 Matiix Imaging - Movies at Wessendortf Buckstips 9.300.00
Advariising B00-8291-56021 Pamela Printing - Econamic Dev Annual Report & Flyars 5,400.00
Advertising #00-6291-58071 Peachjar.com 21,000.00
Adverthaing 200-8291-56021 Pramctionsl hems, shirts, signs, 10.000.06
Adventising 300-6291-56021 Remarkable OSLO 860,00
Adnnl;li $00-6291-58021 5Q *1Dream Events Entertalnment 3,900.00
Bank Feas 300-6291-56045 BANK FEES 600.00

Conmract Sarvices 200-8291.56083 CentralFort Bend Chamber 24,2000
Comract Services $00-6291-56083 Citybook Media LLC 3.500.00
Conract Services £00-4281-56083 Consullam Connect - Economix 2,100.00
Contract Sarvicas $00-6291-56083 Consulung Sendces 16,000.00
Comract Services $00-0291-56083 Costar Realty information - Services. 6,600 00
Coniract Sarvices £00-8281-56083 EcodePlus. LLC - Encodeplus implementation 8,500.00
Contract Sarvicas B00-6291-56083 Encora Communications - (E4 Suite) Wab 4,500.00
Contract Sarvices 800-6291-58083 Event Senvices - Tonts, Designs, Speclalty Cookies, D), Banner, entertainment 6,400.00
Coniract Sarvicas B00-G291-56043 Farmers Markat Event - Techxans & 5. Catlow 12.000.00
Contract Sarvices BOO-8251-56083 Fort Band County Fair Assoc 10,000.00
Contract Sarvicas 800-6291-56083 FortBend Family Heslth Clinie 2,500.00
Conteact Sarvices 000-6291-5808) Fort Bend Subsidence District - Studeni Feas 4.000.00
Contract Seivices 800-6291-58083 Impact LLC - Annual Pt 7,500.00
Contrach Sarvices 000-5251-56083 Mardn Marcell - Legislativa Consuitant 36,000.00
Contract Services 200-8391 58083 =] Adams - Develop 2,800.00
Contract Seivices 000-6291-58083 Placer Labs Inc - Platlorm accass 6/26/24 - 626027 14,000.00
Contract Sarvices B00-4201-58083 R HairingtonBella Media 105,000.00
Contiact Sarvices 800-£291.56083 Trecy 600.00
Contract Services 000520158087 Shred Event - Texas BEB nvestments 1,800.00
Contract Servces 200-6291.54083 Tira Recycling Event 2,420.00
Cantract Serdces BOD-6291-86083 West Fort Bend Management District Annual Paymant 40,000.00
Contract Services A00-5291-58083 Mowing/ Haint. 35.500.00
Cost Allocation Overhead A00-6291-80007 Cost Allocatien Overhead 869,748.00
HMiscellaneous 200-6291-56048 Event Expenses 2.000.00
Mhcallaneous 800-6291-58048 Wessendortl Insurance - Pub Off Bond ) tones 400.00
Offica 5 i3 B00-6291-53120 Office Supzlles 3,500.00
Parbodicals And Membarships 200-8291-56008 Apple.comiCloud Stor age 40.00
Perbodicals And Memberships 200-8291-58008 Fort Bend Heeald oninternet 100.00
Periodicals And Mambarships BO0-6291-50006 FTBend Chamber of Commerce Class Sponsor 3,000.00
Periodicals And Membeiships BOO-8251-56008 FT Band Economic Oev Counc Membership 12,250.00
Periodicals And Mambarships B00-5291-56006 Greater Houston Pannership Membarship 6,000.00
Perlodicals And Membarships BO0-8201-58008 ¥AB Dues - P Pitman 400,00
Pedodicals And Hemberships 800-8291-54008 Texas Economic Dev Council 1,370.00
Peniodicaly And Hlmbﬂsl\li! B00-6291-58008 Tha Business Jourmal Circhals 190.00
Postage 200-6291-52121 POSTAGE 1,535.00
Publlc Transpontaion 800-8291-58091 FBC Transit 75.000.00
Reserve for Opgartunitiaes 200-8291-58080 Raserved Foi Opportunites 528,353.00
Richmond Histarle District 300-6291-58090 Fort Band History Assoc - Granl 10.000.00
Richmond Histaric District £00-8291-56050 Historic Richmond Assoc - A Inthe Bend 10,000.00
Richmond Histarke Distiet $00-8291-56080 Historle Richmond Assoc - Miracts on Marton 10,000.00
Rlchmond Historic Dlstrict $00-8291-56000 Historic Richmond Assoc - Motown en Morion 4.000.00
Rlchmond Histeric District 800-6281-56080 Historie Richmond Assoc - Pacan Harvest 10,000 00
Richmend Histerle Distrct B00-8:241-56090 H Richmand Baautitd - 4,000.00
Salas TaxIncentive Agreamants B00-6201-55030 Saley TaxIncentive Agreement Ft Bend Lagacy 5.000.00
Sales Taxincentiva ents B00-6251-55030 Sales Tax Incentive Leg-Global 60,000,00
Tianatar To Othar Funds A00-5291-40000 FY25 Base Debt Tranfer Fund 800 DCA 10 Fund 200 Debt i2013C0 and GO Mnﬁ 253.613.00
Traval & Yraining Je0-5291-58005 ol C +L 1. lonas 500.00
Travel & Training 800-8291-58005 IEDC Online & Training 600.00G
Travel & Training 800-6291-54005 Stalf Travel & Tralning 12,400.00
Trlv!ll‘rﬂnlni J00-6291-58008 Texas Economic Dev Counci : for 3 membaers 7.500.00
15T CCommitmant 200-6291-58081 TSTC COMMITMENT 2017- 2026 10 nts) 100,000 .00
YHCA B200-8291-58092 YMCA Parnershig 206,000.00
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Development Corporation
Richmond (DCR) Proposed Budget

Fiscal Year 2026
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Background

» In accordance with Article 7.02 of the DCR bylaws, the DCR board
is hereby presented a budget for the upcoming fiscal year, on or
before the 15 day of August for review, modification and
approval so that the City Commission may include the budget for
the Corporation in the budget for the City
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Revenues
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Sales Tax

Historical Collections & Moving Averages
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Sales Tax

Sales Tax Collections $9,620,000 $10,598,200 $11,130,000
SPA Sales Tax Expense 1,220,000 947,000 990,000
Net of SPA 8,400,000 9,651,200 10,140,000
GF Budgeted Sales Tax 7,400,000 8,185,000 8,595,000
GF Net Sales Tax 6,180,000 7,238,000 7,605,000

RICHMOND &g :{ILEC LR ICIREDS $2,100,000 $2,413,000 $2,535,000
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Sales Tax

Preparing the Sales Tax Budget
» Assumptions
- Sales tax growth based off recent collections
- No major sales tax repayment agreements
- Finance team has accounted for large suspicious payments

» Budget assumptions may change as new datapoints are collected
this year
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Interest & Other

» Interest
- Interest rates have increased a little year over year and the FED
is expected to make two more cuts in calendar year 2025
» Other
- Other funds are typically grants received from CenterPoint
Energy
» Interfund Loan

- The fiscal year 2026 balance sheets includes the second
receivable debt payment from the City in the amount of

KN\  $239,272
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Expenditures
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Development Corporation: Base Budget

Description FY25 Budget FY26 Proposed Chahge

Supplies 54,136 $5,036 $900
Purchased Services | 487,750 484,750 (3,000)
Repairs & Maintenance 1,500 1,000 (500)
Transfers Out 1,059,308 1,123,261 63,953
Non-Departmental 411,000 413,600 2,600
Capital items/Other 345,000 528,353 183,353
Grand Total $2,308,694 $2,556,000 $247,306

affli\
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Development Corporation: Base Adjustments

Description FY25 Budget FY26 Proposed Change
DebbService e S 2o o 2200 o e Bed )

Total Expenditures ($1,084)
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Development Corporation: Budget Requests

Description One-Time Recurring Total
Transportation (FBC Transit) $75,000 - $75,000
West Fort Bend Management District 40,000 - 40,000

Total Expenditures $643,353 S- $643,353
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Development Corporation: Total Requests

Description One-Time Recurring
Base Adjustments S0 $63,953 $63,953
%
Total Expenditures S0 $63,953 $63,593
RICHMOND

EST. TExAs 1837

City of Richmond. Texas




FY26 Budget Summary

Description FY26 Budget
$2,671,000
Revenue
2,671,
Expenditures 671,000
Revenues Over/(Under) Expenditures -
, 182,57
Beginning Fund Balance 6,182,575
6,182,575

Ending Fund Balance

2,17
i\ Accrued Taxes 392179

RICHMOND 5,790,396
vir. TEXAS uar Net Fund Balance :

City of Richmond. Texas




QUESTIONS?
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DCR Fund: Budget Walkforward

Revenues
FY25 Revenue Budget WalkForward to FY26 Description 2,626,272
Revenues
Sales Tax 285,000
Interest (1,000}
Transfers In {239,272)
Total Revenues 2,671,000
EXPENDITURES
FY25 Expenditure WalkForward to FY26 2,423,694
Base Adjustments
Current Year Debt Service (1,084)
Cast Allocation Overhead and Xfer to GF for ED Coordinator 65,037
Subtotal 63,953
One-Time Adjustments 63,953
Remove 1X From Previous Fiscal Year - West Fort Bend Management District Annual Payment {40,000}
Remove 1X From Previous Fiscal Year - FBC Transit {75,000)
Remove 1X From Previous Fiscal Year - Reserved For Opportunities (345,000)
West Fort Bend Managemenit District Annual Payment 40,000
FBC Transit 75,000
Reserve For Opportunities Increase 528,353
| Subtotal 183,353

Recurring Additions

Subtotal -
Total Expenditures 2,671,000




Development Corporation Fund Income Statement

FY24 FY25 FY25 FY26 FY26 FY26
Prior Year Current Year-End Base Annual
Actuals Budget Estimates Budget Changes Budget
Revenue
Operating
Sales Tax 2,461,398 2,220,000 2,220,000 2,505,000 - 2,505,000
Interest 279,254 162,000 162,000 161,000 - 161,000
Other 13,000 5,000 5,000 5,000 - 5,000
Qperating Total 2,753,652 2,387,000 2,387,000 2,671,000 - 2,671,000
Non-Operating
Transfers In - 239,272 - - -
Non-Operating Total - 239,272 - S S S
Revenue Total 2,753,652 2,626,272 2,387,000 2,671,000 - 2,671,000
Expenditure
Operating
Supplies 3,223 4,136 4,136 5,036 - 5,036
Repairs & Maintenance - 1,500 1,500 1,000 - 1,000
Purchased Services 650,385 527,750 527,750 484,750 40,000 524,750
Operating Total 653,608 533,386 533,386 490,786 40,000 530,786
Non-Operating
Transfers Out 1,021,915 1,059,308 1,059,308 1,123,261 - 1,123,261
Non-Departmental 201,679 411,000 411,000 413,600 - 413,600
Capital Items/Other 75,000 420,000 420,000 - 603,353 603,353
Non-Operating Total 1,298,594 1,890,308 1,890,308 1,536,861 603,353 2,140,214
Expenditure Total - 1,952,202 2,423,694 2,423,694 2,027,647 643,353 2,671,000
Revenues ngr/(l_{nder) Expenditures 801,450 202,578 (36,694) 643,353 {643,353) -
Beginning Fund Balance 5,417,819 6,219,269 6,219,269 6,182,575 6,182,575
Ending Fund Balance 6,219,269 6,421,847 6,182,575 6,825,928 6,182,575
Accrued Taxes {407,348) {392,179} {392,179) (392,179) (392,179)
Net Available Fund Balance 5,811,921 6,029,668 5,790,396 6,433,749 5,790,396



Category
Sales Tax
Interest
Other
Transfers in
To_tal Revenue

Development Corparation Schedule of Revenues

Fy24

Prior Year Actuals
2,461,398
279,254

13,000

2,753,652

FY25
Current
Budget
2,220,000

162,000
5,000
239,272
2,626,272

FY25
Year-End
Estimates
2,220,000
162,000
5,000

2,387,000

FY26
Base
Budget
2,505,000
161,000
5,000

2,671,000

FY26

Changes

FY26
Annual
Budget
2,505,000

161,000
5,000

2,671,000



Development Corporation Expenditures

FY24 FY25 FY25 FY26 FY26 FY26
Prior Year Current Year-End Base Annual
Actuals Budget Estimates Budget Changes Budget
Operating
Supplies
Office Supplies 3,223 3,000 3,000 3,500 - 3,500
Postage - 1,136 1,136 1,536 - 1,536
Shop Tools & Equipment - - - - - .
Supplies Total 3,223 4,136 4,136 5,036 - 5,036
Purchased Services
Advertising 60,871 100,000 100,000 100,000 - 100,000
Contract Services 393,652 383,000 383,000 343,000 40,000 383,000
Licenses & Permits 173,503 - - - - .
Miscellaneous 28 3,400 3,400 2,400 - 2,400
Periodicals And Memberships 11,503 23,350 23,350 23,350 - 23,350
Travel & Training 10,828 18,000 18,000 16,000 - 16,000
Purchased Services Total 650,385 527,750 527,750 484,750 40,000 524,750
Repairs & Maintenance
Bldg Repair & Maint - 1,500 1,500 1,000 - 1,000
Repairs & Maintenance Total - 1,500 1,500 1,000 - 1,000
Operating Total 653,608 533,386 533,386 490,786 40,000 530,786
Non-Operating
Transfers Qut
Cost Allocation Overhead 766,477 804,711 804,711 869,748 - 869,748
Transfer To Other Funds 255,438 254,597 254,597 253,513 - 253,513
Transfers Out Total 1,021,915 1,059,308 1,059,308 1,123,261 - 1,123,261
Non-Departmental
Bank Fees - 1,000 1,000 600 - 600
Richmond Historic District 41,679 45,000 45,000 48,000 - 48,000
Sales Tax Incentive Agreements 60,000 65,000 65,000 65,000 - 65,000
TSTC Commitment 100,000 100,000 100,000 100,000 - 100,000
Non-Departmental Total 201,679 211,000 211,000 213,600 - 213,600
Capital Items/Other
Public Transportation 75,000 75,000 75,000 - 75,000 75,000
Reserve for Opportunities - 345,000 345,000 - 528,353 528,353
YMCA - 200,000 200,000 200,000 - 200,000
Capital Items/Other Total 75,000 620,000 620,000 200,000 603,353 803,353
Non-Operating Total 1,298,594 1,890,308 1,890,308 1,536,861 603,353 2,140,214

Total Expenditures 1,952,202 2,423,694 2,423,694 2,027,647 643,353 2,671,000



10. Review and Discuss Developing Budget
Priorities Around Implementation of the Strategic
Plan, Ensuring Alignment with Objectives.



11. Review and Discuss City’s Plan to Address
Vacant Properties.



12. Review and Consider Appointing an Ad Hoc
Committee for Implementation of the Strategic
Plan.



13. Review and Discuss Code
Enforcement/Planning/Historic Commission
Update on the Queen Theatre.



14. Review and Discuss the Response to Code
Violations in the Historic Olde Town District.



15. Review and Discuss the Update on the
Civic Brand Project.



16. Review and Discuss the Develop Richmond TX
Staff Report for May 2025.



Develop Richmond TX Staff Report — May 2025

Follow-up: Completed Tasks

Economic Development Executive Director recruitment: On Tuesday, May 27, the DCR
Board held a Special DCR Meeting to interview the top two candidates during the
Executive Session.

Leadership Fort Bend: On Friday, May 2, staff member Economic Development
Coordinator Nellie Pina completed Central Fort Bend Chamber’s Leadership Fort Bend
program. Leadership Fort Bend is a 9-moenth program of the Chamber and was founded in
1986 to cultivate future leaders for Fort Bend County. Program participants are chosen
from business and community members who wish to take an active role in the future of
Fort Bend County. A maximum of 45 participants are selected from a cross-section of the
community.

Central Fort Bend Chamber RISE Campaign: For 3 weeks in May, staff member
Economic Development Coordinator Nellie Pifia served as a volunteer on the RISE
campaign on behalf of the City of Richmond and Develop Richmond. Under the
leadership of Jay Neal, University of Houston, this campaign offers a diverse array of
marketing and sponsorship opportunities designed to help businesses amplify their
brand presence and share their stories with the Fort Bend County community.
Sponsorships inctude the COR One Table event, State of the City of Richmond, Coffee &
Convos, Breakfast in the Bend, and this month’s Vision Series: State of Small Business,
among others.

Business Retention & Expansion

Bella Media Business Spotlight/Hot Spot Features — Spotlights featured on DCR and
City of Richmond’s newsletter and social media platforms for May included:

o Aspecial “Date Night” campaign featuring Lomonte’s ltalian Restaurant &
Unwine’d Wine and Spirits.

o A“Cinco de Mayo” campaign featuring Larry’s Original Mexican, Tejas Mexican
Grill, La Cocina, Los Gallitos, and Buena Vista Mexican restaurants.

o Hot Spot & Business Spotlight featuring Gino’s ftalian Joint.

o Featured a special video message by the Farmer's Market Manager, Stephanie
Catlow, promoting the Richmond Farmers Market.

May 14 - 16 - Staff provided one-hour office sessions to a CFBC insurance business
member on a marketing plan, and assisted roofing and construction contractors (two} in
registering with the City of Richmond’s MGO platform to sign up as a city contractor, Staff
provided the COR Finance department with an updated spreadsheet of MGO registered
contractors for future reference which includes 21 new registries as of 2024,




May 21 - Historic Richmond Association/Downtown Businesses — As a recent
member, staff attended the recent Historic Richmond Association (HRA) monthly
meeting at Sandy McGee’s Restaurant to foster connections and enhance networking
opportunities with businesses in Historic Downtown Richmond. HRA President,
Elizabeth, extended her gratitude to Develop Richmond staff for their velunteer efforts at
the "Art in the Bend" event. She specifically highlighted the vatue of the Placer.ai reports
provided upon request. These reports included three-to-four-year historical data for "Art
in the Bend," Saturday reports for previous Mother's Day weekends, and insights into
"Miracle on Morton” events, 1o assist with informing future planning. Discussions among
businesses also included the development of an upgraded downtown map, which is
already in talks with the City Manager and local artist, Charlie Beyl. As a continued
service to our downtown businesses, staff will provide additional Placer.ai reports in June.
This will include a dedicated meeting to assist businesses in interpreting the data, a
recommendation stemming from the HRA's positive experience with the initial reports.
Businesses in attendance to receive this service that were in attendance are:

o Marlene, Treasure Hunters
Lindsey, Unwine'd Wine and Spirits
Elaine, Fort Bend Postal Service
Zach, Mercy Goaods
Sandy McGee’s
Rita, Cinquemani Integra Insurance Services

O 0 0O 0O O

Formation of New Business

BioWell Houston Expansion - Staff, including DCR Board Member Tim Jeffcoat, attended
the Welcome & Orientation Facility Tour Walkthrough at BiowWell. The tour included
fermentation and lab spaces, as well as a presentation on current bio-industrial runs by
startups and corporate partners from First Bight Ventures. An overview of the facility,
innovation trends, and resident companies was also provided. During the visit, staff
formally met with Bo Zhao, Director of Commercialization, to discuss BioWell's pilot Texas
biotechnology facility located just outside Richmond. Mr. Zhao indicated the company's
interest in developing a permanent facility within Richmond city limits.

“Richmond Diner” - Business Name Change - Chef Adams, owner of Crazy Coffee
Restaurant located on Richmond Parkway, has informed Develop Richmond of his intent
to rename his establishment to Richmond Diner. He has already secured a Doing
Business As (DBA) registration for the new name and is in the process of registering an
LLC with the state under the same name. No other business operations or ownership are
changing, only the business name. Chef Adams is requesting permission to use a
temporary banner-style sign, similar to one utilized by "Boudin Co." in Rosenberg (image
was attached), until he can acquire a permanent sign within the next year. He has posed
the following questions regarding the temporary signage:

o Maximum permitted display time for a temporary sign.

o Permit requirements for temporary signage.

o Necessity of a pre-application conference for city approval.




These inquiries have been forwarded to the Planning Director and City Manager for their
review and guidance.

Attracting New Business

The following are inquiries regarding potential projects and development cpportunities within
Richmond. In the interim, and until a new Economic Development Director is appointed, all
developer and site selection consultant inquiries are being directed to Terri Vela, City Manager as
instructed.

s BioWell Houston Expansion — Prospective Biomanufacturing Facility — On behalf of the
City of Richmond and Develop Richmeoend TX, City Manager Terri Vela directed staff to
formally welcome and express enthusiasm regarding Mr. Bo Zhao's interest in
establishing a biomanufacturing facility within our city limits. Richmond offers an ideal
environment for this operation. In line with our initial discussions, staff have provided Mr.
Zhao with comprehensive information, including:

o Available industrial land highlighted on our GIS map.

Details on city incentives designed to support business relocation and growth.

o An invitation to a follow-up meeting to discuss their specific needs and explore how
Richmond can be the optimal location for their new facility.

o We remain available to meet at Mr. Zhao's convenience, either virtually or in person,
for an in-depth discussion. Qur goal is to answer any questions and tailor an incentive
package that aligns perfectly with the company's objectives.

As of June 2, we have not yet received a response 10 our invitation sent on May 30.

o]

e Indigo Commons - Staff connected with Nick Panzarella, Commons Director for Indigo
Cemmons, to acquire promotional materials for inclusion in our June newsletter. Mr.
Panzarella provided a comprehensive flyer targeting prospective merchants,
shopkeepers, small businesses, and retailers. This flyer effectively showcases available
retail spaces within Indigo Commons and highlights suitable business types, including
but not limited to: gym/studio, laundromat, bar, pet grooming, mail services, plant shops,
and ice cream establishments. This flyer was also featured in the Central Fort Bend
Chamber's "Friday Flyers" newsletter for May.

¢ American Furniture Warehouse - Ben Brown reached out to Develop Richmond on May
13. American Furniture Warehouse (AFW), a leading furniture retailer, has re-engaged
discussions regarding a potential developmentin Richmond. AFW had previously
exptored this opportunity and held preliminary discussions with the City. Please see the
summary below about AFW for your reference:
o Privately owned company based in Englewood, CO. Founded by Jack Jabs, who
still serves as ownet.
o AFW has 17 existing locations, with a presence in Colorado, Arizona, and Texas.
Company-wide, AFW has annual sales volumes in excess of $1 billion.
o AFW has over 3,000 employees company wide.

o




o Inthe Greater Houston Area, AFW has three existing locations ~- Katy (NEC of I-10
& Pin Qak), Conroe (NWC of |-45 & River Plantation), and Webster (NEC of |-45 &
Flyway Drive).

o AFW seeks to purchase 12-15 acres of land located in the Richmond ETJ to
construct a new +/- 200,000 facility. The facility will include a +/- 120,000 sf
showroom with an attached storage area for inventory.

o They are currently working on a deal located on Hwy 59 between FM 762 and
Witliams Way. Please see the enclosed link with a pin for the location -
https://maps.app.goo.gl/KjeHb2YBmygZwloF7

o As areminder, they looked at this dealin the past and had discussions with the
City regarding the same and are back focused on it.

AFW is particularly interested in understanding the City's development standards and
processes, as well as potential incentive programs. To advance the project, AFW plans to
schedute a pre-application conference and submit the necessary application.

DCR & City of Richmond Incentives — Staff compiled and presented a 21-page
comprehensive summary of economic incentive programs to City Manager Terri Vela. This
report aims to inform for the creation of a more detailed incentive policy to attract
businesses and foster economic development in Richmond. The summary includes a
wide range of programs:

o Local Incentives: Six programs currently featured on the DCR website.

o Additional Local Incentives: Programs identified from office files that are not yet

published on the DCR website.

o Fort Bend County City Incentives: Programs offered by surrounding cities within

Fort Bend County.

o Other Cities of Texas Programs: Relevant incentive programs from other Texas

cities, sourced from office files.

o State Incentives: Six state-level programs currently listed on the DCR website.
This thorough review of existing and potential incentive programs will be instrumentat in
crafting an updated policy designed to enhance Richmond's competitiveness in
attracting new businesses and development opportunities. A PDF copy is available upon
request.

Potential Projects (Pre-App Conference) Summary

907 Morton St. {convert to residential rental units)— A 3-page summary of the meeting is
inciuded in this packet for your review. A 58-page PDF transcript provided by Fireflies is
available upon request.

53-D Highway 90A East T-Mobile Project at existing Crown Castle Cell Tower - Crown
Castle, owner of the existing cell tower, reports that T-Mobile wilt be a new carrier on the
tower. This expansion will occur in two phases, involving the installation of six antennas,
six radios, and two cables. The initial phase will include in-structural work by a
specialized contractor, followed by a second phase that requires platting and obtaining
proof of lot record from Fort Bend County for the minimum acreage needed for a 150-
square-foot platform. There may be future requirements for detention facilities for
telecom equipment and a steel bridge for ice protection. If approved, the project will

4




proceed to commercial building permit applications, managed by John Matthews as the !
agent for both the modification/installation contractor and the building contractor. This
addition will enhance T-Mobile's network coverage, potentially supporting future growth
and the establishment of new T-Mobile retail locations in the area.

Meetings & Events

May 4 - 10 - Event —- Small Biz Week Texas - Staff celebrated the bold spirit and
resilience of Texas' Entrepreneurs & Small Business Owners. Texas Governor Abbott
released a proclamation designating May 4 - May 10, 2025, as Small Business Week in
Texas. For this week, each day Develop Richmond shared all the available resources
provided by the Texas Economic Development & Tourism Office on the LinkedIn page
which included: Governor’s Small Business Resource Portal, Texas Small Business Loan
Programs, Governor’s Small Business Webinar Resource Library, Innovation and
Entrepreneurship Database, other resource partners’ business resources, the "Bigger.
Better. Texas." Economic Development Strategic Plan, concluding with an invitation to the |
May 29: Governor’s Small Business Summit — Sugar Land, the only summit to be held in
the Greater Houston region.

May 7 — Meeting — Retail Strategies - Staff held a virtual meeting with Retail Strategies to
review two proposals aimed at fostering retail and restaurant growth in Richmond,
aligning with TIP Strategies' strategic plan that identifies Richmond as ripe for such
opportunities. The first proposal is for a Retail Academy, an educational program
designed to enhance staff capabilities in retail development & recruitment. The
registration deadline for this academy is June 30th. The second proposal outlines a Retail
& Commercial Advisory Partnership. This partnership would provide ongoing expert
guidance and support for our retail and commercial development initiatives. Both
proposals, which offer valuable opportunities for our economic development department
to partner with Retail Strategies, are attached for your detailed review. |

May 5 - 9: Event - Public Service Week - Staff participated in the City of Richmond’s city
staff events that were provided by the City Manager & the HR department.

May 8 - Event — SBA & SCORE Houston Annual Award Luncheon - Staff attended the
award ceremony to celebrate the success of small business owners and entrepreneurs at
the SBA Houston District Office and the SCORE Mentors Houston, which included one
business of Fort Bend County, That Stuff Nutrition of Stafford. DCR Board Member, Tim
Jeffcoat representing SCORE Mentors Houston, won the prestigious Houston Cup award
from the SBA Houston District Office for the most nominations to the SBA Awards! They
submitted 19 businesses, the nominees won 4 of the 7 awards. Staff made special
networking connections with SCORE Houston {invited staff member Nellie to the event),
Harris County Houston Sports Authority, Houston Regional Veterans Chamber of
Commerce, BakerRipley, and former employer, the City of Houston Office of Business
Opportunity staff.

May 10 — Event — Art in the Bend - Staff volunteered from 8-10 AM to assist in setting up
~ for the event.




May 15 - Event - Frost Bank Mission Bend Financial Center Grand Opening Ribbon
Cutting - Staff attended by invitation to celebrate and honor Gigi's Playhouse and the
Mamie George Community Center, where staff formally met Grace Kuperman, Grants
Manager and Field Representative for Congresswoman Lizzie Fletcher 7* District Texas’
office, as they provided Frost Bank with a special Congressional Proclamation.

May 12 - 17 - Event - Economic Development Week - Staff celebrated the vital role of
economic development partnerships and local businesses in Richmond through a
dedicated campaign on the Develop Richmond LinkedIn page. Daily posts highlighted the
department's initiatives and demonstrated our commitment to strengthening local
businesses and creating jobs within the city.

May 28 - Event — CFBC Vision Series: State of Small Business — Develop Richmond
proudly sponsored a recent event at Texas State Technical College, focusing on critical
challenges faced by businesses today. The event featured SBDC's Kim Thomas as the
keynote speaker, offering valuable insights. Additionally, DCR Board Member Tim Jeffcoat
participated in a panel discussion that delved into the top three challenges identified:
pre-venture strategic planning, marketing, and funding.

May 28 - Meeting — Texas Regional Bank - Staff held a productive meeting over lunch at
Sandy McGee's Restaurant with Lisa Ta, TRB's SVP/Market President, and Mary Parrish
Coley, Private Placement Advisor & Economic Development & Public Finance Vice
President, who was visiting from Charlotte, NC. The discussion focused on potential
avenues for TRB to provide additional funding opportunities for economic development
projects within Richmond. Ms. Coley's contact information was provided to CM Terri Vela
for future follow-up.

May 28 - Meeting - RYPE Summer Program - Big Brothers Big Sisters (BBBS) of the Fort
Bend Area has confirmed six active "Littles" matches residing in Richmond for the
summer RYPE program. This number may increase, as additional youth applications are
currently pending. We are enthusiastic about our new partnership with BBBS for this
year's program. Staff continues to meet regularly with Mercy Goods to finalize planning
for RYPE. The application period is anticipated to open this month, following the
completion of branding revisions, which have been approved by City Manager Terri.

May 29 - Event — ULl UrbanPlan for Public Officials & Blueprints: Community
Development, Best Practices & Trends — DCR President/Mayor Becky Haas and
Economic Development Coordinator, Nellie Pina were invited by the Fort Bend Economic
Development Council to attend this event at the Sugar L.and Marriot. In summary, the
morning session featured an engaging UrbanPlan for Public Officials workshop, where
staff participated in a mock development project. Collaborating in teams, we developed a
winning proposal for the "Elmwood District” redevelopment, gaining valuable insights into
the complexities of urban planning, environmental considerations, and equitable
development. This hands-on experience highlighted the positive outcomes achievable
through inter-agency collaboration. The afternoon focused on residential development
trends, with presentations covering increased density and green spaces, citing
Richmond's Indigo as a notable example. Discussions also included innovative resilient
building practices observed in other regions and an optimistic outlook on Texas's public
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water and power utilities. The event fostered valuable networking opportunities with
economic development colleagues from neighboring cities including Missouri City,

Rosenberg, Sugar Land, Fulshear and Fort Bend County EDCs.

Ongoing Projects

Former Fire Station Development - On Tuesday, May 27, 2025, the DCR Board held a Special
DCR Meeting to review and consider approving/accepting the Revive Project Propasal during the

Executive Session.

DCR Monthly Newsletter

New Subscribers (30 days)

131
Total Subscribed

3,928

Email Open Rate
52%

DCR Google Business Profile

Business Profile Interactions

381 43
People Viewed Your Business Profile

686 T 181
Calls Made

415
Messaging Clicks

0
Bookings

0
Direction Requests

23135
Woebsite Clicks

1113




Pre-Application Conference (in-person): 907 Morton St. (convert to
residential rental units)

Meeting date: May 13, 2025, 09:00 am

Qverview

* Project Overview: 907 Morton St. targeted for conversion into 8 multi-family residential
units; existing structures (main house, pool house, white two-story building) have
complex history with prior uses (e.g., wedding venue, office). DIY work noted; unique

layout impacts renovation.

« Zoning Compliance: Requires replatting into 3 separate {ots for compliance (max 4-6
units/lot). White house is on a separate parcel; townhouses must have unpierced walls.
Prohibition of 3+ unit apartments in Old Town district highlighted; layout must conform to
UDC standards.

 Financial & Timetines: Replat submission due first Monday of June for July review;
critical 12-month hard money loan in placetiming essential. Some preliminary work (e.g.,
utilities) allowed before replat approval pending city review. City to provide guidance

within 1-2 weeks on next steps, variances, and pre-approval work.

Notes
* Project Overview & Background (10:34 - 12:39)

¢ Discussion centered on converting 907 Morton St. into multi-family residential units

(target: 8 units).

» Existing structures include a main house, pool house, and a white two-story building with

complex history and prior non-conforming uses.

» Previous uses included wedding/event venue, office space, and possibly residential;

property has unique layout and history of DIY work.

« Zoning, UDC, and Replatting Requirements (12:39 - 23:52)

* Maximum allowed: 4-6 units per lot; requires replatting into three separate lots for



compliance.

White house is on a separate parcel; replatting will bring property into conformance with
ubDcC.

Linear form (side-by-side) required for triplex/townhouse; over-under (stacked) only

allowed for duplexes.

Apartments (3+ units sharing common entry) are prohibited in Old Town district;

townhouses must have unpierced walls from foundation to roof.

« Non-Conforming Use & Occupancy History (25:22 - 32:23)

White structure's use history is unclear; possible flood damage and removal from tax

rolls.

Non-conforming use can continue if not discontinued for over 6 months; last use

(storage, office, or residence) must be verified.
{f non-conforming use lapsed, building must be brought up to current code for new use.
Process, Timelines, and Financial Constraints (34:08 - 38:37)

Replat process: submit by first Monday of month (e.g., June 2), with city review and

commission action in July (approx. 2 months).
Applicant is under a 12-month hard money loan; timing is critical to avoid ftnancial loss.

Some work (e.g., utilities, minor repairs) may be allowed before replat approval, pending

city review.

» Fire & Building Code Considerations {41:41 - 43:29)

Any configuration with 3+ units requires fire sprinklers and alarm systems; duplexes

require firewalls.

Final fire code requirements depend on confirmed building configuration (duplex, triplex,

quadruplex).

City and fire marshal to clarify code requirements for each scenario.

* Parking, Lot Size, and Variances (53:10 - 01:01:03)

Parking plans must be addressed for each lot/building, especially if units are sold

separately.

Old Town residential standards: minimum 6,000 sq ft per lot; variances may be needed



for setbacks or lot size.

» Applicant to coordinate with surveyor to mark up lots and identify where variances are

required.

* Next Steps & Follow-Up (01:06:04 - 01:12:35)

« City to send plat application packet and provide detailed follow-up with allowable work

and required variances.
« Applicant to engage surveyor and prepare for replat submission.

*» City to conduct internal discussions and research on non-conforming use, fire/building

codes, and allowable pre-approval work.

* Follow-up summary and guidance to be provided by city staff within 1-2 weeks.

Action items
¢ Mason Garcia

» Send the plat application packet to the project team for replatting process initiation
(34.08)

* Provide a detailed follow-up summary to the applicant, including next steps, allowable

work, and any required variances (01:10:39)

¢ Richmond Planning Department

» Conduct internal discussions to determine what work (e.g., sewer, utilities, minor demo)

can proceed before replat approval (38:37)

» Research the non-conforming use status and last occupancy of the white structure to

determine eligibility for continued use or required upgrades (29:11)
* Christopher Leggington
+ Clarify fire code requirements for duplex, triplex, and quadruplex configurations, including
sprinkier and alarm systems (43:01)

* Aubrey Reinhardt

» Coordinate with surveyor (Precision Surveys or other) to begin the replat process once

packet is received (01:06:04)
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A Proven Process

Investment:

Data & Analysis

The first step is to understand who your consumers are, not just
your constituents. Utilizing mobile data, we can uncover where
people are coming from and what is their buying power.

Real Estate Assessment

Maps don't tell your real estate story. Our team of retail real estate
professionals uncover your strategic and underutilized real estate
assets.

Retail Strategy

Based off your data, real estate assets, and retail trends, we will
develop a retail strategy with specific restaurant, grocery, home
improvement, entertainment, and hospitality prospects that are the
right fit for your community.

Training & Education

Taught by licensed real estate professionals that have worked with
more than 350 communities throughout the U.S., the efforts of the
instructors have generated millions of dollars in tax revenues and
created thousands of jobs.

$25,000
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Market Analysis

What you receive

The cycle begins with market analysis. Your team
will take a deep dive into the data, advanced
analytics, and proprietary tools developed in
house to uncover and define the potential in your

community.

Our primary data source consistently delivers the
highest level of accuracy and allows our team to
analyze and deliver over 3,365 individual
variables (per geography) providing the deepest,
most reliable, information possible to our Clients.

Mobile Data
Collection

Trade Area
Identification

Peer and Void
Analysis

An industry leading report
which utilizes cell phone data
to identify the home and work
location of consumers that
visit a defined shopping area
within the community.

Retail Leakage
Analysis

By utilizing mobile data
collection, data and analytics,
and real estate acumen, our
team will identify shopping
patterns within your
community that will answer
key questions for retailers.

Consumer
Expenditures

After reviewing key
demographic information, we
will deliver a list of uses,
businesses, and opportunities
for your community.

Psychographic
Analysis

Examining the market supply
and market demand within
the trade area to uncover the
categories of retail being
desired by your community.

Drilling down into each retail
segment to identify and
understand what your
consumers spending patterns
are.

Defines the type of consumers
in your market by breaking
down consumers
demographic characteristics,
consumer preferences,
consumer expenditures, and
cultural ideals.
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Real Estate Assessment

Maps don’t tell your real estate story. Your team of retail real estate
professionals will travel to your community to uncover your strategic and
underutilized real estate assets. Some of the site metrics we catalogue are:

+ Available Commercial Property + Parking

« Off-Market Commercial Property + Signage/Visibility
* New Development Sites + Co-Tenancy

+ Site Access + Existing Retailers

Real Estate is the key to every retail
business expansion.

Your team gets to know property
owners, developers, and local brokers
who represent these properties. Your
team works with ail of these as a service
provided by the city.

Land for new development

In addition to recruiting more than 700
. . business into client communities, the
EX|St|ng vacant space Retail Strategies team has corporate
experience with some of America’s top
retailers. This experience means that
Retail Strategies has some of the
deepest understanding of retail site
selection criteria in the United States.

Objective Real Estate Expertise

While each individual real estate broker or local property owner is most concerned with their individual
portfolio, Retail Strategies will be concerned with Richmond's best interest on these sites. Instead of
backfilling a site with another mattress store or vape shop we will work with the local brokerage
community to fill sites with retailers your constituents want that will grow the retail base.

Retail Strategies is the only retail consulting firm with over 250+ years of retail real estate experience
and we utilize our collective knowledge to provide the most thorough, and creative, assessment of
your community.

The Retail Strategies team is the only retail consulting firm with 25 licensed real estate agents and 5
Certified Commercial investment Members on staff.
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Retail Strategy

At the end of our discovery process - we combine your data, analytics, real estate, and
community vision to create your Retail Recruitment Plan and Strategy.

This 70+ page document highlights our research on the community, demographic information,
retail analysis and real estate analysis.

Retail Prospects

nearest locations so you are prepared when you speak with

9
Retail Academy will provide a list of expanding businesses V
that fit your community. The prospect list will provide the - ATlany
retailer contact information, site selection criteria, and : l =

these expanding businesses o;

: R
Marketing Guide g g .
Retail Strategies has applied our collective experiences to = "

develop impactful custom marketing guides. These
customized marketing guides showcase critical market
intelligence, data, real estate information, and advanced
analytics to position your community for economic growth.
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Training and Education

Taught by licensed real estate professionals that have worked with more
than 350 communities throughout the U.S., the efforts of the instructors have
generated millions of dollars in tax revenues and created thousands of jobs.

In-Person Training

+  Teach you how to use the tools
(data/analytics/strategy)

+  Show you how retailers view your market

+  Give you access to industry contracts

+  Write emails to expanding businesses

+  Give you a script for outbound phone calls

+  Provide knowledge on the retail expansion
process

Resource Library

Share best practices for Retail Recruitment
Keep you in the know on Retail Trends

Go over the Site Selection process in full
detail

Explain the development process

Provide best practices for ICSC & Retail Live
conferences

Discuss franchise expansions

Online Portal

16+ hours of content including:

+ Retail incentives

+ Retail Trends

+ Hotel Feasibility

* Franchise Recruitment Tools

* Retailer Growth Plans and Reports

+ Retailer, Developer and Broker Interviews

* Small Business Support

+ Bankruptcy Filling and Closure Lists

+ The Dollars and Cents of Shopping Centers

As part of the year-long partnership, you
receive access to an online membership
platform that is updated monthly.

Online Portal Course Topics Include:

» Today's Trend Impacting Retail Recruitment

+ Demographics Overview

+ Players, Process, and Pitch

+ Real Estate 101 and Recruitment Tools

+ 5 Steps to Integrate DEl into a Retail
Recruitment Strategy

* Retail Trade show preparation

+ Steps to Recruiting Retail and Restaurants to
your Downtown

‘ ‘ Retail Academy was very informative. It opened my
eyes to several surprising trends. The depth of the
data helped explain many of those trends and
demonstrated several characteristics that are evolving

every year.

Wayne Denley, Economic Development

City of Alexandria, Louisiana
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Timeline
Step by Step

The year-long partnership is broken into quarterly deliverables and checkpoints to
make sure your community receives the most from the Retail Academy partnership.

Q i .«Efx

Getting to Know You & Retail Academy Retail Strategies will Retail Strategies will
Online Curriculum Workshop & host discussions to host discussions to
Recruitment Plan review your progress review your progress
Overview with: with:

Kick-Off Call & Getting A customized retail Calling local property Having a call (or
to Know You recruitment plan willbe  owners/leasing agents meeting) with property
delivered to your to get site flyers and owners/local brokers to
Community Leader community during your  share local intel touch base and
Survey completed workshop. exchange updates
Updating your retail real
Access to the Retail estate property catalog  Following up with
Academy online prospective retailers
curriculum is provided Contacting retailers
to the community. from the retail prospect  Hosting workshops with
list the local brokerage
community/property
Providing relevant owners to collaborate &
market data to local strengthen relationships
retailers

Distributing surveys to
Utilizing the peer local retailers ("Mom &
analysis to identify retail  Pops”) to find out how
concepts to add to your  the data is benefiting
customized prospect list  them.
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Why Partner with Retail
Strategies?

Background

Firm Qualifications

Retail Strategies bring over 250 collective years of retail and real
estate experience. Retail Strategies is the only retail consulting firm NLC LEAGUE
with the following qualifications: e
« 40+ team members with an active real estate license

+ USDA technical assistance provider for rural communities

- Lacy Beasley, President of Retail Strategies, serves on the board of

ICSC, the nation’s largest retail real estate association

Capacity/Team Q C s C

Retail Strategies invests heavily in research tools {(such as mobile data

Industry Involvement

insights} and has the team to act on the data. With over 65 full-time

team members, Retail Strategies has an unmatched depth of ability to

perform this work. MAIN STREET
AMERICA

Experience 2024 Aechedited

Retail Strategies has helped improve quality of place in more than

800 communities by measurably increasing retail and restaurant

offerings, sales tax collections, and jobs. Since our inception in 2013, @ Sarig SInEs

Retail Strategies has recruited nearly 1,000 retailers into client

communities ranging from big box grocery stores to hyper-regional
restaurants.

‘ ‘ I've told every city leader that has called to ask
about Retail Strategies, “You'd be foolish not

to try.”
- John Feary, City Manager
Claremore, OK

o
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Retail &
Commercial
Advisory Partnership

Richmond, TX
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Opportunity in
Richmond

Custom Trade Area
Opportunity

This is a heat map of Richmond's
custom trade area. Your market
is not just your city limits, but all
of the consumers that travel into
your market to purchase goods
and services. The darker colors
represent higher concentrations
of consumers that spend money
in your community.

Preliminary Analysis

Richmond is primed for growth and now is the time to get aggressive about telling your story to
attract the retailers your community wants. Most markets are lacking inventory of real estate to
make it easy for retailers to make the move to their community, but Richmond has the assets to
facilitate the retailers needs. National retail recruitment will give citizens the quality of life they
want and increase the tax base to bolster Richmond's positioning for years to come. Retail
recruitment is economic development!

In a preliminary analysis Retail Strategies has identified a trade area of 145,000+ consumers with a
15.58% growth rate over the next 5 years. That is huge! The retailers want to be in Richmond.
There are on average 19,500 vehicles per day on State HWY 90 going through Richmond
suggesting this to be the strongest thoroughfare for retail growth.

In addition to studying the market size, we ran two analysis that show the demand for new
business in the community. These analysis showed $420 million dollars being spent on goods and
services outside of Richmond, and 20+ businesses who have located in similar communities but
have yet to land in Richmond.

If given the privilege of being your retail partner, your dedicated team will identify national and
regional retailers, develop an extensive asset-based recruitment plan, proactively recruit desirable
retail and restaurant concepts, and report back on progress. Retail Strategies has the time,
experience, and connections to attract higher end retail concepts.



("—") retail strategies

©

Scope of Work Summary

1. RESEARCH | COMPREHENSIVE MARKET ANALYSIS

Identify market retail trade area using political boundaries, drive times and radii and
custom boundary geographies

Perform market and retail GAP analysis for trade area (i.e. leakage and surplus)
Conduct retail peer market analysis

Tapestry lifestyles — psychographic profile of trade area / market segmentation
analysis

Customized retail market guide including aerial map with existing national retailer
brands and traffic counts

Identification of at minimum 30 retail prospects to be targeted for recruitment over three-year
engagement

Custom on-demand demographic research — historical, current, and projected demographics -
to include market trade areas by radius/drive time, and custom trade area

2. REAL ESTATE ANALYSIS | BOOTS ON THE GROUND

Identify/Evaluate/Catalog priority commercial properties, including commercial properties for
development, re-development, and highest and best-use opportunities by licensed real estate
professionals

Identification of priority business categories for recruitment and/or local expansion
Active outreach to local brokers and landowners, especially on the proposed interchanges.

3. RECRUITMENT | REPRESENTATION | OUTREACH

Pro-actively market Richmond to prospective retailers and commercial developers for targeted
zones

Will contact a minimum of 30 qualified retail and restaurant prospects — whether that is through
the broker, real estate manager, and/or developer

ICSC conference representation- updates provided according to the yearly conference schedule

Written quarterly updates on outreach efforts will be provided to the Client’s designated
primary point of contact via Basecamp, telephone, or email.

Response to clients’ requests guaranteed in 3 business days.

One market visit per calendar year included in the agreement, any travel outside of the
agreement shall be approved and paid for by the contracting entity

3-Year Investment: $50,000 Annually
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A commitment to retail will pay,you back
for years beyond the initial investment.

3-Year Engagement

YEAR 1: ALL ITEMS IN SCOPE DELIVERED

» Data and Consumer Analysis
* Real Estate Analysis

« Retail Recruitment Plan

» Customized Marketing Guide
+ Direct Retail Recruitment

+ Conference Representation

YEAR 2: CONTINUATION & CUSTOMIZATION

Year two is a continuation of proactively facilitating connections between real estate owners and decision
makers who will bring investment (developer, retailer, broker, etc.). We start with a 3-year process because
the typical deal cycle for a retail brand to open is 18-36 months. In year two, all the outreach and discovery
from year one begins to come to fruition. By the end of year two, you will be able to point to new sales tax
revenue, property tax, and jobs that will show a positive ROl on the investment. Even one new fast-food
restaurant will generate $2M in annual sales and 30 new jobs. At 2% local sales tax, a fast-food restaurant
will generate $40,000 every year in new tax revenue. We aspire for wins greater than fast food, but even the
low-hanging fruit can lead to a positive ROI.

YEAR 3: CONTINUATION & MOMENTUM

Year three is a continuation of work in years one and two. We want to be your long-term partner for several
years past the initial agreement. We start with three years to assist you in managing the budget and
procurement process. The contract is written with a no-penalty cancellation if there are budget reductions
or the partnership is not working out for either party. Retail Strategies also reserves the right to cancel the
partnership agreement. Most clients continue beyond year 3 into a long-term partnership where Retail
Strategies continues to serve as an extension of staff to focus on retail and restaurant business recruitment.
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A Proven Process

Your Timeline

Market Analysis

The first step is to understand who your consumers are, not just
your constituents. Utilizing mobile data, we can uncover where
people are coming from and what is their buying power.

Real Estate Assessment

Every retail site in your market will be catalogued by your team
at Retail Strategies; shopping centers needing to be backfilled,
open land ready for development, or under-utilized retail space
all will be assessed by a licensed real estate professional.

Retail Strategy

Based off your data, real estate assets, community input and
retail trends, we will develop a retail strategy with specific
restaurant, grocery, home improvement, entertainment, and
hospitality prospects that are the right fit for your community.

Business Attraction and Community
Representation

This is where the rubber meets the road with human effort.
Richmond will receive a dedicated team to represent your city by
connecting with retailers, brokers, property owners, tenant reps
and any other industry players.
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Market Analysis

What you receive

The cycle begins with market analysis. Your team
will take a deep dive into the data, advanced
analytics, and proprietary tools developed in
house to uncover and define the potential in your
community.

Our primary data source consistently delivers the
highest level of accuracy and allows our team to
analyze and deliver over 3,365 individual
variables (per geography) providing the deepest,
most reliable, information possible to our Clients.

Mobile Data
Collection

Trade Area
Identification

Peer and Void
Analysis

An industry leading report
which utilizes cell phone data
to identify the home and work
location of consumers that
visit a defined shopping area
within the community.

Retail Leakage
Analysis

By utilizing mobile data
collection, data and analytics,
and real estate acumen, our
team will identify shopping
patterns within your
community that will answer
key questions for retailers.

Consumer
Expenditures

After reviewing key
demographic information, we
will deliver a list of uses,
businesses, and opportunities
for your community.

Psychographic
Analysis

Examining the market supply
and market demand within
the trade area to uncover the
categories of retail being
desired by your community.

Drilling down into each retail
segment to identify and
understand what your
consumers spending patterns
are.

Defines the type of consumers
in your market by breaking
down consumers
demographic characteristics,
consumer preferences,
consumer expenditures, and
cultural ideals.
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Real Estate Assessment

Maps don’t tell your real estate story. Your team of retail real estate
professionals will travel to your community to uncover your strategic and
underutilized real estate assets. Some of the site metrics we catalogue are:

+ Available Commercial Property + Parking

+  Off-Market Commercial Property « Signage/Visibility
+ New Development Sites + Co-Tenancy

+ Site Access + Existing Retailers

Real Estate is the key to every retail
business expansion.

Your team gets to know property
owners, developers, and local brokers
who represent these properties. Your

team works with all of these as a service

In addition to recruiting more than 800
o business into client communities, the
Existing vacant space Retail Strategies team has corporate
experience with some of America’s top
retailers. This experience means that
Retail Strategies has some of the
deepest understanding of retail site
selection criteria in the United States.

Objective Real Estate Expertise

While each individual real estate broker or local property owner is most concerned with their individual
portfolio, Retail Strategies will be concerned with Richmond's best interest on these sites. Instead of
backfilling a site with another mattress store or vape shop we will work with the local brokerage
community to fill sites with retailers your constituents want that will grow the retail base.

Retail Strategies is the only retail consulting firm with over 250+ years of retail real estate experience
and we utilize our collective knowledge to provide the most thorough, and creative, assessment of
your community.

The Retail Strategies team is the only retail consulting firm with 25 licensed real estate agents and 5
Certified Commercial Investment Members on staff.
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Retail Strategy

At the end of our discovery process - we combine your data, analytics, real estate, and
community vision to create your Retail Recruitment Plan and Strategy.

This 70+ page document highlights our research on the community, demographic information,
retail analysis and our Boots on the Ground real estate analysis.

Identified are the top prospects where our team of experts will perform outreach to match your
real estate and market opportunities.

Strategy Presentation

Retail Strategies will present the plan for approval before
implementation. As your partner, your buy-in is vital to our
efforts and our success.

Once approved, your dedicated team will kick into high gear
to connect with the retail, restaurant, hospitality and real
estate community to move the needle on business
recruitment.

Marketing Guide

Marketing flyers are a condensed version of the recruitment
strategy that can be shared in your community. Marketing
Guides showcase critical market data and real estate
information to illustrate the top facts industry professionals
need to know about your community. Client cities can
upload these documents to their website, keep printed
versions in their office, and distribute them to interested
parties.
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Business Attraction and
Community Representation

Once a plan is delivered it does not sit on a shelf. This is the human effort that
yields results. Your team acts as an extension of your staff to proactively recruit the
right retail into your community.

Outreach

Your dedicated team will use the information ’ ‘

gathered and presented in the Retail Strategy to

engage in conversations with developers, tenant @
reps, and commercial real estate brokers. Retail % JLL
Strategies utilizes the network of all 75 employees o Property
to facilitate conversations with brands that are Bloies |_I|_§ .“ e
aligned with your community’s assets and ,6

opportunities. Cn:::?:;:': cgn-"?w Tomant Ref

Leaders

Conference Representation

Each year our team attends more than a dozen
retail real estate conferences including ICSC Red
River, ICSC Vegas and RetailLive!

At the conferences we will conduct meetings with
targeted retailers, restaurants, brokers, and
developers on your behalf. Your team will use
these conferences to build and maintain
relationships on your community’s behalf, provide
your community with updated trends, and
understand the growth strategy of retail brands

Objective Real Estate Expertise

While each individual real estate broker or local property owner is most concerned with their individual
portfolio, Retail Strategies will be concerned with Richmond's best interest on these sites. Instead of
backfilling a site with another mattress store or dollar general we will work with the local brokerage
community to fill sites with retailers your constituents want that will grow the retail base.
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Team and Communication

Your Portfolio Team

With over 250 years of collective retail real estate experience, Retail Strategies maintains a 5-1 client to
staff ratio. Each Portfolio Team is an expert in their client community’s region. As portfolio teams work
in their territory, information is constantly being shared. If another Portfolio team meets with a retailer

that reveals expansion plans in your territory, we can quickly connect the dots.

Madison Neal Megan Jimenez Clay Craft Tyler Sudderth Ashton Rosen
Senior Portfolio Retail Development Vice President, Director, Community Communications
Director Coordinator Client Services Partnerships Coordinator
Communication

Our process is built around creating a relationship with you. Through our partnership we will be able to
harness your local knowledge and pair it with Retail Strategies’ resources and connections to make an
economic impact. In addition, this free flow of communication will always allow you to share feedback with
our team.

Reporting & Collaboration Transparency

You will have a dedicated point of contact to Retail Strategies utilizes a web platform,
answer questions, give feedback, and Basecamp 4, to record and share information
collaborate on economic development shared with our Clients. This platform is
endeavors. Your portfolio team will provide username and password protected and keeps
quarterly business reports with insights into our partnership organized.

active deals.

Retail Trends

@ anas
Retail is constantly evolving and changing. Basecamp  —
Everyday we are processing new information

and converting it into insights for our Client 2 S

Communities. Throughout the life of our R R
partnership, we will continuously provide a2l I -
updates on industry trends and expansion. £o W reeee

T
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Retail Recruitment

High Ground of TX Springtown, TX Cleveland, TX
Refe rences: Coker David Miller Emilio Levario
C Executive Diractor City Administrator Davelopment Director
(806) 549-4323 (817) 220-4834 (832) 599-3088
kasey coker@highground.org dmiller@cityofspringtown.com  elevario@clevelandtx.com
. Retail
SO Recruited
Borger
Bridgeport to Texas
Canyon
4 H Cedar Hill
Experience in Texas e ouries 02 . uita
Dumas QUTLET @A&G‘U-' S—
Flaresville
Forest Hill Ty
* Fulshear h‘\r‘
Edinburg : i Ff¥oouan TRex
T RN El Campo @
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La Marque
Lamesa \."'....'.‘! ATAT %
QOrange County = } s allﬂc
Pilugerville —
Pittsburg
Plainview
Slaton % ‘u T
Springtown T
Wharton E
Wilmer
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Wichita Falls e Sl DuTchBa
* Current Retail Community Partner

$2M $107M 896

Annual Local Sales New Annual Retail Sales Jobs Created
Tax Revenue Collected in Client Communities (Estimated)
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Why Partner with Retail

Strategies?

Background

Firm Qualifications

Retail Strategies bring over 250 collective years of retail and real

estate experience. Retail Strategies is the only retail consulting firm

with the following qualifications:

+ 40+ team members with an active real estate license

* USDA technical assistance provider for rural communities

 Lacy Beasley, President of Retail Strategies, serves on the board of
ICSC, the nation's largest retail real estate association

Capacity/Team

Retail Strategies invests heavily in research tools {such as mobile data
insights) and has the team to act on the data. With over 75 full-time
team members, Retail Strategies has an unmatched depth of ability to
perform this work.

Experience

Retail Strategies has helped improve quality of place in more than
800 communities by measurably increasing retail and restaurant
offerings, sales tax coliections, and jobs. Since our inception in 2013,
Retail Strategies has recruited nearly 1,000 retailers into client
communities ranging from big box grocery stores to hyper-regional
restaurants.

G G The real difference is the team at Retail Strategies.
Having their team recruiting on our behalf is
wonderful. It isn't just another tool in the toolbox.

My office is an office of two people, so partnering
with Retail Strategies is like having an additional five
people in your office with you. They are actively
recruiting retail.

- Carolyn Gibson, Economic Development Director
El Campo, TX

Industry Involvement
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June Events & Activities

DCR - City of Richmond Events

Richmond’s Farmers Market & Movie Night
City Hall Plaza — 402 Morton St.
Friday, June 6

3:00-7:00PM “fi]; ﬁlﬁmﬂ mve Storts at §:30 P - Wessendor £ Park

DCR Board Monthly Meeting
City Hall Annex — 600 Morton St.
Tuesday, June 10

5:00-7:00 PM

State of the City of Richmond - Brought by the Central Fort Bend Chamber
Safari Texas — 11627 FM 1464

Wednesday, June 18

11:30 AM - 1:00 PM

City Offices Closed — Juneteenth
City Hall -~ 402 Morton St.
Thursday, June 19 (All Day)

Partner Events

CFBC — Breakfast in the Bend

Memorial Hermann Sugar Land Hospital = 17500 W. Grand Parkway South, Sugar Land
Tuesday, June 3

8:.00-9:30 AM

Fulshear Regional Chamber for Commerce - Quarterly Luncheon at Gaucho's
Gauchos Do Sul — 910 West Grand Parkway S, Katy

Wednesday, June 4

11:00 AM-1.00 PM

FBC — Houston Community College Southwest Teen Summit

HCC Stafford Campus Workforce Building — 13622 Stafford Road, Stafford
Friday, June 6

9:00 AM — 2:00 PM

CFBC - Ribbon Cutting for ZOOMY Mobile Tire Shop
24200 Via Mazzini Way, Suite 301 Richmond 77406
Tuesday, June 10

12:00-1:00 PM

Fulshear Regional Chamber FOR Commerce: Monthly Membership Meeting — June
PARKWAY FELLOWSHIP — 27043 FM 1093 Rd., Richmond 77406

Wednesday, June 11

7:30-9:30 AM



CFBC — Infrastructure: Preparing Your Business for Disaster

Fort Bend County Office of Emergency Management — 307 Fort St.
Wednesday, June 11

8:30-10:00 AM

CFBC - Ribbon Cutting for Play Bliss
2035 FM 359 SUITE C

Wednesday, June 11

12:00-1:00 PM

FBC — 2025 State of Higher Education

Safari Texas Ranch - The Forum 11627 FM 1464
Friday, June 13

11:30 AM - 1:30 PM

FBC - Pitch Perfect — Refine Your Elevator Pitch: Elevate Your Success

Fort Bend Chamber of Commerce — 445 Commerce Green Blvd., Sugar Land
Wednesday, June 18

11:30 AM - 1:00 PM

FBC - City of Missouri City Infrastructure Update

Fort Bend Chamber of Commerce — 445 Commerce Green Blvd., Sugar Land
Wednesday, June 25

7:30-9:00 AM

FRC — Network Vibes & Special Rope Cutting Event at The Brass Tap
The Brass Tap — 7109 Katy-Gaston Rd Suite 1100, Richmond 77406
Wednesday, June 18

5:00-7:00 PM

FBC - Fort Bend Business Partnership

Fort Bend Chamber of Commerce — 445 Commerce Green Blvd., Sugar Land
Thursday, June 26

7:30-9:00 AM

CFBC - Coffee & Convos Hosted by Frost Bank Aliana
18530 W Airport Blvd, Richmond 77407

Friday, June 27

8:30-10:00 AM



17. Future Agenda Items.



18. Explanation of Absence from Attendance at
Regular DCR Meeting.



19. Adjourn to Executive Session, as authorized by
Texas Government Code, Section 551.087,
Deliberation Regarding Economic Development
Negotiations and Section 551.072, Deliberation
Regarding Real Property.

EXECUTIVE SESSION

In accordance with Chapter 551, Government Code,

Vernon’s Texas Code Annotated (V.T.C.A.) (Open
Meetings Law), “The Board of Directors may meet

in a Closed Executive Meeting pursuant to
provisions of the Open Meetings Law, Chapter 551,
Government Code, V.T.C.A. in accordance with the
authority contained in the following sections”

Section 551.087, Deliberation Regarding Economic

Development Negotiations and Section 551.072

Deliberation Regarding Real Property.

15a. Project Firehouse.
15b. Project Colodge.



OPEN MEETING

20. Reconvene Into Open Meeting, and
Take Action on Items, If Necessary.



21. Adjournment.
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