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Strategic Plan 

2019-2022 

The Texas Retailers Association (TRA) represents retailers across Texas, ranging from Texas 
based companies of all sizes, to those with a significant presence in our state, to independent 
shops and stores, to the household names you know. Collectively, TRA represents more than 
300,000 retail establishments and more than 3 million jobs across the state of Texas.  
 
TRA MISSION: TRA represents the companies and retail professionals who make up one of the 
world’s largest economies and provides them a voice at the State Capitol in Austin and on 
Capitol Hill in Washington, DC. Through TRA’s various initiatives we aim to improve the lives of 
not just Texas retailers, but customers as well. By providing government advocacy, industry 
information and resources, events, as well as supporting educational programs, we ensure our 
members’ interests and concerns are met, and protected. In short, TRA works to ensure a 
thriving retail community in Texas. 
 
Over the next three years (2019-2022) TRA will continue to build on its recent success and 
regained fiscal health to meet its stated mission through achievement of strategies detailed in 
this strategic plan in each of the following areas: 
 
MEMBERSHIP:  TRA has a growing, loyal, engaged membership that spans the state and the 
industry. 
 
FINANCES:  TRA runs a growing, healthy organization that produces sufficient resources to 
achieve its mission. 
 
ADVOCACY:  TRA is the trusted, influential advocate for the thriving retail community, at all 
levels of government. 
 
EVENTS/PROGRAMS:  TRA produces impactful, valuable programs and events that connect 

members and attract wide audiences and key stakeholders. 

COMMUNICATIONS/MARKETING:  TRA is the trusted, preeminent voice for the Texas retail 

community, providing valuable information and resources. 

TRA CORE VALUES: TRA’s mission and strategic goals will be accomplished by adhering to the 

following organizational Core Values: Ethical, Respectful, Fiscally Responsible, Open 

Communications/ Transparent 
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MEMBERSHIP 
TRA’s membership is diverse and representative of the retailer community in Texas; however, 
the membership needs to grow to maximize geographic reach across the state, as well as 
attracting large retailers TRA currently does not have as members, and new retailer entrants 
into the Texas market. This should include efforts to recruit new members within growing and 
emerging facets of the retail industry (ex. online retailers and app-based services to the retail 
industry & customers). 
 
Having members across the state will grow TRA’s presence and enhance its grassroots capacity 
from an advocacy perspective. 
 
TRA should engage in a member mapping exercise to identify geographic area across the state 
in need of focus. The mapping exercise should be a priority in calendar year 2020, with the goal 
of establishing a plan to achieve having a TRA member and “Key Contact” in each Texas 
Legislative District by the end of 2022. 
 
TRA should leverage the membership committee of the Board to develop ways in which the 
association can leverage its membership to enhance the connections and communications 
channels with its existing members (for example, expanding the number of TRA contacts within 
members companies). Additionally, the membership committee should develop ideas for 
creating member loyalty, recognition, value and TRA pride, with the aim to keep member 
retention high (for instance, creating a bank of TRA member testimonials and developing an on-
line TRA member sticker/ badge for members to display on their websites.) 
 
FINANCES 
TRA has achieved restored financial health and should have a goal to operate annual balanced 
budgets. As such, TRA should consistently strive for a balance between growth and 
sustainability of the organization. Specifically, TRA should establish a strong financial pool for 
managing the organization which achieves the balance the organization seeks, while staying 
true to its mission, core values, and maintaining its non-profit status. A financially healthy 
organization should also have a plan for reinvesting in the association, though consistently 
improving business needs that go to enhance member value and experience.  
 
ADVOCACY 
TRA’s advocacy strength and effectiveness is now firmly rooted and respected at all levels of 
government, in particular at the state level in Austin and at the federal level in Washington, DC. 
TRA is the trusted resource and has had advocacy successes at all levels over the past three 
years as it has regained its advocacy footing and capacity, in keeping with its rich (over 90 year) 
history as the voice of retail in Texas. 
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Going forward and building from the current strong foundation over the next three to five 
years, measures of advocacy success should be defined as the following: 

• Demonstrated progress/success on TRA priority issues to include setting of specific goals 
and a timeline for delivery on the stated goals. Goal setting and timetables should be 
aggressive, yet realistic given that there are political and legislative factors which will be 
beyond the control of TRA. 

 

• Demonstrated strength of relationship with elected officials, particularly statewide and 
legislative leadership, key committee chairmen and members, and the Texas 
Congressional delegation, with emphasis on those in leadership, as well as those in key 
committee chairman or vice-chairman/ranking member posts. Strength of relationships 
should be measured by the access and ability to influence TRA has with these key 
elected officials. 
 

• Demonstrated advocacy relevance measured by success and attendance of TRA’s 
advocacy focused events (bi-annual lobby days and Advocacy Summits). Specifically, 
overall attendance, attendance of elected officials and key staff, and positive visibility 
generated by our events for TRA, our priority issues and the industry. 
 

• Demonstrated growth of the TRA political action committee (TRAPAC). Efforts should 
focus on continued growth of TRAPAC to facilitate political giving by TRA to key elected 
officials. Specifically, improved TRA member engagement in PAC giving should be a 
priority and a strategy and tactics should be developed to yield increased TRA member 
contributions. 
 

EVENTS & PROGRAMS 
Over the past three years TRA has developed, planned and executed two new member events 
from the ground up, to significant success on all levels. Additionally, TRA has revolutionized an 
existing event and taken it to new heights in terms of participation and impact. TRA should 
continue to work to grow the size, participation and relevance of its established events. 
 

• TRA Forum – Established in 2016, the event set a new standard in terms of quality of 
speakers, informational and educational sessions, and networking opportunities for TRA 
members and the retail industry in Texas. AS TRA’s signature annual event, TRA should 
continue to build on the Forum’s success by increasing TRA’s revenue, visibility, brand 
awareness, as well as interest in and growth of TRA. Additionally, the Forum should 
continue to be leveraged in terms of TRA member and industry engagement, education 
and networking opportunities.   
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• Advocacy Summit – Established and successfully debuted in 2018 as TRA’s advocacy 

specific biannual event. The first TRA Advocacy Summit was a major success on all 

levels. The TRA Advocacy Summit significantly raised TRA’s advocacy profile with both 

federal and state level elected officials. Additionally, it was a profitable event due to 

good attendance and sponsorship support. TRA should continue to leverage the 

Advocacy Summit in even numbered years to maintain advocacy relevance and visibility 

with elected officials in Texas during non-legislative/election years, and equally as 

important with member of Texas’ Congressional delegation. The Advocacy Summit 

should continue to be maximized as a TRA member engagement opportunity, TRA 

member visibility opportunity (through sponsorships), and revenue generation for TRA. 

 

• Lobby Day – Our biannual Texas Retailers Lobby Day at the State Capitol serves as an 
illustration of our advocacy strength and relevance. Recently, TRA’s lobby day has set a 
new standard for our advocacy efforts going forward, in terms of both participation and 
impact. TRA’s lobby day should continue to be leveraged as a key component of our 
advocacy relevance and strength at the state level by continuing to grow member 
participation, enhance effectiveness through our members’ experiences during lobby 
day, and use of new technologies to maximize TRA lobby day impact with the Legislature 
(ex. geo-fencing the State Capitol and social media activities).  
 

 
COMMUNICATIONS 
In recent years TRA has made great strides in regard to its communications efforts, both 
internally (member communications) and externally. TRA has greatly enhanced the quality and 
quantity of how it communicates with its members, while simultaneously expanding its overall 
communications reach. Additionally, TRA has made great strides in establishing itself as the 
preeminent resource for the media on all things retail in Texas. TRA should continue its efforts 
to constantly refine its communications efforts internally and externally, taking advantage of 
available technology which will allow for the association to expand its communications reach 
and by extension its profile to yield new memberships and partnerships. 
 
Specifically, over the next three to five years TRA should do the following to ensure continued 
and growing success in the area of communications: 

• Internal/ Member communications – Maintain recent efforts of continually improving 
the quality and content of member communications, specifically the monthly 
newsletter, member alerts, member focused information and promotions for TRA 
events, and member-only web access such as member-clicks. Quality and content of 
these varied communications formats should not only provide timely and useful 
information, but also be leveraged toward member engagement, where applicable. 
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Additionally, uses of more platforms by which to communicate with members should be 
continually explored. Examples such as member focused videos and podcasts will need 
to be established over the next three to five years.  

 

• External – Similarly, continue to build on the external communications success TRA has 
established over the past three years. The explicit goal being that more people outside 
of TRA see and are exposed to TRA through its external communications efforts to assist 
in the growth of memberships and partnerships.  
 

• Analytics which track our communications efforts, such as open rates, click rates, as well 
as measurement of reach, should be used to provide feedback and qualitative results of 
TRA’s communications efforts. 

o TRA Website – TRA’s virtual front door has come a long way in the past three 
years; however, in order for TRA to get the most out of its capability it needs to 
stay relevant with content and information. Additionally, it must stay 
technologically relevant in order to support the various communications 
platforms that are common now, as well as those that are emerging. 
 

o Social Media – Continue to leverage very effective use of social media to broadly 
promote the association, its members and activities. Maintaining the 
consistently robust social media presence TRA has built over the past three years 
will continue to have a positive impact related to TRA’s perceived power and 
prestige and the association will continue to leverage it on a consistent basis. 
Over the next three to five years, expanding TRA’s social media presence beyond 
Facebook, Twitter, and LinkedIn, to include Instagram and any other new 
emerging social media platforms will be a priority. Additionally, conducting 
periodic analytical measurements of the effectiveness and reach of TRA’s social 
media efforts should become standard operating procedure, in order to guide 
efforts toward successful outcomes. 
 

o Media Relations – Over the past three years, TRA has positioned itself as THE 
resource on the retail industry for the media in and covering Texas. As a result, 
TRA regularly has opportunities to speak with media outlets on behalf of the 
Texas retail industry regarding important industry issues, events and 
information. Continue to build media relations capability to more firmly cement 
TRA’s position as the industry resource and effectively continue to tell the Texas 
retail story as broadly as possible via the print and broadcast (radio and TV) 
media.  
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CONCLUSION 
Over the next three years (2019-2022) TRA will continue to build on its recent success and 
regained fiscal health to meet its stated mission through achievement of strategies detailed in 
this strategic plan. This plan represents the vision of the TRA Board regarding the strategic 
focus of TRA from 2019-2022. The strategic direction called for in this plan will guide TRA’s 
success during this three-year period and will be carried out and supported by tactics mutually 
agreed upon by the TRA board and staff. At a minimum of two times per year, the TRA Board 
and staff will discuss progress toward achieving the strategies laid out in this plan. Additionally, 
beginning with the end of fiscal year 2020 (Aug. 31, 2020), TRA staff will produce an annual 
report which details the state of the association, as well as progress made toward the strategies 
called for in this plan over the course of the preceding 12 months. 
 
  


