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Market Analysis



Zip Code Survey
• Survey – June 18th –

24th

• 36 Businesses
tallied

• 3003 Recorded
Visits

• 769 Unique Zip
Codes

• 45 Unique States
• 10 Foreign

Countries



  Unique State Comparisons
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Where Are They From?
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Top Ten States
• South Carolina 65.4%
• North Carolina 10.5%
• Tennessee 2.8%
• Pennsylvania 2.4%
• Virginia 2.1%
• Georgia 2.0%
• Ohio 1.5%
• Maryland 1.4%
• Florida 1.3%
• West Virginia 1.0%
• Kentucky 0.9%



Percent Out of State by Business



Percent TOWN of GEORGETOWN



Trade Areas



The Trade Area Defined







Market Definition Conclusions

• Downtown Georgetown has a very strong visitor
market

• Still, Georgetown, Horry & Charleston Counties
make up 54% of market.

• Local Market penetration covers primarily
Georgetown County, with the trade areas pulling
to the north and south just into Horry &
Charleston.

• Market varies by area & business type
• Large number of visitors.  Tremendous amount

of visitor browsing (restaurants)
• Very little market penetration into Georgetown

city limits as compared to other communities
• Market likely varies off Front Street



Retail Leakage Study

A study to establish the retail
dollars leaving or entering a
community from its primary and
secondary trade areas.



Trade Areas – At a Glance

• PTA stores sold $783 million
• PTA Consumers spent $742 million
• Primary Trade Area GAINED $41 million

overall in the previous year.

• STA Store Sales $1.113 billion
• STA Consumers spend $1.123 billion
• Secondary Trade Area LEAKED sales in the

amount of $10 million last year.



Georgetown Retail Leakage - 2008



Georgetown Capture Scenario - 2008



Retail Shares Analysis

A study comparing sales in the local trade
areas as percent share of regional sales in
order to identify retail clusters and
opportunities for retail growth





Retail Shares



Businesses/Activities Needed –
Public Input

• Grocery, high end

• Maritime museum

• More auto dealerships, in
town

• Men’s clothing store

• Ladies clothing store

• Retail open on Sunday,
longer hours during week

• High end entertainment

• Performance Center

• Town Square

• Vintage Movies

• Bar Crawl

• Children’s Activities

• Better integration with marina’s &
boat market



Market Potential – Key
Opportunities• Georgetown has opportunities to grow the following
areas:
• Electronics & Appliances

• PTA & STA leaking about $22 Million
• About 15,000 Sq. Ft of Space Demand. Ex – Radio Shack 2.5k, $1million

• Hardware
• PTA & STA leak = $8 million, Low share
• 11,000 Sq. Ft of Space Demand
• Independent 5k, Chains like Ace – up to 20k

• General Merchandising
• $27 million of combined leakage
• 16k of demand.

• Office Supplies
• $6 million of leakage



Market Potential – Key
Opportunities• Women’s Clothing

• $5 million of combined leakage & 3,000 square feet of demand

• Hobby & toys
• $2 million in leakage. Demand for 2,300 square feet
• Chains (KB) begin at 4k, but independent businesses are smaller

• Other Specialty Categories
• Florist
• Gifts
• Used Merchandise (antiques)

• In Georgetown Zip Code (29440) – isolating local needs
• Furniture
• Electronics
• Home Centers
• Women’s Clothing

•Jewelry

•Sporting Goods

•Office Supplies

•Gifts



Market Segmentation



Overall Market Conclusions
• During the survey, Front Street businesses showed a visitor

oriented market with less reliance on it’s locals.
• This trend likely is seasonal, and it is recommended that the

consumer research is repeated quarterly.
• Georgetown’s marketing efforts should focus on multiple

targets:
– Locals -  Beach Vacationers
– Coastal residents -  Boaters
– New Residents - Key market segments

• The importance of the local market should not be ignored, and
efforts to cultivate this market is key, particularly in the off-
season.



Overall Market Conclusions
• Recruitment efforts should:

• build on specialty type retail clusters, “authentic” downtown for the coast
• Target businesses that will serve a visitor base while meeting the needs

of the locals
• Look to place businesses in key areas, particularly block between King

and Orange.

• Define economic development responsibilities to recruit small
businesses and investment.
• Partnership with GBA, Georgetown County ED, and City
• GBA expands its roll as it grows resources through funding and staffing
• Early efforts should include available properties database, marketing
• Later strategies should identify incentives, business support

• Define marketing responsibilities
• Market Georgetown as destination
• Improve visibility and awareness through signage & wayfinding



Design & Planning
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INTERSECTION OF FRONT STREET AND US-17
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FRONT STREET

DESIGN CONSIDERATIONS

•  VISUAL CLUTTER

•  UNCLEAR DIRECTIONAL SIGNAGE

•  LACK OF A SENSE OF ARRIVAL

•  LACK OF CONNECTION TO WEST END

•  POOR DRAINAGE AREA

•  LACK OF FRONT STREET IDENTIFICATION



FRONT STREET GATEWAY


