
Landrum 
Market Analysis Recommendations 

 
            Funding and support generously provided by:   Prepared by: 

 



 

• Process to Date 

• Zip Code Survey 

• Trade Areas 

• Trade Area Demographic 

• Market Analysis 
• Leakage 

• Opportunities 

• Recommendations 



Process to Date 

• Reconnaissance of Landrum and surroundings 

• Six roundtable meetings with themed 
stakeholder groups 

• Meeting with Planning Commission 

• Zip code survey distributed 



Zip Code Survey 

• Survey: November 2 – 10, 2015  

• 8 participants tallied  

• 732 customer visits  

• 140 unique zip codes 

• 22 states  



Where are they from? 

Landrum IN, 18.3% 
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The Trade Area Defined  
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Landrum Zip Code 



Demographics -- Population 
• Primary Trade Area 

 

 

 

 

• Secondary Trade Area 

 

 

 

 

• Landrum Zip 

 

 

 

 

Population   

        2020 Projection 8,685 

        2015 Estimate 8,422 

        2010 Census 8,243 

        2000 Census 8,098 

    

        Growth 2015-2020 3.12% 

        Growth 2010-2015 2.17% 

        Growth 2000-2010 1.79% 

Population   

        2020 Projection 19,744 

        2015 Estimate 19,243 

        2010 Census 19,000 

        2000 Census 16,502 

    

        Growth 2015-2020 2.60% 

        Growth 2010-2015 1.28% 

        Growth 2000-2010 15.14% 

Population   

        2020 Projection 14,972 

        2015 Estimate 14,659 

        2010 Census 14,538 

        2000 Census 13,922 

    

        Growth 2015-2020 2.14% 

        Growth 2010-2015 0.83% 

        Growth 2000-2010 4.42% 



Demographics Income 

• Primary Trade Area    $44,942 Med  $62,481 Avg 

 

• Secondary Trade Area $43,423 Med  $54,727 Avg 

 

• Landrum Zip    $46,402 Med  $65,600 Avg 

 

• Spartanburg    $42,919 Med  $60,115 Avg 

 

• South Carolina   $43,916 Med   

 

 

 

 



PTA Psychographics 
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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 $151,113,124 

• PTA Consumers spent $268,533,367 

• Primary Trade Area LEAKED $117,400,243 overall in the 
previous year. 

 

• STA Stores sold $191,800,667 

• STA Consumers spent $320,674,084 

• Secondary Trade Area LEAKED $128,873,417 last year. 

 

 



Trade Areas  Market Analysis 
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Retail Observations 

• Visitor traffic in Landrum is strong – particularly from 
Upstate South Carolina 

 

• Landrum zip code residents loyal to downtown businesses 

 

• Opportunity for further influence in Tryon, Campobello, 
Saluda, & Columbus 

 

• Opportunity to enhance local business through retail 
leakage 



Housing Observations 
• Landrum’s market area has grown and is expected to 

grow at a fairly conservative pace. 

 

• The community is projected to add 28 households per 
year over the next five years.  (25 of these will be family 
households) 

 

• Demographics point to an ageing population base as 
median as is 47 compared with 37 nationally. 

 

• 78% of the housing units in the trade area are over 25 
years old with a median year built of 1980. 

 

• 15% of the housing units are mobile homes. 



Recommendations 
• Continue to aggressively promote Landrum as a visitor 

destination: 
• Through regional efforts 

• Cooperative marketing among existing merchants 

• Leveraging County Tourism where possible 
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• Examine opportunities for joint marketing of restaurant 
options in Landrum to cultivate the community as a 
dining destination. 
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• Examine opportunities for joint marketing of restaurant 
options in Landrum to cultivate the community as a 
dining destination. 

 

• Actively work with property owners at Exit 1 to promote 
quality infill development. 
• Keep ongoing dialogue with property owners/Spartanburg County 

• Ensure that policies encourage sensitive infill development 

• Pursue mid-range hotel  





Recommendations 
• Consider “more to explore” wayfinding signs to make 

sure visitors know all of Landrum. 

 

 







Recommendations 
• Consider “more to explore” wayfinding signs to make 

sure visitors know all of Landrum. 

 

• While no defined market demand exists for a “big box” 
retail store, Landrum should consider a regulatory 
framework to reflect resident desires regarding such a 
store. 

 

• Pursue an “infill housing” policy that encourages 
sensitive housing within the town of Landrum on vacant 
and underutilized sites focusing on: 
• Active empty nest living 

• Starter housing 

 




