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THE SIX ECONOMIC FACTORS IN DOWNTOWN DEVELOPMENT 

 

The Definition of Economic Development/Restructuring 

 

The most basic definition of the word "economic" is "profitable". Although all "four points" of the Main Street approach are necessary 

in a successful downtown revitalization program, very little will be accomplished unless economic (profitable) activity occurs; for the 

ultimate goal of revitalization is the creation of economic value (profit) for the downtown and its investors; public and private. 

 

And even though "profit" can come from improvements to the physical environment and quality of life, economic development is 

essentially "adding value", (creating profit) in the form of jobs, sales, taxes, and property value. 

 

 Economic restructuring is simply adapting economic activity to the current realities of the market place. 

 

The Six Economic Factors 

 

There are six basic factors that should be considered when undertaking economic activities. Without an understanding of these factors, 

it will be impossible to determine the direction that economic activity must take in order to bring about a successful effort. These 

factors are as follows: 

 

FACTOR 1.  MARKET CONDITIONS AND BUSINESS CLIMATE 

Assessing this factor helps determine the status of the retail, residential and office markets and their potential in your downtown. 

Information gathered related to retail sales, occupancies and rents is used to develop recruitment materials for attracting new 

businesses to downtown. 

 

FACTOR 2.  RETAIL MIX 

A market assessment and merchants' survey can provide information related to the number and types of businesses currently in the 

downtown area. From this information, the potential for success of additional or different retail businesses can be determined. 

Additionally, a personal observation should be made to determine the physical location of retail businesses by type, in order to 

determine the best locations to locate any additional businesses. 

 

FACTOR 3.  REAL ESTATE AVAILABILITY AND CONDITION 

This factor addresses the ability to recruit development and business. If there are no available buildings or if they are overpriced or 

in poor condition, then it will be difficult to carry out the revitalization effort. 

 

FACTOR 4.  PHYSICAL ENVIRONMENT AND AMENITIES 

The physical environment in which a business must function is critical to its success. Even the best businesses will not be 

successful if the surrounding environment is run down, has few amenities and is difficult to access. 

 

FACTOR 5.  AVAILABILITY OF CAPITAL/FINANCING 

It is critical that adequate investment capital and attractive financing be available for downtown projects. In addition to public 

financing tools, local financial institutions must be actively involved and supportive of development and business downtown. 

 

FACTOR 6.  BUSINESS AND DEVELOPMENT ASSISTANCE 

Business and investment decisions must be made based on complete and factual information. One of the most important services 

that can be offered to potential investors is the provision of professional business and development assistance, along with a 

coordinated promotional effort. 

 

1. MARKET CONDITIONS/BUSINESS CLIMATE  
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1.1 RETAIL 

 

1.1.1 Observations 

        

Tryon, NC is an incorporated town in Polk County with a 2007 estimated population of 1,776.  Tryon’s population and the population 

in the surrounding towns of Columbus and Saluda as well as Polk County and in neighboring Rutherford County is stagnant while 

neighboring Henderson County grew by 4+% between 2006 and 2007. The population in the state of NC grew by 2+% between 2006 

and 2007.  

 

The town is situated approximately 40 miles south of Asheville, NC and 25 miles north of Spartanburg, SC.  In addition, the Towns of 

Columbus, NC and Landrum, SC are located just minutes to the northeast and southeast, respectively.  These communities offer and 

attract much of the area’s retail business.  Per capita income within a five-mile radius of downtown Tryon is $28,271 annually. 

Downtown Tryon is positioned to serve the retail needs of the town itself but competes with these other shopping areas and within a 

five-mile radius, as well as with shopping opportunities in Spartanburg, Greenville, Hendersonville and Asheville.   

 

Our assessment of the market conditions in Tryon is based on available information from several sources and indicates that the 

downtown commercial district currently provides most of the needed goods and services to the primary trade area within a one mile 

radius of town. However, when we expanded our review of market conditions to include those living within the five mile radius of 

downtown we began to see that there are some opportunities. Tourism in Western North Carolina is a clear potential resource and 

could be another key element to downtown Tryon’s economic potential.  Although it is difficult to identify the exact fiscal impact of 

this regional economic driver at the municipal level, it is important to recognize this aspect of the regional economy as a potential 

source of income for local businesses. 

  

As in many downtowns, the downtown business district functions as a Community Shopping Center, providing general and specialty 

merchandise and services to the local Tryon market. Within a one-mile radius Tryon is capturing approximately 100% of the potential 

retail sales as determined by that area’s per capita income buying power.  However, as referenced above, within the five mile radius 

they are only capturing 82% of the estimated retail sales, indicating some opportunity for downtown merchants to increase their market 

share.  

 

The potential for Tryon to capture a portion of the 18% gap is illuminated further by investigating the specific retail categories which 

generate the gap.  A good example is in the industry group category of food service and drinking places. Tryon is currently capturing 

approximately 82% of the market potential within the five mile radius within this larger category.  However, within the full-service 

restaurant sub-category, the local market is only capturing 72% of the potential, allowing 3.3 million to leak.  Capturing 100% of this 

leakage is difficult and unlikely, but there could be room to capture more than the typical 10% to 20% given Tryon’s existing ability to 

draw folks in for restaurant experiences, i.e. Sidestreet Pizza. Another market to consider is the industry group category of electronics 

and appliance stores, the local demand is 3.4 million and the market is currently only capturing approximately 5% of that demand, i.e. 

leaking 3.4 million.  Again, capturing this full amount is unlikely, but perhaps there is room for a small electronics shop within the 

local market, or perhaps a local furniture store would benefit from offering some appliances, etc.  A third market to consider is in the 

industry group category of clothing and clothing accessories stores; the Tryon market is currently leaking over 5 million retail dollars 

to other markets in this category. Again, a 20% capture rate of this leakage is a reasonable expectation for initial efforts and this may 

represent an opportunity for a new business or it may represent an opportunity for an existing business to expand its current offerings 

to better serve the local market’s needs.  Finally, there appears to be opportunity in the area of office supplies, stationery and gift 

stores, perhaps there is an opportunity to incorporate those products into the inventory of an existing store.  

 

Downtown Tryon primarily captures retail sales in the areas of food services, and miscellaneous retail.  After adjusting for local 

competition, there is a remaining $22 million in potential retail sales within 5 miles to be captured. (The category of Gasoline Stations 

was removed from these figures, but is included in the figures below.)  Assuming the ability to capture up to 20% of these potential 

sales – or $4.4 million at an average of $100 in sales per square foot – the downtown area could possibly support up to an additional 

44,000 square feet of retail space (see retail potential chart below).       
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RETAIL POTENTIAL 
 

Retail Tryon 5.0 Mile Radius       

Market   Mar-08 DOWNTOWN POTENTIAL   

NAICS Business Type Leakage Est. Capture Sales/SF SF 

      20% $100    

     

NAICS    

4413 Auto Parts/Accessories  $                   719,228  $              143,845 $100  1438 

4421 Furniture                 373,951.00                          74,790    100    748 

4422 Home Furnishings                 457,644.00                          92,000   100    920 

4431 Electronics/Appliances              3,426,412.00                        685,282   100 6,853 

4441 Building Materials/Supplies              1,431,827.00                       286,365   100 2,864 

4452 Specialty Food Stores                 174,537.00                         34,907   100     349 

4471 Gasoline Stations              4,027,792.00                       805,559   100    8056 

4481 Clothing Stores              5,015,507.00                    1,003,101   100 10,031 

4482 Shoe Stores                 235,677.00                         47,135   100       471 

4483 Jewelry/Luggage/Leather Goods                    42,661.00                           8,532                   100         85 

4511 Sporting Goods/Hobby/Musical Instr.                 683,812.00                       136,762   100     1368 

4512 Books/Periodicals/Music                 393,624.00                         78,725          100       787 

4521 Dept Stores (except discount stores)              4,493,889.00                      898,778   100    8,988 

4532 Office Supplies/Stationery/Gifts                 776,310.00                     155,262   100    1,553 

7221 Full Service Restaurants              3,373,974.00                     674,795                    100                              6,748 

7224 Drinking Places/Alcohol                  855,886.00                     171,177   100    1,712 

   
                    

 
Total               $26,482,731                $5,292,546                     100 52,965 

Sources: 

 
 
NC Department of Commerce-NC Division of 
Community Assistance-ESRIBIS©-US Census 
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DOWNTOWN TRYON TRADE AREA 

 
1.1.2 Recommendations                  

 

The downtown business district should attempt to capture at least 20% of the $26 million in potential sales within the 5 mile radius of 

downtown which translates to approximately $5.2million. A goal should be to increase sales annually of $1 million - $1.7 million over 

the next three to five years. This can best be accomplished by increasing the availability and/or marketing of the identified retail 

opportunities including full-service restaurants, clothing, electronics/appliances, department stores (not discount),and clothing stores.  

By adding stores offering these products, and/or expanding the offerings of existing businesses downtown, the downtown area can 

begin the process of recapturing some of the local dollars currently being spent elsewhere. 

 

Downtown businesses should understand their market and focus their promotional efforts on the potential clients they are most likely to 

attract. Most downtown retail areas function in an “inside-out” manner, with much of the retail trade being attracted to downtown from 

nearby neighborhoods and employees. The identified markets in Tryon in order of importance are (these were identified through retail 

surveys): 

1) Local residents (12,306 within a five mile radius, 1,889 within a one mile radius) 

2) Tourists/visitors (Polk County ranked 83
rd

 in state in 2006 for expenditures, but 66
th

 in percentage increase from 2005-2006) 

3) Other/outside/visitors, etc. 

4) Downtown employees (769 within the .39 radius including downtown) 
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Niche Markets/Additional Potential 

 

Surplus/Supply 

Additional potential could come from carefully identified “niche” markets. Some of these markets can be identified by observing 

the “surplus” merchandise categories where there are excess dollars (i.e. shoppers) coming into the community to take advantage 

of products or services not available in their local communities. Where there is a large concentration of outside spending in a 

given category, possibilities may exist to find a “niche” or additional potential within that category that is not represented widely 

in the trade area, i.e. sometimes a surplus indicates that your market has become a destination for a particular retail product. In the 

Tryon trade area these “surplus” categories include health and personal care, miscellaneous store retailers and at the .39 mile 

radius and a one mile radius food services and drinking places are at a surplus, however at a five mile radius there is a gap or 

leakage of the full service and drinking places. This is somewhat optimal as it indicates a draw in this sector in the immediate area, 

but with room for growth in the not too distant market making downtown an excellent candidate for a dining destination. 

 

By identifying significant “surplus” in food and beverage expenditures and determining that the existing variety of 

restaurant/drinking establishment opportunities is missing a link, a full service restaurant which would include alcohol sales could 

capture the missing element in the supply chain. Furthermore, the numbers indicate that a full-service restaurant would fill the 

leakage gap at five-miles. 

 

Tourism 

While statewide tourism is slightly down in the current economic environment there is still an opportunity within Tryon to capture 

a portion of regional tourism dollars. Identifying your regional attractions, major events, and locally significant places and 

working with the organizations associated with these tourist attractions to generate win-win cross marketing opportunities is an 

excellent start. An example is FENCE, there are 42-plus events scheduled at FENCE in an average year and over 65,000 people 

attend these events. If downtown Tryon focused on attracting 20% of those attendees, that would equate to an additional 13,000 

shoppers in downtown Tryon each year.  FENCE benefits by providing visitors to their facility a greater variety of activities to 

take advantage of while in the area, creating a broader attraction for their events. 

 

There are well over 50 attractions within a half-hour drive of Tryon. Our recommendation, in addition to considering a partnership 

with FENCE, is to evaluate the other attractions which exist within the area, identify the number of people attracted to those 

sites/events, and work to develop joint promotional/marketing partnerships. 

 

Future Growth (as of February 28, 2008) 

There were approximately _____new residences planned within the Tryon township area with ____ expected to be completed 

within five years. _______of these will be built adjacent to the downtown area. In addition, there are another _____homes planned 

within the five mile radius of downtown with ____ expected to be completed within five years. These numbers have, no doubt, 

been impacted by the recent economic downturn but growth predictions do support the future addition of housing and residents. 

 

Potential retail impact of the approximately _____new residences is estimated at more than _____million annually. We should use 

this number guardedly focusing instead on exiting potential in the short term, but long term visioning should not discount potential 

growth. 

 

 

1.2 RESIDENTIAL 

 

1.2.1 Observations 

 

There was marginal growth in the population within the City Limits of Tryon between 2000 and 2005.  Growth in Polk County was 

less than 2%. The city of Hendersonville has had significant growth between 2000 and 2007. They grew 22% from 2000 to 2007 which 

means an annual growth rate of just over 3%. Henderson County was the only neighboring county with significant population growth. 

They grew by just over 14.5% from 2000-2007. According to a study conducted in February of 2008 by the YMCA Consulting 

Services USA the population is expected to grow by 2.8% in the next five years (this is an area which is within a 12 minute drive time 

from Tryon). This expected growth is less than the predicted rate of growth for the nation which as a whole is 4.7%. 

 

Average new home prices in the general area are approximately $80-120 per square foot. Average home sales were between $225,000-
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$275,000. (These estimates were before the market began declining and solicited from an area realtor). 

 

Rentals that are available show median rents around $700 and a high range of $1500-2000. There are several permanent residents 

living “above the store” in owner-occupied mixed-use buildings in the business district and one ongoing apartment renovation; and 

there are two known occupied residential rentals in the downtown area.  With all available residential units currently occupied, there 

appears to be potential support for additional residential development “above the store”, and there are a number of vacant upper floor 

development opportunities for existing buildings since many buildings are two-stories.(I don’t know if the residents who live above 

exist or are occupied – this is a question for Tryon’s STMS group from their survey that was done a year ago there were 38 downtown 

residents and 76 people living “downtown”) 

 

Mixed-use (commercial-residential) development with street levels reserved for commercial uses is a key to a successful downtown. 

Mixed-use development offers the potential for “full-building” renovation, since finding uses for upper floors in multi-story buildings 

is often difficult. Downtown “loft” style apartments typically demand higher rents within the market. 

 

Experience of other smaller cities with successful residential development downtown, indicates that there is an increased chance of 

success for residential development in a commercial area if there is a "real" residential neighborhood nearby, which is the case in 

Tryon. The downtown business district in Tryon needs the additional residents that these neighborhoods provide in order to support the 

downtown businesses as well as create this sense of neighborhood that is so important to upper floor housing downtown.   

 

1.2.2 Recommendations 

  

The residential areas adjacent to downtown should remain residentially zoned.  The residents along Melrose Avenue, which has been 

included on the National Register Study List, should be promoted as such and re-use and rehabilitation of these should be encouraged.  

Efforts should be made to encourage the steps necessary to move from the Study List to a Register District.  Once Tryon establishes 

the historic district, the homes within the district may be able to qualify for historic tax credits in regards to restoration work.  Future 

residential growth should be encouraged downtown whether in the upper floors of existing downtown buildings or through new “mixed 

use” developments.  Developing and maintaining the quality of the residential projects will attract a quality tenant target market.  

Quality and management of residential projects are key ingredients. 

 

1.3 OFFICE/OTHER 

 

1.3.1 Observations 

 

Office 

There are approximately 30 offices in the downtown district and some of it occurs at street level. We were not able to identify the 

depth of the office market in the Tryon area; however, there should be a reasonable market for professional offices and services that 

can be attracted to downtown if adequate support services (parking, eating places, etc.) are available. 

 
Service 

There are approximately 12 service businesses in downtown Tryon. The service sector, which includes dry cleaners, barbers and 

beauty shops along with other personal services, is an important component in every small downtown. These customer-oriented 

businesses provide employment for locals with special skills and a variety of necessary services for local citizens. They are also traffic 

generators for retail businesses in downtown.  

 

1.3.2 Recommendations 

 

Office 

As additional retail tenants are identified and the retail market improves, offices now located at street level should be encouraged (and 

assisted as necessary) to move to upper floors and side streets, in order to free up this valuable retail space for its appropriate use. This 

should in no way be interpreted to mean that offices are not important to downtown...THEY ARE!  Remember...office employees are 

retail customers!  

 

Service 

It will be important to identify available spaces suitable for small service businesses that are also located where they can provide the 

opportunity for cross shopping with retailers. 
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       2.    RETAIL MIX 

 

2.1 Observations 

 

The downtown business district contains approximately twenty-seven retail businesses and is fortunate to have several established 

retail businesses, including motor vehicles and parts dealers, a hardware store and food service establishments. However, the relatively 

small total number of retail businesses requires a coordinated effort in regards to creating regular hours and attracting a number of 

customers to downtown.  

      

2.2 Recommendations 

 

New businesses and products of the types identified in this report should be added to the supply. There is room for some additional 

businesses of the same type, as well as those that carry complementary merchandise and different merchandise. 

 

 “Cross-shopping" between stores should be encouraged by businesses simply REFERRING customers to other downtown businesses, 

whether a competitor or not. A downtown sale, even to your competitor, is better than a sale lost to another shopping area especially to 

another state such as nearby Landrum, SC. When a sale stays local so does the tax revenue. 

 

A successful business mix will contain businesses that are: 

 

 Market driven 

 Provide products and services that meet local needs 

Financially feasible 

 Have sufficient investment and financing 

 Business plan based on local market data 

Located appropriately 

 In or near a “comparable cluster” of businesses 

 Same customer base-different products 

Example: High income; low income; retirees 

 

 In or near a “complementary cluster” of businesses 

 Goods and services used in conjunction with each other 

Example: Women’s clothing/accessories; Convenience Items-groceries/drugs; Furniture/appliances 

 In or near a “comparative cluster” of businesses 
 Same or similar products 

Example: furniture stores; jewelry stores; antique stores 

 Part of a “critical mass” of businesses 

 Sufficient number of businesses and business types to provide a destination for shopping 

 

Successful business recruitment, retention and expansion: 

 

The basic steps toward recruitment, retention and expansion: 

 

Retention/expansion 

 

 A successful plan keeps the existing quality businesses in the community. 

 Success of existing businesses helps in recruiting new businesses. 

 Visits with owners of existing businesses may identify problems, weaknesses that may need to be 

addressed by the recruitment committee. 

 Identify business opportunities that can be met by existing business expansions. 

 Identify new businesses that are complementary and will attract customers for existing businesses 

as well. 
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Recruitment 

 

 Identify and solicit new business “suspects” that are likely to succeed in your community. 

 

 Conduct a community assessment. 

 Survey local citizens about what products or services they must go outside the downtown or 

community to purchase. 

 Ask why they may prefer going outside the community, even if those goods and services are 

available. 

 

 Identify market potential for goods and services in order to add or expand the availability. 

 

 Determine business feasibility for businesses identified. 

 Prepare business plans for each business type. 

   

 Review with local bankers and business development professionals. 

 

 Prepare a list of similar businesses located in the suburbs, in nearby communities. 

 

 Develop a recruitment package including the information gathered from the community assessment, market 

data, and business plans. 

 

 Conduct recruitment effort:  

 Letters with market information on 

o available buildings 

o sources of assistance 

o financing options 

o Market Information 

 Follow-up phone calls 

 Personal visits to the prospect by committee 

 Invitations for prospects to visit the community 

 Maintain contact until decision made 

 Assist in establishing the business until open 

 Regular contact to retain 

 

3.   REAL ESTATE AVAILABILITY AND CONDITION 

 

3.1 Observations 

 

The downtown business district has a building vacancy rate of approximately less than 6% with 10,050 square feet of available space. 

A large portion of that available space is within the former Tryon Federal Building. There is a mix of occupancies with approximately 

45 offices, service and government related businesses or firms and 40 retail businesses. There are approximately 38 residential spaces 

downtown with _____% occupied. In the near future _____ (#) are expected to be rehabilitated in to additional upper floor housing. 

  

Occupied buildings in the downtown are in generally fair to good condition, have average assessed and market values of $65-$150 per 

square foot, rent at reasonable rates (with average rents around $6-11 per square foot), and most can be up-fitted at a cost of $50 - $75 

per square foot for a retail building in good condition/ $100-150 per square foot for a substantial renovation. Residential rehabilitation 

downtown costs are $65-120 per square foot.  Development projects based on the above building and renovation costs, market rents 

and other known local conditions indicate reasonable feasibility, particularly if utilizing historic tax credits. Currently downtown Tryon 

does not have a National Register District designation. But if it did the return on investment could be up to 6.147% per year/10 years.  

(see proforma below).  

 

With occupancy around 94% there is somewhat of a challenge for growth in the core business district, both ground floor and upper 

floor development. Vacant buildings should be developed /redeveloped first and new infill construction on vacant parcels to follow. 
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Encroachment on the nearby residential neighborhoods should be avoided.  

 

      3.2 Recommendations 

 

Tryon should continue to investigate as to whether or not they can receive National Register designation for downtown. If so, then 

pursue getting that designation while in the meantime working toward identifying a potential use for the former Tryon Federal 

building. The former Tryon Federal represents the majority of the 10,000+ square feet that is available.  

 

In addition, the downtown committee should actively work to identify qualified potential tenants and /or buyers and match them with 

suitable available properties. Also when properties become available be ready to place a business within the property. With such a high 

occupancy rate it could be advantageous to consider whether some of the retailers within their existing locations expand to include 

some of the identified “niches.”  For instance, an existing book store or gift store might consider adding a line of stationary or limited 

office supplies; a furniture store could possibly incorporate electronics/appliances or possibly the existing hardware store, if space 

allows, could consider renting space to an independent electronics entrepreneur or incorporating appliance sales within their existing 

store.  

 

 It will be important to educate property owners and businesses regarding the relationship between retail sales and rent, and that if rents 

become too high in relation to retail sales, businesses will struggle to remain viable.  

 

As retail occupancy grows and existing buildings are renovated, infill on vacant parcels should be explored.  Recognizing that 

topography in Tryon presents somewhat of a challenge, any new development should be assessed in relation to its economic impact on 

the core business district and any new construction should be carefully designed for compatibility with the character of the downtown 

community.  

 

 

 
 

                 

 

 

 

 

 

 

 

 

 

 

 

 

 

 4.   PHYSICAL ENVIRONMENT AND AMENITIES 

 

4.1 Observations and Recommendations  

 

Buildings, Streets, Sidewalks and Public Spaces 

The physical environment in which a business must function is critical to its success.  The design issues have been investigated in a 

number of ways, but most significantly by the Design Sub-Committee. A conceptual master plan has identified the variety of 

challenges and the committee has worked to organize and prioritize these challenges. 

 

Parking 

There are approximately 121 off-street parking spaces and 215 on-street spaces downtown, for a total of 336 spaces. Based on a 

general requirement of 2-3 parking spaces per 1,000 square feet of occupied space, the parking requirement would be between 426-640 

spaces. Given that removing the retail square footage associated with the car dealership results in a parking need of 400 to 600 spaces, 

it is the opinion of the staff that downtown is somewhat underserved in terms of parking, probably to the tune of 50 to 150 extra spots.  

Example Tax Act Project (10 yrs) (Current Market Data) 

Based on above data from Tryon - *Note – Tryon currently does not have a National 

Register District this is an example as if they did have a NRD 

 

-Acquisition   $65.00/sf 

-Renovation   $75.00/sf 

-Investment   $140.00/sf 

-Gross Income (rent)  $8.00/sf 

-Less Operating Expenses    $2.40/sf 

-Net Income   $5.60/sf 

-Return on Investment  0.04%/yr. 

-Historic Tax Credits             $3.00/sf/10 yrs 

-Return on Investment  0.06%/yr/10 

yrs 
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This is probably not a significant issue at this point, but should be part of any long term planning effort.  The recapture of these extra 

spots will probably best be facilitated along the backs of the buildings on Trade St.   

 

Furthermore, as in any downtown, it is critical that employees of downtown businesses park in off-street locations, freeing up valuable 

on-street spaces for customers and visitors to downtown.  Information related to off-street parking availability for downtown 

employees should be made available to each employer, and each employer should see that his employees are aware of this availability 

and that employees do not park in on-street spaces which are critical to the success of downtown businesses. 

 

As additional parking appears to be, at least something to consider moving forward, particularly in light of an interest in the continued 

growth and vibrancy of downtown, a parking study may be in order.  This would seek to further define potential locations and 

development costs for new parking within downtown.  Parking lots can have a variety of configurations, but a typical spot is 18 feet 

deep, 9 feet wide and requires, at least a 12.5’ aisle width if serving only one bay of parking, if there are bays on either side of the aisle 

it is recommended that the width be at least 20’.  Angled parking will change these dimensions; the numbers above would be for 

parking that is perpendicular to aisle direction. 

 

Traffic and Circulation 

U.S. Highway 176 (from Saluda) and N.C. Highway 108 intersect just before reaching the downtown business district.  N.C. DOT 

traffic counts for the two roadways indicate more than 9,000 vehicle trips a day into town.  A similar volume of vehicle trips is found 

on U.S. 176 on the south side of town.  These trips represent a clear opportunity and indicate a good traffic flow through town.  There 

are a variety of other traffic related issues identified within the conceptual master plan and referenced below, please refer to the Master 

Plan for further information. 

 

4.2  General Design Recommendations 

 

Recognizing the value of the information gathered for the conceptual master plan of downtown by the Design Sub-Committee will 

contribute significantly to the planning of future improvements.  The data collected in a series of downtown strolls executed by the 

Design Sub-Committee and further refined and organized during the Design Sub-Committee charrette held on August 28
th

, 2008 

represent the best efforts of the committee to facilitate a vibrant downtown through design.  The Committee identified a wide variety of 

goals, prioritized certain issues and established a list of the top three projects for the committee moving forward. 

 

The top three high priority issues were identified as Pedestrian Safety Issues, Accessibility, and Zoning for Desirable Development.  

The medium priority issues were identified as Signage, Traffic Flow Safety, and General Aesthetics.  Each of these priorities is further 

defined in the meeting notes from the design charrette and should be given serious consideration during any of the various planning or 

project implementation efforts that the town might undertake in regards to Downtown Tryon now and in the future.  These results are 

rooted in on the ground site investigations and on the collected viewpoints of a variety of professionals, including Main Street staff. 

 

As an outgrowth of the priorities the charrette also sought to identify the most significant projects moving forward, the common theme 

being that each represented, not only an opportunity to address identified priorities, but were also “large visible statement(s) of vitality 

and public space” and represented an “engine for revitalization.”  The projects are as follows, (1) the Maple St. Plaza, (2) Streetscape 

Improvements, (3) Depot Street and Plaza.  Although these were ranked, it was also recognized that any opportunities that presented 

themselves on any of these or other projects would be engaged fully and integrated into the overall conceptual master planning thought 

process to the benefit of both. 

 

Currently, the development of a Depot Master Plan and the ongoing discussion of its reuse and the associated opportunities is of 

primary importance.  The Main St. design staff is of the opinion that this “high visibility” project will serve the efforts of STMS and 

TDDA very well moving forward.  Further information detailing the conceptual planning process to date is available and it is essential 

that any market development work integrate these recommendations at every opportunity.  

 

5.   AVAILABILITY OF CAPITAL/FINANCING 

 

5.1 Observations 

 

The Town of Tryon currently offers a facade grant program available directly to property owners wishing to improve the exterior of 

their property. The maximum amount of the grant is $1,000 and provides up to a 50% match of the private property owners’ actual 

cost. The grant program is being reviewed by the Small Town Main Street Design Subcommittee and possible recommendations for 
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changes are being considered. Other incentives are to be explored by the Economic Restructuring Subcommittee.  

 

The downtown area is currently working on being listed as a study area for designation as a National Register Historic District,  

 

Some owners may have little or no existing debt on their properties, and can realize a benefit from providing owner financing to buyers 

over a term of years, possibly deferring some capital gains taxes. This is an excellent benefit for both buyers and sellers, and should be 

aggressively pursued as an option. 

 

5.2 Recommendations 

 

The town should continue to offer the façade grant program to assist with exterior improvements, particularly where they might 

provide an incentive to carry out a more extensive renovation than might otherwise be planned. Guidelines should be reviewed and 

adopted for the appropriate design of these improvements, following the local design guidelines and the Secretary of Interior’s 

Standards. 

 

Continue exploring the possibility of National Register designation. 

 

Work to develop a relationship with local lending institutions to facilitate and promote the creation of a downtown loan program.  

Although this program does not necessarily need to represent better terms than those being offered by other commercial borrowers, it is 

an opportunity for the banks and downtown to show a shared interest in the community’s success. 

  

6.     BUSINESS AND DEVELOPMENT ASSISTANCE 

 

6.1 Observations 

 

Business decisions must be based on complete and factual information. There is a downtown revitalization commission, Tryon 

Downtown Development Association which is a volunteer organization providing support to the Small Town Main Street Program. 

They are charged with downtown revitalization, but there is incomplete information on the downtown market available and no one 

source offers a "one-stop" approach to the needs of either the business or development sector. 

      6.2 Recommendations 

 

Downtown organizations are formed for the specific purpose of providing for the needs of the downtown area in their communities.  

Although they must thoroughly understand and appreciate the economic conditions of the area at large, by the narrowness of their 

purpose they are not distracted by the need to provide economic development activities and other services to those areas. The NC 

Small Town Main Street Program helps provide the information and serve as the source for assistance in participating communities, 

and will provide that assistance in Tryon during the first 2-3 years.  

 

In the long run, it will be important to establish the downtown committee as a cost effective community based organizational structure 

that addresses the needs of downtown constituents by filling the void between services offered by other agencies and those that need to 

be targeted specifically to downtown. The information contained in this report should be provided to current and prospective business 

and development prospects in order to assist them with decision-making. 
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2008 

TOWN OF TRYON 

RETAIL & RESTAURANT BUSINESS SURVEY SUMMARY 

Total number of surveys received:  10 

 

 

1. My gross retail sales for 2006 were:  

 

 Amount   No. of Responses 

Less than $50,000   2 

$50,000-$100,000   1 

$100,000-150,000  0 

$150,000-200,000  4 

$200,000-250,000  1 

$250,000-300,000  1 

$350,000-400,000  0 

$400,000-450,000  0 

$450,000-500,000  0 

$500,000-750,000  0 

$750,000-1,000,000  0 

$1,000,000-2,000,000  0 

$2,000,000-3,000,000  0 

 Over $3,000,000  1 

 

 

2. The size of my store is _________square feet. 

 (Square footage is determined by multiplying store length x store width x number of stories occupied by 

your business) 

 

 1. 175 SF 

 2. 900 SF 

 3. 900 SF 

 4. 1,100 SF 

 5. 1,330 SF 

 6. 1,600 SF 

 7. 4,000 SF 

 8. 5,000 SF 

 9. 5,000 SF 

 10. No response 

 

 

3. My kind of business category is best described as NAICS code number ______.  You may use either the 

three or four digit number. 

 

Category       No. of Responses 

 4461 Health & Personal Care Stores 1 

 448/452 Clothing & Clothing Accessory Stores/General Merchandise Stores 1 

 4481 Clothing Stores 1 

 4512 Books, Periodical & Music Stores 1 

 453 Miscellaneous Store Retailers 1 

 4532 Office Supplies, Stationery & Gift Stores 2 

 4533 Used Merchandise Stores 1 
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 4539 Other Miscellaneous Store Retailers 1 

 4543 Direct Selling Establishments 1 

 

4. My business increased _____or decreased _____in 2006 approximately _____% over 2005 sales. 
 

 Increased/Decreased % 
 1. Decreased No response 
 2. Decreased 2% 
 3. Increased No response 
 4. Increased No response 
 5. Increased 10% 
 6. Increased 20% 
 7. Increased 39% 
 8. Increased 50% 
 9. Increased 80% 
 10. No response 10% 
 
 

5. My business for the last six months of 2006 ____increased or ____decreased approximately ____% over 

2005 sales. 

 

 Increased/Decreased % 

 1. Decreased No response 

 2. Decreased No response 

 3. Decreased ? 

 4. Decreased 2% 

 5. Decreased 5% 

 6. Increased No response 

 7. Increased 20% 

 8. Increased 50% 

 9. Increased 90% 

 10. No response No response 

 

 

6. I employ (how many) _____ full time and _____ part time people. (how many including yourself). 

 

 Full time Part time No. of Businesses 

 0  0 1 

 0  2 1 

 1  0 2 

 1  1 1 

 1  4 1 

 2  0 2 

 7  5 1 

 “Subcontract 7-10”  1 

 

 

7. My business has been open: ____less than 1 year;  ___1-3 years;  ___3-5 years;  ___longer than 5 years. 
 

 Length of Time No. of Responses 
 Less than 1 year 0 
 1-3 years 2 
 3-5 years 0 
 Longer than 5 years 8 
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8. My 2006 Christmas sales: ____increased; _____decreased   approximately ____ % over Christmas 2005. 

 Increased/Decreased % 

 1. Decreased No response 

 2. Decreased ? 

 3. Decreased 5% 

 4. Increased No response 

 5. Increased No response 

 6. Increased 100% 

 7. No response No response 

 8, No response No response 

 9. N/A N/A 

 10. “About the same.”  
 
 

9. My three (3) best business months are: 
 

 1 2 3 

1. January March July 

2. May October November 

3. July November December 

4. August October November 

5. October November December 

6. October November December 

7. November December January 

8. November February April 

9. December October July 

10. No response No response No response 

 
 

10. Do you ___rent or ___own your space? 
 

 Rent/Own No. of Responses* 

 Rent 7 

 Own 4 

 

 *Note: One responder checked both “Rent” and “Own” and wrote “Difficult to Answer.” 

 

 

11. What is your monthly rent (if rented?)  $_____ per month.  

 

 1. N/A 

 2. N/A 

 3. $275.00 

 4. $500.00 

 5. $650.00  

 6. $700.00 

 7. $750.00 

 8. $1,500.00 

 9, $1,980.00 

 10. $2,000.00 
 
Note: Non-renters provided some of the above numbers. 
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 Does your rent include (check all that apply): 

 

 Expense No. of Responses 

 Electricity 0 

 Water 1 

 Sewer 1 

 Trash 1 

 Merchant’s Association Dues 0 

 Coop Advertising 0 

 

 

12. Do you expect to close or relocate your business outside downtown in 2007?  ____Close; ____Relocate; 

____Neither.  If closing or relocating, why? 

 

 Close/Relocate/Neither No. of Responses Reason (if close/relocate) 

 Close 2 Close or sell because retiring; ready to retire. 

 Relocate 0 

 Neither 8 

 

 

13. Please rank from 1-4 (with 1 being most important) the customers you feel are most important to your 

business: 

 

Customers Rankings by Responding Businesses 

Downtown employees/office workers 4 3 3 3 3 2 2 - - - 

Tourists/visitors 2 2 2 1 1 3 3 3 1 - 

Local residents 1 1 1 2 2 1 1 2 - 1 

Other 3 4 4 4 - 4 - 1 - - 

 

 

14. How much did you spend on advertising last year?  $_____________ 
 

 1. ? 

 2. $300.00 

 3. $500.00 

 4. $800.00 

 5. $1,000.00 

 6. $2,234.00 

 7. $2,300.00 

 8. $3,300.00 

 9. $3,500.00 

 10. $4,000.00 
 
 

15. What advertising percentage was spent on Newspaper?_______%   Radio?_______%   Television?_______% 
 

Media Advertising Percentages by Responding Businesses 

Newspaper 40% 0% <10% 100% 50% 80% X 25% 100% 0% 

Radio - 0% - - - - - - - - 

Television - 0% - - - - - - - - 
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 What other advertising media did you use? 
 

 Other Media 
1. Promotional gift certificate give-aways 
2. Sponsoring school fundraisers 
3. Magazine (>90%) 
4. Local magazines (50%) 
5. Event and charity brochures 
6. Ad on county map and horse show programs 
7. Word of mouth and flyers 
8. Donations (yearbooks/local sports – high schools) 
9. Phone book 
10. “75%” 

 
 

16. When is your business usually open?  Days ______ hours ______. 

 

 Days  Hours No. of Responses 
 Monday-Saturday  10-5 3 
 Monday-Saturday  70+ hours 1 
 Monday-Friday; Saturday  10-5; 10-2 1 
 Monday-Friday; Saturday  8-6; 9-5 1 
 Tuesday-Saturday  10-5 1 
 Tuesday-Saturday (or Sunday?)  9-5 1 
 Tuesday-Friday  9-3:30 1 
 “6 days”  10-4 1 
 

 

17. Do you stay open during downtown events and festivals? 

 

 Yes/No  No. of Responses 
 Yes  7 
 No 2 (“not my customer base;” “out of town”) 
 “Sometimes” 1 

 
 

Other Comments: 
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SUMMARY OF TRYON RETAIL SURVEY RESULTS 
 

 Ten of twenty-three (43.5%) retail businesses responded to the survey. 

 

 Combined, these businesses occupied more than 20,000 square feet, and reported approximately 

$4.4 million in annual retail sales (an average of $220 per square foot) for calendar year 2006. 

 

 Seven out of 10 businesses reported an increase between 2% and 80% in business, two reported a 

decrease in business of 2% for one and no response for the other; and one did not respond to the 

question at all.  

 

 Two businesses reporting have been open between 1-3 years and eight have been open five years 

or longer.   

 

 Seven out of 10 rent while three own and one respondent  checked both rent and own and wrote 

“difficult to answer” 

 

 The average rent reported was $1044 per month or $5.63 per square foot on an annual basis. 

 

 Best sales months were given as October and November tying for number one and number two 

then December as number 3.  
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