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Introduction
There has never been a more challenging – or more exciting – time for
community business development efforts. Expanding retail competition,
evolving technologies, changing lifestyle trends, and other changes in the
local, regional and even global economies will continue to affect business
opportunities and the ways in which people engage and interact within
the community.
Change, and the wide‐ranging impacts of change, has not left the City of
Groveport unaffected. From commercial development in the Columbus
metro region and neighboring communities, to dynamic growth and
staying power in Groveport’s industrial sector, to slowing growth in
residential development, the community is recognizing new challenges
and new opportunities alike as they continue to work to enhance the
business climate, catalyze investment, and position the City of Groveport
as Central Ohio’s Hometown.
Cognizant of the changing environment, the City of Groveport
commissioned this study to examine changes in the market, assess
implications and explore opportunities for Groveport’s future. This study
updates certain information contained in the Downtown Groveport
Market Analysis and Feasibility Study report prepared by DPN in 2003.
Current data and Information have been procured and analyzed to verify
and/or update appropriate sections of the 2003 study including:
► The local and regional trade areas’ demographic and lifestyle
characteristics
► Retail performance, including a retail gap analysis for major
retail categories and subcategories
► Analysis and comparison of local and regional trade area
retail trends

*
Downtown Professionals Network (DPN)
was retained by the City of Groveport
to examine changes occurring in the
market since the completion of the
2003 Downtown Groveport Market
Analysis and Feasibility Study.
DPN is a research and planning group
comprised of community development,
economic
development
and
downtown redevelopment specialists.
Established in 2000, DPN has evolved to
serve a clientele that includes local,
state and national, organizations,
governments, non-profit groups and
private businesses.
The content of this Market Profile
update is based on an independent
review of information provided by the
City of Groveport; market reports for
the trade areas obtained by DPN; and
the
observations,
analyses
and
interpretations of DPN consultants.

This summary report highlights changes and trends occurring in the
market over an eight‐year span and demonstrates the knowledge and
direction that can be synthesized through ongoing research, analysis and
planning. Similarly, information and findings harvested from this update
provide a strong, market‐driven basis for continuing City of Groveport
economic development efforts aimed at enhancing and maintaining the
viability and vitality of Groveport’s business community.

For more information contact:

City of Groveport
Economic Development Department
655 Blacklick Street
Groveport, Ohio 43125
Telephone (614) 836.5301
 www.groveport.org
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Community Overview
Groveport, Ohio – Central Ohio's Hometown – is a growing central Ohio suburb in southeastern Franklin County, Ohio.
The community has a rich history, even pre‐dating the opening of the Ohio Canal in 1831 and the village’s incorporation in
1847.
Groveport’s boundaries had remained relatively unchanged from its early days. But, after World War II, Groveport began
to steadily grow. Development began in earnest in the 1950s with the annexation of the residential areas of Kessler
Addition, Magnolia Addition, and Sunrise Addition. The 200 home Westport Addition followed in the 1960s. By the 1990s
more subdivisions became part of the village – Grove Pointe, The Orchard, Bixford Green, Walden Pond, Hickory Grove,
Greenbriar (also called South Groveport), Newport Village and Greenfield Place.
The community’s historic roots and proud heritage are still evident today in the historic downtown area. The
immaculately restored Town Hall building at Main & Front Street is the centerpiece for the historic business district
spanning approximately 4 linear blocks along Main Street from College Street to the area just east of the Main Street &
Wirt Road intersection.
The historic downtown area includes structures of various vintage and architectural styles, including commercial buildings
and residential structures dating back to the mid‐ to late 1800’s. Many of the historic residential properties within the
historic Main Street corridor have been adapted to commercial uses, though some residential uses still remain. The
downtown streetscape, renovated with period‐lighting and brick crosswalks, is attractive, pedestrian‐friendly and well‐
maintained. Commercial development extends west along Main Street to the State Route 317 corridor and includes
national grocery chain, franchise and national brand retail offerings.
The community of Groveport and the surrounding region has experienced strong residential growth. U.S. Census Bureau
data indicates that the City of Groveport’s population increased by 31% from 1990 to 2000 – from a population of 2,948
to 3,865; and by 39% from 2000 to 2010 to a Census 2010 population of 5,363. Growth in the city’s population has far
outpaced that of Franklin County which grew by an estimated 8.8% from 2000 to 2010 according to recently released U.S.
Census Bureau figures.
Growth in the city and surrounding region has not been limited to commercial and residential. Three industrial parks
located within the city’s incorporated area and in close proximity to Rickenbacker International Airport and the State
Route 317 corridor are home to a number of large manufacturing, warehouse and distribution facilities employing
thousands of workers. The expansion and stability of the industrial sector, even in spite of corporate downsizing and
exporting trends seen elsewhere, was made possible in large part through tax incentives offered by the city.
Groveport residents enjoy big city amenities within the confines of this hometown city with impressive amenities that
include the Groveport Recreation Center & Aquatic Park, a $15 million state of the art facility boasting 67,000 square feet
of fitness, recreation, aquatics and the 450,000 gallon outdoor aquatics park; a cultural arts center, art gallery, and
extensive programs and events housed at the historic Groveport Town Hall; and The Links at Groveport 18‐hole golf
course, formerly a private country club which is now owned and operated by the City of Groveport, open to the public,
and generates an estimated 32,000 rounds of play each year.
The city remains highly active in the economic development arena and, based on its strong track record, effectively
markets itself as, “Central Ohio's Hometown for business” and a place where, “Companies large and small enjoy
Groveport's business‐friendly atmosphere, easy access to transportation, and an unparalleled quality of life for their
employees.”
Portions excerpted from History of the Village of Groveport (Updated and reprinted from Groveport Centennial, 1847 – 1947.)
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Market Profile
Trade Area Definition
Consumer origination data collected during
the 2003 study from a sampling of Groveport
area businesses was used to define the
geographic dimensions for a primary – or local
– Groveport trade area. A regional trade area
was also defined as part of the 2003 study
based on opportunities for trade area
expansion identified by community and
business leaders and throughout the course of
analyzing related market data.
City of Groveport economic development
professionals confirmed the trade areas
defined in 2003 are still valid today, and serve
as the geographic basis for data reports
procured and analyses performed to prepare
this update. The use of previously defined
trade area geographies also provides for
direct comparison of certain demographic and
lifestyle data and enhances the ability to hone
in on changes occurring in the marketplace
over the eight‐year span from 2003 to 2011
(based on 2002 and 2010 estimates).

Groveport Local Trade Area

As shown in the trade area maps, the
Groveport Local Trade Area includes residents
in the incorporated areas of Canal
Winchester, Groveport and Obetz and a
portion of the area including and immediately
surrounding
Rickenbacker
International
Airport. The Regional Trade Area includes the
local trade area and a geographic ring
encompassing portions of the southeast
Columbus metropolitan area and a region
primarily extending in directions north,
northeast and southeast of the Local Trade
Area.

Groveport Regional Trade Area
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Information compiled from demographic, psychographic
and economic reports obtained from Nielsen Claritas can
be used to help profile consumer markets and to analyze
opportunities for Groveport. Nielsen Claritas is one of the
nation’s leading providers of geo‐demographic commercial
marketing and business information. Their data is
considered among the most comprehensive, reliable,
accurate and up‐to‐date available. Their expertise lies in
the depth and quality of more than 60 integrated
marketing databases composed of thousands of variables.
Their numerous sources allow them to report,
geographically, on a variety of demographic, consumer
market and business development related variables.
Reports generated and data used to update and examine
the Groveport local and regional trade areas include:
Pop‐Facts: Demographic Snapshot Report
The Nielsen Claritas Pop‐Facts Demographic Snapshot
Report profiles the population residing within the defined
Groveport trade areas. Comprehensive demographic data
contained in the report is derived from the Nielsen Claritas
Demographic Update and contains over 4,000 variables.
PRIZM Household Distribution 2010
Nielsen Claritas’ PRIZM is an industry‐leading consumer
segmentation system that yields comprehensive and
precise insights on consumer traits and characteristics.
PRIZM combines demographic, consumer behavior, and
geographic data to help users identify, understand and
target customers and prospects. PRIZM defines every U.S.
household in terms of 66 demographically and behaviorally
distinct types, or "segments," to help users discern those
consumers’ likes, dislikes, lifestyles and purchase
behaviors. The PRIZM segmentation system enables users
to gain a better understanding of their customers and
prospects, and target them with tailored messages and
products designed just for them.
RMP Opportunity Gap – Retail Stores 2010
The Nielsen Claritas Retail Market Power (RMP) database
provides an actionable portrait of sales opportunity for
optimal site and market analysis, allowing the user to
assess growth strategies by accurately targeting the sales
gaps that exist in the marketplace. One of the most
important features of RMP is that it presents a measure of
consumer demand and expenditures, allowing the user to
calculate any gaps or surpluses in the marketplace.
Following is a summary and comparison of extensive data
obtained for the Groveport local and regional trade areas,
including a comparison of 2003 and 2011 data. Copies of
complete Nielsen Claritas reports generated for this profile
have been provided under separate cover as a
supplemental document.
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Groveport Trade Areas

Fast Facts
Population

Local

Regional

2002 Estimate

24,292

94,274

2010 Estimate

29,273

100,403

2015 Projection

31,840

105,991

Growth: 2002 - 2010

20.5%

6.5%

Growth: 2010 – 2015

8.8%

5.6%

Households

Local

Regional

2002 Estimate

9,263

36,795

2010 Estimate

11,155

39,403

2015 Projection

12,180

41,779

Growth: 2002 - 2010

20.4%

7.1%

Growth: 2010 – 2015

9.2%

6.0%

Median Household Income

Local

2002 Estimate

$50,646

$49,005

2010 Estimate

$54,666

$48,623

7.9%

- 0.8%

Growth: 2002 - 2010
Median Age

Local

Regional

Regional

2002 Estimate

32.3

32.7

2010 Estimate

35.5

34.5

+ 3.2

+ 1.8

Change: 2002 - 2010
Source: Nielsen Claritas 2011.
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Demographic Snapshot
The Nielsen Claritas Pop‐Facts Demographic Snapshot Report generated for the Groveport local and regional trade areas
provides extensive data to profile, benchmark and track the market. Analysis and comparison of data for the trade areas
reveals some interesting characteristics and trends including:
► Trends and projections for the population and households within the local and regional trade areas point to
continued growth, especially within the local trade area. Figures show a population increase of nearly 21% in the
local trade area from 2002 to 2010, and projections call for the population to grow by about 9% over the next five
years – from an estimated population of 29,273 in 2010 to 31,840 by 2015.
► The estimated population in the regional trade area grew by about 6.5% between 2002 and 2010 to surpass the
100,000 mark. Projects for the regional trade area continue to predict steady growth with a five‐year increase of
about 6% putting the 2015 estimated population at 105,991.
► The composition of the population by race in both the local and regional trade areas is becoming more diverse,
especially in the regional ring surrounding the primary trade area. The percentage of the population classified as
White Alone declined by about 2% in the local trade area, and by nearly 6% at the regional level, from 2002 to 2010.
The largest gains in population by race were seen in the Black or African American Alone classification.
► The percentage of the population of Hispanic or Latino origin is still relatively small in the trade areas, but nearly
doubled from 2002 to 2010: from 1.4% to 2.5% in the local trade area; and from 1.8% to 3.4% in the regional trade
area.
► Growth in the number of trade area households from 2002 to 2010 is generally consistent with population growth
and trends in the trade areas. Five‐year projections for both trade areas anticipate that percentage gains in
households will outpace growth in population by about one‐half percent and suggest that average household size,
which remained constant from 2002 to 2010, will begin to slightly decrease.
► Median age of the local trade area population increased by more than three years from 2002 to 2010, and by nearly
two years in the regional trade area. The trend is consistent with the graying of America phenomenon, but the
comparatively larger increase in median age seen in the local trade area could suggest that settled and retiring
population segments are especially attracted to the area including and in closest proximity to the City of Groveport.
► Median household, average household and per capita income estimates and trends show a stark contrast and
divergence occurring between the local and regional trade areas. Estimated income and trends for 2002 to 2010
show increases of 5.3% to 7.9% in all local trade area income categories, and decreases ranging from 0.8% to 1.5% in
the same income categories. Median household income trends, in particular, are strong at the local trade area level.
The figures suggest that, from a comparative perspective, the strongest buying power resides within the local trade
area – or generally at the center of the regional trade area.
► More than two‐thirds of local trade area housing units are owner‐occupied, a figure slightly higher than that found
in the regional trade area. The percentage of housing units by year constructed reflects strong population and
household growth patterns, especially at the local trade area level where more than 50% of housing units have been
built since 1990 as compared to about 42% in the regional trade area.
► The percentage of the workforce population age 16+ years with a Civilian – Unemployed status is estimated in 2010
at about 4% for both the local and regional trade areas – a figure that is consistent with the 4.1% figure reported for
the United States during the same period in time. The percentage of the population age 16+ not in the labor force is
estimated at about 28% in both trade areas.
► There is general consistency and diversity in employment by occupation across the trade areas, with more than 58%
employed in White Collar occupations, and more than 25% employed in Blue Collar occupational categories.

Groveport, Ohio | Market Profile • 2011 Update | April 2011

Page 6

Consumer Lifestyle Characteristics
The PRIZM consumer segmentation report adds color to the “black & white” demographic description of residents and
households within the Groveport trade areas. The PRIZM Household Distribution Report describes the population’s likes,
dislikes, lifestyles and purchase behaviors for households within the defined geographies. The information can be
particularly helpful for assessing opportunities for business growth and for designing marketing strategies and messages
to reach targeted consumer segments.
Updates to the Nielsen Claritas PRIZM system made since 2003 do not allow for an “apples to apples” comparison of 2002
and 2010 PRIZM segments distribution in the trade areas. Still, a general sense of Groveport trade area consumer
segmentation and lifestyle trends can be gained from a comparison of prevalent segments. This update will also serve to
re‐establish benchmarks and will allow for the efficient updating and tracking of Groveport trade area lifestyle
segmentation trends in the future.

Comparison of Prevalent PRIZM Household Segments – 2002 to 2010
The following tables show a comparison of the top five PRIZM household segments in the Groveport trade areas in 2002
and 2010. Snapshot descriptions comparing the top three segments found in the trade areas in 2002 and 2010 follow.

Downtown Groveport Local Trade Area – Top PRIZM Household Segments
Local Trade Area – 2002
PRIZM HH Segment

Count

Local Trade Area – 2010
Pct.

PRIZM HH Segment

Count

Pct.

38 Middle America

2,834

30.6%

32 New Homesteaders

1,986

17.8%

21 Suburban Sprawl

1,928

20.8%

50 Kid Country, USA

1,333

11.9%

17 Greenbelt Families

1,027

11.1%

37 Mayberry-ville

1,131

10.1%

26 Gray Collars

1,016

11.0%

48 Young and Rustic

827

7.4%

793

8.6%

42 Red, White and Blues

600

5.4%

7,932

85.7%

5,877

52.7%

22 Blue-Chip Blues
Estimated Total/Percent

Estimated Total/Percent

Source: Nielsen Claritas

Regional Trade Area – 2002
PRIZM HH Segment

Count

Regional Trade Area – 2010
Pct.

PRIZM HH Segment

Count

Pct.

21 Suburban Sprawl

8,221

22.3%

44 New Beginnings

4,102

10.4%

26 Gray Collars

7,356

20.0%

32 New Homesteaders

3,035

7.7%

22 Blue-Chip Blues

5,324

14.5%

36 Blue-Chip Blues

2,641

6.7%

38 Middle America

3,946

10.7%

39 Domestic Duos

2,012

5.1%

51 Southside City

3,685

10.0%

37 Mayberry-ville

1,720

4.4%

28,532

77.5%

13,510

34.3%

Estimated Total/Percent

Estimated Total/Percent

Source: Nielsen Claritas
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Comparative View of Prevalent PRIZM Segments – 2002 to 2010
Local Trade Area Comparison (1)
Description

Local Trade Area – 2002

Local Trade Area – 2010

PRIZM Household Segment

Middle America

New Homesteaders

Households: Count – Pct (Rank)

2,834 – 30.6% (1)

1,986 – 17.8% (1)

Summary

Sitting just above the U.S. median
household income, the Middle America
cluster is aptly named. These are family
neighborhoods with many married couples.
Busy with kids and dogs, they enjoy fast
food, sports, fishing, camping, and watching
TV. Middles America families are found
coast to coast.

Young, upper-middle-class families seeking
to escape suburban sprawl find refuge in
New Homesteaders, a collection of small
rustic townships filled with new ranches and
Cape Cods. With decent-paying jobs in white
and blue-collar industries, these dual-income
couples have fashioned comfortable, childcentered lifestyles; their driveways are filled
with campers and powerboats, their family
rooms with PlayStations and Game Boys.

Household Income

Middle

Upper-Mid

Median HH Income

$41,500

$57,898

Age Ranges

Under 18, 35 – 54

25 – 44

Presence of Kids

Married Couples with and without Children

Households with Kids

Homeownership

Owner of Single Unit

Mostly Owners

Employment Level(s)

Blue Collar

White Collar, Service, Mix

Education Level(s)

High School, Some College

College Grad

Ethnic Diversity

Predominantly White

White

Demographic Traits:

Lifestyle Traits

1. Shop at Best Buy
2. Buy toys
3. Read American Baby
4. Watch Cartoon Network
5. Chevrolet Uplander Flex Fuel
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Local Trade Area Comparison (2)
Description

Local Trade Area – 2002

Local Trade Area – 2010

PRIZM Household Segment

Suburban Sprawl

Kid Country, USA

Households: Count – Pct (Rank)

1,928 – 20.8% (2)

1,333 – 11.9% (2)

Summary

The native and foreign-born people in the
Suburban Sprawl cluster have educated
themselves and are now working as
executives, administrators, and technicians.
Their diligence has enabled them to leave
their multi-racial, multi-lingual neighborhoods
in America’s major metropolitan areas and
move to the suburbs.

Widely scattered throughout the nation's
heartland, Kid Country, USA is a segment
dominated by large families living in small
towns. Predominantly white, with an aboveaverage concentration of Hispanics, these
young, working-class households include
homeowners, renters, and military personnel
living in base housing; about 20 percent of
residents own mobile homes.

Household Income

Middle

Lower-Mid

Median HH Income

$46,400

$43,504

Age Ranges

25 – 44

25 – 44

Presence of Kids

Mixed

Households with Kids

Homeownership

Owner /Renter of Single and Multi-Unit

Mix, Owners

Employment Level(s)

White Collar

White Collar, Service, Mix

Education Level(s)

Some College

High School Grad

Ethnic Diversity

Ethnically Diverse

White, Black, Hispanic, Mix

Demographic Traits:

Lifestyle Traits

1. Order from oldnavy.com
2. Buy infant toys
3. Read Fit Pregnancy
4. Watch Nick at Nite
5. Nissan Titan Flex Fuel
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Local Trade Area Comparison (3)
Description

Local Trade Area – 2002

Local Trade Area – 2010

PRIZM Household Segment

Greenbelt Families

Mayberry-ville

Households: Count – Pct (Rank)

1,027 – 11.1% (1)

1,131 – 10.1% (3)

Summary

Greenbelt Families are younger and less
affluent than some of the other clusters living
in America’s smaller cities. These heavily
mortgaged, married couples have lots of
children. Because of their heavy debt, they
depend on family entertainment and outdoor
sports for recreation.

Like the old Andy Griffith Show set in a
quaint picturesque berg, Mayberry-ville
harks back to an old-fashioned way of life. In
these small towns, upper-middle-class
couples like to fish and hunt during the day,
and stay home and watch TV at night. With
lucrative blue-collar jobs and moderately
priced housing, residents use their
discretionary cash to purchase boats,
campers, motorcycles, and pickup trucks.

Household Income

Upper-Mid

Upper-Mid

Median HH Income

$52,900

$55,272

Age Ranges

35 – 54

< 55

Presence of Kids

Married Couples with and without Children

Households without Kids

Homeownership

Owner of Single Unit

Mostly Owners

Employment Level(s)

White Collar, Professional

Blue Collar, Service, Mix

Education Level(s)

Some College, College Graduate

Some College

Ethnic Diversity

Predominantly White

White

Demographic Traits:

Lifestyle Traits

1. Shop at Sherwin-Williams
2. Go hunting with a gun
3. Read Bassmaster
4. Watch Daytona 500
5. GMC Sierra Diesel
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Regional Trade Area Comparison (1)
Description

Regional Trade Area – 2002

Regional Trade Area – 2010

PRIZM Household Segment

Suburban Sprawl

New Beginnings

Households: Count – Pct (Rank)

8,221– 22.3% (1)

4,102 – 10.4% (1)

Summary

The native and foreign-born people in the
Suburban Sprawl cluster have educated
themselves and are now working as
executives, administrators, and technicians.
Their diligence has enabled them to leave
their multi-racial, multi-lingual neighborhoods
in America’s major metropolitan areas and
move to the suburbs.

Filled with young, single adults, New
Beginnings is a magnet for adults in
transition. Many of its residents are twentysomething singles and couples just starting
out on their career paths--or starting over
after recent divorces or company transfers.
Ethnically diverse--with nearly half its
residents Hispanic, Asian, or AfricanAmerican--New Beginnings households tend
to have the modest living standards typical
of transient apartment dwellers.

Household Income

Middle

Downscale

Median HH Income

$46,400

$31,963

Age Ranges

25 – 44

< 35

Presence of Kids

Mixed

Family Mix

Homeownership

Owner /Renter of Single and Multi-Unit

Renters

Employment Level(s)

White Collar

White Collar, Service, Mix

Education Level(s)

Some College

Some Collage

Ethnic Diversity

Ethnically Diverse

White, Black, Asian, Hispanic

Demographic Traits:

Lifestyle Traits

1. Shop at Express
2. Read comic books
3. Read Soap Opera Weekly
4. Watch Telemundo
5. Kia Spectra
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Regional Trade Area Comparison (2)
Description

Regional Trade Area – 2002

Regional Trade Area – 2010

PRIZM Household Segment

Gray Collars

New Homesteaders

Households: Count – Pct (Rank)

7,356 – 20.0% (2)

1,986 – 17.8% (2)

Summary

The highly skilled blue-collar workers of the
Gray Collars cluster weathered the
economic downturn of America’s industrial
areas and now enjoy a resurgence of
employment. Their kids grew up and left, but
the Gray Collars stayed in the Great Lakes
“Rust Belt.”

Young, upper-middle-class families seeking
to escape suburban sprawl find refuge in
New Homesteaders, a collection of small
rustic townships filled with new ranches and
Cape Cods. With decent-paying jobs in white
and blue-collar industries, these dual-income
couples have fashioned comfortable, childcentered lifestyles; their driveways are filled
with campers and powerboats, their family
rooms with PlayStations and Game Boys.

Household Income

Middle

Upper-Mid

Median HH Income

$34,600

$57,898

Age Ranges

65+

25 – 44

Presence of Kids

Married Couples, Single Parents

Households with Kids

Homeownership

Owner of Single Unit

Mostly Owners

Employment Level(s)

Blue Collar, Service

White Collar, Service, Mix

Education Level(s)

High School

College Grad

Ethnic Diversity

Ethnically Diverse

White

Demographic Traits:

Lifestyle Traits

1. Shop at Best Buy
2. Buy toys
3. Read American Baby
4. Watch Cartoon Network
5. Chevrolet Uplander Flex Fuel
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Regional Trade Area Comparison (3)
Description

Regional Trade Area – 2002

Regional Trade Area – 2010

PRIZM Household Segment

Blue-Chip Blues

Blue-Chip Blues

Households: Count – Pct (Rank)

5,324 – 14.5% (3)

2,641 – 6.7% (3)

Summary

Topping the blue-collar ladder, the dual
income, high school educated Blue-Chip
Blues parents head large suburban families.
During the past two decades, their kids grew
up and left, and blue-collar employment
opportunities declined sharply. A small core
of Blue-Chip Blues remains, concentrated in
the Great Lakes area.

Blue-Chip Blues is known as a comfortable
lifestyle for ethnically-diverse, young,
sprawling families with well-paying bluecollar jobs. The segment's aging
neighborhoods feature compact, modestly
priced homes surrounded by commercial
centers that cater to child-filled households.

Household Income

Middle

Midscale

Median HH Income

$47,500

$52,242

Age Ranges

35 – 64

25 – 44

Presence of Kids

Married Couples with or without Children

Households with Kids

Homeownership

Owner of Single Unit

Mix, Owners

Employment Level(s)

Blue Collar, White Collar

Blue Collar, Service, Mix

Education Level(s)

High School, Some College

Some College

Ethnic Diversity

Predominantly White

White, Black, Asian, Hispanic

Demographic Traits:

Lifestyle Traits

1. Shop at Marshalls
2. Buy fashion dolls
3. Read Baby Talk
4. Watch Univision
5. Mitsubishi Lancer
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Groveport Trade Area Retail Market Power
Nielsen Claritas RMP Opportunity Gap analysis reports show supply and demand dollar estimates and the sales
opportunity gaps by retail category for a specific market. Estimates of demand (consumer expenditures) are based upon
demographic characteristics of the residential market within the defined geography. Estimates of supply (retail sales) are
based upon actual sales, and compared to demand to calculate the Opportunity Gap or Surplus for each retail category.
The following table contains a summary of the “(Opportunity Gap)/Surplus” calculated for select retail and eating &
drinking places within the defined Groveport local and regional trade areas. The difference between demand and supply
represents the opportunity gap or surplus available for each retail outlet in the specified reporting geography. When the
demand is greater than the supply, there is an opportunity gap for that retail outlet; and when demand is less than
supply, there is a surplus for that retail category. A negative value, then, signifies “leakage” or an opportunity gap, while a
positive value signifies a surplus.
Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

TOTAL RETAIL INCLUDING EATING & DRINKING PLACES
Motor Vehicle and Parts Dealers-441
Automotive Dealers-4411
Other Motor Vehicle Dealers-4412
Automotive Parts/Accessories, Tire Stores-4413
Furniture and Home Furnishings Stores-442
Furniture Stores-4421

$

229,815,405

Regional Trade Area
$

313,809,504

189,858,424

221,867,382

172,391,437

199,657,209

7,252,902

7,379,680

10,214,085

14,830,494

(1,360,503)

(2,848,708)

1,020,898

(2,472,033)

(2,381,402)

(376,674)

3,403,476

(12,311,398)

Appliances, TVs, Electronics Stores-44311

4,509,275

(8,431,712)

Household Appliances Stores-443111

9,450,464

6,652,226

(4,941,189)

(15,083,938)

Computer and Software Stores-44312

(773,217)

(2,635,643)

Camera and Photographic Equipment Stores-44313

(332,581)

(1,244,043)

1,621,773

3,154,969

1,497,896

5,740,866

1,095,714

18,936,563

16,319

2,147,253

Home Furnishing Stores-4422
Electronics and Appliance Stores-443

Radio, Television, Electronics Stores-443112

Building Material, Garden Equip Stores -444
Building Material and Supply Dealers-4441
Home Centers-44411
Paint and Wallpaper Stores-44412
Hardware Stores-44413
Other Building Materials Dealers-44419
Building Materials, Lumberyards-444191
Lawn, Garden Equipment, Supplies Stores-4442
Outdoor Power Equipment Stores-44421
Nursery and Garden Centers-44422
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715,748

14,470,541

(329,886)

(29,813,493)

(212,068)

(11,619,256)

123,876

(2,585,896)

1,955,192

5,655,564

(1,831,315)

(8,241,460)
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Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

Food and Beverage Stores-445
Grocery Stores-4451

$

(6,117,471)
(3,517,121)

Regional Trade Area
$

34,929,555
40,290,624

Supermarkets, Grocery (Ex Convenience) Stores-44511

(1,020,246)

43,311,370

Convenience Stores-44512

(2,496,876)

(3,020,746)

(911,789)

(848,259)

(1,688,559)

(4,512,810)

(11,425,982)

(57,971,475)

(8,755,213)

(52,509,331)

(716,182)

(1,011,828)

Specialty Food Stores-4452
Beer, Wine and Liquor Stores-4453
Health and Personal Care Stores-446
Pharmacies and Drug Stores-44611
Cosmetics, Beauty Supplies, Perfume Stores-44612
Optical Goods Stores-44613
Other Health and Personal Care Stores-44619
Gasoline Stations-447

(668,770)

(680,688)

(1,285,817)

(3,769,628)

13,457,062

55,286,522

Gasoline Stations With Convenience Stores-44711

20,822,273

64,346,290

Other Gasoline Stations-44719

(7,365,211)

(9,059,769)

(16,683,261)

(38,255,215)

(12,221,495)

(29,912,766)

Clothing and Clothing Accessories Stores-448
Clothing Stores-4481
Men's Clothing Stores-44811
Women's Clothing Stores-44812
Children’s, Infants Clothing Stores-44813
Family Clothing Stores-44814
Clothing Accessories Stores-44815
Other Clothing Stores-44819

(820,586)

(886,092)

(3,265,691)

(5,874,693)

(861,881)

(1,666,423)

(6,206,667)

(19,232,930)

(243,732)

(605,765)

(822,939)

(1,646,862)

Shoe Stores-4482

(2,237,332)

(2,647,323)

Jewelry, Luggage, Leather Goods Stores-4483

(2,224,434)

(5,695,125)

(2,011,627)

(5,007,362)

(212,807)

(687,764)

(35,407)

8,846,900

Jewelry Stores-44831
Luggage and Leather Goods Stores-44832
Sporting Goods, Hobby, Book, Music Stores-451
Sporting Goods, Hobby, Musical Inst Stores-4511

2,308,118

12,811,695

(1,205,073)

(944,443)

Hobby, Toys and Games Stores-45112

4,450,579

16,272,423

Sew/Needlework/Piece Goods Stores-45113

(462,563)

(1,074,946)

Musical Instrument and Supplies Stores-45114

(474,824)

(1,441,339)

(2,343,525)

(3,964,796)

(1,610,959)

(4,150,666)

(1,516,503)

(3,843,608)

(94,455)

(307,058)

(732,567)

185,869

Sporting Goods Stores-45111

Book, Periodical and Music Stores-4512
Book Stores and News Dealers-45121
Book Stores-451211
News Dealers and Newsstands-451212
Prerecorded Tapes, CDs, Record Stores-45122
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Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

General Merchandise Stores-452
Department Stores Excl Leased Depts-4521
Other General Merchandise Stores-4529
Miscellaneous Store Retailers-453
Florists-4531

$

50,268,467

Regional Trade Area
$

138,207,736

6,292,287

95,735,540

43,976,179

42,472,196

(4,717,794)

(4,384,070)

420,671

(670,997)

(2,252,803)

(6,274,435)

(1,803,252)

(3,962,920)

(449,551)

(2,311,515)

(604,023)

(1,311,948)

(2,281,639)

3,873,309

Non-Store Retailers-454

(3,124,168)

(22,892,719)

Foodservice and Drinking Places-722

14,670,786

(9,819,974)

11,138,953

10,039,959

6,072,087

(10,894,506)

(2,785,578)

(7,255,316)

245,323

(1,710,112)

33,339,971

87,364,880

50,268,467

138,207,736

(16,683,261)

(38,255,215)

(1,360,503)

(2,848,708)

3,403,476

(12,311,398)

(35,407)

8,846,900

(2,252,803)

(6,274,435)

Office Supplies, Stationery, Gift Stores-4532
Office Supplies and Stationery Stores-45321
Gift, Novelty and Souvenir Stores-45322
Used Merchandise Stores-4533
Other Miscellaneous Store Retailers-4539

Full-Service Restaurants-7221
Limited-Service Eating Places-7222
Special Foodservices-7223
Drinking Places -Alcoholic Beverages-7224
GAFO *
General Merchandise Stores-452
Clothing and Clothing Accessories Stores-448
Furniture and Home Furnishings Stores-442
Electronics and Appliance Stores-443
Sporting Goods, Hobby, Book, Music Stores-451
Office Supplies, Stationery, Gift Stores-4532

* GAFO (General Merchandise, Apparel, Furniture and Other) represents sales at stores that sell merchandise normally sold in
department stores. This category is not included in Total Retail Sales Including Eating and Drinking Places.
Claritas' RMP data is derived from two major sources of information. The demand data is derived from the Consumer Expenditure Survey
(CE Survey), which is fielded by the U.S. Bureau of Labor Statistics (BLS). The supply data is derived from the Census of Retail Trade
(CRT), which is made available by the U.S. Census.
The difference between demand and supply represents the opportunity gap or surplus available for each retail outlet in the specified
reporting geography. When the demand is greater than the supply, there is an opportunity gap or “leakage” for that retail category; and
when demand is less than supply, there is a “surplus” for that retail category. A negative value, then, signifies a leakage or an opportunity
gap, while a positive value signifies a surplus.
Data Note: The polarity of opportunity gap (leakage) and surplus estimates shown in this report (as compared to those shown in original
Nielsen Claritas RMP reports) have been reversed to show a surplus as a positive figure, and to show a leakage as a negative figure.
Data Source: Nielsen Claritas RMP Opportunity Gap – Retail Stores 2010.
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Overall figures suggest that retail performance within the trade areas is strong, with total retail and food & drink category
sales surplus estimates ranging from more than $229 million in the local trade area, to more than $313 million in the
regional trade area. However, closer examination of the figures reveals that these figures are largely driven by large
surpluses in three categories:
Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

Motor Vehicle and Parts Dealers-441

$

Regional Trade Area

189,858,424

$

221,867,382

Gasoline Stations-447

13,457,062

55,286,522

General Merchandise Stores-452

50,268,467

138,207,736

Combined Surplus – Categories 441, 447 and 452

$

253,583,953

$

415,361,640

Surpluses in these three categories are offset by leakage reported in a number of categories, with the most sizable figures
being reported in the following categories:
Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

Health and Personal Care Stores-446

$

Clothing and Clothing Accessories Stores-448

Regional Trade Area

(11,425,982)

$

(57,971,475)

(16,683,261)

(38,255,215)

Miscellaneous Store Retailers-453

(4,717,794)

(4,384,070)

Non-Store Retailers-454

(3,124,168)

(22,892,719)

Combined Leakage – Categories 446, 448 and 453

$

(35,951,205)

$

(123,503,479)

Some level of trade area sales leakage occurring in these and other categories and subcategories is likely being absorbed
by General Merchandise Stores (NAICS 452) showing sales surpluses ranging from more than $50 million to $138 million in
the local and regional trade areas, respectively.
Foodservice and Drinking Places (NAICS 722) category sales surplus and leakage estimates reveal strength within the local
trade area and the likely capture of sales from the regional trade area ring (the area bounded by the local trade area and
secondary trade area boundaries) and beyond.
Groveport Trade Areas
RMP Opportunity Gap – Retail Stores 2010

(Opportunity Gap)/Surplus
Local Trade Area

Foodservice and Drinking Places-722
Full-Service Restaurants-7221
Limited-Service Eating Places-7222
Special Foodservices-7223
Drinking Places -Alcoholic Beverages-7224

Regional Trade Area

14,670,786

(9,819,974)

11,138,953

10,039,959

6,072,087

(10,894,506)

(2,785,578)

(7,255,316)

245,323

(1,710,112)

Given the limited number of Foodservice and Drinking Places category businesses within the City of Groveport, local trade
area sales surpluses are likely being driven in large part by establishments located just east of Groveport in Canal
Winchester.
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Sales Surplus/Leakage Pull Factors – 2010
Sales Surplus/Leakage Pull Factors present a snapshot of retail opportunity. Pull factors provide a measure of the
relationship between supply and demand and are calculated by dividing supply (estimated sales) by demand (potential
sales). A value greater than 1.00 represents a surplus of retail sales (often indicative of a market where customers are
drawn in from outside the trade area). Categories showing the highest surplus factors may be indicative of relative
strength in the market. A pull factor value of less than 1.00 indicates leakage is occurring and may reveal retail
opportunity, with the lowest values indicating possible targets for retail expansion or recruitment.
The following table shows pull factors for Total Retail Trade in the drive time areas and examples of highest and lowest
Pull Factors for select categories and subcategories in the local and regional trade areas.
Groveport Trade Areas | Retail Pull Factors for Select Categories and Subcategories
Local Trade Area

Regional Trade Area

Pull Factor

Pull Factor

Total Retail Sales Including Eating and Drinking Places

1.56

1.23

Household Appliances Stores-443111

6.82

2.26

Outdoor Power Equipment Stores-44421

4.21

3.88

Automotive Dealers-4411

3.99

2.06

Hobby, Toys and Games Stores-45112

3.38

3.63

Automotive Parts/Accessories, Tire Stores-4413

2.79

1.82

Other General Merchandise Stores-4529

2.50

1.44

Other Motor Vehicle Dealers-4412

2.37

1.43

Gasoline Stations With Convenience Stores-44711

1.75

1.69

Appliances, TVs, Electronics Stores-44311

1.64

0.63

Full-Service Restaurants-7221

1.59

1.16

Women's Clothing Stores-44812

0.00

0.46

Luggage and Leather Goods Stores-44832

0.00

0.00

Sew/Needlework/Piece Goods Stores-45113

0.00

0.29

Book, Periodical and Music Stores-4512

0.00

0.47

Men's Clothing Stores-44811

0.00

0.67

Musical Instrument and Supplies Stores-45114

0.03

0.07

Children’s, Infants Clothing Stores-44813

0.04

0.44

Radio, Television, Electronics Stores-443112

0.09

0.14

Other Health and Personal Care Stores-44619

0.17

0.26

Cosmetics, Beauty Supplies, Perfume Stores-44612

0.17

0.65

Used Merchandise Stores-4533

0.31

0.54

Optical Goods Stores-44613

0.35

0.80

Nursery and Garden Centers-44422

0.37

0.13

Home Furnishing Stores-4422

0.39

0.97

Office Supplies, Stationery, Gift Stores-4532

0.46

0.53

Specialty Food Stores-4452

0.47

0.85

Beer, Wine and Liquor Stores-4453

0.53

0.61

Health and Personal Care Stores-446

0.54

0.29

NAICS Code: Business Description
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Retail Trends – 2002 to 2010 Comparison
The Nielsen Claritas RMP Opportunity Gap report was introduced since the completion of the 2003 Downtown Groveport
Market Analysis and Feasibility Study’s completion and fully incorporates the transition to the North American Industry
Classification System (NAICS). The NAICS is the standard used by Federal statistical agencies in classifying business
establishments for the purpose of collecting, analyzing, and publishing statistical data related to the U.S. business
economy. NAICS was developed under the auspices of the Office of Management and Budget (OMB), and adopted in 1997
to replace the Standard Industrial Classification (SIC) system.
Estimates of retail demand and supply prepared for the 2003 Downtown Groveport Market Analysis and Feasibility Study
were calculated based on the former SIC system and retail data procured from Claritas, United States Census Bureau data,
and 2002 state population estimates.
The transition to the NAICS system and Nielsen Claritas RMP Opportunity Gap reporting system is not conducive to an
“apples to apples” comparison of 2002 and 2010 retail data. Still, a general sense of Groveport trade area retail trends can
be gained from a comparison of 2002 and 2010 calculations and estimates for major retail category sales and pull factors.
Furthermore, the transition to the Nielsen Claritas RMP Opportunity Gap reporting system re‐establishes a benchmark
and will allow for the efficient updating and tracking of Groveport trade area retail data and trends in the future.
Groveport Local Trade Area | 2002 – 2010 Retail Trends Comparison
2002 Estimates
Business Description – NAICS Code
TOTAL RETAIL INCLUDING EATING & DRINKING PLACES

Est. Sales

Factor

3.39

258,542,559

3.76

2.04

6,872,090

0.83

6,600,000

0.27

12,695,882

1.37

Building Material, Garden Equip Stores -444

63,400,000

2.12

41,509,628

1.04

Food and Beverage Stores-445

37,800,000

0.66

50,206,089

0.89

1,700,000

0.18

13,174,645

0.54

11,000,000

1.23

50,205,175

1.37

Clothing and Clothing Accessories Stores-448

1,800,000

0.20

2,080,153

0.11

Sporting Goods, Hobby, Book, Music Stores-451

4,100,000

0.70

7,926,133

1.00

General Merchandise Stores-452

99,700,000

3.53

106,517,748

1.89

Miscellaneous Store Retailers-453

22,900,000

0.55

6,522,319

0.58

800,000

0.15

25,230,435

0.89

25,900,000

0.63

56,881,933

1.35

Electronics and Appliance Stores-443

Health and Personal Care Stores-446
Gasoline Stations-447

Non-Store Retailers-454
Foodservice and Drinking Places-722

1.62

240,900,000
19,200,000

$

Factor
1.56

Furniture and Home Furnishings Stores-442

523,100,000

Est. Sales
638,364,791

Motor Vehicle and Parts Dealers-441

$

2010 Estimates

Note: 2002 estimates are based on 2002 Standard Industrial Classification (SIC) data, reports and calculations and the re-categorization of
certain categories and subcategories. 2010 Estimates are based on the North American Industrial Classification System (NAICS) and
Nielsen Claritas RMP Opportunity Gap reports. Variances resulting from the conversion and transition to the NAICS are likely.

The 2002 to 2010 comparison of retail data for the Groveport local trade area shows total retail and eating & drinking
places sales have increased by more than an estimated $115 million over the eight year period. While the conversion
from the SIC to NAICS systems could affect data reported in certain retail categories and subcategories, the comparison
suggests that the strongest growth has occurred in Food and Beverage Stores; Health and Personal Care Stores; Gasoline
Stations (including convenience stores); and Foodservice and Drinking Places. Most notable, the pull factor for the
Foodservice and Drinking Places category went from 0.63 (indicating trade area sales leakage) to 1.35 (indicating trade
area sales surplus). Most of this growth has likely been generated by new and expanding foodservice and drinking places
establishments located east of Groveport in Canal Winchester.
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Groveport Regional Trade Area | 2002 – 2010 Retail Trends Comparison
2002 Estimates
Business Description – NAICS Code

2010 Estimates

Est. Sales

Factor

Est. Sales

Factor

$ 2,226,000,000

1.82

$ 1,651,279,282

1.23

619,900,000

2.30

445,171,011

1.99

Furniture and Home Furnishings Stores-442

68,900,000

1.92

23,610,004

0.89

Electronics and Appliance Stores-443

75,500,000

0.82

17,742,157

0.59

Building Material, Garden Equip Stores -444

245,900,000

2.17

131,477,964

1.02

Food and Beverage Stores-445

292,200,000

1.35

220,874,717

1.19

Health and Personal Care Stores-446

17,300,000

0.48

23,121,271

0.29

Gasoline Stations-447

33,500,000

0.98

179,010,076

1.45

Clothing and Clothing Accessories Stores-448

39,500,000

1.14

23,672,951

0.38

Sporting Goods, Hobby, Book, Music Stores-451

45,700,000

2.05

34,514,160

1.34

General Merchandise Stores-452

487,200,000

4.53

323,501,353

1.75

Miscellaneous Store Retailers-453

133,100,000

1.31

32,047,239

0.88

7,200,000

0.35

69,699,163

0.75

194,300,000

1.23

126,837,218

0.93

TOTAL RETAIL INCLUDING EATING & DRINKING PLACES
Motor Vehicle and Parts Dealers-441

Non-Store Retailers-454
Foodservice and Drinking Places-722

Note: 2002 estimates are based on 2002 Standard Industrial Classification (SIC) data, reports and calculations and the re-categorization of
certain categories and subcategories. 2010 Estimates are based on the North American Industrial Classification System (NAICS) and
Nielsen Claritas RMP Opportunity Gap reports. Variances resulting from the conversion and transition to the NAICS are likely.

The 2002 to 2010 comparison of retail data for the Groveport regional trade area shows total retail and eating & drinking
places sales have decreased by nearly $575 million over the eight year period – a startling contrast to data compared for
the local trade area where sales increased by more than an estimated $115 million over the same period. While the
conversion from the SIC to NAICS systems could affect data reported in certain retail categories and subcategories, the
comparison suggests that the largest declines occurred in Motor Vehicle and Parts Dealers; Furniture and Home
Furnishings Stores; Electronics and Appliance Stores; General Merchandise Stores; Miscellaneous Store Retailers; and
Foodservice and Drinking Places.
The trends suggest that the regional trade area ring – the area bounded by the local trade area and regional trade area
boundaries – has experienced a significant decline in retail performance. Gains in local trade area sales are likely
attributable, in part, to the capture of lost regional trade area sales. The data and trends suggest that while a major shift
in regional trade area retail patterns has occurred, the local trade area, with the City of Groveport at its core, remains on
a steady path for continued growth.
Groveport Trade Area | 2002 – 2010 Retail Trends Comparison
Local Trade Area

Regional Trade Area

Estimated Total Retail and Food & Drink Sales – 2002

$

523,100,000

$ 2,226,000,000

Estimated Total Retail and Food & Drink Sales – 2010

$

638,364,791

$ 1,651,279,282

+ $

115,264,791

Change in Dollars: 2002 – 2010
Change in Percent: 2002 – 2010

+ 22.0%

- $

574,720,718
- 25.8%

Sources: Claritas 2002 Summary Business Data for Retail SIC Business Report; and 2010 Nielsen Claritas RMP Opportunity Gap –
Retail Stores Report.
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Conclusions
Change, and the wide‐ranging impacts of change, has not left the City of Groveport unaffected. From commercial
development in the Columbus metro region and neighboring communities, to dynamic growth and staying power in
Groveport’s industrial sector, to slowing growth in residential development, the community is recognizing new challenges
and new opportunities alike as they continue to work to enhance the business climate, catalyze investment, and position
the City of Groveport as Central Ohio’s Hometown.
Information and trends revealed in this market profile update provide a basis for assessing implications and for exploring
opportunities for Groveport’s future. Similarly, information and findings harvested from this update provide a strong,
market‐driven basis for continuing City of Groveport economic development efforts aimed at enhancing and maintaining
the viability and vitality of Groveport’s business community.

Demographic and Lifestyle Trends
The Market Profile Update presents a snapshot of the Groveport trade areas today, tracks changes and trends based on
samples of data from 2002 and 2010 and, for certain demographic characteristics, anticipates changes that could occur
over the next five years. Important demographic and lifestyle data analyzed reveal a local trade area market that could be
described as strong, stable and still growing – and even defying trends seen in the surrounding regional trade area.
►

The local trade area population and number of households grew by more than twenty percent from
2002 to 2010, to an estimated population of 29,273 and 11,155 households in 2010. Projections for local
trade area population and households anticipate a five‐year growth rate of about nine percent resulting
in an estimated population of 31,840 and 12,180 households by 2015.

►

The regional trade area population and number of households grew by about seven percent from 2002
to 2010, to an estimated population of 100,403 and 39,403 households in 2010. Projections for regional
trade area population and households anticipate a five‐year growth rate of about six percent resulting in
an estimated population of 105,991 and 41,779 households by 2015.

►

Median age of the local trade area population increased by more than three years from 2002 to 2010 –
from an estimated 32.3 to 35.5 years. The trend is consistent with the graying of America phenomenon,
but the comparatively larger increase in median age seen in the local trade area could suggest that
settled and retiring population segments are especially attracted to the area including and in closest
proximity to the City of Groveport.

►

Local trade area median household, average household and per capita income 2002 and 2010 estimates
and trends show relatively healthy increases of 5.3% to 7.9% across the categories to reach a 2010
estimated median household income figure of $54,666 and an average household estimate of $62,569.
By contrast, regional trade area median household trends decreased by about 1.0% to 1.5% from 2002
to 2010. On a regional scale, the figures indicate the strongest buying power resides within the local
trade area.

►

The percentage of the workforce population age 16+ years with a Civilian – Unemployed status is
estimated in 2010 at about 4% for both the local and regional trade areas – a figure that is consistent
with the 4.1% figure reported for the United States during the same period in time.

►

Demographic and lifestyle trends indicate the composition of the population in the local and regional
trade areas is becoming more diverse, especially on a regional level where the percentage of the
population classified as White Alone decreased by about 6% between 2002 and 2010.

►

Nearly forty percent of households in the local trade area are characterized by three Tapestry lifestyle
groups: New Homesteaders; Kid Country, USA; and Mayberry‐ville. The New Homesteaders and
Mayberry‐ville segments which represent about 28% of all local trade area households comprise an
attractive consumer market with median household incomes in excess of the $54,666 local trade area
median household income estimate.
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The findings suggest that opportunities and strategies to increase Groveport’s share of the local and regional markets
might be focused in three areas:
1.

Continuing to build on Groveport’s brand as Central Ohio’s Hometown by encouraging high quality
design, development and construction that will stand the test of time; targeting sites in the historic
downtown district for redevelopment; and emphasizing the community’s heritage, special features,
and quality of life amenities.

2.

Developing and adapting a regional tourism approach and strategy to promote Groveport – Central
Ohio’s Hometown – as a Columbus metro “escape” and attraction. Strategies and messages might
build upon historic and recreational sites and assets, including The Links at Groveport and the
evolving Walnut Woods Metro Park which will further expand the area’s abundant inventory of park
and open spaces assets and enhance the connection between Groveport and Canal Winchester.

3.

Identifying and promoting business expansion, development and investment opportunities which
capitalize upon the local trade area’s growth and attractive consumer market segments; are
compatible with existing development patterns; and are complementary to the existing and evolving
mix of Groveport businesses.

Retail Trends
Retail data tracking changes in the market from 2002 to 2010 point to a dramatic shift in retail market power and
performance concentrated in the local trade area. Overall retail sales estimates for the local and regional trade areas
illustrate this shift.
Groveport Trade Area | 2002 – 2010 Retail Trends Comparison
Local Trade Area

Regional Trade Area

Estimated Total Retail and Food & Drink Sales – 2002

$

523,100,000

$ 2,226,000,000

Estimated Total Retail and Food & Drink Sales – 2010

$

638,364,791

$ 1,651,279,282

+ $

115,264,791

Change in Dollars: 2002 – 2010
Change in Percent: 2002 – 2010

+ 22.0%

- $

574,720,718
- 25.8%

Sources: Claritas 2002 Summary Business Data for Retail SIC Business Report; and 2010 Nielsen Claritas RMP Opportunity Gap
– Retail Stores Report.

Local trade area retail growth is likely being driven in large part by recent commercial development just east of Groveport
in Canal Winchester. Still, retail growth and trends in the local trade area are consistent with demographic trends and
suggest Groveport, located at the geographic core of the local trade area, is well positioned to further capitalize upon
expanding and attractive consumer markets.
Analysis of retail data and sales gap estimates reveals areas of retail strength, and other areas that might represent prime
opportunities for expansion. Local trade area retail categories and subcategories which, based strictly on the analysis of
Nielsen Claritas RMP Opportunity Gap report data, appear to be performing at a strong level include:
►

Household Appliances Stores

►

Automotive Dealers

►

Hobby, Toys and Games Stores

►

Automotive Parts, Accessories and Tires Stores

►

General Merchandise Stores

►

Full Service Restaurants
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Other retail categories and subcategories which, based solely on the analysis of Nielsen Claritas Retail Market Power
report data, appear to be underperforming and might represent some of the best and most immediate opportunities for
growth and expansion include:
►

Clothing and Clothing Accessories Stores

►

Book, Periodical and Music Stores

►

Miscellaneous Store Retailers

►

Health and Personal Care Stores

►

Used Merchandise Stores

►

Specialty Food Stores

Nielsen Claritas RMP Opportunity Gap report data and findings provide a good starting point for efforts to identify
Groveport business expansion and recruitment targets. Still, retail categories and subcategories showing potential for
expansion and growth based on Nielsen Claritas data must be further analyzed and, with the contribution of local
experience and expertise, interpreted to better understand the local and regional conditions and factors that could be
driving the results, including how general merchandise and big box retail establishments could be impacting sales
performance in other various retail categories and subcategories.
Retail data and trends identifying categories and subcategories with relative market strength and pull must also infuse
local knowledge in an effort to further examine, better understand and profile potential opportunities and candidates for:
►

Complementary businesses and uses.

►

Existing business to expand or introduce new product and service lines.

►

Location‐neutral businesses and non‐store retailers, especially those that could be attracted by the local
trade area’s workforce and quality of life.

►

Business niche and destination‐oriented development which capitalizes upon existing retail sector strengths,
retail and non‐retail traffic generators and anchors, and Groveport area attractions and amenities.

The Foodservice and Drinking Places category, for example, was among the local trade area categories posting the largest
gains between 2002 and 2010, increasing by about $31 million in estimated sales, from $25.9 million to $56.9 million. By
contrast, regional trade area Foodservice and Drinking Places category sales decreased by an estimated $67.5 million
during the same eight‐year period. The divergence in local and regional trade area performance is consistent with overall
retail trends but also suggests that the local trade area is gaining traction as a destination for eating & drinking
establishments. Opportunities for Groveport to capitalize on this trend could largely revolve around the ability to
intercept traffic generated by surrounding attractions and amenities, and traffic currently traveling through Groveport to
reach eating & drinking establishments in Canal Winchester.

Outlook
The City of Groveport is defying the odds and is well‐positioned to continue on a path toward stable growth and
economic vitality. In spite of uncertainty and downward trends plaguing the national, state and even regional economies,
data and trends highlighted in this market profile demonstrate that Groveport has more than weathered the storm and
continues on an upward climb.
A growing local trade area population and attractive consumer market provide a solid, market‐driven basis upon which to
plan for the future growth and prosperity of Groveport’s retail sector. Beyond the retail sector, demographic
characteristics and lifestyle trends, together with Groveport’s rich inventory of community assets, the exceptional quality
of life enjoyed by residents, and the City’s strong economic development experience and track record of results, bode
well for the expansion of Groveport’s office, service and industrial sectors.
Information, findings and directions gained in the course of completing this Market Profile provide a strong framework
for the continued implementation of City of Groveport community and economic development efforts aimed at
enhancing and maintaining the viability and vitality of Groveport – Central Ohio’s Hometown.
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