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PROJECT OVERVIEW
The six-phase research and strategic planning process will last approximately nine months, concluding in
October 2016. A diverse Steering Committee comprised of representatives from the public, private, and nonprofit sectors will guide this process and ensure that it lays a foundation that allows people and businesses
to thrive and wealth to accumulate.

Phase 1: Stakeholder Input
The Stakeholder Input phase will inform every subsequent phase of the strategic planning process. Market
Street gathered community input via one-on-one interviews and focus groups with key stakeholders, and a
community-wide online survey. Collectively, these input techniques reached thousands of community
members. The online survey alone received 3,180 responses – one of the highest totals in any Market Street
client community. The findings from input are incorporated into the Community Assessment in order to form
a holistic view of how community preferences align with the community and economic development
opportunities of Spartanburg County.

Phase 2: Community Assessment
The Community Assessment answered the question: “How is Spartanburg County doing?” Using original
quantitative research and qualitative input gathered from Phase 1, Market Street developed a detailed
examination of Spartanburg County’s competitiveness as a place to live, work, visit, and do business. The
findings were integrated into key “stories” facing Spartanburg County. These stories answered key questions
about the county’s people, its quality of place, and economic structure issues that impact the county’s ability
to create lasting prosperity for its residents.

Phase 3: Target Business Analysis
Incorporating many of the findings of the previous phases, the Target Business Analysis identifies those
business sectors that align with Spartanburg County’s competitive strengths and have the greatest potential
to drive future growth and wealth creation in the county. Special consideration was given to those sectors
that have the highest potential for diversification and lead to high-wage opportunities for workers in the
Spartanburg County area. The primary goal of this phase in the strategic planning process is to identify the
best opportunities for Spartanburg County to diversify and strengthen its economic base through existing
business expansion, recruitment, and entrepreneurship.

Phase 4: Marketing Review
The Target Business Analysis is complemented by a Marketing Review that reviews the viability of existing
economic development marketing programs and identifies potential enhancements to future efforts. Using
best-practices examples and Market Street’s institutional knowledge, the Marketing Review evaluates existing
marketing efforts being led by the Spartanburg Area Chamber and its partners to market the county as an
attractive place for private investment. Recommendations have been made to ensure that marketing efforts
are efficient, effective, and align with the opportunities for investment identified in the Target Business
Analysis.
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Phase 5: Spartanburg County Community and Economic Development Strategy
Using the findings from the previous research phases as the initial framework, Market Street will facilitate a
series of discussions with the Steering Committee to determine what overarching goals and potential action
steps should be included in the Community and Economic Development Strategy. The Strategy will be holistic
and inclusive of the many components that affect the county’s ability to be a prosperous community. The
Strategy will serve as a tool unifying constituencies behind a consensus blueprint for its activities and
associated strategies that position Spartanburg County for continued success in economic development.

Phase 6: Implementation Plan
While the Spartanburg County Community and Economic Development Strategy outlines what Spartanburg
County must do to be a more prosperous community, the Implementation Plan outlines how this will be
accomplished. The Implementation Plan will put the Strategy’s recommendations into action until the
strategic goals are achieved. Market Street will develop both activity measures and performance benchmarks
to provide a clear process for evaluating progress over the course of the Strategy’s implementation.
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INTRODUCTION: OUR APPROACH TO
TARGETING
Public, private, and non-profit leaders in Spartanburg County are advancing a comprehensive initiative to
make their community a more prosperous place and to improve the quality of life for its current and future
residents. This process will result in a holistic community and economic development strategy that considers
all of the issues that influence a community’s success. The previous phase, the Community Assessment,
identified eight key “stories” that cover the broad range of opportunities and challenges in Spartanburg
County – everything from educational attainment and economic outcomes to downtown development and
community cohesion. This report focuses more narrowly on a specific issue: Spartanburg County’s
potential to create new jobs and wealth for its residents through “targeting” and marketing.
For individuals and households, standards of living are closely linked with economic opportunities. If more
workers at a variety of skill levels are able to find jobs and earn wages, levels of prosperity will rise. To that
end, communities around the country are directing finite resources toward the development of “targeted”
business sectors that have the greatest potential to grow jobs and attract investment. This report identifies
and profiles the sectors that possess such potential in Spartanburg County and evaluates the community’s
marketing activities related specifically to business attraction. It is divided into two sections:
 Target Business Analysis: This section presents a roster of recommended target sectors for
Spartanburg County. It was developed from an extensive analysis of the community’s economic
composition and competitive position for a variety of business activities. This process included
evaluating relevant findings from the Community Assessment and the public input process and
conducting an extensive analysis of business sector and workforce data. This “ground up” approach –
which focuses on the region’s workforce attributes and other assets that are conducive to specific
types of economic activity – reveals opportunities and challenges and forms the basis for determining
where Spartanburg County should be directing its economic development resources. The section
includes a brief profile for each target sector, complete with a set of key strategic considerations that
can inform the development of the upcoming community and economic development strategy.
Feedback from the Steering Committee and regional economic development partners will help
refine these draft recommendations.
 Marketing Review: This section analyzes the existing community and economic development
marketing efforts of the Economic Futures Group (EFG), a public-private partnership that is
Spartanburg County’s principle economic development marketer. It focuses on the utilization,
coordination, efficacy, and impact of various marketing tools and channels and makes
recommendations to ensure that the EFG’s marketing efforts are efficient and effective.
Before moving on, however, it is first necessary to define Market Street’s approach to targeting and
establish how this practice differs from other strategic aims that might also lead to economic growth.
The remainder of this introductory section provides this additional context in addition to defining specific
terms and outlining various strategic considerations that underpin the included analysis.
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A targeted sector, or simply a “target,” is any type of business activity that an economic development
organization and its partners strategically pursue for growth and development. In other words, a target is an
area where financial and staff resources – and the programs and policies they support – are specifically
focused. Targets are often those segments of the economy where there are existing competitive advantages
and strong possibilities for growth and return on investment. Some communities choose to target sectors
that are not presently concentrated in their community or characterized by an existing competitive
advantage. In some cases, this is because the area of activity is rapidly expanding or exhibits the potential to
do so, while other communities select targets that align with other strategic objectives in the community.
But this report ultimately classifies targets as those areas of activity that have the greatest potential
to lead to job growth and investment in the community in the next five years.
To be clear, the overall community and economic development process is not merely about
capitalizing on near-term opportunities or “what Spartanburg County can compete for today.” It is
also important to think about how the community can position itself to be more competitive over a much
longer timespan – years or even decades beyond the five-year lifecycle of the upcoming strategy. For one,
we live in a rapidly changing world in which forces such as globalization and rapid technological advances
are creating both new opportunities and threats. This report makes every effort to identify emerging trends
that dovetail with Spartanburg County’s existing strengths and competencies and identify ways in which the
community might leverage them through strategic action. But predicting how the economy will evolve far
into the future is an exercise fraught with peril. Recall the quote from Harvard University economist Lawrence
Katz presented at the conclusion of the Community Assessment: "One thing we've learned is that when we
attempt to forecast jobs 10 or 15 years out, we don't even get the categories right.” 1 In the long run,
communities must do all they can to grow and attract a highly educated and adaptive workforce and be
willing to be flexible with training resources and a variety of other investments as conditions shift. But
successful communities aggressively pursue and capitalize on more immediate opportunities while still
working to develop an asset base that supports overall economic growth.
The public input process also clearly revealed that stakeholders in Spartanburg County place a high
value on economic diversification and have a strong desire to see the community complement its
prodigious strengths in manufacturing and distribution and trade with a more robust “white collar”
services sector. However, as the Community Assessment established, there are several significant barriers
to white collar growth in Spartanburg County, including low levels of educational attainment and the need
for additional investment in quality of place amenities – e.g. downtown Spartanburg – that can attract
talented individuals and the companies that seek to locate in close proximity to them. These are issues that
can and should be addressed through a variety of strategic actions. But with some exceptions that will be
discussed later in this report, Spartanburg County’s existing asset base and competitive position are such
that marketing the community to outside white collar firms is not likely to produce a positive return on
investment in the short-term. Instead, this report will present a set of “targeted corporate
opportunities” that reflect the limited opportunities for near-term white collar job growth in areas
that are closely affiliated with the region’s target sectors. The Conclusion then begins a conversation
about what Spartanburg County must do to in order to broaden its opportunities in the future. In effect, it
identifies an initial list of opportunities and challenges that must be addressed in order to make this
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list of target sectors different and more balanced in 10 years. These considerations will be
incorporated into the upcoming strategy.
It is also important to note that some business sectors that are important sources of local employment are
not necessarily targets. At its core, targeted economic development supports a net increase in
prosperity for a community and its residents, which necessitates “exporting” goods and services.
Businesses that can sell a product or service to a consumer or end user outside of Spartanburg County –
whether abroad or in some other region in the United States – bring new wealth into the community that
did not previously exist. This wealth then recirculates in the local economy, creating even more jobs and
wealth. Economists refer to jobs in export-oriented sectors as “traded” or “basic employment.” By contrast,
sectors such as retail, food service, and health care are said to “follow rooftops.” That is, they tend to serve
local populations and typically expand as a result of population growth. Their potential to bring in significant
wealth from outside the community is limited. And as such, sectors like health care and retail are
considered to be targets only in regions that are attracting significant numbers of outsiders to utilize
these services. For instance, Rochester, Minnesota has a focus on “destination healthcare” due to the fact
that people travel from all over the world to visit the Mayo Clinic. There is no evidence to suggest that similar
activities are taking place in Spartanburg County to the extent that they would warrant a “targeted” approach.
Economic activities related to travel and tourism also fall into a different category. When individuals visit a
community for business, a trade show, or a vacation, they certainly bring in outside wealth in the form of
spending on hotels, restaurants, entertainment, and so forth. But growing travel and tourism business
requires a special approach that is typically handled by a “destination marketing organization.” This is the
case locally, where the Spartanburg Convention & Visitors Bureau (CVB) works to attract all manner of visitors
to Spartanburg County, each of whom could be a potential resident, employer, investor, etc. So while the
activities of the CVB are important to the local economy, they do not fall within the scope of targeting.
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KEY CONCEPTS RELATED TO TARGET SECTOR DEVELOPMENT
CLUSTERS: Agglomerations – or “clusters” – represent groups of interrelated businesses that choose to colocate. The historical growth of clustered economic activity in areas such as the Silicon Valley, Route 128 in
Massachusetts, and the Research Triangle Park in North Carolina are well-developed case studies to which
many other regions across the nation refer as they strive to develop similar agglomerations. But there are
countless examples of such clusters around the country and the world. Clustering can occur among
competing or cooperative firms for a variety of different reasons. For instance, a group of suppliers may
choose to locate in proximity to a major manufacturer for research and development efficiencies and reduced
transportation costs. This phenomenon is at work in Spartanburg County and the Upstate, where a vast
network of automotive parts manufacturers and distributors have co-located around BMW’s Plant
Spartanburg. Another example is the immense aerospace cluster has developed around the Boeing
Integrated Defense Systems operations in St. Louis, Missouri. Other firms may co-locate in a specific area in
order to take advantage of a specialized labor pool or to be in close proximity to specific infrastructure.
While the factors that have led to clustering vary tremendously by region and sector, such agglomerations
occur over time because a location has an asset base that affords the sector and the companies that operate
within them some form of competitive advantage. The competitive advantages derived by these firms often
result in comparatively high potential for employment growth and wealth creation. As the cluster grows, so
too do the benefits afforded to the companies within the cluster: the available workforce grows, the potential
for collaboration expands, competition may drive down costs, and buyer and supplier networks expand,
among other potential impacts.
TARGETS: A targeted sector – or simply a “target”– is any type of business activity that is strategically pursued
by an economic development organization and its partners for growth and development. That is to say, a
“target” is an area where financial and staff resources, and the programs and policies they support, are
specifically focused. “Targets” are often those segments of an economy where competitive advantages exist,
prospects for future growth are greatest, and return on investment is likely highest. A “target” can be a single
business sector with high growth potential or a “cluster” of businesses in related sectors. Many communities
choose to target business sectors that are not presently concentrated in their community or characterized
by existing competitive advantages. This may be because such activities are rapidly expanding, exhibit
potential to become clusters in the years and decades to come, or align with other strategic objectives of the
community. The ultimate aim of “targeting” is not necessarily to create new clusters of business activity –
communities with multiple clusters are rare and tend to be among the nation’s largest and most dynamic
economies.
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STRATEGIC CONSIDERATIONS FOR TARGET SECTOR DEVELOPMENT
UNDERSTANDING YOUR ASSET BASE: Strategic targeting is predicated upon a solid understanding of a
community’s strengths and weaknesses, specifically as they relate to the needs of specific business sectors
and the companies that operate within them. The factors that medium to large companies consider when
evaluating a community as a potential location for a new facility are often referred to as site location factors,
site selection factors, or site considerations. These factors vary tremendously by sector. For example, data
center operations typically seek locations with low natural disaster risk, affordable and abundant water
necessary for cooling, and redundant and exceptional fiber-optic infrastructure, among other attributes.
Corporate headquarters typically seek locations with a well-educated workforce, exceptional passenger air
connectivity, and abundant amenities. Accordingly, communities that are able to offer such characteristics
are better positioned to attract these kinds of operations. Understanding the community’s asset base –
inclusive of a wide variety of these potential site location factors – is critical to understanding the
community’s competitiveness for various business sectors. Likewise, an understanding of its deficiencies in
terms of such site location factors will help the community identify areas that need further investment if the
community wishes to transform such deficiencies into future assets.
A HOLISTIC APPROACH: In many cases, targeted business sectors reflect existing clusters of establishments
with similar business activities that have likely flourished in a community because of an asset base that aligns
with that sector’s primary site location considerations. Other sectors that share similar site location factors
may not currently be concentrated in the community, but the aforementioned asset base could make the
community an attractive location for these new activities. Accordingly, such sectors represent opportunities
where the community may have a particularly high chance for success in marketing and recruitment efforts
that seek to attract new corporate investments or relocations that would benefit from the community’s
existing asset base.
For decades many communities and their economic development organizations have exclusively associated
“economic development” with “business recruitment.” While the recruitment of new companies is an
important component of any targeted economic development program, it is only “one leg of the stool.” The
growth of regional economies and their target business sectors are overwhelmingly driven by existing
businesses and entrepreneurs. While new investments generate ribbon cuttings and headlines, a variety of
studies have shown that the majority of the country’s job creation over various time periods has been
attributable to the expansion of existing companies. Accordingly, any effort to develop target sectors and
nurture employment growth within them must focus upon the needs of existing businesses as well as
entrepreneurs.
Holistic economic development must also focus on developing the asset base that supports the
competitiveness of target business sectors and the companies that operate within them. This is necessary to
alleviate barriers to expansion for existing companies and mitigate any potential risks that could lead to
layoffs or business closures. But such strategies that focus on developing the community’s asset base also
contribute to long-term viability of the community as a location for a more diverse array of sectors, including
sectors that the community is not currently competitive for in today’s climate but which it hopes to develop
in future decades.
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TARGET SECTOR ANALYSIS: APPROACH AND METHODS
There are many methods used to identify economic development targets. Some approaches are based on
incomplete or strictly industry-focused (business sector-focused) methodologies. Such methodologies ignore a
variety of important issues from workforce attributes to educational assets to geographic advantages, all of which
are vital to businesses. Market Street’s approach to target identification is rooted in a more complete examination
of the region’s strengths and opportunities, including talent – the occupations and types of knowledge that support
the region’s business activities. This comprehensive, interrelated approach stands in contrast to the traditional “top
down” approach long utilized in cluster identification and analysis. It recognizes the importance of talent and
workforce sustainability to the business community. It is complemented by an evaluation of the region’s business
climate, networks, infrastructure, research assets, educational programs, and many other factors that influence site
location decisions.
CLASSIFICATION: Our approach does not define targets strictly based on North American Industry Classification
System (NAICS) codes or Standard Occupational Classification (SOC) codes. Though these codes are used to help
quantify important trends and activity within each target, they should not be interpreted as rigid definitions of the
composition of economic activity within a given target. Classification systems do not adequately capture certain
niche technologies and opportunities that may deserve strategic attention in certain communities.
GEOGRAPHY: The research related to business sector and occupational composition within this report is based on
analysis of trends observed in Spartanburg County and the surrounding “labor shed” from which it can draw
workers. For the purposes of this report, the labor shed is considered to be the 10-county Greenville-SpartanburgAnderson, SC Combined Statistical Area, which includes Abbeville, Anderson, Cherokee, Greenville, Greenwood,
Laurens, Oconee, Pickens, Spartanburg, and Union counties.
LOCATION QUOTIENTS: Location quotients (LQs) are used to measure the relative concentration of local
employment in a given business sector or occupation. When applied to business sector employment, they measure
the ratio of a business sector’s share of total local employment to that business sector’s share of total national
employment. A business sector with LQ of 1.0 is exactly the same share of total local employment as that business
sector’s share of national employment. When a local business sector has a location quotient greater than 1.0, it
signals that the sector is more heavily concentrated locally than it is nationwide. Those sectors with high LQs are
often assumed to benefit from one or more sources of local competitive advantage. Location quotients can also
be applied to occupational employment in the same manner that they are applied to business sector employment,
helping to determine which occupations and corresponding skill sets – irrespective of the business sectors that
employ them – are highly concentrated in the local workforce.
INTER-INDUSTRY LINKAGES: Data covering inter-industry purchases provides insight into the degree to which
firms benefit from co-location and the ability to purchase products and services from local suppliers. When firms
purchase goods from suppliers outside the region, money is leaving the region. When this leakage is reduced,
employment and income multipliers rise. That is to say, when leakage is reduced and clustered firms are sourcing
locally, the economic impact of each new job created is maximized.
DATA SOURCES: Unless otherwise noted, all quantitative data contained in this report is sourced from Economic
Modeling Specialists International (EMSI), an industry-leading provider of proprietary data, aggregated from public
sources such as the U.S. Census Bureau, the U.S. Bureau of Labor Statistics, the U.S. Bureau of Economic Analysis,
the National Center for Education Statistics, CareerBuilder, and many others.
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TARGET BUSINESS ANALYSIS
Based on an extensive analysis of Spartanburg County’s economic composition and assets, Market Street
recommends five target sectors for the community to pursue to grow and attract jobs and investment in the
next five years. The proposed sectors are shown in the following graphic.

The four targets shown at the top of the graphic are reflective of Spartanburg County’s core economic
strengths related to making products and moving all manner of finished goods and inputs. The Automotive
Manufacturing target captures the BMW Spartanburg plant and the many parts manufacturers and related
firms that have clustered around it. The Machinery and Equipment target includes all other types of
machinery and equipment manufacturing operations. The Advanced Materials target includes
establishments engaged in manufacturing and/or developing new or better materials that are early in their
product lifecycle and have significant growth potential. These may be finished products or they could be
component parts of another good. As a result, there can be significant overlap between Advanced Materials
and the other manufacturing targets, as advanced materials have many applications in automobiles,
aerospace, and many other fields. The Distribution and Trade target includes business establishments that
facilitate the movement of goods. These include distribution centers, warehouses, trucking firms and thirdparty logistics providers, and wholesale operations that complete bulk sales. Due to a number of factors that
will be discussed later in this report, Market Street does not recommend broadly targeting firms in “white
collar” business sectors – e.g. corporate headquarters. That said, there may be near-term prospects for
growth in the more narrowly defined white collar areas shown underneath the Targeted Corporate
Opportunities target. As the arrows in the graphic indicate, these opportunities will likely be connected to
the region’s existing manufacturing and distribution strengths. For instance, Spartanburg County can pursue
the attraction or expansion of manufacturing firms that wish to co-locate their headquarter operations with
their production facilities for which the Upstate is highly competitive.

Page 13 – May, 2016

Spartanburg County Community and Economic Development Strategy – Target Business Analysis & Marketing Review

Automotive Manufacturing
DEFINITION AND OVERVIEW: The Automotive Manufacturing target is comprised of establishments that
produce motor vehicles and parts.2 These sectors are a vital part of the local economy and played a significant
role in Spartanburg County’s transition from a textile-dependent community to a diversified manufacturing
hub. In the midst of the domestic textile industry’s late-20th century collapse, BMW announced it would
build its first North American operation in Spartanburg County. The BMW Spartanburg plant opened in Greer
in 1994 and by 2015, it produced more than 400,000 vehicles.3 The BMW plant was among the first wave of
automotive assembly operations in the Southeastern United States. There are now more than a dozen in the
region and in 2015, Volvo broke ground on the newest addition in Berkeley County.4 With limited exceptions,
these plants have tended to locate far from existing assembly operations in order to avoid direct competition
for workers. As such, it is unlikely that the Upstate region will be home to an assembly operation other than
BMW Spartanburg in the near future. But ensuring that the region’s workforce and business climate are
conducive to a strong and thriving BMW will be an important aspect of targeting. Given the complexity of
the end product, there are numerous opportunities to retain, expand, and attract parts suppliers and other
firms engaged in the automotive supply chain. In addition to its general manufacturing strengths,
Spartanburg County has a particular advantage for these firms, which frequently must adhere to “just-intime” production models that require the precise coordination of supply chains, leading firms to prefer to
locate in close proximity to existing automotive clusters.
LOCAL COMPANIES: The list in addition to BMW is too lengthy to enumerate, but the following large
employers provide insight into the diversity of the cluster: Dräexlmaier Automotive of America (interior and
plastic components), Michelin North America (tires), Roechling Automotive USA (plastics components), Lear
Corp. (automotive seating and electronics), ZF Lemforder (steering and chassis components).
KEY LOCATION CONSIDERATIONS: Proximity to assembly plants and suppliers; access to transportation
Interstates, railroads, and ports; labor availability and costs; availability of large highway-served sites; energy
costs; state and local incentives
NATIONAL TRENDS: Between 2005 and 2010, the primary sectors responsible for the manufacture and sale
of automobiles shed more than 710,000 jobs. But these sectors combined to add 537,000 jobs between 2011
and 2015, and employment for automobile production is nearing pre-recession levels. But numerous
challenges remain. Greater consumer demand for value and competition from low-cost countries are pushing
firms to control costs. New technologies such as lightweight materials, powertrain efficiency and
electrification, and user interfaces are increasingly important. According to a Brookings Institution report,
“these new innovations will need to penetrate deep into the auto supply chain to firms three and four steps
removed from the automaker” if they are to be effective.5 This creates a need for greater coordination among
industry clusters. As the report succinctly states, “trends point to a future in which competitive advantage
will increasingly require a coupling of cost and efficiency factors with skills and technology factors.” Finally,
like many manufacturing sectors, the automotive industry is faced with impending workforce shortages
resulting from a lack of skilled younger workers to replace soon-to-be retirees.
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BUSINESS SECTOR EMPLOYMENT ANALYSIS
Spartanburg County is home to a broad manufacturing sector, but the importance of the Automotive
Manufacturing target is readily apparent in Figure 1. The four primary business subsectors shown at the top
of the table (NAICS 326211, 3361, 3362, and 3363) account for 10,492 jobs – nearly 40 percent of all
manufacturing jobs in the county. More than 5,800 of these positions are in the Motor Vehicle Manufacturing
subsector, which is effectively the BMW Spartanburg facility. Most of the remaining jobs in the target are
distributed across various subsectors within Motor Vehicle Parts Manufacturing. Firms in these subsectors
produce a diverse array of components that go into a finished vehicle – from steering and suspension
components to seating and interior trim. That Spartanburg County has significant employment
concentrations in many of them is indicative of the fact that a wide range of suppliers must locate in close
proximity to assembly facilities like the BMW Spartanburg plant.
Figure 1 also clearly demonstrates the importance of the Automotive Manufacturing target to Spartanburg
County during the past decade. While a recovery is well underway, the years between 2005 and 2015 were
ultimately a time of great turmoil for the automotive industry. General Motors and Chrysler filed for
bankruptcy in 2009 and employment in related production sectors collapsed, declining by 16.3 percent in 10
years. But Spartanburg County’s sector expanded rapidly, adding 2,024 jobs for a growth rate of more than
24 percent. Spartanburg County’s full manufacturing sector – which includes the many types of
manufacturing represented in Spartanburg, not limited to automotive – lost 2,833 jobs between 2005 and
2015. Put another way, all other manufacturing firms in Spartanburg County except for those in the
Automotive Manufacturing target combined to eliminate nearly 5,000 jobs in the past 10 years.6 Simply put,
the Automotive Manufacturing target has been a vitally important source of employment and wealth creation
for the community during a time of overall decline in manufacturing activity.

FIGURE 1: SPARTANBURG COUNTY AUTOMOTIVE MANUFACTURING RELATED SECTOR ACTIVITY,
2005 TO 2015
Employment Change
2005-2015
NAICS
326211
3361
3362
3363
336310
336320
336330
336340
336350
336360
336370
336390

Description
Tire Mfg. (except Retreading)
Motor Vehicle Mfg.
Motor Vehicle Body and Trailer Mfg.
Motor Vehicle Parts Mfg.
Gasoline Engine and Engine Parts
Electrical and Electronic Equip.
Steering and Suspension Comp.
Brake System
Transmission and Power Train Parts
Seating and Interior Trim
Metal Stamping
Other Parts

Wages, Salaries,
and Proprietor
Earnings (2015)

Jobs

LQ

Est.

#

%

US %

$

% of US

1,241
5,808
91
3,353
23
316
139
0
502
984
747
642

28.85
30.20
0.66
6.58
0.39
6.03
4.29
0.00
6.93
15.75
10.07
4.77

1
2
2
18
2
3
1
0
1
2
3
6

-198
1,521
62
656
-10
-31
-120
0
276
726
-6
-179

-14%
35%
219%
24%
-30%
-9%
-46%
-122%
281%
-1%
-22%

-21%
-15%
-12%
-18%
-21%
-40%
-18%
-41%
-6%
8%
-17%
-13%

$55,556
$75,888
$42,127
$49,397
$58,798
$58,583
$38,794
$0
$51,632
$45,609
$56,009
$43,208

88%
97%
88%
88%
92%
112%
73%
0%
77%
92%
98%
82%

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.
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OCCUPATIONAL EMPLOYMENT ANALYSIS
Business sectors within the Automotive Manufacturing target are dependent on a diverse array of
occupations, from assembly workers to industrial engineers.
 The Upstate has a large “team assembly” workforce, which is critically important to targetrelated manufacturing activities: Team assemblers are workers whose primary responsibility is
assembling a product or component part. Nationally, the occupation accounts for more than half of
all jobs at motor vehicle assembly plants and roughly one in five jobs in parts manufacturing
operations. (The percentages are even higher in Spartanburg County – 63.7 percent and 28.2 percent,
respectively.) In both business subsectors, no other occupation accounts for more than five percent of
the total workforce. Occupational data covering the full Upstate region reveals that there are more
than 25,000 Team Assemblers in the 10-county area, and the occupation is more than five times as
concentrated locally than it is nationally. Simply put, the region has a significant core competency in
manufacturing activities that rely on team assembly.
 Numerous other “on-the-floor” occupations are strongly concentrated within the region: Within
all business subsectors covering motor vehicle and parts manufacturing in the United States, roughly
77 percent of jobs involve the production of goods, the movement of materials, the maintenance and
repair of machinery, or the direct supervision of individuals who carry out the preceding activities.
These include positions such as machinists, computer controlled machine tool operators, forklift
operators, industrial machinery mechanics, and first-line supervisors of production workers. Among
the top 20 most common “floor” occupations in the national automotive sector, 17 are concentrated
in the Upstate region at a level that is higher than the national average.
 Automotive Manufacturing is an important source of high-paying jobs, particularly for
individuals without a four-year degree: The median hourly earnings – including wages and benefits
– for all jobs in Spartanburg County is $18.09, which is equivalent to $37,627 per year for a full-time
employee. That is, half of all workers in the county have annual earnings above this amount. According
to EMSI staffing patterns data, 77.2 percent of county jobs within the business subsectors related to
Automotive Manufacturing are in occupations that pay median hourly earnings above the overall
county median. Of the nearly 7,900 target-related jobs that fall into this category, a large majority
(nearly 90 percent) do not require entry-level applicants to have a bachelor’s degree or higher. So
while the Community Assessment phase identified an urgent need to raise educational attainment
levels in Spartanburg County, it is also important to recognize the need to create economic
opportunities for the large proportion of local adults who have not earned four-year degrees. As the
preceding figures demonstrate, the Automotive Manufacturing target does just that.
 Some positions face impending retirements: As previously stated, aging workforces represent a
significant threat to many manufacturing sectors, automotive included. In Spartanburg County, age
dynamics are relatively favorable for many occupations. For instance, just 16.3 percent of Team
Assemblers are aged 55 or over. But there are concerns in several other common occupations. At least
one out of every four tool and die makers, machinists, and industrial mechanics is likely to reach
retirement age in the next decade, which could lead to significant shortages if not addressed.
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STRATEGIC IMPLICATIONS
 A significant source of export wealth for Spartanburg County: In 2015, the BMW Spartanburg
plant produced 400,904 vehicles. 7 Only a tiny fraction of these were sold in Spartanburg County or
even the state of South Carolina as a whole, with the rest being sold to buyers outside the area. This
means that the vast majority of revenues flowing to motor vehicle and parts manufacturers in
Spartanburg County represent new money, a portion of which is paid in wages to workers, who then
recirculate it through the local economy. (And when a company is headquartered locally, profits may
remain in the community through various forms of investment.) And the dollar amounts are
substantial. According to EMSI data, Spartanburg County firms within the Automotive Manufacturing
target exported $4.8 billion in goods to areas outside the county – both domestic and foreign – in
2013.8 Overall, the target accounted for nearly a quarter of all exports from Spartanburg County.
 A rare mix of assets that support Automotive Manufacturing: The presence of an assembly plant
within Spartanburg County is a massive advantage for attracting other target-related businesses,
particularly “Tier One” suppliers, or those firms that provide inputs directly to the plant itself. These
firms seek to locate as close to the plant as possible given the nature of the “just-in-time” production
process that requires precise timing of deliveries. Only about a dozen other communities in the
Southeast can claim such a facility. Spartanburg County also has numerous infrastructure advantages
– notably excellent Interstate connectivity, the South Carolina Inland Port, and the proximity to the
Port of Charleston – that would be the envy of nearly any other community seeking to grow an
automotive cluster. The region is also home to the Clemson University International Center for
Automotive Research (CU-ICAR). While the campus is located in Greenville County, many automotive
firms may view the presence of an advanced research and development facility in the Upstate as a
significant positive.
 Understanding supplier networks can create opportunities to capture supply chain ”leakage”:
As previously stated, automakers tend to locate their Southeastern assembly plants far away from
existing facilities so they do not have to compete directly for talent. As such, attracting a plant on the
level of BMW Spartanburg should be seen as something of a “once-in-a-lifetime” event. But a finished
motor vehicle consists of thousands of component parts provided by a vast network of suppliers. The
“Tier One” suppliers that directly service the BMW assembly plant are likely already located somewhere
in the Upstate region, but Spartanburg County should have the opportunity to attract additional firms
further down the supply chain. For instance, the local Motor Vehicle Manufacturing subsector requires
an annual $958 million in goods from other than the Motor Vehicle Parts Manufacturing subsector.
Less than half of these (41.7 percent) come from within the 10-county region. This figure compares
favorably to other large markets with automotive assembly plants such as Nashville and Chattanooga
– that is, there is less “leakage” from the immediate area around the BMW plant than there is in
equivalent markets, according to EMSI data.9 By working with area automotive firms to understand
where they source inputs, economic developers in Spartanburg County can identify opportunities for
attracting additional firms within the supply chains that end at BMW Spartanburg – to the mutual
benefit of local companies and the community.
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 Top talent is not “created” in Spartanburg County, but Clemson is a significant asset to the
Upstate: All types of manufacturing firms rely on industrial and mechanical engineers to ensure the
effective design, implementation, and operation of industrial processes, systems, and equipment. Not
surprisingly given its strong manufacturing sector, the Upstate has high concentrations of workers in
the Industrial Engineers and Mechanical Engineers occupations. Both are more than twice as
concentrated locally as they are nationally. Spartanburg County is home to numerous higher education
institutions, but none offer degree programs in engineering. However, Spartanburg can leverage a
major asset for top talent – nearby Clemson University. Manufacturing employers from a variety of
subsectors noted good relationships with Clemson and other major engineering universities in the
Southeast and Mid-Atlantic, and the strength of Spartanburg County’s overall manufacturing sector is
evidence enough that it is capable of attracting a sufficient amount of talent. Strengthening
relationships with Clemson and other university partners can help further improve conditions.
 Trends related to consumer preferences and technological innovation should be monitored:
Spartanburg County’s automotive cluster exhibits many signs of strength and stability. For one, its
center of gravity is an assembly plant that represents a long-term, multi-billion dollar investment on
the part of the automaker. BMW Spartanburg produces the popular X Series of crossovers, which are
expected to account for 40 percent of BMW of North America’s sales in 2016, up from 34 percent in
2015.10 Additionally, Spartanburg County’s automotive sector has exhibited strong employment
growth in the past 10 years, even as other manufacturing sectors have contracted both nationwide
and locally. At the same time, the industry could be subject to numerous disruptive forces such as
ride-sharing services and advances in autonomous vehicle technologies, the impact of which is difficult
to predict. Though widespread change is unlikely in the next five years, economic developers in
Spartanburg County should closely monitor the impact of these technologies on consumer behaviors,
industry performance, and so on. Additionally, the community should also track trends related to
global trade. For instance, Audi recently located an SUV assembly plant in Mexico because that
country’s free trade deals significantly reduced tariffs for shipping vehicles back to Europe. 11
 Business retention and expansion activities will be crucial to understanding needs and trends:
As discussed earlier in this report, a large majority of job growth in any given community can be
attributed to existing firms. Accordingly, best-practice economic development programs throughout
the country engage in business retention and expansion (BRE) activities to work with existing firms to
identify needs and ensure that the local environment is conducive to the long-term success of the
business. BRE activities will be important across all target sectors within Spartanburg County. But there
is an especially strong need for BRE in Automotive Manufacturing. For one, there are just 22 targetrelated business establishments in Spartanburg County, meaning that the cluster is characterized by a
handful of large employers (though it is possible there are many other suppliers classified under
different business sectors). Working to ensure that these employers stay, grow, and thrive in the
community can have an outsize impact on the overall health of the target sector and the economy as
a whole. Additionally, many of the strategic implications in this profile can only be addressed through
working relationships with local firms – e.g. understanding of supply chains and offering assistance to
strengthen relationships with assets such as CU-ICAR.
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Machinery and Equipment
DEFINITION AND OVERVIEW: Spartanburg County is well-known for its automotive cluster that was profiled
in the previous section of this report. Ultimately, motor vehicles are a specific type of transportation
equipment. This target captures manufacturing establishments that produce many other types of machinery
and equipment but rely on similar workforce competencies and share common site selection considerations
with Automotive Manufacturing firms. Though the Machinery and Equipment target is not nearly as large as
Automotive Manufacturing from an employment perspective, it is nevertheless comprised of business
subsectors that have been historically strong in Spartanburg County and can provide valuable economic
diversity going forward. The business subsectors associated with the Machinery and Equipment target
produce a wide range of final products including but not limited to: industrial machinery, mining equipment,
HVAC and other mechanical systems, lighting, and various types of non-auto transportation equipment (e.g.
railroad). Though at first glance these activities may seem to be too diverse to be lumped together within a
single “target,” the processes involved in the production of these goods share some common threads. Most
importantly, they all essentially involve the assembly of numerous component parts into a finished whole –
just like many motor vehicle and parts manufacturing processes. This aligns well with the production
workforce competencies in Spartanburg County and the Upstate as a whole.
LOCAL COMPANIES: Machinery and Equipment manufacturers in Spartanburg County run the gamut in
terms of size and lines of business. The following brief list provides insight into the diversity of the sector:
Integrated Combustion Solutions (gas turbine re-manufacturer), Jankel (armored vehicles and component
systems), Stäubli (textile machinery, connectors, and robotics), TerraSource Global (material handling and
processing equipment), and Wabtec Passenger Transit (railroad equipment).
KEY LOCATION CONSIDERATIONS: Similar to the Automotive Manufacturing sector; access to
transportation Interstates, railroads, and ports; availability of team assemblers; labor costs; availability of large
highway-served sites; energy costs
NATIONAL TRENDS: As discussed in the Automotive Manufacturing profile, the United States’
manufacturing sector will face significant concerns with respect to workforce sustainability in the coming
years. A 2015 joint report from the Manufacturing Institute and Deloitte provides further insight into this
looming threat. The report estimates that within the next decade, there will be 3.5 million manufacturing
openings in the United States, 2.7 million of which will be due to Baby Boomers retiring from the workforce.
The report estimates that two million of these jobs will go unfilled due to a shortage of skilled workers due
to factors such as “loss of embedded knowledge due to movement of experienced workers, a negative image
of the manufacturing industry among younger generations, lack of STEM (science, technology, engineering
and mathematics) skills among workers, and a gradual decline of technical education programs in public
high schools.”12 Production processes related to various types of machinery and equipment may also be
altered by the emergence of additive manufacturing or 3D printing technologies that could allow firms or
end-users to create highly customized parts and systems. According to Wohlers Associates, Inc., the 3D
printing market surpassed $5.1 billion in 2015.

Page 19 – May, 2016

Spartanburg County Community and Economic Development Strategy – Target Business Analysis & Marketing Review

BUSINESS SECTOR EMPLOYMENT ANALYSIS
As Figure 2 shows, manufacturing business sectors associated with the Machinery and Equipment target
generally shed employment between 2005 and 2015. Of the 12 subsectors on the table with appreciable
employment bases in Spartanburg County, 10 contracted during the previous decade. All told, subsectors
related to the target lost more than 1,000 jobs during the 10-year period, a drop of 26.2 percent that was
much steeper than the national job loss of 4.7 percent. Looking further back in time reveals an even more
precipitous decline in employment. In 2001, there were 6,545 jobs in the target-related subsectors shown in
Figure 2. By 2005, there were just 3,826 – a more than 40 percent decline in just four years. While the early
2000s recession may have been a contributing factor, the same subsectors fared much better throughout
the national economy, declining by 15.0 percent. The job losses also do not appear to be the result of a
downturn in any specific industry, as six of the subsectors lost more than 100 jobs during the four-year
period.
While total employment in target-related subsectors is far below 2001 levels, recent years have been more
stable. All together, the subsectors grew slightly between 2010 and 2015, with eight posting positive job
growth figures during that span. As of 2015, Machinery and Equipment accounted for 2,823 jobs in
Spartanburg County, and these jobs are well distributed across the target’s subsectors. Eight of the 14
subsectors shown in Figure 2 have location quotients above 1.0, meaning they are at least slightly more
concentrated locally then they are in the national economy.

FIGURE 2: SPARTANBURG COUNTY MACHINERY AND EQUIPMENT RELATED SECTOR ACTIVITY,
2005 TO 2015
Employment Change
2005-2015
NAICS
3331
3332
3333
3334
3335
3336
3339
3351
3352
3353
3359
3364
3365
3369

Description
Ag./Construction/Mining Machine. Mfg.
Industrial Machinery Mfg.
Comm. & Service Industry Machine. Mfg.
Vent./Heating/Air-Conditioning Mfg.
Metalworking Machinery Mfg.
Engine/Turbine/Power Tran. Equip. Mfg.
Other General Purpose Machinery Mfg.
Electric Lighting Equipment Mfg.
Household Appliance Mfg.
Electrical Equipment Mfg.
Other Elec. Equip. & Component Mfg.
Aerospace Product & Parts Mfg.
Railroad Rolling Stock Mfg.
Other Transportation Equipment Mfg.

Jobs
104
187
24
58
215
389
242
0
<10
354
642
58
517
33

LQ

Est.

#

%

US %

0.48
1.87
0.31
0.51
1.30
4.44
1.02
0.00
0.01
2.74
5.51
0.13
20.32
1.14

4
15
1
6
11
4
4
0
1
3
2
2
1
2

-6
-86
-2
-432
-132
221
-118
-298
--125
-110
--6
33

-5%
-32%
-8%
-88%
-38%
132%
-33%
-100%
--26%
-15%
--1%
--

15%
-12%
-22%
-18%
-10%
-1%
-3%
-23%
-29%
-6%
-5%
6%
3%
-18%

Wages, Salaries,
and Proprietor
Earnings (2015)
$
$57,280
$50,670
$67,375
$46,470
$53,429
$64,991
$61,653
$0
-$66,232
$62,582
$107,318
$60,456
$71,745

% of US
79%
67%
95%
86%
92%
87%
94%
0%
-97%
99%
113%
90%
120%

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.
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OCCUPATIONAL EMPLOYMENT ANALYSIS
Like the Automotive Manufacturing target, Machinery and Equipment firms rely on a diverse range of talent,
including production workers and engineers.
 There is significant overlap between top occupations in Machinery and Equipment and
Automotive Manufacturing: The specific production processes that manufacturers use to create
goods vary widely and not just between different business subsectors. Two firms making roughly
comparable goods may arrive at the finished product by employing substantially different methods.
But from an occupational perspective, business establishments in related manufacturing subsectors
are likely to require a similar mix of workers who possess particular skillsets. As previously stated, there
are close ties between the Machinery and Equipment and Automotive Manufacturing sectors – in some
respects, the latter is a subset of the former. It is therefore not surprising that in the United States
economy as a whole, the two targets have seven of their 10 most important occupations in common.
The most prevalent occupation in each is Team Assemblers, though it comprises just 9.2 percent of
the Machinery and Equipment workforce compared to 28.1 percent of the Automotive Manufacturing
base. Other occupations that are common in both targets include machinists, welders, computercontrolled machine tool operators, and industrial engineers. Firms in specific subsectors may require
specialized talent. For instance, aerospace firms will likely require workers in the Aircraft Structure,
Surfaces, Rigging, and Systems Assemblers occupation. While there is virtually no employment in this
occupation within Spartanburg County, there are 275 such positions throughout the Upstate, a
concentration that is 61 percent above the national average. This further underscores the broad
manufacturing capabilities of the 10-county region and suggests that Spartanburg County may be
able to capture a broad range of activities going forward.
 The Upstate has strong concentrations of employment in a wide variety of supportive
occupations: Of the 31 occupations that account for at least one percent of the national workforce in
business subsectors related to Machinery and Equipment, the Upstate region has above average
employment concentrations in 25. Eight are at least twice as concentrated in the regional economy as
the national average including some of the most important positions – team assemblers, industrial
engineers, computer-controlled machine tool operators, machinists, industrial machinery mechanics,
and mechanical engineers – indicating a broad regional production competency.
 Age dynamics are similar to the Automotive Manufacturing target: Many key occupations within
the Upstate have relatively stable age dynamics, but certain positions that are important to machinery
and equipment manufacturing – machinists, for instance – face impending retirements.
 Competitive labor costs yet quality jobs: Of the 31 most common occupations in business
subsectors related to Machinery and Equipment referenced earlier, median earnings (wages plus
benefits) in the Upstate are within 105 percent of the national average for all but five, meaning the
region is cost-competitive from a labor standpoint. Although while many of these occupations have
median earnings figures that are below the overall median for all occupations in Spartanburg County,
all offer significantly better compensation than employment opportunities in other sectors (such as
retail or food service) that are available to individuals without postsecondary degrees.
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STRATEGIC IMPLICATIONS
 Machinery and Equipment represents an important opportunity for diversification within the
manufacturing sector: During the past 10 years, Spartanburg County’s automotive cluster has grown
rapidly while the majority of business subsectors related to the Machinery and Equipment target have
experienced job losses. It may be tempting to view these trends as a sign that the Automotive
Manufacturing target is ascendant while other machinery and equipment manufacturing sectors are
industries in decline. It is true that many manufacturing subsectors have struggled in the United States
since the beginning of the new millennium. But it would be a mistake to overlook the potential of all
types of machinery and equipment manufacturing activities to raise levels of prosperity in Spartanburg
County. The post-Great Recession stabilization of employment within the target-related business
sectors is a positive sign, and the fortunes may be turning around nationally as well. After steep
declines in the early years of the 21st century, EMSI projects the business subsectors related to the
target to collectively post a slight employment increase between 2005 and 2015. And as previously
referenced, the fact that the county and the Upstate region as a whole are so competitive for
automotive manufacturing is in fact evidence of a broader competency for all types of manufacturing
related to machinery and equipment. Moreover, longtime residents of Spartanburg County who lived
through the downturn in the domestic textile industry well understand the importance of economic
diversification. Spartanburg County’s automotive cluster has been performing extremely well in recent
years, and there are no signs to suggest its fortunes will reverse any time soon. However, given the
increasingly rapid pace of change and unpredictability that go hand-in-hand with globalization and
technological change, all communities should pursue opportunities to broaden their economic base
to protect against shifts in a single industry. The Machinery and Equipment target gives Spartanburg
County the opportunity to do just that in the context of one of its greatest competitive strengths.
 Data suggests that demand for certain postsecondary awards is outstripping supply: Throughout
the input process, stakeholders from the manufacturing community praised Spartanburg County’s
higher education assets, particularly Spartanburg Community College (SCC), which prepares students
for a broad range of manufacturing careers at its Center for Advanced Manufacturing & Industrial
Technologies (CAMIT). Participants also noted the school’s arrangement with BMW, which allows
eligible students to attend SCC full-time while working part-time at the assembly plant with the goal
of achieving full-time status upon graduation. An analysis of degree completion data reveals that
Spartanburg County is producing relatively few postsecondary awards in key program areas such as:
Welding Technology/Welder, Machine Tool Technology/Machinist, Manufacturing Engineering
Technology/Technician, Industrial Mechanics and Maintenance Technology, and Computer
Numerically Controlled (CNC) Machinist Technology/CNC Machinist. As of 2014, there were 1,645 job
openings in the county in occupations that require such credentials, but local institutions produced
just 57 such awards in the 2014 academic year. Leaders in Spartanburg County must consider options
for improving these numbers, either through the creation of new programs or better connecting
students (and employers seeking talent) to existing programs.
 Infrastructure and location are again major advantages: As previously referenced, Spartanburg
County has near unparalleled access to transportation networks and major markets. The region’s rail

Page 22 – May, 2016

Spartanburg County Community and Economic Development Strategy – Target Business Analysis & Marketing Review

connectivity and the South Carolina Inland Port intermodal facility could be particularly important
assets to Machinery and Equipment manufacturers that rely on heavy or bulky inputs that are difficult
to transport via truck or source components from global supply chains.
 Communicating Spartanburg County’s overall competitiveness for Machinery and Equipment
will be important: Spartanburg County’s reputation as an automotive manufacturing hotbed is wellknown in economic development circles. While the Marketing Review section will discuss the
community’s outreach in more detail, it will be important to communicate to external audiences that
Spartanburg County is competitive for a broad range of machinery and equipment manufacturing
activities and that automotive manufacturing is not “sucking up all the oxygen” with respect to factors
such as workforce.
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Advanced Materials
DEFINITION AND OVERVIEW: As the previous two target profiles indicated, Spartanburg County has strong
business sector and workforce concentrations related to the assembly of complex machinery and equipment
– automobiles, for example. But the community also has a strong competency related to the production of
materials that serve as basic building blocks or components of other finished goods – things like chemicals,
plastics, and even textiles. Given the volatility that globalization has brought to certain legacy materialmaking industries (textiles, as one example) many communities around the world have pursued the
development and production of “advanced materials” as a means to economic growth. This includes, to
varying extents, Spartanburg County, the Upstate, and the State of South Carolina.13
There is no standard definition of what makes a material “advanced.”14 At the most simplistic level, advanced
materials are considered to be all new materials or modifications to existing materials that can enhance
performance in a particular application. 15

16

This framework is sometimes further narrowed to include only

those materials that are early in their product or technical lifecycle – meaning they have strong potential for
future growth.17 The Upstate Alliance, the public-private partnership that carries out economic development
marketing activities for the 10-county region, includes “advanced materials” as one of its targets. The Alliance
positions the Upstate as a destination for manufacturing and innovation related to four key areas within
advanced materials:
1)

Plastics

2)

Optics and photonics (the applications of which include optical fibers, display technologies, etc.)

3)

Advanced textiles

4)

Metalworking and fabrication

Targeting does not take place in a vacuum, and it is important to consider the broader regional context when
identifying opportunities for economic growth. To that end, the Advanced Materials target presented here
seeks to capture the activities related to the four key subsets of advanced materials that the Upstate Alliance
markets for the region. Given the presence (or soon-to-be presence) of companies such as Milliken and Toray
Industries in Spartanburg County, this definition is further broadened to include materials such as chemicals,
composites, and carbon fiber products. Before proceeding, it is necessary to illustrate the difference between
a “conventional” and “advanced” material within these fields. For instance, a cotton t-shirt is an example of
a conventional textile product, while an advanced textile might be a t-shirt that includes “wearable” biometric
sensors or a nonwoven fabric with applications for a variety of medical and surgical procedures. A
conventional metal product might be a machined screw whereas an advanced product could be a metal
component that is more lightweight and durable than its predecessors. So while all materials manufacturing
activities can be important sources of jobs and wealth within Spartanburg County, it makes the most sense
to target firms that develop and produce advanced materials given the future growth potential of new and
innovative products.
It should be also noted that establishments in the Advanced Materials target may be integrated into a supply
chain related to local firms in the Automotive Manufacturing or Machinery and Equipment targets. For
instance, establishments in the Advanced Materials target might produce specialized fabrics or fabricated
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metal parts for BMW and other automotive firms. But while local synergies exist and opportunities to expand
them should be pursued, this target ultimately stands apart as having its own set of strategic considerations
and potential to drive economic growth in Spartanburg County.
LOCAL COMPANIES: The following is a partial list of firms that develop and/or produce materials in
Spartanburg County: AFL Telecommunications (fiber optic cable, wiring, etc.), Auriga Polymers (polyester
resins and specialty polymers), Circor Instrumentation Technologies (metal valve and pipe fittings), Cryovac
(food packaging), HOKE (precision fluid control solutions), IWG High Performance Conductors (conductors),
Milliken (chemicals, floor coverings, and other advanced materials), Spartanburg Steel (automotive metal
stampings), Sukano (plastic additives), Tietex (nonwovens for a variety of applications), The Timken Company
(bearings).
KEY LOCATION CONSIDERATIONS: Proximity to a major research university and ability to commercialize
technologies; scientific, engineering, and management talent; trained and skilled technical workers;
availability of raw materials; reliable and affordable energy; access to ports and global trade networks
NATIONAL TRENDS: Nationally, there is the need to ensure the United States’ manufacturing sector remains
relevant and secure in its spot as a modern leader in manufacturing. The historical decline in manufacturing
activities has had a significant negative impact on the economy; thus it is important that the United States
evolve to create strong economic ecosystems supportive of its activities in order to survive and thrive in
today’s far more advanced manufacturing economy. Realizing how critical manufacturing is to the United
States economy, the 2014 Revitalize American Manufacturing and Innovation Act was passed.
The recently released report by the National Science and Technology Council, Advanced Manufacturing: A
snapshot of Priority Technology Areas Across the Federal Government, identified Advanced Materials
Manufacturing as one of the technology areas that is an emerging priority. The report defined technology
areas that are strong candidates for future investment and expanded collaborations between government,
industry, and academia as ones that are emerging priorities. Recognizing that advanced materials
manufacturing is relevant in such a wide range of industries – automotive, biomedical, electronics, aerospace,
etc. – the report highlighted the need for the United States to be proactive and capitalize on the emergence
of new materials as more advanced and higher quality materials are developed. The U.S. Department of
Defense, National Science Foundation (NSF), and NASA are just a few of the federal agencies investing in
advanced materials manufacturing.
Some manufacturers are realizing benefits from re-shoring manufacturing operations to be proximate to
manufacturing facilities. Research has shown that the co-location of research and development and
manufacturing results in far more innovation. The path from idea to product includes steps along the way in
commercialization, research, product development and manufacturing. Co-location along the way decreases
time spent on trial and error, and therefore enables products to quickly be scaled-up and put in market in a
shorter amount of time.
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BUSINESS SECTOR EMPLOYMENT ANALYSIS
Given the nature of how business establishment information is gathered and classified, it is difficult to
precisely identify advanced materials activity in business sector data. With few exceptions, the North
American Industry Classification System (NAICS) does not distinguish between conventional and advanced
materials in its business sector definitions. There are multiple reasons for this. Sector classifications often lag
many years behind technological innovations, and specific “industries” may in fact be composed of business
establishments that are classified into a wide variety of categories. For instance, one researcher identified
2,748 “photonics” firms spread out over 259 different NAICS categories. 18 That said, Figure 3 shows the
business subsectors that are most likely to capture advanced materials activities in Spartanburg County.
These include various manufacturing subsectors related to plastics, photonics and optics, textiles, and metals
as well as two classifications (NAICS 541380 and 541712) that should capture research and development
activities that occur in separate business establishments. Several key takeaways from the table include:
 Most of the metal-related industry activity in Spartanburg County is related to fabricated metal
establishments that transform metal into intermediate or end products as opposed to primary metal
establishments such as steel mills or foundries. Additional data not shown on the table reveals that
Spartanburg County firms produce a wide variety of fabricated metal outputs, indicating a broadbased strength in this field.
 Spartanburg County still has clear competencies related to textile manufacturing, including
nonwovens, for which there are many potential applications. That particular subsector is more than 40
times as concentrated locally relative to the nation. Broadly speaking, nonwoven fabrics are composed
of fibers engineered for high-performance. Fibers are not woven, although they often look and feel
like traditional woven or knit fabrics. They are bonded mechanically, thermally or chemically to provide
specific functions for a multitude of uses ranging from single-use disposables to those meant for longterm durability. Applications of nonwoven fabrics cross nearly every industry sector and range from
household and basic consumer goods (e.g. Swiffer, Patagonia, envelopes, etc.) to commercial and
industrial tools, supplies, and products. It is the application of nonwoven research expertise to medical
applications that perhaps possesses the greatest growth potential and competitive advantages locally.
Nonwoven medical-use products include but are not limited to anti-bacteria textiles with a variety of
applications from surgical drapes, gowns, dressings and bandages to implantable technologies such
as tissue scaffolds.
 Standalone testing laboratories and R&D facilities are not highly concentrated in Spartanburg County,
but the presence of more than 100 jobs in nine business establishments reveals that there is at least
some research and development activity in the community.
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FIGURE 3: SPARTANBURG COUNTY ADVANCED MATERIALS RELATED SECTOR ACTIVITY,
2005 TO 2015
Employment Change
2005-2015
NAICS
331
332
313230
313320
314999
3251
3252
3261
335921
541712
541380

Description
Primary Metal Mfg.
Fabricated Metal Product Mfg.
Nonwoven Fabric Mills
Fabric Coating Mills
All Other Misc. Textile Product Mills
Basic Chemical Mfg.
Resin, Synthetic Rubber … Mfg.
Plastics Product Mfg.
Fiber Optic Cable Mfg.
R&D in Physical, Engineering, & Life Sci.
Testing Laboratories

Wages, Salaries,
and Proprietor
Earnings (2015)

Jobs

LQ

Est.

#

%

US %

$

% of US

40
2,048
495
269
316
230
666
2,011
629
42
64

0.11
1.56
42.46
38.63
9.75
1.73
7.91
4.04
72.87
0.10
0.42

11
76
7
2
8
12
7
25
1
4
5

-211
-579
-184
101
107
-30
-80
-3
347
15
31

-84%
-22%
-27%
60%
51%
-12%
-11%
-0%
123%
54%
95%

-17%
-6%
-18%
-23%
-20%
-3%
-13%
-13%
1%
14%
19%

$54,694
$59,311
$53,548
$47,672
$52,015
$75,353
$54,560
$65,348
$62,678
$75,264
$45,658

85%
111%
97%
84%
152%
79%
65%
135%
80%
62%
64%

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.

OCCUPATIONAL EMPLOYMENT ANALYSIS
 Specific manufacturing workforce requirements vary by material type, but the Upstate’s wide
range of production competencies provides a competitive advantage: As previously discussed,
the Advanced Materials target captures establishments that produce a wide range of actual materials
– metals, plastics, textiles, and chemicals. Accordingly, occupational requirements within the target
vary. A full breakdown of workforce needs by subsector is not feasible in this space, but occupational
and staffing patterns data clearly show that Spartanburg County and the Upstate have a competitive
workforce for a wide variety of materials production activities. For instance, metal, plastic, and textile
manufacturing all rely heavily on operators of various types of industry-specific machinery. Positions
such as welders and machinists are particularly vital for manufacturing firms. All of these occupations
are strong in the Upstate. The region has higher-than-average concentrations in all of the top 10 most
common production occupations within the fabricated metal manufacturing subsector. The same is
true in plastics manufacturing. And while employment levels are far below historical peaks, the Upstate
still has high concentrations of workers who operate textile production machinery.
 Research and development talent is limited: While the Upstate is home to a large manufacturing
workforce with a diversity of skillsets, the region has relatively low concentrations of individuals in
occupations that are important to R&D-related activities for advanced materials. This includes physical
scientists – such as chemists and materials scientists – and software developers who are important to
activities such as computer modeling. The two broad occupational categories that capture these types
of occupations are more than twice as concentrated in the United States as a whole as they are in the
Upstate. But Clemson is a potential asset to leverage for talent; students at the university completed
27 bachelor’s degrees and 16 advanced degrees in chemistry in 2014 alone.
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STRATEGIC IMPLICATIONS
 Spartanburg County is unquestionably competitive for the production of Advanced Materials:
As discussed in the previous two target profiles, Spartanburg County has the place-based attributes
that make it competitive for a wide variety of manufacturing activities. Its prime location and excellent
transportation connectivity are advantages that few other communities possess to the same degree.
An analysis of occupational data reveals that the Upstate region also has the needed workforce to
support Advanced Materials manufacturing. Business sector data demonstrates that Spartanburg
County has existing strengths in subsectors related to various types of materials manufacturing. To be
certain, not all of the existing firms in this subsector are producing “advanced” materials by the
definition provided at the beginning of this profile. But the presence of this existing activity – taken
with the aforementioned strengths – strongly suggests that Spartanburg County can be competitive
for additional advanced materials manufacturing establishments.
 There are potentially significant opportunities for expanding inter-industry linkages to strong
automotive and aerospace sectors, among others: The State of South Carolina is home to thriving
clusters of automotive and aerospace manufacturing. Two business subsectors that capture
automotive and aerospace products and parts assembly added nearly 8,300 jobs between 2005 and
2015, a growth rate of 163 percent. Both of these sectors rely heavily on inputs from firms related to
the Advanced Materials target. For instance, South Carolina aerospace and automotive manufacturing
firms require more than $136 million in goods annually from firms in the fabricated metals subsector,
and more than $100 million annually from plastics product manufacturers. In both cases, more than
70 percent of these inputs come from outside of the state. This indicates that there could be significant
opportunities to recruit additional advanced materials suppliers that may wish to locate in close
proximity to the state’s thriving automotive and aerospace clusters (among other key sectors such as
machinery). This is evidenced by the recent decision of Toray Industries to locate in Spartanburg
County. According to Toray, the firm chose South Carolina for its $1.4 billion carbon fiber production
facility in order to be close to aerospace operations such as Boeing’s assembly plant in North
Charleston.
 Clemson and AMRL are assets in the Upstate, but R&D potential is limited by a lack of a major
research university in Spartanburg County proper: Manufacturing firms of all types are constantly
seeking to develop new products and processes. But by definition, firms engaged in the Advanced
Materials field are actively seeking to create new materials or applications – or are in the early stages
of commercializing a recent innovation. This innovation need not occur in the same place as products
are actually manufactured. In fact, such research and development activities are frequently based out
of or concentrated in close proximity to a major research university in order to leverage the availability
of top-tier talent, research grants and funding, and the natural synergies that form around innovation
clusters. The Upstate is home to two significant assets related to Advanced Materials research –
Clemson University and its Advanced Materials Research Laboratory (AMRL), a $21 million facility in
Anderson. These institutions are highly beneficial to the region-wide economy, and Spartanburg
County should seek to leverage them to the greatest extent possible. But anecdotal evidence suggests
that many research activities tend to cluster in very close proximity to major research institutions,
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which limits potential for R&D in Spartanburg County, as none of its institutions receive enough
research funding to rank among the top tier of research universities in the United States.
 Spartanburg County has some private-sector research capacity – including an Advanced
Materials giant: Despite the lack of a major research university, there is evidence of at least some
private-sector research and development activities in Spartanburg County. As discussed in the
Business Sector Employment Analysis, there are approximately 100 jobs in Spartanburg County at
establishments engaged primarily in research and development or laboratory testing, though it is not
possible to determine the specific fields to which these establishments are related. But one of
Spartanburg County’s most well-known companies is a giant in the field of Advanced Materials
research. According to its corporate website, Milliken’s Spartanburg County facility is one of the largest
textile research facilities in the world. The company holds more than 2,200 patents, making it one of
the largest privately held patent holders in the country. Milliken has deep roots in the community, but
its presence indicates that it is possible for the private sector to conduct cutting edge research and
development activities in Spartanburg County.
 Talent attraction will be critical to any expansion of research opportunities: As discussed in the
Community Assessment, Spartanburg County has low overall levels of educational attainment.
Additionally, occupational data reveals that there are relatively low concentrations of individuals in
occupations related to fields such as the physical sciences and software development in both the
county and the Upstate as a whole. Accordingly, attracting talented individuals from outside the region
will be necessary for near-term expansion of regional research and development capacity related to
Advanced Materials. According to stakeholders in companies that carry out some level of research and
development activities in Spartanburg County, it can be challenging to recruit these workers to the
community – even for a guaranteed job – due to factors such as quality of place concerns relative to
top markets. As such, talent attraction for the Advanced Materials target will be closely tied to
overarching strategic aims related to making the community a more attractive destination for talented
and educated workers.
 Expanded STEM opportunities can support target-related talent development in the long run:
Attracting outside talent to Spartanburg County is a necessary condition for short-term growth in
research activities related to Advanced Materials. But the community should also pursue a long-term
strategy of strengthening its homegrown workforce in the fields of science, technology, engineering,
and math (STEM) at all levels of the “talent pipeline.” This could include expansion and better
alignment of STEM programs at the K-12 level. While the county does not have an engineering school,
local higher education institutions did produce 122 degree awards (including 88 bachelor’s degrees)
in programs related to computer and information sciences and 26 bachelor’s degrees in the physical
sciences in 2014.
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Distribution and Trade
DEFINITION AND OVERVIEW: All products start out as a series of raw inputs that must be transported to a
manufacturer. When the production process is complete, the resulting goods must be conveyed to a user –
a consumer, business, or other manufacturer. The various activities involved in this process are captured in
the Distribution and Trade target. The target captures business establishments such as distribution centers,
warehouses, and freight trucking firms. It also includes companies that coordinate and arrange for the
transportation of goods and materials such as third-party logistics providers (3PLs) and supply chain
consulting firms. Finally, it captures establishments engaged in wholesale trade. Unlike individual households,
businesses, governments, and institutions typically purchase goods from wholesalers – intermediary
establishments that acquire and distribute all manner of materials and goods. Wholesalers may be vertically
integrated divisions of manufacturers or retailers or standalone entities. In addition to their role in storing
and distributing goods, wholesalers often provide other services to manufacturing establishments, including
marketing, business development, sales support, and supply chain coordination.
LOCAL COMPANIES: Spartanburg County is home to multiple large scale distribution operations for
companies such as Adidas, Amazon, Dish Network, and FedEx Ground. Firms engaged in other activities
include third-party logistics provider American Lamprecht and 2AM Group, a Greer-based company that
manages distribution and logistics operations (among many other activities) for automotive, aerospace, and
marine manufacturers, including BMW.
KEY LOCATION CONSIDERATIONS: Access to transportation networks; availability of large sites proximate
to highways; existing buildings with appropriate features such as clear heights; proximity to manufacturers
and major consumer markets; labor availability and cost
NATIONAL TRENDS: Domestic freight traffic and international trade are expected to grow rapidly in the
coming years. The degree to which communities can capture this growth will be heavily influenced by
location. According to a 2011 article in Area Development magazine, transportation accounts for 50 percent
of supply chain costs – by comparison, labor comprises just 17 percent.19 While low oil prices have likely
eased the burden somewhat in recent years, capacity constraints in freight transportation services have also
played a significant role in driving up costs.20 Accordingly, firms will seek to shorten the distance that goods
must travel to control costs. According to the American Trucking Association (ATA), the total tonnage moved
by trucks in the United States reached an all-time high in February 2016. But the ATA also warns of an
impending shortage of truckers. Due to the aging of the Baby Boomer generation, the trade group projected
that the industry would be short 48,000 at the end of 2015 and estimated that the shortage could reach
175,000 by 2024 if current trends hold.21 Additionally, the rise of e-commerce is altering everything from
supply chains to the physical characteristics of warehouses. E-commerce retailers need more space than
wholesalers that bulk-ship goods to physical retail establishments because they carry a wider variety of
products and ship in much smaller quantities. Accordingly, many e-commerce retailers now require
distribution centers to have ceiling “clear heights” of 40 feet as opposed to 32 to provide extra space for new
picking and packing methods.22
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BUSINESS SECTOR EMPLOYMENT ANALYSIS
Business subsectors related to the Distribution and Trade target were a critical factor in Spartanburg County’s
economic growth over the previous decade. As Figure 4 shows, target-related subsectors combined to add
3,245 jobs between 2005 and 2015, a 34.7 percent increase that was more than 10 times the national growth
rate of 3.3 percent. During the same time period, Spartanburg County’s entire economy added 12,470 jobs.
This means that more than one in four new jobs in the county – 26.9 percent – was in a business subsector
related to Distribution and Trade. As of 2015, target-related establishments employed 12,586 individuals,
which represents 8.9 percent of all jobs in the Spartanburg County.
The two largest subsectors related to the target – Merchant Wholesalers of Durable Goods and Truck
Transportation – make sense in light of Spartanburg County’s strong manufacturing base and prime location
and infrastructure assets. Wholesale establishments are frequently co-located with manufacturing facilities,
either as integrated business units of the same company or third-party entities. Durable goods are those
intended to last more than three years – motor vehicles, metals, machinery and equipment, parts, and so on
– and as this report suggests, much of Spartanburg County’s manufacturing strengths fall into these
categories. As such, it is not surprising to see a strong durable goods wholesale subsector, which accounted
for more than 4,200 jobs in 2015 and grew by 22.6 percent in the previous 10 years, a time of decline in the
national subsector.23 Growth in the Truck Transportation subsector was phenomenal, even considering
Spartanburg County’s excellent proximity to large East Coast markets and strong Interstate access and port
connectivity. The subsector added 2,169 jobs between 2005 and 2015 and is now highly concentrated in the
county with a location quotient of 2.63. Subsector data not shown in Figure 4 also reveals that Spartanburg
County has significant strength across many different types of truck transportation, with strong
concentrations and employment growth in subsectors related to general and specialty cargo, short- and
long-haul distances, and “full truckload” and “less than truckload” quantities.

FIGURE 4: SPARTANBURG COUNTY DISTRIBUTION AND TRADE RELATED SECTOR ACTIVITY,
2005 TO 2015
Employment Change
2005-2015
NAICS
423
424
425
481
482
484
488510
493
541614

Description
Merchant Wholesalers, Durable Goods
Merchant Wholesalers, Nondurable
Wholesale Elec. Mkts., Agents & Brokers
Air Transportation
Rail Transportation
Truck Transportation
Freight Transportation Arrangement
Warehousing and Storage
Distribution & Logistics Consulting Svcs.

Jobs
4,227
1,764
1,072
141
108
3,923
76
753
522

LQ
1.55
0.93
1.30
0.34
0.52
2.63
0.38
1.05
4.71

Est.
239
96
100
4
0
126
5
18
18

Wages, Salaries,
and Proprietor
Earnings (2015)

#

%

US %

$

% of US

779
124
408
63
-13
2,169
-542
-85
342

23%
8%
61%
82%
-11%
124%
-88%
-10%
190%

-3%
0%
21%
-9%
-1%
1%
14%
34%
39%

$54,588
$53,939
$56,856
$28,885
$92,169
$42,700
$47,811
$47,754
$36,757

78%
85%
61%
39%
96%
93%
83%
111%
54%

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.
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OCCUPATIONAL EMPLOYMENT ANALYSIS
The Distribution and Trade target relies on a diverse range of occupations, from individuals who move goods
such as laborers and truck drivers to numerous administrative and sales occupations.
 The Upstate has a large workforce supportive of distribution centers: Nationally, more than a
third of the jobs in the business subsectors shown in Figure 4 are classified as Transportation and
Material Moving Occupations, a broad category that captures positions ranging from airline pilots to
individuals who package materials. As a group, these occupations are concentrated in the Upstate at
a slightly higher rate than they are in the national economy. The Upstate has strong concentrations of
workers in specific occupations that are important to distribution centers and related occupations.
These include hand laborers (location quotient of 1.47, meaning the occupation is 47 percent more
concentrated locally relative to the national economy), packers and packagers (1.46), and forklift
operators (1.20). This does not amount to “competency” in material moving, as these occupations
have very low barriers to entry and rarely require a postsecondary degree or certificate. However, the
strong concentrations do suggest that the region’s labor supply is more than adequate to support
further expansion in these sectors.
 Activities such as wholesale trade provide some high-wage “white collar” opportunities: In
Spartanburg County, 39.8 percent of jobs within target-related business subsectors are classified as
Transportation and Material Moving Operations. Another 37.0 percent of these jobs fall into categories
related to sales and office and administrative support. The specific occupations within these groups
vary widely. Some have minimal barriers to entry and pay low wages and benefits – stock clerks, for
example, but some are the type of high-wage jobs that community stakeholders would like to see
expanded. Sales representatives for wholesale and manufacturing firms account for 11.1 percent of all
target-related jobs and more than 1,400 positions in total. The median worker within these
occupations earns compensation (wages and benefits) of nearly $60,000 per year.
 Unfavorable age dynamics threatens stability in several critical positions, particularly tractortrailer drivers: In the United States, many of the most important target-related occupations have
more workers between the ages of 45 and 64 than they have workers between the ages of 25 and 44.
Similar dynamics are present across the Upstate, but the age dynamics are even more unfavorable in
Spartanburg County. For instance, sales representatives for wholesale and manufacturing skew much
older in the county than they do nationwide. And the gap is particularly concerning for tractor-trailer
drivers – an occupation that is absolutely essential to the distribution of materials and goods. In
Spartanburg County, the proportion of workers aged 45 to 64 is 18.1 percentage points larger than
the proportion aged 25 to 44. Throughout the Upstate, 28.6 percent of tractor-trailer drivers are aged
55 and over, meaning they will reach retirement age in the next decade. This would be a concern in
any context, but it is especially troubling given the fact that there were actually fewer tractor-trailer
drivers in the 10-county region in 2015 than there were in 2005. The occupation contracted by 4.7
percent during this time period. Nationally the occupation grew slightly by 0.9 percent. So while
Spartanburg County is in a strong competitive position for distribution and trucking activities, these
age dynamics represent an emerging threat.
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STRATEGIC IMPLICATIONS
 Employment growth trends suggest a strong competitive advantage, both nationally and within
the Upstate: As discussed in the Business Sector Employment Analysis section of this profile,
employment in target-related sectors grew by 34.7 percent in Spartanburg County between 2005 and
2015, 10 times the national growth rate (3.3 percent) and triple the employment increase in the other
nine Upstate counties (10.6 percent). Additionally, several key occupations grew rapidly during this
time period in contrast to national and regional trends. For instance, the number of tractor-trailer
drivers based at a business establishment in Spartanburg County increased by 64 percent between
2005 and 2015, this despite the fact that the total number of truck drivers based in the Upstate
declined during this time period. Though some workforce concerns were referenced in the
Occupational Analysis section, these numbers indicate that Spartanburg County enjoys a major
competitive advantage for activities related to Distribution and Trade.
 Major geographic and infrastructure advantages – but a need to maintain existing assets: As
discussed in the Community Assessment and this report, Spartanburg County has significant placebased advantages for Distribution and Trade. However, the public input process and recent media
reports reveal that many stakeholders in the business community have serious concerns about the
physical condition of Interstate highways and other key roads in South Carolina. Ensuring that assets
such as highways and “last-mile” connections are designed and maintained to high standards of
quality will be an important competitive consideration going forward.
 Distribution and Trade is complementary to manufacturing, and opportunities exist to enhance
inter-industry linkages: Manufacturing firms are highly dependent on firms within the Distribution
and Trade target to move raw materials and intermediate goods along the supply chain and to deliver
finished products to consumers or customers. A substantial portion of employment within business
subsectors related to Distribution and Trade – notably wholesale operations – is directly tied to the
strong presence of manufacturing within the region. Growth in the Distribution and Trade sector can
help enhance opportunities for local manufacturers and vice versa. Additionally, EMSI data detailing
inter-industry requirements shows that there could be opportunities for additional synergies. For
instance, Spartanburg County’s manufacturers require $48.4 million in annual long-distance freight
trucking services, only 36 percent of which is satisfied by firms in the county. Given the nature of supply
chains and transportation networks, it is impossible to source all trucking services locally, but forging
better connections between local manufacturing and transportation/logistics firms could lead to
mutually beneficial outcomes for both companies and the local economy as a whole.
 Distribution and Trade supports job opportunities for the community’s least-skilled workers:
Business establishments such as distribution centers are frequently associated with low-wage
employment opportunities. It is true that many occupations in the target have median earnings levels
that are below the overall median for Spartanburg County, but these positions are also available to
individuals with relatively low skill and educational attainment levels who might otherwise be limited
to job opportunities in sectors such as food service or retail. For instance, the median fast food cook
in the Upstate earns $8.82 per hour in wages and benefits; the median retail cashier earns $9.01. But
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93.4 percent of workers within the Distribution and Trade target are in occupations with median hourly
earnings of at least $11.90 per hour. Communities engaged in comprehensive economic development
efforts must consider how they can help adults “upskill” and improve educational attainment levels.
Given the large proportion of adults in Spartanburg County who do not have any college education,
it also makes sense to target business sectors that can provide the less-skilled workers living in the
community today with better job opportunities than are otherwise available.
 Adequate supply of sites, but the changing nature of building requirements should be
monitored: The availability of large, affordable tracts of land within close proximity to Interstates and
other major highways is among the most important site considerations for a variety of target-related
activities including distribution centers and transportation firms. Individuals familiar with real estate
and economic development conditions in Spartanburg County noted that even with the rapid growth
that has occurred in the previous decade, the community still has a sufficient supply of such sites. But
industry requirements for buildings are constantly shifting with the changing nature of supply chains
and commerce. As previously referenced, many e-commerce retailers now require clear heights of 40
feet, while 30 or 32 feet was considered sufficient for nearly all operations within the past decade.
Leaders in Spartanburg County should continually evaluate the local supply of existing buildings
relative to evolving industry standards and consider redevelopment options for older properties that
may be bordering on obsolescence.
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Targeted Corporate Opportunities
During the public input process, many Spartanburg County stakeholders indicated that they would like to
see a more diverse local economy, with regional strengths in manufacturing and distribution balanced with
stronger “white collar” sectors. But as the Community Assessment established, the community’s ability to
support activity in these sectors is extremely limited due to workforce constraints. Specifically, levels of
educational attainment in Spartanburg County are low – less than one in four adults aged 25 and over holds
a bachelor’s degree, and there are troubling signs that younger residents are actually less educated than
their older counterparts. There is obviously significant variation in the specific types of talent that white
collar firms require – software developers rely on a different mix of skillsets than insurance underwriters, for
instance. But as a general rule, communities that are able to support significant white collar business sector
activity are those that have highly educated populations. As seen in the Figure 5, the inverse holds true in
Spartanburg County. The table shows employment trends in 14 traditional white collar business subsectors.
While these subsectors combined support nearly 8,300 jobs in the community, only one has a location
quotient above 1.0. This means that the other 13 sectors are less concentrated locally than they are in the
national economy.

FIGURE 5: WHITE COLLAR BUSINESS SUBSECTORS, SPARTANBURG COUNTY, 2005 TO 2015
Employment Change
2005-2015
NAICS

Description

Jobs

LQ

Est.

#

%

US %

Wages, Salaries,
and Proprietor
Earnings (2015)
$

% of US

Software, Data Centers, and Computer Systems Design
5112

Software Publishers

16

0.06

7

-15

-47%

36%

$111,627

78%

5182

Data Process., Hosting, & Related Svcs.

74

0.28

6

19

33%

10%

$92,447

99%

5415

Computer Syst. Design & Related Svcs.

316

0.17

50

69

28%

50%

$63,457

63%

1,829

3.38

101

1,068

140%

-24%

$56,992

65%

51

0.04

9

-18

-26%

-2%

$71,887

83%

Finance and Insurance
5222

Nondepository Credit Intermediation

5241

Insurance Carriers

Professional Services
5411

Legal Services

620

0.51

102

-95

-13%

-4%

$67,304

79%

5412

Account/Tax Prep./Bookkeeping/Payroll

674

0.63

89

212

46%

15%

$41,692

66%

5413

Architectural, Engin., & Related Svcs.

1,116

0.82

79

-254

-19%

6%

$78,980

96%

5414

Specialized Design Services

70

0.29

12

-65

-48%

2%

$25,940

60%

5416

Mgmt., Sci., and Tech. Consulting Svcs.

952

0.66

88

440

86%

46%

$42,187

53%

5417

Scientific R&D Services

42

0.07

4

13

45%

13%

$75,264

60%

5418

Advertising, PR, and Related Services

132

0.26

26

-74

-36%

3%

$33,817

46%

5419

Other Prof., Sci., and Technical Services

433

0.61

50

90

26%

26%

$33,933

75%

1,967

0.99

35

617

46%

27%

$99,263

86%

Corporate Headquarters
5511

Mgmt. of Companies and Enterprises

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.
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The two strongest business sectors shown in Figure 5 are Nondepository Credit Intermediation and
Management of Companies and Enterprises. These two subsectors account for nearly 3,700 jobs, many of
which are the type of high-paying positions that public input participants would like to see grow in
Spartanburg County. The relative strength of these subsectors can likely be attributed to the presence of
companies that were founded or have deep roots in Spartanburg – Advance America, Denny’s, Milliken, and
QS1, among a handful of others. These firms are a tremendous asset to the community and their track record
of recruiting outside talent to Spartanburg County demonstrates that firms with enough dedication can thrive
in the community.
But a further analysis of occupational data reveals that outside firms are unlikely to view Spartanburg County
as having the talent base they need to succeed. Figure 6 on the following page shows 30 occupations that
are important to a variety of white collar business sectors – software development, computer systems design,
finance and insurance, and headquarter operations, to name a few. Throughout the Upstate, only two of
these occupations are concentrated even slightly above the national average. When only jobs based in
Spartanburg County are considered, three occupations emerge as being highly concentrated – network and
computer systems administrators, bill and account collectors, and bookkeeping, accounting, and auditing
clerks – all of which make sense in light of the aforementioned “homegrown” companies in the county. But
overall, 25 of the 30 occupations are more concentrated within the Upstate as a whole than in Spartanburg
County, an indication that the region’s white collar jobs are concentrated elsewhere in the region.
Simply put, Spartanburg County’s immediate prospects for widespread white collar growth are weak. A
company seeking an abundant pool of workers in business, financial, and computer occupations would not
look favorably upon the Spartanburg region. As such, employing traditional targeting techniques – recruiting,
marketing, and staff and financial resources they require – would be unlikely to produce a meaningful return
on investment. Balancing Spartanburg County’s economy with more service-based jobs is not a matter of
telling the right story, building more Class A office space, or providing incentives. It is instead a long-term
process that will require taking significant steps to improve the community’s talent base. These actions can
and should be addressed in the upcoming community and economic development strategy, and the
Conclusion of this report includes a brief overview of the most important issues at hand. But there may be
limited opportunities for growing white collar jobs in Spartanburg County through targeting in the next five
years. These opportunities are the focus of the remainder of this target profile.
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FIGURE 6: WHITE COLLAR OCCUPATIONS, SPARTANBURG COUNTY AND THE UPSTATE REGION,
2005 TO 2015
SOC

Description

Business and Financial Operations Occupations
13-1031
Claims Adjusters, Examiners, and Investigators
13-1081
Logisticians
13-1111
Management Analysts
13-1161
Market Research Analysts and Marketing Specialists
13-2011
Accountants and Auditors
13-2031
Budget Analysts
13-2041
Credit Analysts
13-2051
Financial Analysts
13-2053
Insurance Underwriters
Computer Occupations
15-1121
Computer Systems Analysts
15-1122
Information Security Analysts
15-1131
Computer Programmers
15-1132
Software Developers, Applications
15-1133
Software Developers, Systems Software
15-1134
Web Developers
15-1141
Database Administrators
15-1142
Network and Computer Systems Administrators
15-1143
Computer Network Architects
15-1151
Computer User Support Specialists
15-1152
Computer Network Support Specialists
15-1199
Computer Occupations, All Other
Legal Occupations
23-1011
Lawyers
Design Occupations
27-1024
Graphic Designers
Sales Occupations
41-3011
Advertising Sales Agents
41-3031
Securities, Commodities, and Financial Services Sales Agents
Office and Administrative Support Occupations
43-3011
Bill and Account Collectors
43-3021
Billing and Posting Clerks
43-3031
Bookkeeping, Accounting, and Auditing Clerks
43-9041
Insurance Claims and Policy Processing Clerks
43-9061
Office Clerks, General

Spartanburg
Location
Quotient

Upstate
Location
Quotient

0.20
0.34
0.47
0.77
0.74
0.38
0.53
0.30
0.30

0.36
0.86
0.59
0.78
0.81
0.99
0.90
0.32
0.48

0.48
0.22
0.39
0.17
0.23
0.42
0.57
1.36
0.39
0.65
0.58
0.32

0.63
0.50
0.52
0.37
0.34
0.52
0.82
0.95
0.46
0.86
1.04
0.24

0.45

0.55

0.62

0.80

0.43
0.12

0.54
0.37

1.27
0.71
1.11
0.29
0.66

0.99
1.00
1.06
0.28
0.83

Source: EMSI
Location quotients (LQ) are used to measure the relative concentration of local employment in a given business sector or occupation. When
applied to business sector employment, they measure the ratio of a business sector’s share of total local employment to that business sector’s
share of total national employment.
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TARGETED OPPORTUNITIES FOR NEAR-TERM WHITE COLLAR GROWTH
Spartanburg County’s most realistic opportunities for growing white collar jobs as a result of targeting
activities fall into one of three general categories. A brief discussion of each category, complete with strategic
implications, is included here.

Related Headquarter Operations
As has been discussed at several points throughout this report, Spartanburg County is highly competitive for
a variety of manufacturing activities. Manufacturing firms do not simply make products – they also must
engage in sales, marketing, and many other general management tasks. For small companies, these activities
may be carried out in the same business establishment that handles the actual production of goods. By
contrast, larger firms – especially those with multiple locations – must separate these activities into a separate
corporate headquarter operation, which are frequently co-located at the same site or in the same general
region as a principle manufacturing facility. While this would not necessarily constitute economic “diversity”
in the traditional sense – the white collar employment would still be tied to the success of the manufacturing
sector – the associated jobs would provide numerous new high-wage opportunities for qualified area
residents.
Strategic Implications:
 Business retention and expansion (BRE) can help identify opportunities for internal growth: The
Economic Futures Group is in the process of implementing a program to regularly engage large
existing employers in Spartanburg County to determine their needs. These interactions can help
identify opportunities for white collar expansions.
 Manufacturing projects with associated white collar jobs can be prioritized in recruitment:
Spartanburg County frequently recruits outside firms to the community by “winning” competitive site
location projects in the manufacturing field. The community could opt to prioritize projects that are
likely to generate significant white collar activity for tax incentives and other assistance.
 Class A office space is limited for standalone corporate operations: Manufacturing firms often
locate headquarters and other corporate operations in the same physical location as a production
operation – either in a purpose-built facility or with a customized buildout of an existing structure. For
firms seeking higher-end office space, however, Spartanburg County has relatively little available Class
A office space, which may limit opportunities to firms willing to pursue a build-to-suit situation.
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Related R&D Operations
As discussed in the Advanced Materials target profile many manufacturers are also realizing benefits from
co-locating research and development activities with production operations. Given the region’s overall
strength in manufacturing, Spartanburg County can pursue the corporate operations of manufacturing firms
that would benefit from locating in the region.
Strategic Implications:
 R&D talent may need to be imported: Given the relative lack of available talent in fields such as
materials sciences in Spartanburg County, firms considering locating R&D operations would need to
be open to recruiting talented individuals from outside the community in the early stages.
 Strengthening relationships with universities could open up R&D opportunities: While Clemson
and its related research facilities are major assets to the Upstate, Spartanburg County itself lacks a
major research institution. Working with partners at the university level to strengthen connections–
and potentially even lay groundwork for some type of a physical presence in the county – could have
a significant positive impact on the community’s research capacity.

Supply Chain Management and Process Consulting
The Distribution and Trade target captures a variety of business establishments engaged in the movement
of materials and goods. Supply Chain Management (SCM) concerns the management of how these materials
and goods are moved through planning, designing, and evaluating systems, managing inventories, and
optimizing distribution networks. In a similar fashion, many manufacturing firms utilize outside consulting
firms to evaluate specific production processes in search of greater efficiencies. Greer-based 2AM Group is
a local example of a firm engaged in these types of activities, and throughout the Upstate there are 930 jobs
in the corresponding business subsector (Process, Physical Distribution, and Logistics Consulting Services),
which EMSI projects will continue to experience modest but steady growth nationwide in the coming decade.
Strategic Implications:
 Specialized consulting activities require specialized talent: Firms in the Process, Physical
Distribution, and Logistics Consulting Services subsector rely heavily on management analysts and
market analysts, and neither occupation is heavily concentrated within the Upstate. But Spartanburg
County does have a significant concentration of industrial engineers, another occupation that is
frequently important to process consulting.
 Opportunities for educational and training alignment: Individuals who are employed as
management and marketing analysts are likely to have at least a four-year degree in business
administration. Both Spartanburg County and the Upstate have significant higher education capacity
in this field, and if private-sector demand is sufficient, there could be opportunities to align business
coursework or specializations with supply chain and manufacturing fields.
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MARKETING REVIEW
This section complements the Target Business Analysis by examining Spartanburg County’s existing
economic development marketing efforts – the means by which the community promotes itself as a
destination for jobs and investment to internal and external audiences. Market Street’s framework for
assessing community and economic development marketing programs is based on our client communities’
efforts and best practices from top chambers and economic development organizations, regions, institutions,
and companies. Coupled with the key findings of the Community Assessment and Target Business Analysis,
Market Street will leverage the principal takeaways of the Marketing Review to directly inform development
of the upcoming strategy.
As in most communities, there are multiple layers of entities working to market Spartanburg County. The SC
Power Team, a non-profit economic development entity owned by Santee Cooper and local electric
cooperatives, markets on behalf of its service area, which covers about two thirds of the state. At the regional
level, the Upstate Alliance is a public-private organization dedicated specifically to marketing on behalf of
the 10-county Upstate area. Outside of but related to economic development marketing is the destination
marketing work of the Spartanburg Convention & Visitors Bureau that can expose the community to a wide
variety of potential employers, investors, and talent. But with the exceptions of instances where the work of
the Upstate Alliance is vital to the conversation, the Marketing Review focuses mostly on the marketing
efforts, of the Economic Futures Group (EFG), Spartanburg County’s local economic development
organization. The EFG (previously known as the Spartanburg Economic Development Corporation) is a
partnership that is supported by a range of public and private investors. It is incorporated separately but
housed within the Spartanburg Area Chamber of Commerce – a common arrangement in top-performing
communities around the country. The remainder of this section reviews various aspects of marketing
programs as they exist in Spartanburg County.

ECONOMIC DEVELOPMENT MARKETING OVERVIEW
During the public input process, input participants with knowledge of economic development activities in
Spartanburg County were near unanimous in their praise of the work of the EFG and its public and private
partners in bringing jobs and investment to Spartanburg County. But Spartanburg County has established
its successful economic development track record despite the fact that its marketing platform is
underdeveloped relative to other top-performing communities. As will be evident throughout this
review, many aspects of a best-practice marketing program are either missing or could be enhanced
in Spartanburg County.
Before proceeding, it is important to note that the EFG is currently in the process of refreshing its brand and
website. This Marketing Review considers only existing tools, and Market Street did not review any marketing
components under development. This report does include a thorough and honest assessment of existing
marketing materials that can be used to inform ongoing efforts such as the website overhaul. It is still
instructive to present the components of a typical, fully-invested program to highlight the extent to which
communities promote a brand, message, and competitive profile to external investors and internal
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constituents. These core programmatic elements are applicable and adaptable across many communities
and serve to highlight the competitive advantages and opportunities that differentiate the market from its
peers. In addition to messaging, programs should focus on the relationship-building necessary to ensure
that corporate and economic development “influencers” have the community on their radar as they consider
locations for investment. In the end, however, marketing is just one of three legs on the “stool” of effective
economic

development,

including

existing

business

retention

and

expansion,

and

small

business/entrepreneurship support services. In addition, marketing must be directed, as necessary, to internal
audiences to ensure that stakeholders are telling the most compelling stories about their community’s
competitive position and strategic priorities.
Best practice programs focus both on internal (key investors, existing businesses, entrepreneurs, government,
institutions, organizations, and residents) and external (site selectors, prospective companies, future
residents, and skilled workers) audiences. They are professionally staffed, sufficiently funded, and targeted
on sectors that provide the greatest opportunity for high-value growth. External marketing focuses on
communicating to outside audiences the community’s competitive assets and opportunities. Internal
marketing addresses the need for local stakeholders to understand strategic development initiatives, efforts
to enhance competiveness, and be able to effectively tell the community’s “story” to companies, talent, and
visitors. Residents and businesses must be vocal champions for their community; not only is every visitor to
a community a potential investor or resident, but companies and site consultants often seek out business
leaders independent of visits with economic development officials in order to get unbiased and informed
opinions about the local business climate.
The remainder of this review focuses on the principle components shared by most professional economic
development marketing programs. Each subsection begins by introducing a concept and concludes with a
brief discussion of whether and how they are applied in Spartanburg County.

WEBSITE
A professional, consistently updated, user-friendly, and content-driven website is an absolute
necessity in today’s economic development climate. A chamber or economic development
organization (EDO) website is often the front door to the community— a first impression to site
selectors, prospective companies, and future residents. In many respects, a website is the initial
standard by which communities and organizations are judged. The website can also help build, shape
and support relationships with internal constituents. Simply stated, an EDO’s website must be easily
navigable, visually appealing, and contain complete, accurate and sought-after information. That is not a
future goal. It is the standard by which the community is judged. The online presence of an economic
development organization must be its most polished and effective marketing tool. Websites are typically the
point of first contact for prospects and site-location professionals, who will only contact a community (either
directly or through a state agency) once a short list of destinations, has been developed. Therefore, economic
development websites must be graphically compelling, user-friendly, logically designed and structured, and
provide a wealth of timely information on all aspects of the regional economy, population, physical assets,
and quality of life and place amenities.
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FIGURE 7: ECONOMIC FUTURES GROUP HOMEPAGE
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FIGURE 8: OPPORTUNITY LYNCHBURG HOMEPAGE, 2014 IEDC SILVER MEDALIST FOR GENERAL WEBSITE
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An Analysis of EconomicFuturesGroup.com
The online presence of an organization is critical to instilling an impactful first impression on prospective
businesses, site selectors, and future residents along with relaying relevant information about the
community’s core business sectors, workforce capacity, and quality of life amenities. To this end, the
Economic Futures Group’s website – EconomicFuturesGroup.com – provides relatively up-to-date
information regarding the economic, education, and quality of life assets in Spartanburg County. But the
website’s design and aesthetic detracts from a quality first impression. The upcoming refresh of EFG’s
website is a welcome step and ensures the organization remains competitive against peer economic
development organizations across the nation. The following table provides an overview of the utility and
design of the site as it existed at the time of this review, based on criteria derived from industry best practices.

ECONOMICFUTURESGROUP.COM UTILITY AND DESIGN
Overall
Design and

Layout

 While the overall layout is adequate for prospective businesses, site selectors, and
residents seeking to access important Spartanburg County information, the design and
presentation of the site is dated and uncompetitive with peer economic development
organizations within the state and across the country.
 Aside from aesthetics, the website relies too much on PDF documents, text, and outside
links to communicate critical pieces of information. Better integrating this information
into the website – including downloadable Excel spreadsheet files and/or visually
appealing charts and infographics – will allow prospective businesses and site selectors
to more easily obtain the information they need in a timely manner.

Home page

 The homepage of the Economic Futures Group is a missed opportunity. In an economic
development environment increasingly driven by workforce availability and quality of
life, the homepage does little to visually communicate the community of Spartanburg
and its assets.
 Although the homepage’s aesthetics are inadequate, the overall layout of the
homepage does allow users to quickly identify and navigate to alternative pages
contained within the EFG website.

Navigation

 Due to the straightforward layout, navigation is quick and responsive.
 Grouping certain pages within the website could better enhance the site’s navigation.
For instance, the demographics, workforce, and economy pages could be combined in
a “community and economic development data” or “data center” page with respective
drop-down menu options.

Contact

information

 Contact information is easily accessible from the website’s homepage.
 Name, organizational role, and phone numbers are readily available; however, email
addresses for staff are missing.
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ECONOMICFUTURESGROUP.COM UTILITY AND DESIGN, CONTINUED
Interactivity

 The website contains two interactive features: GIS Mapping and Available Properties.
 In order to access the available properties database, users must use an external website
link. Integrating the available properties database could improve accessibility and
usability of EFG’s property search feature.
 While geographic information system (GIS) data is extremely valuable to the site
selection community, the Economic Futures Group’s GIS tool is difficult to use and,
more importantly, does not integrate available properties into the GIS feature which
limits the tool’s usefulness.

Timeliness
of
information

 Certain data contained on the website lags behind the most recent, publicly available
information. For instance, Spartanburg County unemployment rate data stops at July
2015 on the EFG website when county unemployment rate data up-to February 2016
were available at the time of this review.
 Along with unemployment rates, much of the demographic and workforce data is out
of date. Data points that leverage the U.S. Census Bureau’s American Community Survey
as well as the Current Population Estimates programs lag behind current published data.
 (see following two tables)

Content

Adapted from the American Chamber of Commerce Executives Awards for Communications Excellence (ACE) scorecard and Southern Economic
Development Council Communications Awards score sheet

In terms of content, the Economic Futures Group website contains seven out of the ten most used economic
development website pages shown in the table below. As mentioned earlier, combining the demographic,
workforce, and economic data into a single “data center” page, while including respective drop-down menu
options, could enhance the websites navigability. Once the Economic Futures Group confirms its target
sectors, the target sectors should be incorporated into the website including key employment and workforce
data, location quotients, supporting assets, and large employers broken out by target sector.

TOP 10 MOST USED ECONOMIC DEVELOPMENT WEBSITE PAGES
1

2

3

4

5

6

7

8

9

10

About
Us

Programs

Data
Center

News

Relocate &
Expand

Find
Property

Site Selection
Services

Workforce
Information

Large
Employers

Maps

Y

N

N

Y

N

Y

Y

Y

Y

Y

One notable page that is missing from the EFG website is a “programs” page that typically contains an EDO’s
current activities, program of work, and services the organization provides to new and existing companies.
Including this page will help not only communicate the EFG’s role in economic development in Spartanburg
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County, but will also allow new and existing companies to contact staff with more specific and informed
inquiries.
While both valuable contributions to the website, the GIS Mapping and Available Properties search features
should be better integrated. Many economic development organizations contain an integrated property
search function within their website, rather than providing an external link to an external website.
Functionality with EFG’s GIS mapping tool was inconsistent during the review. Revisiting and creating a more
impactful GIS mapping tool will ensure its usefulness for prospective businesses and site selectors seeking
to make location decision. ERSI, an industry leader in geographic information mapping software, and its
ArcGIS Online product is a potential avenue to consider if EFG desires to provide GIS functionality into its
website refresh.
Finally, given the large amount of foreign direct investment in the Spartanburg community, ensuring the
website is accessible to an international audience can assist EFG in achieving its core mission. While quality
language translation services are often costly, EFG could reduce the cost by identifying core foreign
languages which have had or will have the most impact, in terms of foreign direct investment, in Spartanburg
County.

MOST USED INFORMATION BY SITE SELECTORS
Contact
Info

Incentive
Programs

Tax
Rates

Recent
Announcements

Target
Industry
Info

Interactive
Mapping
Tool

Site & Building
Inventory

Workforce
Training Info

Y

N

N

Y

N

Y

Y

Y

The EFG website is missing two critical pieces of information used by site selectors: incentive programs and
target industry information. While the Economic Futures Group does contain an external link to the South
Carolina Department of Commerce’s website, the link is no longer active – clicking the link yields “sorry, the
page you’ve requested isn’t here.” The risk of including external links to websites is that these links can
change with frequency. Replicating incentive information on EFG’s website ensures site selectors are provided
with the most up-to-date incentive programs offered in the state of South Carolina as well as allow EFG to
promote local or regional financial and non-financial incentive programs.
Once approved, the EFG should integrate the target sectors into its website refresh. Prospective businesses
and site selectors often leverage this information to guide business location decisions, allowing them to
ensure that a relocation or expansion in Spartanburg County will be a cost effective and sustainable endeavor.
Moreover, as access to talent is increasingly important for the business community, providing employment
by occupation data, broken out by target sector, allows the business and site selection communities to
confirm Spartanburg County’s skill-set and knowledge base. Simply put, target sector information allows
businesses and site selectors to quickly assess the core strengths, assets, and competencies of the
community.

Page 46 – May, 2016

Spartanburg County Community and Economic Development Strategy – Target Business Analysis & Marketing Review

Overall, the current Economic Futures Group website is responsive but lacks the aesthetic quality business
leaders and site selectors have come to expect from economic development organizations. As EFG undergoes
its website refresh, it should ensure that the website’s core strengths – its responsiveness and accessible
navigation – are maintained while also ensuring that the community’s attractiveness as a place to live and
do business is displayed in a more impactful manner.

COMMUNITY BRAND
In marketing, a brand is often described as a “promise fulfilled.” It is less about a cute tagline and more about
presenting a value proposition that can be supported by results. The idea of a brand was historically
synonymous with corporations and their logos and projected “personalities” that identify the company and
its products to consumers. However, the understanding of branding now goes beyond a designed symbol
for a product and reflects a broader set of characteristics, including expertise, consistency, and innovation.
Apple Inc.’s products are desired throughout the world, not because of a picture of an apple, but because
they have the widely-held perception of being cutting-edge, usable, and accessible.
So too must a community work to establish its own brand, a concept that must be consistently and easily
represented through its logo, messaging, marketing outreach, materials, and actions. According to CEOs for
Cities, a community brand “is a tool that can be used by cities to define themselves and attract positive
attention in the midst of an international information glut.” The community brand should be understood as
the umbrella under which marketing activities occur. Successful marketing and messaging will be reflective
of the values, competitive advantages, and opportunities that are inherent in the brand.
Community Branding in Spartanburg County: The Spartanburg Area Chamber of Commerce is in the
process of re-establishing and strengthening a brand directed at both internal and external audiences. The
updates include a tagline and social media campaign – “There’s Only One. Spartanburg.” – and an updated
Chamber logo now widely in use. The rebrand has also included a new logo for the EFG, given its alignment
with the Chamber. These logos are shown below.

FIGURE 9: UPDATED CHAMBER AND EFG LOGOS

 The rebrand of the current Economic Futures Group logo is a significant improvement over previous
iterations. The attractive logos strongly orient prospective businesses, site selectors, and other
audiences to Spartanburg’s location within the state of South Carolina and visually reinforce the
community as a destination of choice.
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 As access to talent becomes increasingly important to the vibrancy of local economies, developing
creative campaigns to display a community’s quality of life and appeal as a place to live will become
increasingly important for economic development organizations. The Chamber’s “One Spartanburg”
campaign is an effective social media campaign that has the potential to generate buzz about the
community. While not specifically an economic development marketing campaign, the EFG should
consider opportunities to integrate the positive momentum from the Chamber’s rebrand into its pitch
and marketing events.

DIRECT SALES
Direct sales are activities that place EDOs face-to-face with their target audiences. These activities include
marketing missions, in-bound events, and trade shows. Direct sales strategies are very important for
relationship-building with key corporate and professional influencers and decision-makers. Consistency in
direct sales is critical so that EDO staff and key local volunteers can leverage multiple meetings with prospect
companies and site consultants to build relationships that can eventually bear fruit through new investments
or relocations.

Marketing Missions
Marketing missions are opportunities for EDO staff and key local public and private leaders to travel to
domestic or international markets that can provide good opportunities to meet with and attract targeted
companies to the community. These missions should entail detailed pre- and post-trip planning to ensure
that time spent in the market is maximized and future trips can be planned and programmed to provide the
highest value possible.
EFG Marketing Missions: Direct sales activities are a shared responsibility between the Upstate Alliance and
the EFG, and statewide organizations such as the Department of Commerce also play a role. Accordingly,
Market Street evaluated the activity calendars of both organizations to determine overlap and opportunity
areas.
 The Upstate Alliance’s outbound marketing activities include a number of regional and international
trade missions. Regional marketing missions at the Upstate Alliance typically encompass “centers of
influence” meetings with national and international real estate brokers and developers in Atlanta,
Raleigh, and Charlotte. International marketing missions conducted in 2015 include missions to China,
Germany, Italy, the United Kingdom, France, Spain, Mexico, and Canada.
 The Economic Futures Group also conducts international marketing missions for Spartanburg County.
The Director of Business Development participates in annual lead generation activities that include a
European and Canadian lead generation programs as well as a bi-annual mission to the Frankfurt
Motor Show.
 Given the coverage of the Upstate Alliance in Europe, the Economic Futures Group could focus on
specific countries or region’s not covered by the Upstate Alliance’s international missions. Pursuing
international lead generation activities in South Korea, Japan, India, or South America could broaden
the scope of EFG’s international marketing activities and should avoid duplicating the Upstate
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Alliance’s coverage in a calendar year. Foreign direct investment flows can assist the EFG in selecting
the most impactful mission destinations.
 But the value of marketing missions must be weighed carefully against the typically high costs, and
collaboration with regional and state entities will frequently offer the most economical and impactful
solution.
 To enhance the EFG’s international appeal, print collateral and the website should be translated into
multiple languages to ensure that the documents effectively communicate Spartanburg County’s value
proposition to international businesses, especially to those operating in Spartanburg County’s core
target sectors.

In-Bound Marketing Events
In-bound events are often planned around a major local festival or attraction (i.e., South-by-Southwest in
Austin, the Jazz Festival in New Orleans, or a major sporting event like the Super Bowl or Final Four). The
event must be compelling enough to secure commitments from corporate and site location professionals
who often field multiple offers at one time. As with marketing missions, in-bound events should be carefully
and strategically programmed to ensure face-time with decision-makers and site consultants is optimized.
EFG Inbound Marketing Activity: The EFG and the Chamber have access to a wide array of events in which
they could host corporate decision-makers and site consultants, but based on published calendars and
materials provided by the organizations, it does not appear that Spartanburg County has made widespread
use of inbound marketing events in recent years.
 The EFG can maximize its event sponsorships by inviting potential prospects to annual events including
the BMW Charity Pro-Am, Panthers training camp, and other marque events held in Spartanburg
County. By utilizing this face-to-face time with potential prospects, the EFG could more effectively
market the community by leveraging the “experience” of Spartanburg County rather than marketing
the community through print collateral and promotional materials.

Lead Generation, Trade Shows and Real Estate Events
Typically associated with industry sectors (aviation, biotechnology, etc.) or real estate associations (NAI, SIOR,
CORENET, etc.), these shows and events can be ways to invest in marketing opportunities geared towards
local target sectors or communicate to site consultants and real estate professionals the community’s
competitive strengths and targeted opportunities. While they can be useful, these trips are often costintensive (travel, booth display, marketing materials, etc.) and crowded, with hundreds or thousands of
competing communities vying for attendees’ attention. Local communities should always try to piggyback
trips with regional or state organizations that might shoulder more of a fiscal load. On the whole, marketing
missions tend to provide more value than these industry events and should be prioritized as necessary.
EFG Lead Generation Activity: Similar to marketing missions, the EFG is not the sole entity responsible for
generating leads or representing the community at trade shows and real estate events.
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 Lead generation is often handled by regional economic development organizations that possess the
resources and relationships to successfully market and draw businesses into a community. As an
investor in the Upstate Alliance, the Economic Futures Group gains access to the Upstate Alliance’s
lead generation activity. In 2015, the Upstate Alliance attended 24 outbound marketing events
including Photonics West, Site Selectors Guild, BIO International, and the Global Food Equipment and
Technology Show among others. Other leads are generated from statewide entities such as the
Department of Commerce and local governments that have been contacted directly by site selectors
or prospective firms.
 In light of the recommended target sectors, the EFG should adjust its lead generation activities to
reflect its core strengths and competencies. This adjustment encompasses a wide array of activities,
including working with the Upstate Alliance to inform the organization of EFG’s new target sectors,
updating marketing materials and websites, and adjusting out-bound marketing events to better align
with the recommended target sectors. The Upstate Alliance currently focuses its regional marketing
efforts on the Automotive, Advanced Materials, Energy, Biosciences, and Aerospace sectors.

SOCIAL MEDIA
Leveraging social media as a tool for business and economic development marketing is a relatively new
practice, but one that is expanding and evolving every year. Organizations that are able to capitalize on new
and dynamic tools with flexibility, discretion, and targeted success are reaching new markets and building
trust and communication among existing audiences. There are many reasons for economic development
practitioners to utilize social media networks and tools; principal among them is being able to contribute to
and guide online conversations that are shaping how communities are perceived and promoted.
Social Media and Economic Development in Spartanburg County: At present, the EFG does not have an
active presence in social media. Leveraging the Chamber’s social media tools could provide an outlet for the
EFG to announce important relocations and expansions, events, and other economic development activities
to a wider audience. Alternatively, the EFG could develop its own social media outlets provided the
organization is willing to ensure that the accounts are regularly updated with fresh coverage.

ONLINE AND TRADITIONAL MEDIA
The move to a 24-hour news cycle and constant online media coverage creates many opportunities for
communities to gain publicity. However, not all coverage is created equal. Three types of media coverage –
paid, owned, and earned – impact the authenticity and legitimacy of messaging. With so much information
inundating consumers and clients, it is important that publicity be genuine and engaging.
 Earned media is coverage that an organization “wins” by reaching out to and interacting with a thirdparty channel. This type of coverage carries the most legitimacy and authenticity as it is part of an
ongoing information flow. Of course, this kind of coverage is harder to control and can, at times, be
negative. The proverbial “buzz” is a type of earned media, and usually the result of a strategic media
relations effort.
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 Paid media entails stories or advertisements that organizations buy. The credibility of this type of
media is low as consumers are less inclined to “take an organization’s word for it.” However, the
organization has much more control over and closeness to the message, a level of influence that not
replicated with other forms of coverage.
 Owned media refers to instances when the organization owns the dissemination channel. Examples
include organization newsletters (printed and electronic), websites, blogs, promotions, and press
releases. This type of coverage can be closely controlled, and defined audiences can be targeted with
specific messages. Some drawbacks include the trustworthiness of the message, but owned media can
stimulate earned coverage.
EFG Media Activity: In recent past, the Economic Futures Group leveraged both earned and owned media.
 Earned media: The EFG has consistently been named a “Best To Invest: Top US Groups Economic
Development Groups” by Site Selection magazine. The Economic Futures Group was named to the list
in 2013 and 2014. The EFG, the Chamber, and their partners should expand the use of earned media
to seed positive coverage in Southeastern, national, and international publications that reach broad
audiences – not just site selectors.
 Owned media: While the EFG leverages press releases to inform investors of its “wins” as well as
generate positive press for the Spartanburg community, it should reexamine its media channels to
ensure it is reaching its desired target markets. Branded email, blogs, and social media accounts could
extend the EFG’s marketing reach.

PRINT COLLATERAL
The use of print collateral, including brochures, direct mail, print advertising, and handouts, has faded in
recent years but still bears some importance to many economic development marketing campaigns. Much
of this collateral is used to paint a picture of the competitive nature of a community’s business climate and
thus aimed at business prospects. The tangibility of print collateral and its ability to reach a specific audience
increase its appeal. However, chambers are increasingly finding mail and print collateral to be less successful
tools when compared to other marketing efforts.
Drawbacks to these kinds of marketing techniques include cost and staff time, homogenous messaging,
competition with other mail, ease of discard, inability to directly track metrics, and rapidly changing data that
can be obsolete in the time between designing the collateral and printing and distributing it. Thus, the trend
among economic development organizations has largely been moving away from making increased
investments in print collateral.
Site selection professionals view direct mail and print advertising as among the least effective marketing
techniques. A survey of economic development organizations’ budgets found that 30 percent of EDOs cut
budgets for direct mail and 52 percent of EDOs cut budgets for print advertising.24 Organizations will need
to think strategically about the role of print collateral in the marketing campaign, especially if it is deemed
ineffective by the target audience. If print collateral is developed, all attempts must be made to keep it as
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current as possible. In addition, all pieces must be posted for download from the EDOs website and targeted
microsites.
EFG Print Collateral: At present, the Economic Futures Group does not utilize print collateral to market
Spartanburg County. In some respects, this puts it ahead of organizations who are still in the process of
transitioning away from increasingly ineffective direct mailers, etc. But the EFG should consider the limited
use of a tightly focused piece of “leave behind” collateral to communicate value to site selectors and investors
with a tangible document.
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CONCLUSION: TOWARD A MORE
ECONOMICALLY DIVERSE FUTURE
The preceding pages examined how Spartanburg County can best utilize its limited economic development
resources to pursue job growth and investment in the next five years. The Target Business Analysis introduced
five sectors – Automotive Manufacturing, Machinery and Equipment, Advanced Materials, Distribution and
Trade, and Targeted Corporate Opportunities – that are prime candidates for strategic targeting. The
Marketing Review identified ways in which Spartanburg County can enhance the way it positions itself to
internal and external audiences. It must be emphasized, however, that targeting and marketing are not the
only paths to prosperity in Spartanburg County. They are instead just two components in a holistic approach
to community and economic development. And as previously discussed, they are inherently focused on the
near-term – they represent the opportunities that are realistic to pursue today.
The public input process clearly revealed that a more diverse and vibrant economy is an important part of
Spartanburg County’s desired future. A wide variety of Spartanburg County residents said they were proud
of their community’s manufacturing history and strength but would like to see a more balanced economy
with strong service sectors supporting high-paying white collar jobs. The Targeted Corporate Opportunities
profile presented a focused set of ways that the community can pursue white collar job growth in the next
few years. But that profile also revealed that Spartanburg County is not competitive for a broad range of
white collar business activity today, due in large part to the makeup of its workforce.
What follows is a brief discussion of how Spartanburg County can go about changing this reality. In a sense,
it offers a preliminary answer to the question, “what must Spartanburg County do in order to make its list of
targeted business sectors more diverse and balanced a decade from now?” Each of the bullets below was a
theme that emerged from the Community Assessment and this document. The list is not intended to be a
complete accounting of the community’s strategic priorities, but is instead an overview of the most important
issues related to economic diversification in Spartanburg County.
 Improving the talent base is paramount: In the modern economy, many companies value access to
top talent above all other considerations. But Spartanburg County and the Upstate region have
relatively few workers in the occupations that are essential to white collar firms, which significantly
limits growth potential. And Spartanburg County’s overall levels of educational attainment are low
relative to the nation and many peer communities. Simply put Spartanburg County must improve its
talent based to secure a more prosperous future.
 Any near-term progress will depend on attracting talented outsiders to the community: While
young people around the nation tend to be more educated than individuals in older generations, the
opposite is true in Spartanburg County. This is a troubling sign that the community is likely to fall
further behind its peers and the nation if the status quo holds. If Spartanburg County is to have any
hope of improving its competitive position in the coming years, it must attract talented individuals to
the community from other places at a higher rate than it has in the past.
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 Quality of place can have a big impact on talent attraction: It is widely acknowledged in the
community and economic development field that talented individuals are prioritizing “quality of place”
when determining where to live. Quality of place can refer to the physical attributes of a place – how
it is designed and planned and how it looks – but also includes harder-to-define characteristics such
as vibrancy and culture. Most importantly in the context of talent attraction, highly educated
individuals are increasingly seeking out communities that have a mixed-use character, with housing
options, restaurants, shops, and amenities all grouped together in a walkable built environment.
Addressing these and other quality of place issues (e.g. aesthetics) can help make Spartanburg County
more competitive for talent workers in the near term.
 An emphasis on downtown Spartanburg housing and amenities can create early momentum:
Walkable mixed-use built environments like those described in the preceding bullet are difficult to
develop overnight. But historic downtowns already possesses many of these most important (and
costly to build) characteristics. Based on overwhelming responses from the online survey, Spartanburg
County residents clearly recognize the importance of downtown Spartanburg. Taking bold steps to
increase the supply of housing, community amenities, and programming in this district can help create
momentum for talent attraction efforts that will pay dividends for all areas of Spartanburg County.
 Marketing and messaging can play a role in talent attraction efforts: The Marketing Review
section in this report focused primarily on Spartanburg County’s economic development marketing.
But a community’s external image and how it “tells the story” can also play a significant role in talent
attraction. For example, an “earned media” campaign to generate positive coverage in national media
outlets can help create positive impressions of a community for potential new residents.
 Producing – and retaining – talented individuals can lead to big payoffs down the road:
Attracting talented individuals to Spartanburg County is a vitally important short-term consideration.
But in the long run, the degree to which a community produces and retains educated individuals will
play an important role in its overall talent base. Through organizations such as the Spartanburg
Academic Movement, the community is already taking steps to improve its “cradle to career”
education and training pipeline. Furthering and expanding these efforts can make an important impact
years and decades into the future.
 An improved entrepreneurial ecosystem can lead to “homegrown” opportunities: Many of
Spartanburg County’s most important white collar employers were founded in the community or have
very deep local roots. A handful of large and capital-rich regions account for the bulk of the nation’s
startup landscape, and this is unlikely to change going forward. But communities that create strong
entrepreneurial “ecosystems” and support early-stage firms can nevertheless foster homegrown
companies that can make big impacts on the local economy.
As the preceding list indicates, Spartanburg County’s path toward greater economic diversity and increased
prosperity will require a broad approach. The upcoming community and economic development strategy
will address these and other issues in a comprehensive fashion.
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