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INTRODUCTION
 
The Village of Lovingston is currently seeking Community Development Block Grant (CDBG) funds
from the Virginia Department of Housing and Community Development (VDHCD) in order to further
revitalization efforts through the implementation of streetscape enhancements throughout the 
Village, rehabilitation of a commercial building into a “Maker Space” or boutique hotel with 
destination dining,  recruitment of technology and retail businesses, and development of a 
Lovingston-based farmer’s market, all of which will, in conjunction with strategies associated with 
the National Main Street program, serve to renew the vibrancy of Lovingston – the Heart of Nelson 
County and historic County seat of government. 

Several draft logos for a brand development program and a vicinity map are shown next.
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EXECUTIVE SUMMARY
This project began before Covid-19 affected America. It will conclude while America continues to 
struggle with the effects of a rampant viral illness. The effects of this pandemic will not just unfold 
in these intervening months but will last years. The Village of Lovingston is resilient. It has 
weathered another decimating event in the past and rebounded - Hurricane Camille in 1969. Once 
a thriving Village with hotels, restaurants, a department store, other retail and service businesses 
and a transit system, Lovingston has experienced loss and economic hardship beginning from 
Hurricane Camille’s path of destruction more than 50 years ago. During that event an estimated 
900 buildings were destroyed in a five-hour period. Damage to roadways, bridges and railroads 
was monumental, with damage costs estimated at over $100,000,000. Pre-dating the advent of 
FEMA, Nelson County and its county seat of Lovingston had to rebuild without federal and state 
resources. In the wake of that damage, industry left, and continued to leave due to the perceived 
advantages of larger, more modern industrial spaces. With industry leaving there has been limited 
residential development to bolster the local marketplace. The Village continued to lose businesses 
and residents alike, until today where Lovingston serves as a bedroom community to the cities of 
Charlottesville and Lynchburg. 

Over the last 15+ years Nelson County has quietly built a reputation for adult craft beverages, 
tourism (“agri-tainment”), outdoor recreation and lifestyle music festivals. In 2019 tourism 
employed 1,805 people with local tax receipts of more than $6.2 million (Virginia Tourism 
Corporation). Nelson County is home to Virginia’s original beer trail, the Brew Ridge Trail. The 
Virginia Craft Brewers Guild and the Virginia Cider Association were started by Nelson businesses.
The Nelson 151 craft beverage trail hosted more than 250,000 visitors in 2019.  Calling Nelson 
County home, the LOCKN’ Festival nearly doubles the population of the county during the four-day
event, bringing jobs and tax revenues as well as notoriety as a destination for lifestyle music 
festivals. Nelson County is home to the number one and number two volume producers of craft 
beer and cider, respectively Devils Backbone Brewing Company and Bold Rock Hard Cider.

Pre-Camille, Nelson County had a population of 11,000. In 2000 Nelson County had a population 
of 14,445, which grew to 15,020 in 2010, reflecting an annual growth rate of 0.39%. According to 
Weldon Cooper population estimates for July 1, 2019, the Nelson County population then dropped 
to 14,794 between 2010 and 2019, reflecting a negative growth rate of 1.5%. Like Nelson County, 
Virginia’s statewide population growth has steadily slowed during the 2010’s with 95% of the 
growth located in its three largest metropolitan areas – Hampton Roads, Northern Virginia and 
Richmond.  According to Weldon Cooper’s population analysis, population growth has slowed 
significantly across Virginia in recent years, falling behind US growth levels to reach the lowest 
population growth rate since the 1920s.

Per the most recent Internal Revenue Service migration data available, nearly 15,000 more 
Virginians moved to either Florida, the Carolinas or Texas than residents of those states moved to 
Virginia. According to the Weldon Cooper Center, the recent shift in Virginia to out-migration has 
been driven, just as during the 1920s, by changes within Virginia’s economy. Previous Virginia 
growth was tied to expansion of the federal government. Outside of Northern Virginia, an aging 
population in most counties has caused slower population growth and decline as the birth-death 
balance shrunk to 6,600 in 2018 from 20,000 ten years earlier. In 2018, 64 of Virginia’s 95 
Counties had more deaths than births. 

All of this paints a picture of County of Nelson, Virginia versus the Village of Lovingston. As 
described above, the economy drives population growth. Nelson County’s out-commute numbers 
are more than double those of in-commuters:
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Commuting Patterns
People who live and work in the area 1,769
In-Commuters 2,086
Out-Commuters 4,755
Net In-Commuters (In-Commuters minus Out-Commuters) -2,669
Source: VEC, US Census OnTheMap, 2014

Despite the migration patterns described by Weldon Cooper, the impacts of Nelson’s growing 
industries are beginning to spillover to Lovingston. Other basic industry in the Colleen business 
park, located nearby off Route 29, inspired new restaurants to open in the Village. A mail order 
operation moved into the former department store, bringing 41 employees. With all of these 
positive market factors, Lovingston is now ready to restructure its economy around its strengths – 
its location as the County seat, with clusters of services, back office operations and boutique retail 
and lodging. While the grant funds from the Virginia Community Development Block Grant will 
assist in the implementation of the economic restructuring plan, Nelson County has reaffirmed its 
commitments to revitalize the Village. The community believes that property devaluation and 
cycles of disinvestment can be halted with the implementation and continued efforts of a 
comprehensive economic restructuring plan.

Public-private partnerships that have been forged during the planning grant process will continue 
to be the focus for bringing these plan strategies to fruition. From VDOT, the Thomas Jefferson 
Planning District Commission, the Nelson County Economic Development Authority, and County 
Board of Supervisors to the County’s own Community Development Foundation, who assisted with
the housing surveys for the planning grant, the citizens and County leadership are ready to 
implement an economic restructuring plan to revitalize Lovingston. The political will is in place, and
residents and business owners are ready for the economic restructuring to occur. This means that 
buildings will be made ready for occupancy, that sites will be available for sale to businesses, and 
that the County will work to address vacant or underutilized properties. 

Already the cycle of reinvestment is beginning. The planning grant has helped Nelson County to 
update and expand the body of knowledge and work completed in the last decade and gives 
Nelson County a plan for the economic restructuring necessary to make this Village a vibrant 
place. A Business District Revitalization grant will assist in beginning the implementation phase of 
the process. The grant will serve as the catalyst for long term, sustainable economic change for 
Lovingston.

A letter of intent from a group interested in the Maker Space concept has been received. The 
Nelson 29 craft beverage trail is considering the Village as the location of its annual festival, and a 
Charlottesville developer has expressed interest in a building for a boutique hotel and destination 
dining. Several farmers have already created a drive through market at the Nelson Center in the 
parking lot of the visitor center.
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MARKET ANALYSIS
 Village of Lovingston Demographics

Population by Geography. The Village of Lovingston is only four-square miles in the defined Village
geography, and had a reported population of 574 in 2018.  It is located within two Census Tracts, 
9501 and 9503, in Nelson County. While the population of Nelson County has dropped by slightly 
more than 1% from 2010 to 2018 (per American Community Survey), the population of Census 
Tract 9501 has declined by 10%, and Census Tract 9503 increased by 5% as shown in Table 1. 
However, the Village grew by 10% in the same time period. This may be reflective of a trend for 
those who want to live in a walkable community, or it may be reflective of income constraints of 
those seeking less expensive housing in the Village of Lovingston. 

Table 1 – Population Profile by Area

 Nelson County Census Tract 9501 Census Tract 9503 Lovingston 

2010 2018 2010 2018 2010 2018 2010 2018

Population 14,978 14,812 2,291 2,068 1,847 1,940 520 574

Source: ACS Community Survey

ESRI data projects a decline in population from 2020 to 2025 among the two Census tracts 
including the Village of Lovingston. In 2020, population is projected for 10,148; in 2025, it is 
projected to drop to 10,002.

Household Income and Poverty. National poverty in the US is 11.8%.  For Nelson County, as 
reported in the 2018 ACS Community Survey, poverty was reported at 12.3%, with Median Income
at $62,446 and Per Capita Income at $36,002. The Lovingston census designated place, per the 
ACS, showed a wide disparity between middle class and poverty; household income was divided 
with 57.9% earning less than $25,000 and 42.1% earning more than $75,000. There were no data 
points in the household income divisions earning between $25,000 and $74,999.

Age Profile. The average age of the Lovingston population is skewed toward a larger retirement 
population than Virginia and the US. See Table 2 – Age Profile, American Community Survey 
2013-2017. 

Table 2 - Age Profile

Age Group Lovingston Virginia USA
Under 18 10.6% 22.3% 22.9%
18-34 23.1 23.7 23.4
35-54 18.1 27.1 26.1
55 + 48.2 26.9 27.6
 

Average Home Prices, Housing Delta “Affordability Profile”.  A search of home listings in April 2020
showed 37 homes listed, with three listed in Lovingston, priced at $269,000 for a 4BR, $220,000 
and $219,000 for 3 BR homes (Zillow.com, April 2020). For those earning less than $25,000 none 
of these homes are considered affordable, which is defined as using 30% or less of monthly 
income for housing payment. The first quarter 2020 Charlottesville Area Association of Realtors 
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(CAAR) report showed that Nelson County had a 3% increase in home sales over the same time 
period in 2019. Sales are going up. However, the market area in the Village of Lovingston is also 
very small.

Table 3 - Occupancy Status of Existing Housing Stock, ESRI 2020

 Lovingston, 
10-min Radius

 Virginia Charlottesville

Total Housing Units  696 3,643,841 21,336

Total Occupied  584  2,170,049 8,618

% Renter Occupied  384 / 55%  113,402/31% 11,427 / 54%

% Owner Occupied  200  337,390 1,291

Percent Vacant  16%  9% 6%

 

The average age of housing stock is 44 years, with a median year build of 1976. With a high 
percentage of the Village’s existing housing stock aged 50 years or older, the Village offers historic
homes and historic character. The condition of the homes and the higher number of homes used 
as rental units also suggests that some of the older homes are not being kept up or maintained. 
The 2020 ESRI data supports this. Within the Village of Lovingston, 2020 ESRI data showed that 
rental housing is  55% of the market, close to the Charlottesville  average of 54%; however, the 
16% vacancy rate is much higher than the Charlottesville  average, at 6%, which suggests an 
issue with the Village rental housing stock.

Given the factors described above, the existing homeowner base is not sufficient to support the 
revitalization of the Village of Lovingston; there is not enough disposable income to create 
sufficient local demand for goods and services. The Village will need to draw new home buyers 
and market rate renters to bolster the local market. If examining nearby City of Charlottesville, the 
2020 ESRI data is compelling: statewide renters account for 31% of the housing, and the vacancy 
rate is 9%. If comparing statewide statistics to those of Charlottesville, the Charlottesville market is 
severely constrained; rental households comprise 54% of the local market with vacancy at 6%. 
The Village of Lovingston is primed to market to new home buyers who want an affordable home 
and to market rate renters who don’t mind the commute for a less expensive apartment rental. 
Lovingston has a built-in market for market rate housing if able to pull from the Charlottesville 
market.

Labor Market & Industry Profile
Education Attainment / Workforce 

Nelson County Public Schools has strategically recruited new teaching talent. This partly explains 
the high growth in the public administration sector of 26.8% in the Lovingston census designated 
over the last 10 years. Additionally, Region 10 opened an operation in the Village of Lovingston. 
Countywide education attainment profiles are evenly split between “No High School Diploma” – 
“High School Graduate” – “Some College,” with individuals having earned a college degree at 
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10.4%. This education attainment is lower than Virginia and US education attainment. See Table 4 
– Education Attainment, American Community Survey, 2013-2017.

Table 4 – Education Attainment

Attainment Lovingston
CPD

Virgini
a

USA

No High School 29.1 % 9.2% 11.4
%

High School Diploma 31.1 23.2 26.0

Some College (no 
degree)

29.4 28.2 30.2

Bachelor’s degree 10.4 23.1 20.5

 Source: JobsEQ

 

Recent Corridor Study. Nelson County conducted an economic development corridor plan in 2016 
to identify strategies for investment and growth along the U.S. 29 corridor.  As part of that study, 
the County collected 453 responses from residents, providing 1,008 individual comments on their 
specific needs related to economic growth and prosperity, industry sectors and businesses they 
would like to see located in the Lovingston area and County. The survey also captured perceived 
obstacles to growth and other related information. Of these responses, about 44% ranked Nelson’s
access to well-paying jobs as “poor.” Respondents saw affordable housing as a barrier to 
economic growth, with 62% identifying the lack of affordable housing as a weakness to economic 
growth. A lack of an educated workforce also ranked highly (53% of respondents) as a barrier that 
should be addressed in future planning efforts.  In terms of measuring economic success, 
respondents rated access to higher paying jobs (63% of respondents) as important.  Respondents 
also identified Village revitalization (55%) as an important measure of economic success.  

In June 2017, the analysis of the Route 29 market (including Village of Lovingston) was shared 
with the Nelson County Board of Supervisors. This information formed the basis of a plan for 
Nelson County to make specific improvements to attract new business and industry, as well as to 
improve the business climate for existing businesses. 
 

The major assets of Lovingston and the County were articulated in the 310 Ltd. report:
● Lovingston is the county seat of Nelson County
● Proximity to two nationally known colleges in central Virginia.
● Close to the urban amenities of Charlottesville
● Scenic area
● Low crime
● Highway 29 access
● Strong tourism economy based on assets – wineries, breweries, cideries, 

distilleries, lifestyle music festivals, orchards, and outdoor recreation
● The Central Virginia Small Business Development Center and the Service Corps of 

Retired Executives currently serve Lovingston and Nelson County with 
entrepreneurial training.
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For the County, including Lovingston, the workforce is skewed to “Accommodation & Food 
Services,” various manufacturing, and agriculture-forestry-fishing. Nelson County 2017 
demographic data indicates Nelson has a labor force participation of 7,187. JobsEQ, a service 
contracted for current reporting of demographic and employment data, indicates the largest 
industry sector in Nelson County is “Accommodation and Food Services” – employing 841 
workers.  

The next largest sector is “Various Manufacturing” employing 571 workers, followed by 
“Agriculture, Forestry, and Fishing” employing 525 workers in this sector. It is important to note that
the Agriculture-Forestry-Fishing sector is routinely under-reported due to the seasonality of 
employment. This is most likely a much larger industry sector and can be an asset to develop for 
Lovingston revitalization if considering strategies around agriculture education events and 
supportive product sales and distribution. Manufacturing industry leaders report “Access to skilled 
labor” is the number one most important competitive asset of any location ranked, and for site 
selection, the most critical driver of global manufacturing competitiveness.  (Source:  Deloitte 2016 
Global Manufacturing Competitiveness Index).   Nelson County can benefit if Lovingston works to 
support training, skills development, and technology transfer. 

According to prominent economic consulting firm, Chmura Economics, “employment is one of the 
broadest and most timely measures of a region’s economy.” Location Quotient (LQ) is a 
measurement of concentration compared to the nation. Table 5 shows the Location Quotient by 
industry code and forecast in annual growth from Chmura Economics. The data shows there may 
be opportunities with targeted recruitment in Information, Prof/Scientific/Tech Services, and even 
boutique manufacturing. All of these sectors will pay higher wages than accommodation and food 
services.

Table 5 – 2019 Employment by Industry Sector, Forecast – Chmura Economics, JobsEQ, 
Lovingston CPD

Industry Sector Employees Average
Annual

Wages $

LQ Forecast
Annual
Growth

Health Care, Social 
Assistance

202 $36,703 1.5
4

2.2%

Public Administration 157 41,352 3.6
8

-(0.3)
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Accommodation, Food
Service

141 22,283 1.7
1

0.5

Retail Trade 128 21,224 1.3
6

-(0.4)

Prof, Scientific, & 
Tech Svc

98 55,270 1.6
0

0.8

Other Services 44 29,992 1.0
7

-(0.4)

Information 31 58,421 1.7
6

-(2.7)

Manufacturing 29 30,031 0.3
8

0.1

Finance & Insurance 22 50,677 0.6
2

-(0.7)

Education Services 17 32,096 0.2
2

-(0.1)

Remaining Industries 42 39,273 0.5
1

-(0.2)

Total – All Industries 910 35,724 1.0
0

0.4%

 

Recent Wage Trends

The average worker in the Lovingston “Census Designated Place, (CPD) VA earned annual wages
of $35,724 as of the third quarter of 2019. Average annual wages per worker increased 1.9% in the
region over the preceding four quarters. For comparison purposes, annual average wages were 
$57,681 in the nation as of the third quarter of 2019. 

Employment Distribution by Type. The table below from Chmura Economics shows the 
employment mix by ownership type for Total – All Industries for Lovingston CDP, VA. Four of the 
ownership types - federal, state and local government and the private sector – together constitute 
“Covered Employment” (employment covered by the Unemployment Insurance programs of the 
United States and reported via the Quarterly Census of Employment and Wages). “Self-
employment” refers to unincorporated self-employment and represents workers whose primary job 
is self-employment (that is, these data do no not include workers whose primary job is a wage-and-
salary position that is supplemented with self-employment). According to Chmura, strong 
entrepreneurial activity is indicative of growing industries. Using self-employment as a proxy for 
entrepreneurs, a higher share of self-employed individuals within a region points to future growth.

Table 6 – 2019 Employment by Type – Chmura Economics, JobsEQ, Lovingston CPD
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Type Employees %

Private 568 62.5%

Self-Employment 72 7.9%

Local 183 20.1%

State 68 7.5%

Federal 13 1.4%

Other non-
covered

5 0.6%

 

Retail Market Catchment
Covid-19 Impacts

The Lovingston Revitalization project was started well before the Covid-19 pandemic transformed 
the US economy. This global pandemic has altered the tourism and retail market.  In particular, the
retail sector was significantly impacted by shoppers’ concerns for virus exposure. Tourism also 
changed visitors’ behavior. Fewer travelers left their homes; bars and restaurants were closed. The
data analyzed for this study was based on ESRI, pre-Covid data patterns. It is still useful but the 
community has to consider some strategies to counteract the effects of Covid-19, which are 
discussed below.

The Retail Market - Size of Catchment

For purposes of understanding the market potential, the analysis captures three levels of retail 
activity or catchment size: (1) the Village market described below; (2) the local market of a 25- 
minute drive time; and (3) the larger retail catchment of 45 minutes. More recent data since the 
completion of the 310 Ltd. report has been collected to update the retail demand analysis for 
Lovingston.  A retail demand analysis estimates the total square footage of new retail uses that 
can be supported within an area based on a comparison of existing spending potential versus 
current spending. Then, typical spending patterns for the population, based on data from third-
party sources, estimates spending potential. This analysis used data from ESRI among other 
sources. The spending potential of the defined trade areas (applying a capture rate to estimate the 
amount that can be captured in Lovingston) is compared to estimated retail sales within the area 
(as provided by ESRI). The difference between these is the “retail gap.”
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The Village Workforce as a Retail Market

According to the 2017 310 Ltd. study, Lovingston has a “captive market” of workers who spend 
hours there every workday and who represent largely untapped markets for businesses (and 
potential businesses). The Village of Lovingston has approximately 450 full time-equivalent 
workers. Assuming these households’ average income is equivalent to the County’s average 
household income level, the households of Lovingston’s workers spend about $6.1 million annually
on products and services one might expect to find in a traditional downtown. 

Catchment of 25 minutes - the Local Market

Table 7- Local Market Communities

Community* Locality Distance Approximate Drive Time

Lovingston Nelson County 0 miles 5 minutes

Shipman Nelson County 4 miles 6 minutes

Schuyler Nelson County 18 miles 22 minutes

Nellysford Nelson County 15 miles 18 minutes

Howardsville Nelson County 19 miles 29 minutes

Appendix 1 shows the ESRI report for a 25 minute-drive catchment. The main results were that 
there is significant leakage of retail opportunity outside the area, which is where much of 
Lovingston/Nelson county shopping is happening outside the catchment. The largest gaps equate 
to the difference between retail potential (demand) and retail sales (supply). 

Enterprises with the strongest market potential (e.g., sales tax) include motor vehicle parts, auto 
dealers, other motor vehicle dealers, and auto parts, accessories and tire stores. Another category 
having a significant impact is furniture and home furnishing stores. A third category is building 
materials, garden equipment and supply stores.

Catchment of 45 minutes - The Broader Market

In addition to the communities listed above, the retail market can be aggregated for specialty 
goods for which a shopper might travel a greater distance. 

Alternatively, as part of “Trip-Chaining” a shopper may stop and pick up goods on the way of a 
single trip. Trip chaining is defined as “travel involving multiple purposes to single or multiple 
destinations and begins and ends at home or a similar origin.” The communities listed in Table 8 
can be accessed within a 45-minute drive time.

Table 8 – 45-minute Catchment

Community Locality Distance Approximate Drive Time

Scottsville Albemarle County 28 miles 32 minutes
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Crozet Albemarle County 29 miles 35 minutes

Amherst Amherst County 17 miles 29 minutes

Waynesboro City of Waynesboro 28 miles 36 minutes

Charlottesville Albemarle County 30 miles 30 minutes

Lynchburg Lynchburg County 34 miles 37 minutes

ESRI’s Retail MarketPlace database includes a Leakage/Surplus Factor that measures the 
balance between the volume of retail sales (supply) generated by retail businesses and the volume
of retail potential (demand) produced by household spending on retail goods within the same 
industry. The Leakage/Surplus Factor enables a one-step comparison of supply against demand—
and a simple way to identify business opportunity. For a retailer, the opportunity to invest in a new 
retail store or to expand an existing location comes with risk. Selecting the optimum location is a 
fundamental first step to any investment decision.

The strength of the Leakage/Surplus factor lies in its power to differentiate across retail sectors, 
across markets large and small, and even across standard and non-standard geographies. The 
Leakage/Surplus Factor provides a snapshot of the retail market that allows an analyst to quickly 
focus in on potential opportunities. Leakage in an area represents a condition where demand 
exceeds supply. In other words, retailers outside the market area are fulfilling the demand for retail 
products; therefore, demand is “leaking” out of the trade area. Such a condition highlights an 
opportunity for new retailers to enter the trade area or for existing retailers to extend their 
marketing outreach to accommodate the excess demand. 

Surplus in an area represents a condition where supply exceeds the area’s demand. Retailers are 
attracting shoppers that reside outside the trade area. The “surplus” is in market supply. Brand 
positioning and product mix are key differentiators in these types of markets. The Leakage/Surplus
Factor ranges in value from “-100” to “+100”. Table 9 provides an explanation of this range and 
interpretations of the Leakage/Surplus Factor under various market scenarios.

For the purposes of analysis, the Lovingston retail area was defined by a 45-minute catchment. 
The catchment will be larger if considering tourism. However, the 45 minutes is stretching the 
consumer to purchase items if convenient. Fortunately for Lovingston, there is a tremendous 
convenience factor that can be promoted: 

● “easy parking” 
● “right off the highway” 
● “easy to navigate” 
● “easy to find”

A retailer can promote any of these attributes and capture shoppers who are en route to other 
areas along Route 29. Table 9 from ESRI Business Analytics shows the top retail gaps or 
opportunities for expanded retail footprint: food & restaurants, shopping, pets, sporting goods.
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Table 9 - Local Market Gap

Total Summary

 Gap Analysis area customer base Reference area customer base

All -1,452 568 2,020

Food & Restaurants -892 316 1,208

Shopping -445 202 647

Pets -89 33 122

Sporting Goods -26 17 43
 Note: Analysis Area: Front St, Lovingston, ring 10-mile radius, Reference area: 45 minute radius 
drive time

Business ESRI shows the supply and demand, retail gap, and Leakage/Surplus of a given 
geographical area under their Retail MarketPlace Profile. The Leakage/Surplus Factor presents a 
snapshot of the retail amount spent by consumers at retail establishments. This is a measure of 
the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total 
surplus). A positive value represents leakage of retail opportunities outside the trade area. For this 
analysis of the Local Market, the trade area is defined as all the incorporated Villages and Census 
Designated Places within a 45-minute drive of Lovingston.

Retail Market Conclusions

Leakage Segments. The ESRI report showed several leakage segments, including: “Other Motor 
Vehicle Dealer,” “Jewelry, luggage, and leather goods” and drinking establishments. A category 
transitioning from surplus to leakage was “Florist.”

Food & Hospitality. Lovingston can be positioned as a daytime business center and evening 
destination for Nelson County residents, for people from Charlottesville and Albemarle County, for 
people from Lynchburg and Amherst County, and, to an extent, for US Route 29 travelers. 
Restaurants meet both of these needs, serving the district’s daytime population as well as forming 
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the core of an evening entertainment district. Rapunzel’s, Mountain Mama’s, El Mariachi and 
Lovingston Café already establish a restaurant cluster for the district. Rapunzel’s is a destination 
for music lovers; their weekly schedule of music and art draws customers from a 60-mile radius. It 
is reasonable for Lovingston to absorb between $859,000 and $1,302,000 in additional restaurant 
sales to workers, Lovingston residents, and other Nelson County residents, depending upon the 
aggressiveness of the marketing plan. This represents enough to support at least one additional 
restaurant – probably two – in Lovingston, as well as strengthening sales in the district’s existing 
restaurants.

Retail Shopping. Restaurants alone are not enough to build a successful evening destination 
district, of course – Lovingston will also need a few specialty retailers and service providers. 
People who live within a 60-mile radius of Lovingston spend millions of dollars annually on 
groceries, home furnishings, and apparel, among other things, and it is reasonable to expect that, 
with careful planning and marketing, Lovingston could capture at least 1.5- 2.0 percent of these 
purchases – enough to support at least two expanding businesses, assuming no additional 
customers from outside the MSA. Field research shows there are two antique furniture companies 
in the Village, including one with a renowned appraiser. It is conceivable one more positioned as a 
Maker Space in the area of interior design could be supported by the local population if considering
the demographic profile within a 60-mile radius.

Lodging. There is one motel in the Lovingston area, along the Route 29 corridor. The Village Inn’s 
average annual occupancy is over 70%. The one traditional bed and breakfast, Orchard House 
Bed and Breakfast, is also located along Route 29 and enjoys the same robust occupancy rate. 
There are a dozen short-term rental / “Homestays” properties that are available, but not the same 
cluster that benefits the Route 151 corridor. Recruiting a developer that specializes in boutique 
hotels will greatly enhance the visitor experience. The concept is that of boutique lodging, with a 
destination dining or entertainment venue on the ground floor to support the operations. An 
interested developer is now discussing the concept with a building owner who is also an architect 
and another Village property owner who specializes in historic restoration, so partnerships are 
already being formed and explored.

Visitor and Tourism Market
Catchment of 2 hours/120-minute drive time

Since the 2006 Lovingston Revitalization Plan was completed, the County has successfully 
pursued tourism as an economic development strategy. The Brew Ridge Trail is Virginia’s original 
beer trail; Nelson 151 is known nationally as a craft beverage trail with brands such as Devils 
Backbone Brewing Company and Bold Rock Cider. Launched in 2019, the Nelson 29 craft 
beverage trail is a major tourism attractor to Lovingston and the surrounding area. The LOCKN’ 
Festival is a four-day lifestyle music event that brings 12,000-28,000 visitors to Nelson County. It is
located in nearby Arrington, but impacts Lovingston significantly. In 2019, Nelson County recruited 
Overland Expo-East, which attracted another 12,500 to the same venue, creating notable 
economic impact. Overland Expo is the premier overland and adventure travel event in the world—
no other event of its kind offers the scope of classes taught by the world's leading experts, 
alongside a professional-level trade show that brings together camping, outdoors, and off-road 
vehicle activity. Overland Expo attendee demographics demonstrate a solid base of high-earning 
professionals who travel frequently and spend the time and resources to learn skills and acquire 
the needed equipment. “Overlanders” is a diverse group made up of all backgrounds; the owners 
plan to hold the event in Nelson County annually.
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Outdoor Recreation 

Nearby to Lovingston is the Rockfish River, a frequent place for kayaking, fishing, and wildlife 
watching. Also nearby is Crabtree Falls, a gateway to the Appalachian Trail and Wintergreen 
Resort, whose amenities include outdoor winter sports and hiking trails.  Outfitting is another 
potential retail focus for Lovingston. Additionally, the Nelson County Parks and Recreation 
Department is developing a nearby 300-acre property and is actively seeking other property for 
fields and parks. 

Lodging

In its heyday, Lovingston had two hotels and numerous boarding houses for teachers and tourists. 
Since 2002, only the Village Inn, a motel about a mile south of the Village, has served the area for 
lodging. With the growth of the tourism industry, there are now 12 lodging establishments, most 
utilizing online reservation sources such as Airbnb. If considering a larger catchment of 120-minute
drive time, a second lodging establishment may have sufficient market if coupled with other 
activities for generating revenue via mid-week bookings and located in the Village for access to all 
the other attributes of Lovingston. Recruiting a developer that specializes in boutique hotels will 
greatly enhance the visitor experience. The concept is that of boutique lodging, with a destination 
dining or entertainment venue on the ground floor to support the operations. 

A Maker Space might include activities such as culinary events, a tea room, agricultural seminars 
and other activities focused on Foodies. The July 2020 ESRI Recreation Expenditures report 
(Appendix 1) showed high spending scoring for restaurants, at 105 (e.g., the Tea Room concept), 
and also experiential cooking and baking, at 105 and 106. The ESRI Recreation Expenditures 
report was derived from a 120-minute drive. An excellent score is any over 100.

Tourism Catchment

If considering a drive-time of 120- minutes, the Village of Lovingston can attract shoppers and 
tourists from a 120-minute radius via strategic marketing efforts. Table 10 shows the key 
demographic indicators to support growing tourism and retail industries in Lovingston:

Table 10 – 2020 ESRI data – 120-Minute Demographic Profile

Type 2020 2025

Population 3,059,60
6

3,173,217

Households 1,193,52
4

1,236,755

Families 781,387 806,048
Median Age 40.4 41.2
Median Household 
Income

$61,039 $64,821
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Table 11 shows the potential size of Lovingston’s marketing area. What is evident from the same 
report, “ESRI Recreation Expenditures” profile, is that there are several activities and retail 
operations that would be sought out by this market catchment. The ESRI report ranks the spending
potential of a data set, in this case the 120-minute population catchment surrounding Lovingston. 
Their “Spending Potential Index (SPI) is household-based, and represents the amount spent for a 
product or service relative to the national average of 100. Below lists the SPI that would support 
the expansion, or location, of these enterprises in support of a tourist or visitor experience in 
Lovingston:

Table 11 – Best Spending Potential Indices
Category SPI Category SPI
Books 104 Camping 106
Children’s  toys 104 Birdwatching 113
Woodworking/furniture 
restoration

112/109 Auto show 105

Word Games/Scrapbooking 106/105 Charitable organizations (Veterans,
Fraternal)

107/111/11
2

Country music 110 Fishing 113
gambling/horse racing 109 Golf 111
Dining/Dancing 105/104 Canoeing/kayaking 114
cycling 103 Backpacking 106
archery 115 Hunting 121

Some categories may appear to be self-evident as opportunities for new or expanded retail. For 
purposes of developing economic restructuring strategies, this data can be interpreted to support 
related types of operations. For example, this information can help inform the development of a 
“Maker Space.” An entrepreneur can take this data to develop a business plan and recruit around 
woodworking and furniture restoration and turn this into educational activities as on-site services; 
this would attract visitors to bring their “special project” or become an affiliate member of the Maker
Space. Likewise, if word games were coupled with books and toys, this would attract a larger 
demographic of visitors/tourism. Same with the outdoor experiences: an entrepreneur could create 
a store concept around all things outdoor adventure to combine backpacking, camping, kayaking, 
archery.

Table 12 – 2019 ESRI data – 120-Minute Income Profile – Target Market above $75K

Households by Income 2020 2025

# % # %
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$50,000-$74,000 210,020 17.6 211,759 17.1

$75,000-$99,000 160,214 13.4 169,384 13.7

$100,000-$149,000 188,017 15.8 205,466 16.6

$150-$199,000 74,805 6.3 85,514 6.9

$200,000 + 76,219,630 6.4 89,630 7.2

What may not be represented are the college students who may also want to drive for the 
experience of visiting Lovingston, depending on the attractions such as music festivals, etc. The 
student population would not show up in the household by income above $75,000; however, some 
do have this discretionary income via their family support.

Infrastructure Assets
 Transportation

Nelson County is working with the Virginia Department of Rail and Transportation to create a motor
coach stop in Lovingston on Main Street. The bus would stop there twice a day, giving opportunity 
for public transportation and well as retail capture for visitors.

Water/Sewer

The Regional Sewage Treatment Plant that serves the Lovingston, Colleen and Piney River 
communities is located in the Colleen Business Park. It began service the summer of 1998. 
Currently it treats an average of 65% of its design capacity. What is more critical than the quantity 
is the quality of wastewater that it receives. It is not designed for industrial waste; it is designed for 
residential domestic household waste. The County, per state standards, has pretreatment 
requirements for business/industry to meet and maintain should they decide to dispose of their 
waste water to wastewater treatment plants. Currently a brewery in the business park treats its 
own waste water byproduct and manages its disposal. They could not meet the pretreatment limits 
required (especially ammonia) in order for the sewage treatment plant to maintain its discharge 
limits imposed by the Virginia Department of Environmental Quality. Additionally, the governor 
recently signed the Freshwater Ammonia Standard that will require the current Ammonia limits to 
be reduced by 50% in the next permit cycle which will be in effect for 2023.  

The Lovingston distribution system has a design storage capacity of 1,029,000 gallons. The 
distribution system receives potable water from six wells located throughout the system and the 
Black Creek Reservoir. Both are utilized for their daily safe yield productions. The six wells operate
at 86% of their limiting capacity while the Black Creek plant operates at 50% of the Black Creek 
Impoundment daily safe yield. The Black Creek plant went into service in August, 2006. There is 
no redundancy within the system which would be a Virginia Department of Health, Office of 
Drinking Water requirement should any significant future growth in the service area be considered. 
The redundancy required would be a second system capable of duplicating, at a minimum, the 
same production of the current conventional process.
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The Nelson County Service Authority Executive Director estimated not more than 100 new homes 
or business equivalents based on water demand, type of business, and environmental impact 
could be added to Lovingston without upgrading the systems. When a plant reaches 90% of its 
design capacity for three consecutive months a plan of action will be required to accommodate this
increase. The Director estimated cost could be between 1 to 2 million dollars to create system 
redundancy.  The redundancy would be for a second unit to treat the raw water should the primary 
unit be out of service due to mechanical problems. For addressing future growth beyond 100 new 
units, another design concern is for Black Creek Reservoir’s Design Source Capacity (the capacity 
of the raw water source to meet the new demand). In addition to installing a second treatment unit 
to increase the reservoir capacity, an alternative raw water source could also be required.

Electric Power

Central Virginia Electric Cooperative serves almost 37,000 accounts, including the Village of 
Lovingston and has the capacity to provide services to new developments and business ventures. 
Central Virginia Electric Cooperative is a member-owned, not-for-profit electric utility 
headquartered in Colleen, Virginia. CVEC serves residential, agricultural, commercial and 
industrial accounts in the rural portions of 14 Virginia counties. Created by the members to provide 
electric service where it was previously unavailable, CVEC has been improving the quality of life 
since 1937. For 80 years, the Co-op has provided reliable delivery of affordable energy to its 
member owners. CVEC is one of only 23 other electric co-ops across the nation that has earned 
the prestigious Four-Star Cooperative recognition by completing four employee engagement 
courses in the Touchstone Energy Service Excellence Program.

Broadband

High speed broadband is already available in the Village. There are two local internet providers 
and the Central Virginia Electric Cooperative.   The cooperative has made the decision to build out 
a fiber optic communications network to every point on the electric distribution system to aid with 
the operation of the system.  Due to the lack of access to broadband in the electric service 
territory, every member will have the option of using the fiber network for high speed broadband 
access.  State regulations do not allow CVEC to sell internet service, but they do allow CVEC to 
own a subsidiary which may engage in any legal business in Virginia.  Therefore, CVEC leases its 
fiber network to Firefly Fiber Broadband, its wholly owned subsidiary, and Firefly offers retail 
internet service as well as voice over IP telephone service.

Firefly now offers retail service from over 450 miles of fiber in Nelson County, including 
Lovingston.  The fiber build and associated “make ready” work to the electric distribution system 
represents an investment of more than $20 million in the county. The system provides broadband 
internet service options to more than 6,200 homes and businesses in the northern and eastern 
portions of the county.  Firefly is presently completing connections to those who have signed up in 
the Martins Store substation area.  More than 50% of homes have subscribed to the broadband 
internet service.

Firefly also now owns and operates the middle mile fiber system that was transferred from Nelson 
County on January 1, 2020.  That middle mile system offers availability through other internet 
service providers to more than 1,000 additional homes and businesses, with about 500 who have 
connected.  Firefly does not offer retail service on that middle mile system at this time, but does 
plan to by midyear.

In summer 2020, fiber will be built out in the CVEC Colleen substation footprint which will add 
another 130 miles of fiber to the network and pass 1,000 more homes and businesses in the 
county. In future years, service will be extended to the other substation serving portions of the 
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county from Gladstone, Piney River and Schuyler.  Firefly also plans some fiber building of its own 
outside of the CVEC electric system boundaries in portions of the Appalachian Power Company’s 
service area adjacent to the CVEC territory.  The specific final areas to be built outside of the 
CVEC system have not been determined.

Firefly offers two levels of residential internet service: 100 mbps upload and download for $49.99 
and 1 gigabit service for $79.99.  There are no data caps.  It also offers voice over IP telephone 
service for $34.99; the phone service is discounted $5 if combined with internet service.  Firefly 
has proven to be very reliable with no slowdowns at any time, and only a single small outage 
affecting a few customers from last June through January 2020.  The combination of low price, 
high speed, high reliability and local service has been a hit with the customers resulting in only one
customer leaving Firefly other than those who have moved from their homes.

Firefly is not in business to make a large profit, but instead its mission is to overcome the lack of 
affordable, reliable, high speed true broadband service in rural central Virginia.  After the first year, 
it has gained traction in Nelson County and across the region.  The goal is to make rural central 
Virginia a feasible location to live for young families and professionals, as well as to make it a 
favored place to locate any business that requires a dependable broadband connection.

The Investment Catalyst - Streetscape Place-Making
Lovingston has been the center of Nelson County for a very long time. It has been the seat of 
government for the County, it has had a history of urban amenities such as a bus transit system 
with several stops in the Downtown Village. It has all the “bones” of a Village of commerce - 
beautiful historic homes, a range of architectural styles from classic mid-century town architecture 
to colonial buildings dating back to the early 1800s. Most importantly, it has a grid street system 
which has proven time and again to best manage traffic and support multi-modal transportation 
such as transit and cycling. And lastly, Downtown Lovingston is walkable. What it doesn't have is 
an attractive and safe transportation system to support the character that beckons private 
investment. Parts of Lovingston appear run down. Why is this important? A well-built streetscape 
beckons companies to locate and homeowners to invest in their community. The Urban Land 
Institute interviewed a panel of entrepreneurs in May 2017. Their number one requirement for 
selecting a location in which to invest was a location where they could be part of a community. 
Lovingston has all the ingredients to attract tourists, visitors, new homeowners and entrepreneurs 
seeking to invest in a well-defined community. 

What’s missing is an attractive streetscape that welcomes long-term residents and visitors alike to 
walk safely in the community. An attractive streetscape welcomes all: resident, visitors, and 
entrepreneurs; For entrepreneurs, in particular, attractive streetscapes serve as reassurance that 
their building investments will pay off. 

A recent, regional example of a company expansion was PBM baby foods in Gordonsville, Virginia.
In 2010 PBM had invested in buildings in Downtown Gordonsville and grew its employment base 
to more than 100 employees and became the world’s largest manufacturer of infant formula for 
store-brand markets. PMB extensively renovated several buildings in Downtown Gordonsville as 
their growing enterprise expanded. When they eventually reached an exit position, PBM was sold 
to an international company, Perrigo foods, which paid $808 million for the Gordonsville-based 
company. Perrigo recognized the value of PBM, which included its assets in the Town of 
Gordonsville, as well as the regional assets, which included the CHO airport. For those reasons, 
Perrigo kept the 100-person operation in the region, to move the next phase of growth into a 

22 | P a g e



business park, and remain close to the PBM Founder, Paul Manning. This was a huge success for 
Gordonsville and the region, as these efforts supported the growth of a local enterprise to grow the
commercial base of the Town and create over 100 jobs. 

Another early example of a “company town” is The Woodlands, Texas. It started around an oil 
exploration company, Mitchell Oil, and grew into a large metropolitan area, largely in part to the 
planning effort and the importance placed on developing attractive features of the Woodlands 
Village, which featured hiking and bike trails as well as a street network and planned residential 
development. Lovingston is not projected to grow to the Woodlands size and scale. The 
Woodlands and Village of Gordonsville serve to illustrate that investments in streetscape payoff 
under the right conditions. Lovingston broadband, water and sewer, and existing building stock all 
work together to support investment in the streetscape for creating a “welcome mat” to visitors and 
entrepreneurial investment.

It should also be noted also that a steering committee of the Rural Transportation Advisory 
Committee (sub-committee of Thomas Jefferson Planning District Commission) was created for a 
Rural Bicycle and Pedestrian Infrastructure Assessment – Lovingston is on the list for the second 
round.

Market Analysis Summary
The broadband investments will be an attraction to companies requiring reliable broadband, 
especially including technology companies willing to locate a corporate headquarters for this asset.
The Village of Lovingston has reliable, expanding broadband infrastructure, but may need to 
address water and sewer capacity to accommodate more residential growth (e.g. customers) to 
support certain segments of business growth (e.g. local retail). Highway access is excellent; 
however, the Main Street is falling into disrepair and in need of street enhancement. With the 
assets combined, Lovingston has a strong story to tell for attracting entrepreneurs and visitors 
alike, if the Main Street corridor can be enhanced. 

The Village of Lovingston has a diversified economy with government administration and nearby 
manufacturing, tourism and retail. Likewise, Nelson County has a strong financial standing and a 
commitment to its County seat and the area history. An important strategy will be to promote the 
Village for basic corporate headquarters and back-office operations.

There are a number of assets to promote for visitors and tourists alike. The County’s Economic 
Development and Tourism Office has worked with area entrepreneurs to create a unique culture 
for the County, with Lovingston as its epicenter, or heart. The current local demographics do not 
support extensive retail business investment; however, the Village of Lovingston is ready to 
change that by adding new residents and businesses and growing strategically by focusing efforts 
on retail enterprises identified by the gap analysis.

There are already positive signs of local entrepreneurial growth, with local “Sparkplugs” who will 
carry out the economic restructuring plan strategies. Nearby Virginia Distillery Company, producer 
on the Nelson 29 craft beverage trail, released the first single malt whisky produced in America in 
April 2020. In addition, the nearby self-pick farm stands and orchards that call visitors to enjoy a 
relaxing weekend in the country sampling Nelson’s unique agricultural products are important 
drivers to the tourism-based economy. This is confirmed by the data showing a strong 60-mile 
catchment to promote the Lovingston market for the sale of boutique goods and services such as 
outdoor adventure and associated equipment, adult beverages, boutique agriculture and specialty 
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foods with the associated culinary experiences, as well as handcrafted dry goods associated with a
local maker’s space and home goods/home design.

What is missing is people with disposable income. There are two pathways: bring in visitors from 
within the 120-mile catchment, or build new homes at a price point to grow the County population 
in the income segment earning $75,000 or more. Or, alternatively, the approach can include 
recruiting both target markets.

What are the assets to promote to visitors? 

● Outdoor Adventures – Hiking, Blue Ridge Parkway, Crabtree Falls, Wintergreen 
Resorts, events at Infinity Downs Farm, the three rivers for fishing, rafting and 
kayaking.

● Attractive to cyclists, motorcyclists, and leisure drivers
● Wine and Culinary experience
● Breweries, Distilleries, Cideries/Wineries
● Self-pick farms, farm stands, and farmer’s markets
● History (26 historic sites including the Walton Museum and the Village of 

Lovingston)
● Lifestyle Music festivals  
● Post-Covid-19, a safe place for a short (less than 60-minute) drive in the country, to 

visit any one of the places described above.

Summary of Visitor and Tourism Markets

● Established brand for the destination
● Value from developing a strategy built around “1 more night” to bolster visitor 

accommodations
● Tap into the Glamping Demographic with high-end campground nearby Lovingston, 

plus bed and breakfast activity in the Village
● Antiques auction to attract destination travelers
● Culinary experiences with the food and adult beverage trails
● Lifestyle music festival experiences
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ECONOMIC RESTRUCTURING
 Recent Community Outreach

As a Virginia Main Street Affiliate Community, Lovingston Village leadership has engaged with the 
County’s Office of Economic Development to identify potential partners and stakeholders, and 
conducted numerous community meetings and visioning sessions. In February 2020, the County 
submitted an application nominating Lovingston for Home and Garden TV’s Hometown Takeover. 
That project captured video of the Village and its residents and business owners, who are all 
passionate about revitalizing the area.

COVID-19 has impacted not only the economic viability of the Village, but also the efforts to survey
the businesses and residents regarding this planning process. Despite several attempts to survey 
the businesses, the response rates were low. Instead, the economic development staff conducted 
phone interviews with individual businesses and residents in the proposed business district area 
and just outside its perimeter. Below are the results of the interviews:

Of the 25 businesses and residents contacted, 13 agreed to a telephone interview. Over half of 
respondents own their business with an average tenure at their current location of 10 years. The 
survey results revealed the following key takeaways:

• The most frequently identified successful marketing mediums are business websites 
and word of mouth

• Suggested new business establishment ideas included an artisan/craft shop, farmers 
market, lodging, healthier grocery options, local craft beverage outlet and more 
restaurant options 

• Respondents also requested additional parking
• Respondents most frequently identified Traffic Flow/Patterns, Physical Condition of 

Buildings, Financing for Business/Startup Expansion, Safety, Shopping Hours, Lack of 
Variety of Goods and Services, Quality of Goods and Services, Costs of Goods and 
Services, Brand Identity, and Special Events/Festivals as top priority improvements

Vision for the Future
This report drives a market-based strategy– a strategy that is based on Lovingston’s specific 
economic opportunities and that has a specific economic goal. Successfully implementing market-
based strategies involves thinking and acting locally, regionally, and, in some instances, globally; 
marketing the district and its businesses creatively and collaboratively; creating and implementing 
a long-term, districtwide business development plan; and integrating each strategy into the four 
broad areas of work represented by the Main Street four-point approach (Design, Organization, 
Promotion, Economic Restructuring), so that all the revitalization program’s activities reinforce its 
market-based strategies.

Boost Retail Sales. While Lovingston is undoubtedly capturing a portion of these workers’ 
households’ purchases, it could capture much more. Consumer intercept surveys (which measure 
the percentages of district workers and non-workers, among other things) will determine what 
percentage of district workers’ household purchases are being captured by businesses in 
Lovingston. Based on national averages, it is estimated that Lovingston is capturing no more than 
15 percent of district workers’ households. There are a number of actions that can help 
Lovingston’s businesses capture a larger percentage of the purchases made by captive markets – 
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actions like shifting store hours, making deliveries, offering “insider” loyalty benefits (such as 
frequent purchaser bonuses or routine discounts), actively promoting the businesses’ convenience 
to workers, maintaining ongoing e-mail contact with workers, and organizing special events and 
activities primarily for Lovingston workers. Any retail real estate focused online presence should 
include the following: Map, Demographics, Schools, Major Employers, Retail Sites with size and 
location, Ordinances, and Codes Contact Information.

Employ National Main Street Strategies. Lovingston is a Virginia Main Street Affiliate 
Community. The Main Street Approach is practical and specific. It thrives on visible results and 
broad community support. The success of the revitalization strategy depends on the quality of local
leadership, the characteristics that make the Village unique, and the willingness of the community 
to rally around a common goal- the improvement of the Village area. The Main Street Approach 
advocates economic development within the context of historic preservation. The Approach fosters
the economic and physical revitalization of the Village based on its traditional assets: unique 
architecture, personal service, local business ownership, a sense of place and community. The 
project teams are working to address all the interrelated factors - economic, marketing, 
organizational, and physical - that ultimately impact investor confidence in and shopper preference 
for Village. From an organization and promotion perspective, stakeholders are engaged to build 
community support for the project with well-attended public meetings, surveys, website and media 
coverage that created the vision for the plan; the management team serves as a public outreach 
committee and spark plugs. Every effort has been made to include low to moderate income 
residents in the process and plan. From the public meetings and input sessions with citizens and 
merchants, the design elements were created, following the citizens’ comments and current 
zoning. The current draft zoning ordinance further addresses the formation of districts that 
preserve and protect the rural landscape, encourages the construction of buildings sensitive to 
surrounding historic structures, as well as promotes historic resources in concert with 
environmental resources. The Planning District Commission/Virginia Department of Transportation 
study gives us a strong framework for the infrastructure improvements. The 2006 commissioned 
market and sales gap analysis provide the overall framework for the economic restructuring plan.

Historic Renovations of the Court House and Other Historical Support Efforts. Lovingston 
was placed on the state register in September 2005 and the national register in November 2005. 
The Thomas Jefferson Planning District Commission’s rural transportation study of Route 29 and 
the Lovingston area was completed in June 2005. As a result of that study, VDOT has pledged to 
make $74,000 in improvements to the gateway corridor project and other safety and infrastructure 
improvements as outlined in the transportation plan. Further, the County made an application to 
the federal transportation enhancement program in the amount of $348,000 in November 2005 to 
begin the improvements in the Village. The County has completed the renovation of the 1809 
courthouse, the center of the Lovingston Village and the County seat. In addition, the County and 
Economic Development Authority (EDA) commissioned a target business study in 2004 to focus 
recruitment efforts in specific growth areas, including Lovingston. In December 2005, the EDA 
commissioned a survey with partners like the Center for Innovative Technology and the Piedmont 
Technology Council to ask residents about their access and the need for broadband. Those efforts 
have led to the investments for Firefly to expand broadband capability to the Village. The Village is 
ready for new employers who require broadband for their operations. Additionally, residential 
growth can be accommodated for those who require broadband capacity to work from home.

Tourism. Tourism is the primary economic engine for Nelson County. The County was the first in 
the Commonwealth to be designated an accredited rural tourism program; Virginia Tourism 
Corporation uses Nelson County as a model for similar communities seeking to create a tourism 
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development strategy. Nelson County tourism works with regional partners to extend the stay of 
travelers. Currently the department is working with Virginia Tourism Corporation on the 
WanderLOVE campaign and has received a $10,000 grant to promote the County as a safe road 
trip destination (www.nelsoncounty.com/wanderlove). The marketing materials highlight itineraries 
that help visitors find hidden gems, explore small places like Lovingston, enjoy outdoor recreation, 
LoveWorks and Rails to Trails.

Streetscape Enhancements. Nelson County Board of Supervisors, along with residents of the 
Village of Nelson are firmly committed to the public investments of a streetscape enhancement. 
This includes street-trees, street fixtures such as light poles, box concrete planters, banner 
signage, and wider sidewalk infrastructure. For the CDBG grant, the team has prepared a budget 
for funding the scope of streetscape enhancements. It should be noted also that a steering 
committee of the Rural Transportation Advisory Committee (sub-committee of Thomas Jefferson 
Planning District Commission) was created for a Rural Bicycle and Pedestrian Infrastructure 
Assessment – Lovingston is on the list for the second round.

Maker Space. The focal point for beginning the commercial building revitalization is creating a 
maker space in partnership with local entrepreneurs. The highest potential location for Main Street 
promotion is the Loving Brothers Grocery Building at the corner of Front and Main Streets. This 
building history includes the “Loving Brothers Grocery Market” and was located on a historic bus 
route at the corner to allow shoppers to get on and off at this prominent corner. One half of the first
floor is 1,200 square feet, the other is 900 square feet, for a total ground floor footprint of 2,100 
square feet. There is sufficient acreage to add an outdoor deck for patron seating and to 
accommodate performances should the current property owner wish to expand. The maker space 
could include skills, trades, and function as a business incubator. One side could be a pour house 
featuring the Nelson County craft beverages and local agricultural products. This space can also 
be used as an education center for agricultural industry meetings. Partnership activities including 
hosting industry talks might include Fertile Ground Hemp Exchange, Southern States, and Farm 
Bureau. Lovingston can become a regional hub for agricultural information sharing and product 
development. 

Promote Key Industry Sectors. Industry diversification will support more business growth in the 
Village. Some specific goals include:

● Home building contractor offices in the Makers Space. This will help address
housing affordability by supporting new housing development.

● An attractive Village will recruit high tech business with the broadband 
service needs. Lovingston is seeking regional tech industry spillover. 

● Recruit a tasting room to showcase the County’s myriad of local craft adult 
beverage producers.

● Promote agricultural industry panel discussions in the Village of Lovingston.

Bring More Residents to the Vicinity

The Village of Lovingston needs more foot traffic to generate additional spending in the local 
economy. New homeownership opportunities will create more shoppers for the Village. Nelson 
County will look at zoning and regulatory incentives to encourage more infill market-rate residential
development. Village of Lovingston Economic Restructuring Plan

   Mission:
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To ensure the long-term viability of the Village of Lovingston as a center of commerce, a source of 
civic activity and pride, and a resource to attract new businesses and residents. Critical to this 
effort is promoting small Village quality of life, preserving historic and cultural resources, and 
capitalizing on the Village’s geographic and natural setting.

Goal 1: To stabilize and expand the business base in the Village area. Ten (net) businesses will be
established over the next 5 years and consumer attitudes will be improved.

Goal 2: To improve capture of local travel spending by 15% over the next 5 years.

Goal 3: To develop a unique “theme” for redevelopment that distinguishes Lovingston in a 
competitive environment and becomes a guiding element for physical improvements and 
promotional activities.

Goal 4: To improve the physical appearance of the Village. The County will seek private and public
investments of $3 million over the next 5 years.

Goal 5: To ensure the long-term completion of the improvement plan.

Part I - Economic Restructuring Strategies

This element of the Main Street Approach concentrates on strengthening the district’s existing 
economic base while finding ways to expand its economy and introduce compatible new ones. The
process includes retaining and expanding existing businesses to provide a balanced commercial 
mix, converting unused or underutilized space into productive property, and sharpening the 
competitiveness and merchandising skills of the business community.

Goals:

● Strengthen existing businesses and recruit new ones.
● Find new economic uses for traditional Village buildings.
● Develop financial incentives and capital for building rehabilitations and business 
development.
● Monitor the economic performance of the district.

 

Economic Restructuring” Programs:

Develop a market position statement and economic development vision
Complete additional consumer intercept surveys
Implement a facade improvement program
Create a low interest loan program
Establish a real estate relief program
Support and promote the Small Business Development Center
Utilize the SCORE office (Service Corps of Retired Executives) that offers free and confidential 
counseling
Develop and implement a business recruitment strategy, with a published recruitment package
Maintain a prioritized target list of desirable businesses 
Assist with distributing information on available properties
Develop a visitation program to support business retention efforts
Establish a schedule of business seminars on topics such as window decorating, advertising and 
customer service
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Track the impact of these programs:
● Changes in sales tax revenues
● Changes in property tax revenue
● Net new jobs
● Net new businesses
● Amount of private investment
● Number of volunteer hours

 
Part II - Local Business Promotions

This element of the Main Street Approach deals with marketing the district’s assets to residents, 
visitors, investors, and others through special events, retail promotions, and activities that improve 
the way the district is perceived. Promotion takes many forms, but the aim is to rekindle community
pride in the commercial area by changing public perceptions of it from negative to positive. 
Promotion increases sales through special retail events, brings new audiences to the district for 
festivals and celebrations, and builds the Village’s image through marketing campaigns. All of 
these serve to attract shoppers, but they equally serve to attract investors, developers, and new 
businesses.

Goals:

● Promote the Village as the center of commerce, culture and community life for residents
and visitors alike.

● Understand the change market- identifying both potential shoppers and the competition.
This is particularly important with Covid-19. What are people accustomed to traveling 
for? What activities and retail experiences can comply with social distancing?

● Identify Village assets - people, buildings, heritage and institutions.
● Define the market niche - its unique position in the marketplace. Build on the Adventure 

Outpost and recruit “Buc-ees” type of enterprise to the Village of Lovingston

Lovingston’s biggest needs are:
(a) to capture more of the 120-mile region’s captive markets;
(b) to develop tight clusters of specialty retail businesses that are somewhat unique; that are 
connected to Nelson County interests, traditions, and industries; and that have very little 
competition within the region;
(c) to effectively establish a marketing identity that distinguishes it from other business districts in 
the mid-Virginia region (and beyond);
(d) to expand multi-channel retailing opportunities;
(e) to provide a full range of financial, training and technology resources to cultivate and support
independent businesses; and
(f) to create new image development campaigns, retail promotions and special events that will 
bring people to Lovingston.
 

Promotions Programs:

Tie promotions to market analysis
Create an image development campaign – with logo, slogan and marketing materials
Work with Tourism office to increase capture of visitors
Develop a Village e-newsletter
Work with local media to create a monthly newspaper page
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Develop and distribute community bulletins as needed
Schedule quarterly business socials, around social distancing protocols
Create a media resource list
Update the www.nelsoncounty.com/economicdev/lovingston web page
Form a speaker’s bureau
Develop a press kit
Develop an annual calendar of events for the Village of Lovingston
Promote the walking tour
Create a new business packet
Organize and promote ribbon cuttings and business openings
Create a Village business directory, including map
Evaluate promotional events for effectiveness
 

Part III Design

This element of the Main Street Approach involves improving the physical environment by 
renovating buildings, constructing compatible new ones, improving signs and merchandise 
displays, creating attractive and usable public spaces, and ensuring that planning and zoning 
regulations support Village revitalization.

Creating a Design Committee takes advantage of the visual opportunities inherent in Lovingston by
directing attention to the improvement of all its physical elements: public and private buildings, 
storefronts, signs, public spaces, landscaping, merchandising, window displays, parking, and traffic
circulation. Its aim is to stress the importance of design quality in all of these areas, to educate 
people about design quality, and to expedite improvements in the Village.

Goals:

● Shape the physical image of Lovingston as a place attractive to shoppers, investors, 
business owners, and visitors. To succeed, this plan must persuade business owners, 
building owners, and civic leaders to adopt a specific approach for physical improvements
to buildings, businesses, and public improvements.

● Educate others about good design - enhancing the image of each business as well as 
that of the Village district.

● Provide good design advice - encouraging quality improvements to private properties and
public spaces.

● Plan and guide future growth and shape regulations.
● Motivate others to make changes - creating incentives and targeting key projects.
● Establish and implement a capital improvement plan.
● Pursue historic preservation as a strategy for design development.
● Improve the overall image and functionality of Lovingston.
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Design Programs:

Create a Facade Improvement Program. 
Conduct a traffic/parking study to evaluate the traffic flow and improve pedestrian friendliness.
Conduct an inventory of the built environment.
Complete and expand existing building inventory.
Coordinate Virginia Main Street architect design assistance visits – create renovation/before and 
after displays.
Work with property owners to improve visual merchandising in occupied storefronts.
Implement design and progress awards.
Implement a storefront window display program for available buildings.
Review existing sign, building and zoning ordinances and ordinance enforcement practices.
Develop a Village logo, banner program, and improve signage and window displays.
Develop a way-finding program.

Part IV - Organization

This element of the Main Street Approach involves creating an organization to sustain the 
economic restructuring efforts. This is an intense, ongoing effort that requires diligent work to 
recruit and develop new leadership, establish consensus, and promote cooperation by building 
partnerships with those who have a stake in Lovingston’s commercial core and will foster 
development of a consistent and ongoing revitalization program.

Goals:

● Recruit leadership for the Village revitalization process.
● Establish a funding base to adequately finance Village revitalization efforts.
● Develop a long-term fundraising plan to include: sustained and diverse income base, 

private contributions, and fundraising events.
● Establish, administer and evaluate programs to achieve a financially sound and effective 

organization.

Programs:
Recruit and train Board of Directors.
Create Bylaws, articles of incorporation and 501(c)(3) status.
Form Committees.
Hire Program Director.
Draft job descriptions for staff and volunteers.
Create volunteer database.
Create an annual work plan.
Develop an annual budget, with an annual audit.
Raise funds for the program’s ongoing operation through annual fund-raising activities.
Host an annual recognition event.
Develop a long-term funding strategy.
 

Lastly, the 2020 Economic Restructuring Plan also incorporates the urban design 
recommendations from the 2006 Land Planning and Design Master Plan:

IVa. Intensify ground-floor business density. Districts function best when they have a concentration
of contiguous businesses; ground- floor businesses create synergy for one another, drawing 
people along the sidewalk as they move from storefront to storefront.
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IVb.. Identify a core group of contiguous storefront spaces in the district that will serve as the 
district’s focus with new business development gradually radiating out from this core.

IVc.. Intensify business activity in Lovingston before developing new commercial space outside the
Village area. Once all the ingredients are in place (business profiles, entrepreneurs, business 
plans, financing, space availability) it will take two to three years, at a minimum, for a strong 
business core to take root in Lovingston. In order to give this core a solid opportunity to establish 
itself, it is important to limit new commercial development in Lovingston until this new business 
core is in place.

IVd. Develop a strategy that makes maximum use of existing buildings in existing commercial 
centers is also consistent with the County’s emphasis on rural life and natural beauty, which 
residents and visitors highly value.
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Implementation Timeline
The following implementation timeline list in order of priority key tasks needed to address the goals of the 
Economic Restructuring Plan.

Task Description Duration Partners
1 Meet monthly to decide on Branding identity 

around vision for Outdoor Adventure Post
6 months Area merchants

2 As part of Task 1, provide training on social media 
outreach to build-up area merchants’ online 
presence

1-year Area merchants, SBDC, social 
media consultant

3 Cultivate partnerships with new and expanding 
businesses, with an emphasis on the 
entrepreneurs who engaged with the 
Restructuring plan and provided attached Letters 
of Interest

2-years Small Business Development 
Center, Financial resources, 
e.g., lenders

4 Apply for CDBG funding for streetscape 
enhancements

3 years DHCD, Nelson County Board 
of Supervisors

5 Recruit market rate subdivision building to expand
population and create infill households with 
discretionary income

1 year Nelson County Planning 
Dept, developer

6 Recruit multifamily housing developer, an example
is Pinnacle Construction, located in nearby 
Charlottesville

1-year Nelson County Planning 
Dept, area developer

7 Transform Area Merchants into branding team 
members, eventually to embrace National Main 
Street promotional programs

3-years National Main Street, Virginia
Tourism Corporation

8 Cultivate Outdoor Adventure Post operation. 
Research “Buc-ees” model from Texas, and 
Ashville Visitor Center

3 years Economic Development 
Office, VTC
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

2020 Housing Summary 2020 Demographic Summary
Housing Units 230 Population 463

2020-2025 Percent Change 3.04% Households 198
Percent Occupied 85.7% Families 123
Percent Owner Households 65.0% Median Age 49.2
Median Home Value $244,444 Median Household Income $54,489

Spending Potential Average Amount
I ndex Spent Total

Owned Dwellings 82 $11,274.03 $2,232,258
Mortgage/Other Loan Payments & Basics 81 $8,508.92 $1,684,767

Mortgage Interest 78 $2,853.87 $565,067
Interest Paid on Home Equity Loan 80 $25.54 $5,056
Interest Paid on Home Equity Line of Credit 85 $107.93 $21,371
Mortgage Principal 81 $1,728.44 $342,231
Principal Paid on Home Equity Loan 89 $53.77 $10,646
Principal Paid on Home Equity Line of Credit 79 $256.95 $50,876
Lump Sum Mortgage Payments 104 $519.88 $102,936
Special Assessments 62 $9.83 $1,947
Closing Costs 76 $228.05 $45,154
Property Taxes 80 $2,163.39 $428,351
Homeowners Insurance 85 $484.93 $96,016
Ground Rent 111 $76.34 $15,115

Maintenance and Remodeling Services 84 $2,144.37 $424,586
Maintenance and Remodeling Materials 101 $556.58 $110,202
Property Management and Security 67 $64.16 $12,704

Rented Dwellings 51 $2,649.69 $524,639
Rent 51 $2,561.01 $507,079
Tenant's Insurance 53 $16.08 $3,183
Maintenance and Repair Services 76 $46.91 $9,288
Maintenance and Repair Materials 79 $25.71 $5,090

Other Lodging 83 $401.72 $79,541
Owned Vacation Homes 86 $354.53 $70,197

Principal Paid on Home Loans 85 $50.98 $10,095
Closing Costs 90 $24.68 $4,887
Interest Paid on Home Loans 86 $74.94 $14,839
Property Taxes 84 $108.53 $21,489
Homeowners Insurance 91 $13.05 $2,583
Maintenance and Remodeling 85 $59.45 $11,772
Property Management and Security 101 $22.89 $4,532

Housing While Attending School 64 $47.19 $9,344
Household Operations 76 $1,624.68 $321,686

Child Care 64 $327.85 $64,915
Care for Elderly or Handicapped 81 $48.60 $9,623
Appliance Rental and Repair 75 $17.01 $3,368
Computer Information Services 76 $470.83 $93,225
Home Security System Services 72 $30.59 $6,057
Non-Apparel Household Laundry/Dry Cleaning 75 $22.73 $4,500
Housekeeping Services 79 $151.21 $29,940
Lawn and Garden 89 $433.66 $85,864
Moving/Storage/Freight Express 72 $43.29 $8,571
Installation of Computers 75 $0.27 $53
PC Repair (Personal Use) 71 $5.35 $1,060
Reupholstering/Furniture Repair 97 $9.83 $1,946
Termite/Pest Control 77 $29.96 $5,932
Water Softening Services 75 $4.48 $888
Internet Services Away from Home 70 $3.76 $745
Other Home Services (1) 82 $25.24 $4,997

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

Spending Potential Average Amount

I ndex Spent Total

Utilities,  Fuels,  Public Services 78 $3,815.23 $755,416
Bottled Gas 162 $81.92 $16,221
Electricity 79 $1,417.98 $280,760
Fuel Oil 140 $103.71 $20,534
Natural Gas 70 $349.39 $69,179
Phone Services 74 $1,270.04 $251,467
Water and Other Public Services 77 $570.78 $113,014
Coal/Wood/Other Fuel 267 $21.42 $4,241

Housekeeping Supplies 78 $608.96 $120,574
Laundry and Cleaning Supplies 77 $170.02 $33,664
Postage and Stationery 80 $139.41 $27,603
Other HH Products (2) 79 $299.54 $59,308

Household Textiles 71 $71.68 $14,193
Bathroom Linens 66 $10.70 $2,119
Bedroom Linens 70 $37.26 $7,378
Kitchen, Dining Room and other Linens 79 $8.32 $1,647
Curtains and Draperies 74 $11.16 $2,210
Slipcovers, Decorative Pillows 71 $4.24 $839

Furniture 69 $442.57 $87,629
Mattresses and Box Springs 70 $83.97 $16,627
Other Bedroom Furniture 66 $73.57 $14,566
Sofas 68 $127.12 $25,170
Living Room Chairs 80 $41.10 $8,137
Living Room Tables 60 $11.08 $2,194
Kitchen, Dining Room Furniture 66 $31.21 $6,179
Infant Furniture 60 $8.94 $1,771
Outdoor Furniture 77 $30.97 $6,133
Wall Units, Cabinets, Other Furniture (3) 71 $34.60 $6,851

Major Appliances 80 $285.26 $56,482
Dishwashers, Disposals & Range Hoods 82 $24.85 $4,921
Refrigerators and Freezers 77 $86.24 $17,076
Clothes Washers & Dryers 78 $76.45 $15,137
Cooking Stoves and Ovens 85 $40.11 $7,942
Microwave Ovens 78 $12.84 $2,543
Window Air Conditioners 83 $6.79 $1,345
Electric Floor Cleaning Equipment 81 $21.14 $4,186
Sewing Machines and Miscellaneous Appliances 79 $16.82 $3,331

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

Spending Potential Average Amount

I ndex Spent Total

Utilities,  Fuels,  Public Services 78 $3,815.23 $755,416
Bottled Gas 162 $81.92 $16,221
Electricity 79 $1,417.98 $280,760
Fuel Oil 140 $103.71 $20,534
Natural Gas 70 $349.39 $69,179
Phone Services 74 $1,270.04 $251,467
Water and Other Public Services 77 $570.78 $113,014
Coal/Wood/Other Fuel 267 $21.42 $4,241

Housekeeping Supplies 78 $608.96 $120,574
Laundry and Cleaning Supplies 77 $170.02 $33,664
Postage and Stationery 80 $139.41 $27,603
Other HH Products (2) 79 $299.54 $59,308

Household Textiles 71 $71.68 $14,193
Bathroom Linens 66 $10.70 $2,119
Bedroom Linens 70 $37.26 $7,378
Kitchen, Dining Room and other Linens 79 $8.32 $1,647
Curtains and Draperies 74 $11.16 $2,210
Slipcovers, Decorative Pillows 71 $4.24 $839

Furniture 69 $442.57 $87,629
Mattresses and Box Springs 70 $83.97 $16,627
Other Bedroom Furniture 66 $73.57 $14,566
Sofas 68 $127.12 $25,170
Living Room Chairs 80 $41.10 $8,137
Living Room Tables 60 $11.08 $2,194
Kitchen, Dining Room Furniture 66 $31.21 $6,179
Infant Furniture 60 $8.94 $1,771
Outdoor Furniture 77 $30.97 $6,133
Wall Units, Cabinets, Other Furniture (3) 71 $34.60 $6,851

Major Appliances 80 $285.26 $56,482
Dishwashers, Disposals & Range Hoods 82 $24.85 $4,921
Refrigerators and Freezers 77 $86.24 $17,076
Clothes Washers & Dryers 78 $76.45 $15,137
Cooking Stoves and Ovens 85 $40.11 $7,942
Microwave Ovens 78 $12.84 $2,543
Window Air Conditioners 83 $6.79 $1,345
Electric Floor Cleaning Equipment 81 $21.14 $4,186
Sewing Machines and Miscellaneous Appliances 79 $16.82 $3,331

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

Spending Potential Average Amount

I ndex Spent Total

Other Household Furnishings and Equipment

Rugs 69 $24.23 $4,798
Housewares 80 $77.72 $15,389
Small Appliances 76 $37.37 $7,400
Sewing/Needlework/Quilt Materials/Items 126 $15.14 $2,997
Window Coverings 71 $21.29 $4,215
Lamps/Lighting Fixtures/Ceiling Fans 67 $28.56 $5,655
Infant Equipment 72 $12.29 $2,434
Rental of Furniture 65 $3.98 $788
Laundry and Cleaning Equipment 77 $22.63 $4,481
Closet and Storage Items 77 $18.37 $3,638
Luggage 66 $9.75 $1,930
Clocks and Other Household Decoratives 77 $159.64 $31,609

Telephones and Accessories 67 $59.01 $11,683
Outdoor Equipment 70 $30.02 $5,943
Power Tools 76 $41.95 $8,307
Hand Tools 84 $8.98 $1,779
Office Furniture/Equipment for Home Use 75 $11.23 $2,224
Computers and Hardware for Home Use 74 $120.19 $23,797
Portable Memory 82 $3.16 $625
Computer Software 80 $7.78 $1,540
Computer Accessories 74 $13.01 $2,576

Other Household Appliances 74 $13.49 $2,671

Misc Equipment incl Ladders/Sheds/Etc 66 $63.57 $12,587

( 1)  Other Home Services include miscellaneous home services and small repair jobs not already specified.
( 2)  Other HH Products includes paper towels, napkins, toilet tissue, facial tissue, and miscellaneous household products, such as paper, plastic and foil products.
( 3)  W all Units,  Cabinets,  Other Furniture includes entertainment centers, bookcases, cabinets, desks and other family, recreation, or living room furniture.

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.

September 01, 2020

©2020 Esri Page 3 of 6



House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 25 minute radius Longitude: -78.87046

2020 Housing Summary 2020 Demographic Summary
Housing Units 9,374 Population 18,986

2020-2025 Percent Change 2.57% Households 7,752
Percent Occupied 82.7% Families 5,149
Percent Owner Households 75.0% Median Age 47.3
Median Home Value $229,759 Median Household Income $54,104

Spending Potential Average Amount
I ndex Spent Total

Owned Dwellings 79 $10,798.91 $83,713,188
Mortgage/Other Loan Payments & Basics 77 $8,104.39 $62,825,204

Mortgage Interest 76 $2,776.49 $21,523,347
Interest Paid on Home Equity Loan 78 $24.82 $192,439
Interest Paid on Home Equity Line of Credit 79 $99.48 $771,174
Mortgage Principal 79 $1,684.68 $13,059,676
Principal Paid on Home Equity Loan 83 $50.15 $388,746
Principal Paid on Home Equity Line of Credit 77 $248.12 $1,923,427
Lump Sum Mortgage Payments 83 $414.25 $3,211,292
Special Assessments 65 $10.27 $79,579
Closing Costs 74 $221.65 $1,718,212
Property Taxes 74 $1,993.32 $15,452,181
Homeowners Insurance 90 $514.09 $3,985,189
Ground Rent 98 $67.07 $519,942

Maintenance and Remodeling Services 82 $2,100.45 $16,282,666
Maintenance and Remodeling Materials 96 $530.17 $4,109,845
Property Management and Security 67 $63.92 $495,474

Rented Dwellings 52 $2,696.75 $20,905,217
Rent 51 $2,602.12 $20,171,608
Tenant's Insurance 59 $18.01 $139,606
Maintenance and Repair Services 75 $46.59 $361,168
Maintenance and Repair Materials 93 $30.04 $232,835

Other Lodging 78 $379.87 $2,944,769
Owned Vacation Homes 80 $330.54 $2,562,328

Principal Paid on Home Loans 86 $51.35 $398,094
Closing Costs 76 $20.84 $161,537
Interest Paid on Home Loans 83 $72.30 $560,503
Property Taxes 78 $101.64 $787,916
Homeowners Insurance 88 $12.67 $98,188
Maintenance and Remodeling 75 $52.13 $404,123
Property Management and Security 87 $19.60 $151,968

Housing While Attending School 67 $49.33 $382,441
Household Operations 77 $1,642.98 $12,736,419

Child Care 64 $332.30 $2,575,953
Care for Elderly or Handicapped 72 $43.31 $335,736
Appliance Rental and Repair 76 $17.21 $133,397
Computer Information Services 78 $486.15 $3,768,612
Home Security System Services 83 $35.72 $276,903
Non-Apparel Household Laundry/Dry Cleaning 73 $22.13 $171,552
Housekeeping Services 77 $146.92 $1,138,900
Lawn and Garden 89 $436.45 $3,383,361
Moving/Storage/Freight Express 70 $41.82 $324,160
Installation of Computers 78 $0.28 $2,206
PC Repair (Personal Use) 70 $5.32 $41,221
Reupholstering/Furniture Repair 90 $9.13 $70,753
Termite/Pest Control 89 $34.94 $270,855
Water Softening Services 78 $4.61 $35,742
Internet Services Away from Home 70 $3.80 $29,460
Other Home Services (1) 74 $22.91 $177,608

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 25 minute radius Longitude: -78.87046

Spending Potential Average Amount

I ndex Spent Total

Utilities,  Fuels, Public Services 83 $4,040.12 $31,319,024
Bottled Gas 146 $73.80 $572,100
Electricity 88 $1,589.21 $12,319,580
Fuel Oil 98 $72.47 $561,791
Natural Gas 68 $341.06 $2,643,871
Phone Services 79 $1,350.38 $10,468,110
Water and Other Public Services 81 $598.45 $4,639,176
Coal/Wood/Other Fuel 184 $14.76 $114,397

Housekeeping Supplies 82 $636.76 $4,936,188
Laundry and Cleaning Supplies 83 $182.17 $1,412,200
Postage and Stationery 82 $143.40 $1,111,637
Other HH Products (2) 82 $311.19 $2,412,350

Household Textiles 76 $76.59 $593,752
Bathroom Linens 73 $11.86 $91,914
Bedroom Linens 74 $39.62 $307,134
Kitchen, Dining Room and other Linens 81 $8.53 $66,120
Curtains and Draperies 78 $11.76 $91,125
Slipcovers, Decorative Pillows 81 $4.83 $37,460

Furniture 73 $469.03 $3,635,957
Mattresses and Box Springs 73 $87.51 $678,360
Other Bedroom Furniture 68 $76.18 $590,545
Sofas 73 $137.33 $1,064,607
Living Room Chairs 88 $45.29 $351,110
Living Room Tables 69 $12.69 $98,399
Kitchen, Dining Room Furniture 70 $32.86 $254,733
Infant Furniture 74 $11.04 $85,546
Outdoor Furniture 74 $29.85 $231,391
Wall Units, Cabinets, Other Furniture (3) 74 $36.28 $281,266

Major Appliances 83 $298.95 $2,317,425
Dishwashers, Disposals & Range Hoods 81 $24.79 $192,205
Refrigerators and Freezers 82 $91.63 $710,352
Clothes Washers & Dryers 83 $81.25 $629,829
Cooking Stoves and Ovens 92 $43.38 $336,314
Microwave Ovens 81 $13.23 $102,566
Window Air Conditioners 86 $7.03 $54,482
Electric Floor Cleaning Equipment 83 $21.49 $166,558
Sewing Machines and Miscellaneous Appliances 76 $16.14 $125,118

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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House and Home Expenditures
Lovingston, Virginia 5 Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 25 minute radius Longitude: -78.87046

Spending Potential Average Amount

I ndex Spent Total

Other Household Furnishings and Equipment

Rugs 71 $24.97 $193,568
Housewares 84 $81.08 $628,519
Small Appliances 76 $37.42 $290,101
Sewing/Needlework/Quilt Materials/Items 105 $12.58 $97,550
Window Coverings 69 $20.67 $160,215
Lamps/Lighting Fixtures/Ceiling Fans 74 $31.62 $245,103
Infant Equipment 75 $12.75 $98,824
Rental of Furniture 75 $4.61 $35,705
Laundry and Cleaning Equipment 74 $21.73 $168,482
Closet and Storage Items 85 $20.25 $157,012
Luggage 67 $9.87 $76,499
Clocks and Other Household Decoratives 79 $163.12 $1,264,487

Telephones and Accessories 66 $58.36 $452,394
Outdoor Equipment 74 $31.97 $247,860
Power Tools 79 $43.62 $338,107
Hand Tools 81 $8.72 $67,610
Office Furniture/Equipment for Home Use 77 $11.53 $89,382
Computers and Hardware for Home Use 71 $115.89 $898,357
Portable Memory 76 $2.96 $22,967
Computer Software 71 $6.95 $53,879
Computer Accessories 72 $12.74 $98,783

Other Household Appliances 89 $16.22 $125,727

Misc Equipment incl Ladders/Sheds/Etc 78 $74.80 $579,857

( 1)  Other Home Services include miscellaneous home services and small repair jobs not already specified.
( 2)  Other HH Products includes paper towels, napkins, toilet tissue, facial tissue, and miscellaneous household products, such as paper, plastic and foil products.
( 3)  W all Units,  Cabinets,  Other Furniture includes entertainment centers, bookcases, cabinets, desks and other family, recreation, or living room furniture.

Data Note:  The Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. Detail 
may not sum to totals due to rounding.
Source:  Esri forecasts for 2020 and 2025; Consumer Spending data are derived from the 2017 and 2018 Consumer Expenditure Surveys, Bureau of Labor Statistics.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

S ummary Demographics

2020 Population 403
2020 Households 174
2020 Median Disposable Income $45,091
2020 Per Capita Income $28,756

NOTE:  This database is in mature status.  W hile the data are presented in current year geography, all supply-  and demand- related estimates 
remain vintage 2017.

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Summary    (Retail Potential)         (Retail Sales) Factor     Businesses

Total Retail Trade and Food & Drink 44-45,722 $5,895,622 $9,657,527 -$3,761,905 -24.2 8
Total Retail Trade 44-45 $5,368,374 $8,498,167 -$3,129,793 -22.6 6
Total Food & Drink 722 $527,248 $1,159,361 -$632,113 -37.5 2

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Group    (Retail Potential)         (Retail Sales) Factor     Businesses

Motor Vehicle & Parts Dealers 441 $1,197,959 $262,311 $935,648 64.1 1
   Automobile Dealers 4411 $978,604 $0 $978,604 100.0 0
   Other Motor Vehicle Dealers 4412 $127,169 $0 $127,169 100.0 0
   Auto Parts, Accessories & Tire Stores 4413 $92,186 $0 $92,186 100.0 0
Furniture & Home Furnishings Stores 442 $187,126 $0 $187,126 100.0 0
   Furniture Stores 4421 $102,681 $0 $102,681 100.0 0
   Home Furnishings Stores 4422 $84,446 $0 $84,446 100.0 0
Electronics & Appliance Stores 443 $164,873 $0 $164,873 100.0 0
Bldg Materials, Garden Equip. & Supply Stores 444 $387,027 $0 $387,027 100.0 0
   Bldg Material & Supplies Dealers 4441 $357,437 $0 $357,437 100.0 0
   Lawn & Garden Equip & Supply Stores 4442 $29,590 $0 $29,590 100.0 0
Food & Beverage Stores 445 $933,945 $2,041,882 -$1,107,937 -37.2 2
   Grocery Stores 4451 $867,570 $1,981,203 -$1,113,633 -39.1 1
   Specialty Food Stores 4452 $27,155 $0 $27,155 100.0 0
   Beer, Wine & Liquor Stores 4453 $39,220 $0 $39,220 100.0 0
Health & Personal Care Stores 446,4461 $336,202 $2,353,774 -$2,017,572 -75.0 1
Gasoline Stations 447,4471 $547,135 $2,585,510 -$2,038,375 -65.1 1
Clothing & Clothing Accessories Stores 448 $240,892 $0 $240,892 100.0 0
   Clothing Stores 4481 $162,913 $0 $162,913 100.0 0
   Shoe Stores 4482 $33,638 $0 $33,638 100.0 0
   Jewelry, Luggage & Leather Goods Stores 4483 $44,341 $0 $44,341 100.0 0
Sporting Goods, Hobby, Book & Music Stores 451 $136,716 $0 $136,716 100.0 0
   Sporting Goods/Hobby/Musical Instr Stores 4511 $116,477 $0 $116,477 100.0 0
   Book, Periodical & Music Stores 4512 $20,239 $0 $20,239 100.0 0
General Merchandise Stores 452 $919,990 $743,870 $176,120 10.6 1
   Department Stores Excluding Leased Depts. 4521 $627,874 $0 $627,874 100.0 0
   Other General Merchandise Stores 4529 $292,116 $743,870 -$451,754 -43.6 1
Miscellaneous Store Retailers 453 $207,921 $32,334 $175,587 73.1 1
   Florists 4531 $8,971 $0 $8,971 100.0 0
   Office Supplies, Stationery & Gift Stores 4532 $46,486 $0 $46,486 100.0 0
   Used Merchandise Stores 4533 $21,721 $0 $21,721 100.0 0
   Other Miscellaneous Store Retailers 4539 $130,744 $0 $130,744 100.0 0
Nonstore Retailers 454 $108,587 $0 $108,587 100.0 0
   Electronic Shopping & Mail-Order Houses 4541 $63,064 $0 $63,064 100.0 0
   Vending Machine Operators 4542 $4,640 $0 $4,640 100.0 0
   Direct Selling Establishments 4543 $40,884 $0 $40,884 100.0 0
Food Services & Drinking Places 722 $527,248 $1,159,361 -$632,113 -37.5 2
   Special Food Services 7223 $7,220 $0 $7,220 100.0 0
   Drinking Places - Alcoholic Beverages 7224 $6,481 $0 $6,481 100.0 0
   Restaurants/Other Eating Places 7225 $513,547 $1,154,114 -$640,567 -38.4 2

Data Note:  Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected 
amount spent by consumers at retail establishments. Supply and demand estimates are in current dollars.  The Leakage/Surplus Factor presents a snapshot of retail 
opportunity. This is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 
'leakage' of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade 
area. The Retail Gap represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify 
businesses by their primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups 
within the Food Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology 
Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf
Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 5 minute radius Longitude: -78.87046

2017 Leakage/Surplus Factor by Industry Subsector2017 Leakage/Surplus Factor by Industry Subsector
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Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 25 minute radius Longitude: -78.87046

S ummary Demographics

2020 Population 19,039
2020 Households 7,772
2020 Median Disposable Income $43,985
2020 Per Capita Income $27,657

NOTE:  This database is in mature status.  W hile the data are presented in current year geography, all supply-  and demand- related estimates 
remain vintage 2017.

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Summary    (Retail Potential)         (Retail Sales) Factor     Businesses

Total Retail Trade and Food & Drink 44-45,722 $251,251,778 $166,296,139 $84,955,639 20.3 137
Total Retail Trade 44-45 $228,919,594 $154,101,374 $74,818,220 19.5 107
Total Food & Drink 722 $22,332,184 $12,194,765 $10,137,419 29.4 30

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Group    (Retail Potential)         (Retail Sales) Factor     Businesses

Motor Vehicle & Parts Dealers 441 $51,457,517 $16,634,072 $34,823,445 51.1 14
   Automobile Dealers 4411 $42,192,429 $14,106,532 $28,085,897 49.9 9
   Other Motor Vehicle Dealers 4412 $5,400,387 $1,076,424 $4,323,963 66.8 1
   Auto Parts, Accessories & Tire Stores 4413 $3,864,701 $1,451,115 $2,413,586 45.4 4
Furniture & Home Furnishings Stores 442 $7,975,814 $2,365,146 $5,610,668 54.3 3
   Furniture Stores 4421 $4,400,026 $2,026,364 $2,373,662 36.9 2
   Home Furnishings Stores 4422 $3,575,788 $338,782 $3,237,006 82.7 1
Electronics & Appliance Stores 443 $6,835,338 $5,550,546 $1,284,792 10.4 5
Bldg Materials, Garden Equip. & Supply Stores 444 $16,402,191 $13,204,552 $3,197,639 10.8 17
   Bldg Material & Supplies Dealers 4441 $15,170,048 $12,096,734 $3,073,314 11.3 13
   Lawn & Garden Equip & Supply Stores 4442 $1,232,144 $1,107,819 $124,325 5.3 5
Food & Beverage Stores 445 $39,857,780 $38,847,295 $1,010,485 1.3 23
   Grocery Stores 4451 $37,090,572 $35,539,185 $1,551,387 2.1 17
   Specialty Food Stores 4452 $1,160,098 $948,940 $211,158 10.0 4
   Beer, Wine & Liquor Stores 4453 $1,607,110 $2,359,170 -$752,060 -19.0 2
Health & Personal Care Stores 446,4461 $14,410,440 $21,845,007 -$7,434,567 -20.5 9
Gasoline Stations 447,4471 $23,571,959 $45,047,003 -$21,475,044 -31.3 12
Clothing & Clothing Accessories Stores 448 $10,146,332 $0 $10,146,332 100.0 0
   Clothing Stores 4481 $6,920,387 $0 $6,920,387 100.0 0
   Shoe Stores 4482 $1,451,686 $0 $1,451,686 100.0 0
   Jewelry, Luggage & Leather Goods Stores 4483 $1,774,260 $0 $1,774,260 100.0 0
Sporting Goods, Hobby, Book & Music Stores 451 $5,758,052 $2,473,515 $3,284,537 39.9 4
   Sporting Goods/Hobby/Musical Instr Stores 4511 $4,918,385 $1,561,341 $3,357,044 51.8 2
   Book, Periodical & Music Stores 4512 $839,668 $912,174 -$72,506 -4.1 2
General Merchandise Stores 452 $39,202,149 $4,254,839 $34,947,310 80.4 6
   Department Stores Excluding Leased Depts. 4521 $26,675,953 $989,913 $25,686,040 92.8 1
   Other General Merchandise Stores 4529 $12,526,196 $3,264,926 $9,261,270 58.6 5
Miscellaneous Store Retailers 453 $8,887,344 $3,035,151 $5,852,193 49.1 13
   Florists 4531 $376,416 $161,510 $214,906 40.0 2
   Office Supplies, Stationery & Gift Stores 4532 $1,975,145 $72,690 $1,902,455 92.9 1
   Used Merchandise Stores 4533 $921,544 $1,015,506 -$93,962 -4.9 8
   Other Miscellaneous Store Retailers 4539 $5,614,239 $1,785,444 $3,828,795 51.7 2
Nonstore Retailers 454 $4,414,677 $844,247 $3,570,430 67.9 1
   Electronic Shopping & Mail-Order Houses 4541 $2,610,008 $844,247 $1,765,761 51.1 1
   Vending Machine Operators 4542 $198,230 $0 $198,230 100.0 0
   Direct Selling Establishments 4543 $1,606,439 $0 $1,606,439 100.0 0
Food Services & Drinking Places 722 $22,332,184 $12,194,765 $10,137,419 29.4 30
   Special Food Services 7223 $312,040 $51,591 $260,449 71.6 1
   Drinking Places - Alcoholic Beverages 7224 $271,943 $0 $271,943 100.0 0
   Restaurants/Other Eating Places 7225 $21,748,201 $12,143,174 $9,605,027 28.3 29

Data Note:  Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected 
amount spent by consumers at retail establishments. Supply and demand estimates are in current dollars.  The Leakage/Surplus Factor presents a snapshot of retail 
opportunity. This is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 
'leakage' of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade 
area. The Retail Gap represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify 
businesses by their primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups 
within the Food Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology 
Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf
Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 25 minute radius Longitude: -78.87046

2017 Leakage/Surplus Factor by Industry Subsector2017 Leakage/Surplus Factor by Industry Subsector

Food Services & Drinking Places   

Nonstore Retailers   

Miscellaneous Store Retailers   

General Merchandise Stores  

Sporting Goods, Hobby, Book, and Music Stores   

Clothing and Clothing Accessories Stores 

Gasoline Stations   

Health & Personal Care Stores   

Food & Beverage Stores   

Bldg Materials, Garden Equip. & Supply Stores   

Electronics & Appliance Stores   

Furniture & Home Furnishings Stores   

Motor Vehicle & Parts Dealers   

Leakage/Surplus Factor
1009080706050403020100-10-20-30

2017 Leakage/Surplus Factor by Industry Group2017 Leakage/Surplus Factor by Industry Group

Restaurants/Other Eating Places

Drinking Places (Alcoholic Beverages)   

Special Food Services   

Direct Selling Establishments   

Vending Machine Operators   

Electronic Shopping and Mail-Order Houses   

Other Miscellaneous Store Retailers   

Used Merchandise Stores   

Office Supplies, Stationery, and Gift Stores   

Florists   

Other General Merchandise Stores   

Department Stores (Excluding Leased Depts.)   

Book, Periodical, and Music Stores   

Jewelry, Luggage, and Leather Goods Stores   

Shoe Stores   

Clothing Stores   

Gasoline Stations  

Health & Personal Care Stores   

Beer, Wine, and Liquor Stores   

Specialty Food Stores   

Grocery Stores   

Lawn and Garden Equipment and Supplies Stores   

Building Material and Supplies Dealers   

Electronics & Appliance Stores   

Home Furnishings Stores   

Furniture Stores

Auto Parts, Accessories, and Tire Stores   

Other Motor Vehicle Dealers   

Automobile Dealers   

Leakage/Surplus Factor
1009080706050403020100-10-20-30

Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 45 minute radius Longitude: -78.87046

S ummary Demographics

2020 Population 329,363
2020 Households 130,727
2020 Median Disposable Income $43,548
2020 Per Capita Income $31,458

NOTE:  This database is in mature status.  W hile the data are presented in current year geography, all supply-  and demand- related estimates 
remain vintage 2017.

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Summary    (Retail Potential)         (Retail Sales) Factor     Businesses

Total Retail Trade and Food & Drink 44-45,722 $4,285,231,921 $6,631,004,254 -$2,345,772,333 -21.5 2,922
Total Retail Trade 44-45 $3,873,982,035 $6,011,893,684 -$2,137,911,649 -21.6 2,069
Total Food & Drink 722 $411,249,886 $619,110,571 -$207,860,685 -20.2 853

NAI CS    Demand          Supply Retail Gap Leakage/Surplus     Number of

2017 I ndustry Group    (Retail Potential)         (Retail Sales) Factor     Businesses

Motor Vehicle & Parts Dealers 441 $834,114,110 $1,168,622,723 -$334,508,613 -16.7 228
   Automobile Dealers 4411 $684,116,937 $1,049,060,446 -$364,943,509 -21.1 113
   Other Motor Vehicle Dealers 4412 $84,522,860 $35,850,253 $48,672,607 40.4 20
   Auto Parts, Accessories & Tire Stores 4413 $65,474,313 $83,712,024 -$18,237,711 -12.2 95
Furniture & Home Furnishings Stores 442 $143,685,301 $178,837,673 -$35,152,372 -10.9 135
   Furniture Stores 4421 $81,158,897 $100,637,843 -$19,478,946 -10.7 68
   Home Furnishings Stores 4422 $62,526,404 $78,199,829 -$15,673,425 -11.1 67
Electronics & Appliance Stores 443 $123,677,419 $157,511,770 -$33,834,351 -12.0 96
Bldg Materials, Garden Equip. & Supply Stores 444 $254,534,285 $345,999,734 -$91,465,449 -15.2 170
   Bldg Material & Supplies Dealers 4441 $235,752,883 $320,513,277 -$84,760,394 -15.2 124
   Lawn & Garden Equip & Supply Stores 4442 $18,781,401 $25,486,457 -$6,705,056 -15.1 46
Food & Beverage Stores 445 $688,227,860 $1,111,862,552 -$423,634,692 -23.5 288
   Grocery Stores 4451 $638,058,300 $1,030,240,375 -$392,182,075 -23.5 208
   Specialty Food Stores 4452 $20,086,900 $26,130,638 -$6,043,738 -13.1 50
   Beer, Wine & Liquor Stores 4453 $30,082,659 $55,491,538 -$25,408,879 -29.7 30
Health & Personal Care Stores 446,4461 $234,604,719 $280,699,860 -$46,095,141 -8.9 158
Gasoline Stations 447,4471 $389,345,714 $486,833,806 -$97,488,092 -11.1 137
Clothing & Clothing Accessories Stores 448 $190,583,795 $384,207,001 -$193,623,206 -33.7 221
   Clothing Stores 4481 $128,752,190 $311,532,924 -$182,780,734 -41.5 144
   Shoe Stores 4482 $26,999,495 $40,878,648 -$13,879,153 -20.4 36
   Jewelry, Luggage & Leather Goods Stores 4483 $34,832,110 $31,795,429 $3,036,681 4.6 42
Sporting Goods, Hobby, Book & Music Stores 451 $104,078,077 $188,005,438 -$83,927,361 -28.7 163
   Sporting Goods/Hobby/Musical Instr Stores 4511 $87,883,905 $146,502,650 -$58,618,745 -25.0 127
   Book, Periodical & Music Stores 4512 $16,194,171 $41,502,788 -$25,308,617 -43.9 36
General Merchandise Stores 452 $692,170,506 $1,343,573,025 -$651,402,519 -32.0 120
   Department Stores Excluding Leased Depts. 4521 $477,579,935 $779,732,009 -$302,152,074 -24.0 47
   Other General Merchandise Stores 4529 $214,590,571 $563,841,016 -$349,250,445 -44.9 73
Miscellaneous Store Retailers 453 $144,743,391 $213,790,834 -$69,047,443 -19.3 317
   Florists 4531 $6,621,535 $7,152,305 -$530,770 -3.9 29
   Office Supplies, Stationery & Gift Stores 4532 $35,034,709 $61,348,878 -$26,314,169 -27.3 65
   Used Merchandise Stores 4533 $16,937,628 $29,789,887 -$12,852,259 -27.5 101
   Other Miscellaneous Store Retailers 4539 $86,149,519 $115,499,764 -$29,350,245 -14.6 122
Nonstore Retailers 454 $74,216,858 $151,949,267 -$77,732,409 -34.4 34
   Electronic Shopping & Mail-Order Houses 4541 $47,220,099 $104,974,601 -$57,754,502 -37.9 17
   Vending Machine Operators 4542 $3,432,156 $4,004,866 -$572,710 -7.7 3
   Direct Selling Establishments 4543 $23,564,603 $42,969,800 -$19,405,197 -29.2 15
Food Services & Drinking Places 722 $411,249,886 $619,110,571 -$207,860,685 -20.2 853
   Special Food Services 7223 $5,738,523 $12,925,478 -$7,186,955 -38.5 33
   Drinking Places - Alcoholic Beverages 7224 $5,267,423 $3,881,554 $1,385,869 15.1 11
   Restaurants/Other Eating Places 7225 $400,243,941 $602,303,539 -$202,059,598 -20.2 810

Data Note:  Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the expected 
amount spent by consumers at retail establishments. Supply and demand estimates are in current dollars.  The Leakage/Surplus Factor presents a snapshot of retail 
opportunity. This is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus). A positive value represents 
'leakage' of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where customers are drawn in from outside the trade 
area. The Retail Gap represents the difference between Retail Potential and Retail Sales. Esri uses the North American Industry Classification System (NAICS) to classify 
businesses by their primary type of economic activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well as four industry groups 
within the Food Services & Drinking Establishments subsector. For more information on the Retail MarketPlace data, please click the link below to view the Methodology 
Statement.
http://www.esri.com/library/whitepapers/pdfs/esri-data-retail-marketplace.pdf
Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Retail MarketPlace Profile
Lovingston Retail Catchment Prepared by Esri
Lovingston, Virginia Latitude: 37.76357
Drive Time: 45 minute radius Longitude: -78.87046

2017 Leakage/Surplus Factor by Industry Subsector2017 Leakage/Surplus Factor by Industry Subsector
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Source:  Esri and Infogroup.  Esri 2020 Updated Demographics.  Esri 2017 Retail MarketPlace. ©2020 Esri. ©2017 Infogroup, Inc. All rights reserved.
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Letters of Interest








