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DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
PERRY COUNTY

The demographic and market conditions of Perry County inform the 
challenges, and opportunities for the County as a whole, as well as for 
each of its boroughs and townships.  The following summary report is 
augmented by a detailed demographic and market report from the leading 
national market research firm Claritas, Inc. This data provides the underlying 
framework for all of the recommendations in this report.  By promoting a 
greater understanding of the existing market and trends, this assessment 
helps identify opportunities for future development in Perry County.

The study area was focused on all of Perry County, PA

Perry County Demographics
A demographic profile of Perry County examines key indicators including 
population growth, household income and age. 

Population
The newly released 2020 US Census population for Perry County is 45,842 
which is slightly lower than projections from Claritas. The County has a 
stable population base, having grown 5.4% between 2000 and 2010 and 
experiencing only a very slight loss of 0.3% between 2010 and 2020. With 
that said, the population of Perry County is expected to grow ever so slightly 
in the next five years. 

Age
The median age in Perry County is 43.5, which is slightly older than the 
median age in Pennsylvania (41.2) and significantly higher than the United 
States (38.1).  

Educational Attainment
Educational attainment in Perry County is lower than educational 
attainment in Pennsylvania.   Of residents over the age of 25, 41% have some 
degree of college education compared with 53.5% in Pennsylvania and 
60.1% in the United States.

Income
The median household income in Perry County is $68,692 which is higher 
than that of Pennsylvania at $65,263 and the United States at $67,085.

Housing Values
The median value of owner-occupied housing units in Perry County is 
$184,296 which is lower than that of Pennsylvania at $200,576 and the 
United States at $250,250.  Home ownership in Perry County is very strong, 
with 79% of households owning their own home.

Some Key Observations and Conclusions
• Perry County has a stable population base that is not expected to grow 
significantly over the next five years.
• The median age in Perry County exceeds that of Pennsylvania and that of 
the United States.
• Median Household Income levels are above the state and on par with the 
United States while the housing costs are significantly lower, presenting 
opportunities for higher disposable income.
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DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
Employment and Commuting Patterns

The United States Census tracks employment patterns within communities.  
It evaluates jobs within a community, the types of jobs residents have, and 
inflow and outflow of jobs among other data points.  The most recent data 
from 2018 is summarized below.  

Perry County exports a significant number of residents who commute out 
to other places for work.  In fact, of the total number of residents employed 
(21,523) 80.5% work outside of Perry County.  Only 19.5% of employed 
residents both live and work inside Perry County.

That being said, Perry County does have a job count of 8,307.  Of those 
jobs within Perry County, 50.4% are held by Perry County residents and the 
remaining 49.6% are jobs where residents commute into the county.  
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Jobs in Perry County by NAICS Industry SectorJobs Within Perry 
County
Of the 8,307 jobs in Perry County, many 
of them cluster around the boroughs of 
the community particularly in Marysville, 
Duncannon, Newport, and New 
Bloomfield.  Retail, transportation and 
warehousing, healthcare, and education 
are the predominate industries in terms 
of number of jobs within the county.  

Earnings from jobs within the county 
split evenly into thirds with 33.7% earning 
under $1,250 per month, 33.5% earning 
$1,251-$3,333 and 32.8% earning more 
than $3,333 per month.

 
Employment of Perry 
County Residents 
Of the 21,523 employed Perry County 
residents, 19.5% work in Perry County and 
80.5% commute outside of the county 
for work. The overwhelming majority 
commute southeast of the county, with 
8.8% commuting to Harrisburg City (the 
number one destination for employees 
outside of Perry County) and another 
2.9% to Carlisle Borough. 

Jobs outside of the county are more 
diverse in distribution ranging from retail 
trade, healthcare, and administration 
to manufacturing, real estate, and 
professional services.  On average, Perry 
County residents that commute out for 
work have higher earnings than Perry 
County residents that work within the 
county or employees that commute into 
Perry County. 

JOB INFLOW/OUTFLOW DIAGRAM, US Census Bureau
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DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
Segmentation Analysis

The market segmentation analysis examines 
the makeup of Perry County’s existing 
market by analyzing the behavioral traits and 
consumer patterns of various “segments.” The 
segments, as defined by the leading national 
market research firm Claritas, are based on 
demographic data including age, income, 
education, family structure, and urbanization. 
A segmentation analysis was conducted for 
Perry County and benchmarked against the 
state of Pennsylvania. 

Life Stage
The Life Stage analysis breaks down 
households into three classes – Younger 
Years, Family Life, and Mature Years. The 
segmentation analysis shows that Perry 
County has larger percentages of households 
in the Family Life (46%) and Mature Years 
(40%) stages, with a small percentage of 
households in the Younger Life stage (14%). 
Compared to the state, Perry County has a 
larger share of Family Life households.

Social Group
Social Groups are categorized by urbanization 
(urban, suburban, second city or town & rural) 
and affluence. Households in Perry County 
are all classified as Town and Rural, while 
Pennsylvania overall has a mixture of Town 
and Rural, Second Cities, Suburban, and 
Urban households.
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DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
Segmentation Analysis

Overall Segmentation
Claritas PRIZM segments categorize 
households into 68 unique segments based 
on life stage and social group, describing 
behaviors, lifestyles, and consumer patterns 
for each segment. In Perry County, 27 of the 
68 segments are represented. 

The largest segments in the county include:
• Big Sky Families (26%)
• Country Casuals (19%)
• Country Strong (13%)
• Red, White & Blue (7%)

The four largest segments represent 
households with a mix of income levels, 
family composition, and age ranges. 
These segments are described on the 
following pages. A full description of all 
individual segments can be found at www.
mybestsegments.com.
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Opportunities
Retail leakage experienced in Perry County indicates that existing stores are not currently meeting the needs of residents. This leakage translates 
directly to demand, presenting opportunities for commercial growth. It is not reasonable to expect to capture 100% of retail dollars leaking from the 
county. However, by focusing on key retail categories, the retail leakage analysis can help the county target key businesses, products and services 
through strategic recruitment, economic development and marketing.
The retail leakage analysis indicates opportunities to capture leakage in key categories including: 
• General merchandise
• Restaurants (both full-service and limited service restaurants)
•Home centers
• Clothing and shoe stores
• Grocery stores
• Furniture stores
• Pharmacies and drug stores
• Home furnishing stores
• Specialty retail

DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
Retail Leakage Analysis

“Retail Leakage” refers to the difference between the retail expenditures by 
residents living in a particular area and the retail sales produced by the stores 
located in the same area. If desired products are not available within that 
area, consumers will travel to other places or use different methods to obtain 
those products. Consequently, residents are purchasing more than the stores 
are selling, and the dollars spent outside of the area are said to be “leaking.” A 
retail leakage analysis was performed on Perry County and its boroughs.

The retail leakage analysis indicates that Perry County has significant retail 
leakage. Stores in Perry County sold $358 million over the past year. During 
the same time period, county residents spent $645.9 million, indicating that 
the county leaked $287.9 million in sales.  Consumers in Perry County spent 
nearly DOUBLE what stores sold in the county during the same time period. 
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DEMOGRAPHIC AND MARKET ANALYSIS SUMMARY 
IMPLEMENTATION

Small Business Support 
These strategies focus on growing mechanisms for small business support 
including data collection and sharing, entrepreneurial programming, and 
incentives.
1. Provide market research to all local businesses to incorporate into their 
business planning:  This plan compiled a great deal of market research 
including with the market segmentation, and market demand.  The data 
will be beneficial to any existing businesses looking to market themselves or 
expand product mix.  It also helps Perry County and its communities refine 
their recruitment strategies based on demand opportunity.  Therefore, the 
plan and market presentations should be made available to all businesses in 
electronic format, either via email or in downloadable pdf format from the 
County website.
 
2. Produce Market Profile “one-sheet” that summarizes market research: 
Single page data sheets outlining opportunity can be created as an 
executive summary of sorts that identifies market potential.  The sheets can 
be downloadable or used as inserts in business recruitment packages for 
local communities and business development partners.
 
3. Organize annual discover tours with Perry destinations and businesses:  
These day-long tours should build an awareness of Perry’s depth of 
experiences. They should include the region’s visitor, recreation, and 
hospitality partners, as well as local influencers.  They could highlight single 
businesses or destinations each year culminating with a small workshop/info 
sharing at each site.
 
4. Coordinate with partners to grow entrepreneurial challenge 
initiative targeting recreation and agritourism business:  This could 

be a county-wide challenge that targets tourism, agritourism, and recre-
ation-based businesses.  In addition, the County could seek out private 
funding from local industries to help underwrite such an initiative.   

5. Create branded testimonial ads showing successful small businesses:  
These ads can illustrate why it is beneficial to invest in Perry by highlighting 
and promoting small businesses.  Graphic ads will personalize the small 
business and can be provided to communities and business development 
partners for marketing and recruitment. Ads can be deployed via social 
media, in business recruitment packages, or in conventional media outlets. 
 
6. Create incentives for small business development and recruitment 
of targeted businesses:  These incentives can be as a small as $500 and 
could include marketing, business training, rental subsidies, upfit subsidies, 
micro-loans, façade grants, vibrancy grants, etc.   The County and each of 
its communities should coordinate to build a more complete toolbox of 
incentives.  These incentives are discussed in other portions of this report.
 
7. Grow Development Network for Entrepreneurs:  Perry has an aging 
population and an out-migration of jobs.  By cultivating youth entre-
preneurship in partnership with schools in Perry County, a sustainable 
foundation for small business can be created.  For example, the some small 
business development centers offer scholarships and training for young 
people to develop entrepreneurship, marketing, and business skills in local 
communities.  
 
8. Update market research every five years:  This plan established a 
baseline of data which should be updated on a regular basis.  Enhanced 
research could target specific needs such as lodging, agribusiness, etc.

 
9. Coordinate efforts to develop and promote non-traditional lodging 
appealing to outdoor enthusiast such short-term rental, camping, 
B&B, mobile lodging, etc.:  Perry County is favorably located near major 
metropolitan areas yet it provides scant lodging opportunities.  The County 
and its community partners should establish a short-term strategy that 
looks to create alternatives to provide lodging for the outdoor recreation 
and agritourism market.  This could include encouraging more short-term 
rental (AirBNB, etc), creating a startup guide or manual for prospective 
short-term/bed & breakfast-type operators, and even creating incentives or 
grant funding for certain types of unique lodging. This could include hostels, 
camping, glamping, and even pop-up lodging such as airstreams, yurts, etc.
 
10. Facilitate a long-term lodging strategy to expand offerings: A long-term 
lodging effort would look to expand offerings by recruiting a 3-star hotel 
(Hampton, Courtyard, etc) and studying the feasibility of a boutique hotel in 
the County.  Numerous small towns across United States have had success 
in recruiting successful, independent boutique hotels to their towns.  
 
11. Partner to consider a micro retail or micro-enterprise program enabling 
mobile retail, vending for outfitting, guides, and food:  It is projected that 
by 2026, approximately one-quarter of all retail sales will be conducted 
online.  While this can have a devastating impact on small business, 
independent businesses and districts are once again evolving to meet the 
new economy.  Today’s retailers carry much less inventory than just five years 
ago and require much less space.  Property owners are finding that they can 
carve up their spaces into multiple units (retail on the street, office space 
or residential behind) and bring in more monthly rent.  Communities are 
revisiting their dated zoning codes to allow this flexibility. Other places are 
creating their own micro-retail programs to provide smaller, flexible space.  
For example, Alabama Main Street is using customized shipping containers 
providing small storefront space to independent businesses.  The program 
is innovative, and in Perry’s case could be an opportunity to provide an 
outfitter presence at a regional event, or a rotating business space in a 
Basecamp community.

The market analysis, stakeholder engagement, and SWOT assessment laid 
the foundation for the business development strategies presented in this 
section.  It is important to note that while there are numerous opportunities 
for new/expanded business support efforts, this plan cannot be successful 
without a unified approach.  Each community and partner agency has lim-
ited resources and personnel, and a commitment to regionalism is critical.
This document presents a platform for the communities and partners in 
Perry to follow in order to create a healthy business environment and grow 
outdoor recreation and agritourism business. The actions are based on four 
core strategic areas that have been identified through community engage-
ment and market research, including: Small Business Support | Developing 
New Markets | Visitor Support Strategies | Regionalism and Planning

All recommendations are detailed below and are outlined on the compan-
ion Strategy Board. The Strategy Board includes all actions organized by the 
four strategic areas above. Each action has a timeframe, lead partner, and 
progress towards status. In addition to the Strategy Board, development 
strategies for individual Basecamp Towns are also shown.  

While there are dates in the “timeframe” column, these are merely  
suggestions when these actions should begin and do not represent  
completion times.  Some will last longer than others or are ongoing proj-
ects. Similarly, the suggested timeframes begin in 2020 but should be fluid 
over the implementation of the plan.  In general, the earliest actions focus 
on  

engagement or planning, while the later strategies are those that  
requirement development and funding. 

Ultimately, the Strategy Board is a working document for benchmarking 
and ongoing evaluation of the implementation process.  It is recommended 
that the steering committee that guided this plan meet to discuss roles and 
responsibilities, time frames and benchmarking.  Any changes to the plan 
can be added to the Strategy Board. The group should be reassembled on 
an annual basis to evaluate progress, discuss new priorities, and amend the 
Strategy Board as needed. 


