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OCONEE GREAT OUTDOORS TEAM: j_ alizing t

South Carolina National Heritage Corridor Staff:
Michelle McCollam, President and Chief Evecutive Officer
Grace Nelson, Director of Marketing
Lauren Ponder, Director of Special Projects
Anna Joyner, Director of Advertising & Creative Design
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Tt tt-prn 15 one of South Caroling's largesi
industries. Many communities around the state are
working diligently to protect. create and promote
the resources and products thai will allow them to
be compettve in this industry, Smarl communitics
recognize that increasing their tourism capacity involves
much more than catenng to the tounsts, These clements
of sman toursm growth are linked closely with
overall developement praciices which touch the lives
of local people every day — their homes, their health,
the cconomic vitaliny of their commumty, the natural
environment that surrounds them, the taxes they pay
and ultimately, the overall guality of their lives, How
communitics plan and grow tourism will affect their
residents” bives for genermitions o comae. Tounsm is
simply one component in a comprehensive approach (o
better development and improved guality of life. But it
doesn't happen by accident. 1t requires careful thought,

strategic investment and imnovative marketing

Cconee’s place in the South Careling Tourism Industry
15 based on the dynamic history, culture and naturl
resources of the area. For centuries, people have been
drawn o Oconee o live, work and play based on these

undeniable assets. Many visioming and planning sessions

have been held over the past decade have not only
recognized the importance of these resources o the
county’s past, but through lurge-scale community inpul
they issued a call to action to protect and utilize them for

Clconee"s fulure,

Crconee 15 nol alone m its desire o protect and promote
what makes it special. Successful communities across
the country are using creative development strategies
that preserve natural lands and unigue environmental
arcas, improve public access W resources, protect water
and air quality, enhance the livelihood of downtown
arcas and maintain the sense of place that differentiates
them from “Anywhere USA.” Through innovative
approaches to growth, communitics are creating

vibrant “places™ and the high quality of life in these
communitics creates business opportunities, makes them
economically competitive, and improves the local tax

hase

The charm and character of our
downtowns is fading fast, We need
{eaders who are willing to step up and

change this before it's oo late.

= Response fram cifizen (nferviews

We should de a better job of business recruitment. Remove hurdles, keep

the I.iin.'.w.‘m!'.cf_fpr stapfing up a business low, provide help and make them

feel H-'{:'fcmrm,_-"':.'ﬁH‘ﬂ' them we are also willing to anvest in our downtowns.,

- Rexponse from cilizen inlerviews




%ﬂfﬂ:mrd s @ partnership between the South Carolina National Heritage Corridor and the Mountain

Lakes Convention and Visitor's Bureau to brand and market the county’s outdoor recreation opportunities has
organically grown into a much larger initintive. Doe to the fact that the county s tourism success 1s 80 intimately
and crtically tied to its” natural, cultural and histonc resources, a more comprehensive approach 1o tourism

development has emerged. There were several fundamental questions that guided our work:

1 2 3

Who are we most likely 1o
Who are we? Who do we wanl become hised on our
(o become !

willingness o do what is
necessary (o get there?

4

How do we grow tourism
in a way that doesn't
destrov what we love

about Oeones?

ehbbbbbbepidddddiddddiddaddaddiddddaddanbai

5 6 7

What steps are critical Where do we place our
to reaching our goals? priorities and
CIr resources

What is our brand?
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To answer these questions, the process began by
reviewing the 2008 South Carolina State Tourism
Action Plan conducted by Tourism Destination
International, LLC., for the South Carolina
Department of Parks, Recreation & Tourism. This
plan indicated the “Upstate s failing to realize its
tourism potential. It has unspoiled natural resources
without parallel in the state.” The plan also identified
fundamental challenges that must be dealt with for
the Upstate 1o reap the economic and social benefits

of tourism. These include:

«  Nomajor developed attraction aimed at
the outdoors

*  Inadequate public access to the lakes and
other natural attractions

*«  Little provision of top guality resorts or
characterful accommodations

¢« Insufficient marketing and promotional
support

«  Noeffective land use management
regulations

*  Low public awareness about the benefits of
tourism development

- Limited coordination between the public
and private sectors in respect to tourism

«  Nuburban sprawl and poor highway
signage

Also conducted in 2008 was the Oconee Vision 2028
Plan. The team for this project met with residents,
business owners, community leaders and elected
officials 1o determine if the elements of this plan

were slill relevant. The resounding answer wis

“yeu." The elements of the plan are stll relevant, are
complementary to the findings of the SC Tourism Action
Plan, and there remains @ strong community desire to

see the vision come (o fruition,

This document, “Destination Oconee: Realizing the
Future of Oconee County,” outlines crtical steps

necessary to reach the tourism potential for Oconee
County, If implemented. Oconee will surface as the

outdoor recreation hub for the South Carolinag Upstate.,

The signage system is cluttered and
canfusing. Newly installed directional
signage is a good start but should be
incorporated throughout the county and
billboards should be better manages

« Response from citizens i



This Executive Summary is for guick reference and simply outlines the primary recommendations of
“Destination Oconee,” In order to fully understand the vision and recommendations,
a more thorough review of the docwment is necessary.

&:m @p—amif’ 15 blessed with an abundance of natural resources which are already utilized

for outdoor recreation, vet it is falling short as a recogmized outdoor recreation destination. Just as Charleston, 5C,
has become the premier historic destination of South Carolina, Oconee has the ability to surface as the premier

outdoor recreation destination for the state.

Tourism market trends, as well as increased trends in healthy living, are a perfect recipe for building, marketing and
economically benefitting from outdoor recreation in Oconee County. The Outdoor Industry Association reports that
outdoor recreation is essential to the American economy and that every year Americans spend an estimated $646
billion on outdoor recreation - on gear, vehicles, trips. travel-related expenses and more. This creates jobs, supports
communities, generates tax revenue and helps drive the economy. Throughout America, people recognize that
outdoor recreation and open spaces attract and sustain famililes and businesses, creates healthy communities and

fosters a high quality of life.

“Americans wani and deserve access to a variety of guality places to play and enjoy the great outdoors.
(hitdoor recreation can grow jobs and drive the economy if we manage and invest in parks,
walers and frails as an interconnected sysiem designed fo sustain economic dividends for America.”

« Tl Crtdoor Imdustry Associanien

Outdoor Recreation Employs America

Job Comparisons by Industry, in Millions'
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Nationally
outdoor recreation is
bigger than you might
think and a significant
@conomic driver in
the United States.

6.1 millien
American livelihoods
depend on outdoor
recreation, making it a
critical @economic sector
in the United States.



The South Carolina National
Heritage Cornidor collaborated
closely with a core group of
stakeholders to assess the current
cemdition of towrism in Oconee
County and to winimately create

aof recommendations that
have been vetted by local residents,
existing and potential business
OWRErS, gOvernment entities and
non-profits, Numerous one-on-one
e rviews, CoRmmiiee meelings
and public presentations were
cemducted over a 9 month period to

ensure the contents of the documens

complement the vision of those whio

will be uwltimately responsible

for its implementation,

KEY RECOMMENDATIONS

Mountains, mountain lakes, rivers, waterfalls, hiking, biking, fishing.
watersports and more are part of the allure currently present in Oconee for
outdoor enthusiasts. Oconee is strategically located near the metropolitan
arcas of Charlotte, Atlanta, Greenville and Columbia and is fortunate
enough to own claim to a National Scenic Byway and a National Wild
and Scenic River. The resources are present, but how does Oconee utilize
these resources for increased quality of life and economic vitality of its

communitics?

The resources alone will not make a tourism destination, There must be
investment into public access points, tourism infrastructure, and downtown
development in Oconee’s communities to provide for top quality visitor
amenitics and services. By following the recommendations outlined
below, Oconee can become a one-of-a-kind outdoor recreation destination
for the Southeastern United States. It will require leadership from elected
officials, collaboration among the county and cities, cooperation among the
public and private sectors and an understanding by the residents that local
investment is crucial.

There are a number of critical steps that we recommend as a priority.

These are listed in no particular order and all should be considered as
immediate needs, Those are:

%

<%

Support the development of Sanctuary Pointe Resort and the SC Great Outdoor Center at Exit 1:

This resort complex satisfies the #] recommendation in the SC Tourism Action Plan for an Upstate Flagship
Project. It will provide upscale overnight accommaodations Tor extended length of stay and will also serve as
a hub to introduce visitors 1o the natural resources, small towns and special events throughout the county. It
will produce an estimated 350 construction jobs and 400 permanent jobs. Once open, this facility will greatly
increase the tax base in the county through sales and accommaodation taxes. It will also increase tourism traffic
throughout the entire county which is needed 1o encourage new business and sustainable growth in downtown

areas.

Conduct Street Audits in Downtowns: (See Appendix A p. 199 for Street Audit Forms )

A group of stakeholders including, but not limited to, elected officials, chambers, merchants associations and
key attractions in the downtown districts should complete a street andit of their individual communities. This
audit will guide participants through a personal assessment of the downtown areas which will provide the

necessary backdrop for understanding steps that need to be taken o prodect and promote vibrant downtowns.

Iass a Design Review Committee Ordinance: (See Appendix I p. 295)
For Oconee County and its municipalities to move forward in a meaningful way, a Design Review Commillee
must be put into place. Communities that mamtam and reap the benefits of “sense of place™ and “community

character”™ must guard and protect that character.

Create a Three Year Action Plan for Managing (GGrowth:

It is recommended that the County Planning Department facilitate coordination with the cities o review

and strategically consider which of the presented growth management techniques best fit the future goals of
Oconee. The result should be a Three Year Action Plan implementing practices that will provide continuity
of the “Appalachian Rustic Elegance” brand across county and city boundaries, ultimately creating a strong
sense of place and a distinct, cohesive destination.

Immediately adopt a Scenic Overlay Ordinance for Cherokee Foothills National Scenic Byway: (See
Appendix D p. 266).

Highway 11 15 a key resource for the countv. With infrastructure now available along this stretch of scenic
road, growth will come. A Scenic Overlay Ordinance will not hinder growth but, instead, will ensure proper
growth that will protect the intrinsic qualities of the byway and enhance the character of the county. Similar

ordinances should be passed for state and county scenic byways as well.



)

Immediately adopt a Downtown Overlay Ordinance for Westminster, Seneca and Walhalla:

iSee Appendix Appendix A p. 207)

Oconee is blessed with communities that are culturally and historically unique, vet meaningful steps have not
been taken to protect the quality, charm and historic integrity of these communities. A Downtown Owverlay
Ordinance in cach city will direct revitalization efforts and manage growth in a manner that is complementary

to the character and personality of each.

Adopt a more detailed County and City Signage Ordinance: (See Appendix DD p. 223)

Signs can either enhance or detract from a community. Currently, signage throughout the entire county is
cluttered, often times confusing, and in many cases outdated and in disrepair. A more detailed county-wide
signage ordinance that is created in cooperation with the cities will provide a cohesive look and feel to the

county, while also protecting the view sheds and scenic vistas so important to Oconee.

Conduct a Condition Assessment of the public access, structures and signage at lakes, waterfalls, rivers,
scenic vistas and other key natural attractions:

If Oconee is to surface as the premier outdoor recreation destination for South Carolina, there is much

necded work to improve access and experiences at key tourism sites. It is recommended that the County
Parks, Recreation and Tourism Office and Convention and Visitor’s Bureau create a Task Foree including

US Forest Service, US Fish and Wildlife, SC State Parks, SC Department of Natural Resources and Duke
Energy to conduct this assessment. (More detailed information is included in the Tourism Destination

Recommendations Section of this report).

Develop a plan for improving public access and experiences at lakes, waterfalls, scenic vistas and other
natural attractions:

Upon completion of the Condition Assessment the County PRT Department should lead an effort with
stakcholders to create a Three Year Action Plan to deal with findings of the assessment. The plan should

include action items, potential funding sources, and responsible parties for each item.

Execute all marketing recommendations outlined in this plan:
Consistent, quality marketing executed in a strategic manner by the CVB and the Cities will build a “top of

mind”™ impression as a premier tourism destination.

%

Identify a person or organization to oversee the implementation of “Destination Oconee™;

As this document is approved and implementation begins, there should be one person or organization
responsible for the coordination of efforts moving forward. This could be one person hired directly under the
County Administrator, a collaboration of county agency heads or an independent contractor. The responsible
party should be identified and given the resources and authority to implement the program, Otherwise, the
momentum will be lost and the creation of this plan will become simply another exercise. It should be noted
that one person or entity cannot shoulder the full responsibility for enacting every element of this plan.
Instead, they should provide leadership, oversight and continuity in the process. Implementation is everyone's

responsibility!

Identify sources and commit funding to support tourism projects:

The need for tourism infrastructure is great and currently funding does not exist to meet this need. However,
there are numerous avenues for securing funding. This could be accomplished through innovative approaches
such as targeted efforts to increase accommodation offerings (thus increasing A-Tax funding). grants,
foundations, and corporate support. Or, it could be through more traditional methods such as instituting a
county-wide Hospitality Tax. (See Chapter 6 for a case study of how the City of Greenwood has utilized a

Hospitality Tax to fund downtown development projects). Regardless of the method, the county and cities

must make tourism a priority, equal to the quest to attract and build traditional industry.







ﬁ&ﬂ _ﬁm an expent on community branding. points out that “in the USA there are

approximately 20,000 cities, 2,000 Main Street Communities, 126 National Scenic Byways and 12,800 National
Historic Districts. That does not include states, regions, large-scale destinations and resorts that are all fighting
for attention.” So, how does a destination get noticed in all of this clutter? How do communities differentiate

themselves and convey why they are a valued option in this highly competitive environment?

There is a direct correlation between a community’s image and its reputation.  Therefore, it is critically important
for communities to shape the way they wish to be perceived. In the book Destinarion Branding for Small Ciries,
the author emphasizes “the level of esteem that a city's name evokes with key audiences has a direct impact on the
health of its wurism, economic development, prestige and respect. With so much riding on its image, doesn’t it

make sense to have a plan to cultivate and protect this most valuable of city assets™

Successful companies spend millions of dollars managing their image. The Nike “swoosh™ and the McDonald s
*arches” bring immediate thoughts and experiences to mind. A company’s values can be seen through their brand.
For example, Coca-Cola is about making the world happier. Disney is about providing more magic, Facebook

is about connecting more people. Communities have been successful with this as well. For instance, consider
Asheville, Myrtle Beach, New Orleans, or New York City. These communitics have created a “brand™ that brings an
image or feeling immediately to mind.

An effective community brand is much more than a simple logo and should be utilized by more than the marketing
agency. A true brand is a principle that will affect everything your community does. 'With every change, with every
opportunity and with every decision, the community should always ask the question, “Will this action enhance or
detract from our brand?*

This chapter will define the most important elements of Oconee County’s brand.

Wﬁuz‘%{m

BRAND VISION

To become a premier destination in the Southeast, known for its unigue

crlnure and incredible owtdoor experiences.

CORE VALUES

Chur unigue southerm Appalachian cultiwre and vast natwral resources deep within and surrounding the

Bluwe Ridege Mouwnrains are wnlike any other and through our efforis will be provecred.

We believe that sharing is caring.

Chir amazing part of the country should be shaved with the world for generations to come, Not only through
reaching them throweh branding and marketing, bur also through providing ease of access through

signage and interpretation once they ger here.

We believe we have a story to tell.

From Narive American legends and German immigrants, our history has shaped our future and is an

invaliable part of who we are today.

We believe that we are special.

Oconee County affers some of the best outdoor recreation opportunities in the country,

Period.



INTRODUCING YOUR AUDIENCE

Rachel and Dan have been married for 20 yvears and they have two teenaged sons. Dan and his sons love to
fish, and Rachel is a bit of a foodie and history bufT. Rachel likes to be prepared, so in planning their next
fishing trip, she goes online and searches for “best fishing in the south.”™ She might reguest a travel guide

from any websites she comes across, She will pick out restaurants and historc sites o enjoy along the way,

Taylor 15 known as the “outdoorsy™ guy. He has a close circle of friends that are like-minded. He enmjovs a
challenging hike and a good craft beer. He works hard and plays hard. He has nothing to do next weekend

and picks up his phone to start searching for options,




BRAND PROMISE

Chur promiese o our citlzens and visitors is o provide an unforgeiiable experience that is authentic in our

Appalachian culture, exhilarating through our waterwavs and trails, and guaint m our downpown disinicts,

THE NEW OCONEE BRAND: Appalachian Rustic Elegance

The “Appalachian Rustic Elegance” stvle speaks to the mountainous and rolling countryside throwghour
Cconee Counry, with the towch of sophisiication found in ity people and places. Beawnful forested settings,
raral patfoways, quiel streams and peacefil mountain lakes are the Backdrop fe this brand and should
l.;.'r.'.;.l'.e' |'.r.'|:- eI Fy J.'.'I|'|_ Tid el -..I'_| |'.:' .--'|".'.’l. |r||'|l.l.|l|' RV P R RT |||'i4'|I l|':'|'|'|'.'|'.'.;' SRICE S, H.'r.".l'n'.'.'.'.l;'. '..I'.I.'uu'“' i u.-.-ul.':-.';-u.-.:-ur

the mariwiral elermenis of Apmaiachion stvle with sfofe, wood aimd Fsiic @ocemnis

In addirion 1o moving the "Appalachian Rustic Elegance ™ brand thoughowt the built environment and prblic

sparces, Disinesses shouwld also adopt This bramd throwgl feir store facades, prodicts amd chsiionmer service

Perry is a mulitary veteran thal 15 now Ii*.':nJ_: off suceessful o1l investments, Hesdi will retire this vear, after o
long carcer in the medical field. They have four grown children and 6 grandchildren. They are contemplating
a seccond home in warmer weather, but are in no hurry. They love taking leisurelv road trips and checking
out new places. but they also go back to their favorites often. They vsually make their travel decisions
through word-of-mouth recommendations from their friends and family, and sometimes a magazine ad or

story will catch their eye. Once they decide on a place, they may do o little research online.




Appalachian Rustic Elegance speaks to the simplicity and elegance of the area and complements the natural
muterials and color found within the Blue Ridge Mountain range, forests and surmounding lakes. It communicates
quality outdoor experiences, with a hint of rustic mountain culture. When incorporated into the design elements
of buildings, streetscapes, signage, and londscaping, it creates a solidified mage and sense of place that will
differentiate Oconce County from “Anywhere, USA”. The brand can also translate into friendly, down-home,
Southern hospitality and visitor expeniences through shopping, foodways, music, art, festivals and special events.
S0, it i important that this brand not simply be confined to marketing or even contained to the outdoor attractions.
It must permeate into the very fubric of the community, including the people visitors will come in contact with in

their travels. “Appalachian Rustic Elegance™ speaks quality in the place, in the people and in the expenence.

LAND BESIDE
THE WATER

OCONEE BRANDING STATEMENT

There is history in these hills. The deep blue haze of the mountain escarpment whispers hints of

an eclectic past.  The pines tell tales and the waters of raging rivers, guiet streams and peaceful
mountain lakes add their voices fo the sfo ihe e the
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Cherokee called Oconee = land beside the water. s E N E c A ; WESTMIHETEH

. Logo Sizing and Spacing: [t is important to ensure the logo is displayed ot the appropriate size and spacing
to preserve consistency and reinforce the brand identity. In order to preserve legibility, maintain a minimum

height of 1,37,

L3 minimum height




. Color Palette: The provided color palette below should always be used on all branded materials such as . Typography: The following fonts have been selected as the approved typeface for all logos, This will once
logos, advertising, collateral and web presence. Accuracy of color is critical in design. The standardized again reinforce the brand identity.

color matching system (Pantone Matching System) is the most widely used and preferred process for color

matching.
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THERE'S MOUNTAIN RAIN FOREST AND ROCKY GORGES.
TRAILS. TRAIN WHISTLES AND SWIMMING HOLES. APPLE ORCHARDS.
WHITEWATER RAPIDS AND SECRET HISHING SPOTS. HERE IN THE
"[AND BESIDE THE WATER™ WE HAVE THE GREATEST SHOW ON EARTH

AND PLENTY OF SEATS T0 CHOOSE FROM.
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ODOCONEE COUNTY phaser: Bes
Typography: The following fonts have been selected as the approved typeface for all “Best Seat in the House™
murketing materials.
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Phase II: Breathe Easy As an extension of the current marketing strategy for Oconee, the Heritage Corridor and the Mountain
Typography: The following fonts have been selected as the approved typeface for all “Breathe Easy™ marketing Lakes CVE partnered on additional ads to promote the area as part of the South Carolina Great Outdoors

materials. Initiative.
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Thin Skinned Cracked Johnnie

come discover the less salty
side of south carolina.
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1.2 MILES OF MAIN STREET TAKES YOU TO
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WALHALLA

Typography: The following fonts have been selected as the approved typeface for all Walhalla marketng

materials.,
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GET YOUR MOTOR RUNHING

WHETHER YOUR MOTOR 15 A TWIN.CAM LONGBLOCK
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WESTMINSTER

Typography: The [ollowing fonis have been selected as the approved typeface for all Westminster marketng

raatertil s,
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SENECA

Tyvpography: The following fonts have been selected as the approved typeface for all Seneca marketing matenals.

EWERY THERSILY
- 0 P
OTWNTENN SR
LIV LT WRISE

WHERE THE SUN RISES ABOVE THE BLUE RIDGE AND THE COOL MOUNTAIN
WATERS RUSH DOWN TO MEET THE FOREST, YOU'LL FIND A PLAGE ON
THE EDGE OF IT ALL. SENECA IS EVERYTHING FROM THE ULTIMATE LAKE oy, g’ e o v g
’ : .- I NESE 0GR ST CRAFTE SN £ _%"
EXCURSION ON A HOT SOUTHERN DAY TO THE QUINTESSENTIAL CHARMING ISR _ | o Ty
DOWNTOWN AND THRIVING EVENTS. sl : s a.Se . s

VISIT SENECA... WE'RE ON THE EDGE OF IT ALL!
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WALKING ON
SUNSHINE

Where the sun rises above the Blue F!Idgr and the wol
rmiourtain waters rush down to meet the forest ;.r-:v..l" bind

| The Blue dgz and the -:n-ul mountain walers

rush down to meet the forest, uou’ll find South Carolia’s little pocket ful

of sunshine. Jeneca is emg]ﬁkgﬁnm the ulfimate lake excursion on a hot

southem dagtn mmsuﬂ'rﬁ dmrmﬂ doumfown and Tlmmg evenls
l||'|t5|“r Jeneca. we're on The edge of it all

South Carolings little podet hull o sunshine
'fu"rm:n i r-.'-rrl:.-rhlns "r::-rn the u|t|rr|-ul'-r |.ul;r EXILMMN
a hod -.th-rm dﬂ:f [{=] ke q,,lir‘dﬂ:.l'ﬁtiﬂ 1|"‘H!l'|"r'|l|"15_
dewrtown and l|'|rh-|n3 events.

Visit Seneca... we're on the edge of it all!
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W a fresh and exciting brand in your corner, this marketing strategy provides a framework for Oconee

County to work in unison and create an overall marketing plan for the future, With momentum building, it is

important to never lose sight of the goal. You are essentially providing your own residents and potential visitors

with the necessary information they need in order to understand what you already know to be true about Oconee

County. It is a place waiting to be discovered by thousands who would cherish it as much as you do. The below

strategy provides an assessment, industry research, and objectives that will allow Oconee County to be discovered,

As budgets change and road blocks are thrown yvour way, this information will provide a compass to keep you

constantly moving forward,

GOAL

Marketing Strategy (the what):

An explanation of the goals vou need fo achieve with vour markering efforis.

Marketing Plan (the how):

How you are going to achieve those marketing goals.

To provide compelling and accurate information to residents and visitors in order to increase awareness of and

visitation/engagement with Oconee County as a premier outdoor travel destination of the Southeast focusing heavily

on the unique cultural and natral assets already in place.

A comprehensive look af the current initiatives from Oconee County and an evaluwation of the particular strengths,

weaknesses, opportunities, and the challenges involved in moving forward in accomplishing marketing &

branding goals.

Current Initiatives

Visitors Guide ®  E-newsletter

Website ®  Monthly column in local newspaper outlet
Mobile App ® Conferences/trade shows/training

Social media

SWOT Analysis

Strengths

Current successful marketing tools and assets for Oconee County include...

®  Anabundance of natural resources for outdoor recreation, particularly lakes and rivers
®  Several charming small towns
®  An authentic history & culture
®  Visitors guide has a vearly outreach of 65,000
®  Social media audience steadily increasing
Weaknesses

Crhstacles that may prevent improving marketing efforts for Oconee County include a...

#  Limited marketing budget

# Lack of conference center for business travelers

# Lack of a variety of unique lodging

#  Municipalities need downtown improvements
Opportunities

Chconee County is in prime position fo...

L

Threats

Emerge with a new brand, vision, and message that creates synergy with visitors and the local
Communities

Explore and develop tourism through sports and recreation including biking, hiking, water skiing,
elc. ..

Lay the framework for increased tourism through necessary community development projects

Ceonee County tourism is affected negarively or challenged by,

Proximity to more established tourism communities including Highlands (NC), Clayton (GA),
Greenville (SC)

Cities/Chambers failing to work cooperatively for the greater good and benefit to all




OBJECTIVES

L

Ohbjective A. Research
For any marketing strategy to be effective, tourism behavior, trends, and potential targer andiences need
to be identified and evaluated in order to acquire greater return on investment. This will give vou laser

focus for all of vour marketing efforis.

BY THE NUMBERS

STATEWIDE

Domestic Travel to South Carolina
Serce: Seurh Carolima Deparrment of Parks, Recreation & Toirisa, 2004
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OVERVIEW: Domesiic Travel o South Carolina

+  Top rp purposes range from visiting friends and family (36%) 1o general pleasure/personal
reasons { 20%), business (19%), and entertainment/sightsecing ( 10%a)

*  The top season for domestic travel is Summer (30%) followed by Spring (26% ), Winter (22%) and
Fall (22%)

*  Most domestic visitors stay in a hotel/motel/B&B (4.9 million) followed by a privatefsecond home
(3.9 million)

+  Visiting relatives (30%), the beach (28%) and shopping (24%) are the top activities followed by
fine dining/visiting friends (16%). urban sightseeing (11%), rural sightseeing (10%), historic sites/
churches (8% ), old homes/mansions/musenms/gardens (6% ), and goll/parks/wildlife viewing (5%)

+  Oconee County receives an estimated 453,000 visitors per vear

ESTIMATED VISITATION TO SC BY COUNTY

SOUTH CAROLINA COLNTY AMNUAL VISITORS PERSON-TRIPS) ™

ASELE WL Hﬂ

AIKE N 1,300,048

ALLENDALE 40,000

AMDERSON 853,000

BAMBERG 432,000

BARNWELL 1343, [N

i@ 1. 700,000
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CALHOLIN 13,000

CHARLESTORN 5 500,000

CHERCEEE iR

ERLSTIR 108,000

CHESTERFIELD 143,000
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COLLETON 459,000
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[DILLON 143,000

DORCHESTER 198,000

EDGEFIELE 39,000

FAIRFIELD 132,000

FUDREMCE . 100,000

GEORGE TN 539,000

GREEMVILLE 00 ()

GREENWDDD 436,000

HAMPTON 32,000

HDORRY T 500,000

MSFER 283,000

KERSHAW 42,000

LANCASTER 115,045

LAURENS 228,000

LEE 41,000 Ll i e
LEXINGTOM 1. 500,000

FARHION 52,000 Flasmase
RARRLBOND 4,000 [/
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HEWBERRY 208,000

OCONEE 453,000

DHANGE BLIRG 1400000

PICKLMS 47,000

RICHLAND &, 500,000

SALUIDA 13,000

SPARTANBLIRG 1,500,000
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Domestic Leisure Travel to South Carolina from QOut-of-State Domestic Business Travel in South Carolinag
Soucrce! Sowth Carcling Departmenr of Parks, Recrearton & Towrism, 2004 Senrrce! Bounnh Caroling Deparnment of Parks, Recrearion & Touwrism, 2004

4.4 MILLION

DOMESTIC BUSINESS TRIPS
TO SOUTH CAROLINA

2.8 MILLION

DOMESTIC TRIPS

OMESTIC OUT OF STATE

1 8.7 miLLion
m

==

ISITORS TO SOUTH CARDLINA
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BY THE NUMBERS

81%
70 DRIVE THEMSELVES

BY THE NUMBERS

v
) ¢ o/
= ':":1" 52 /@ KRE DAY TRIPS
OVERVIEW: Domesiic Leisure Travel to South Carolina from Oui-of-Siaie OVERVIEW: Domesiic Business Travel to South Carolinag

= Pleasure/personal (59%), Entertainment/sightseeing (24%), and Outdoor recreation (17%) are the top = Personal business (32%), general business (24%), client meetings {12%), training {8%). and conferences

primary purposes for these visitors (7% are the top purposes for business travel
«  Summer (1.2 million) is the top season for ovemight trips, followed by Spring (890,0000, Fall (780,000, +  Winter (27%) and Spring (27%) are the top seasons for business trips followed by Fall (26%) and

and Winter {350,000 Summer ( 209 )
*  54% of these visitors come for the beach *  The vast majority of business travelers stay in a hotel/motel/B& B
= Top states of origin are North Carolina (34%), Georgia (11%), Virginia (7%) and New York (5%) «  Top states of origin for business trips (both overnight and day trips) are South Carolina (53%), North

Carolina {16%), Georgia {7%), Florida (4%), and Ohio (2%)



NATIONAL

Sources: U.S. Travel and Tourism Trends and Policy Issues for Congress 2014, the Southeast Tourism Society,
and the U.S. Travel Association 2014

9.7 MILLION

PEOPLE DIRECTLY EMPLOYED BY TOURISM IN 2013

2.8%

OF THE UNITED STATES' GROSS DOMESTIC PRODUCT ccor)

$644.9 BILLION

IN SPENDING ON LEISURE TRAVEL DOMESTICALLY
AND INTERNATIONALLY

1.7 BILLION

PERSON-TRIP- FOR LEISURE PURPOSES IN 2014

$283 BILLION

SPENT ON BUSINESS TRAVEL DOMESTICALLY
AND INTERNATIONALLY

452 MILLION

PERSON-TRIPS* BY U.S. RESIDENTS FOR BUSINESS
PURPOSES IN 2014

$2.1 TRILLION

ECONOMIC OUTPUT GENERATED BY DOMESTIC
AND INTERNATIONAL VISITORS

OVERVIEW: National Tourism

45

15 MILLION

JOBS SUPPORTED BY TRAVEL EXPENDITURES

+1 RANK

TRAVEL RANKS AMONG ALL U.S. SERVICE EXPORTS

loutoF9 JOBS

U.S. JOBS DEPEND ON TRAVEL AND TOURISM

Southern states such as Florida (758.7 thousand jobs), Texas (555.9 thousand jobs), and Georgia (238.4
thousand jobs) are in the top 10 list of states for tourism employment & expenditures

The top 5 international markets visiting the USA are Canada (23 million), Mexico (17.3 million), The
United Kingdom (4 million), Japan (3.6 million) and Brazil (2.3 million)

Southeastern states in particular account for 24.6% of total travel spending and 28.4% of direct travel jobs

An inventory of tourism assets is necessary to evaluate what makes Oconee County a desirable place to visit

and live. This inventory is meant to be updated on a regular basis and is a valuable marketing tool for future

collateral planning.

Full inventory in Excel format has been provided to Oconee County.

Considering the current tourism climate and the particular assets of Oconee County, these target audience

segments are identified as the most likely to visit Oconee County, based on their interests:

46



/ *4, THE ADVENTURE TRAVELER

Sewirce; Passport to Advertire Indusiey Trerd Bepoet, 2000 and Adventune Towrism Marker Stway, 2003

Average ape of 36

Single professionals

AMuent active families

Inquisitive

Males and females

Confident, well-traveled who want more than the sun, sea & sand experience
More likely 1o use professional services such as guides, tour operators, ele. ..
Demands an authentic “off the beaten path™ experience not found in guide books
Geographically and environmentally aware

Active (ranging from walkers-mountaineers)

259 book activities online

THE RECREATIONAL MOTORCYCLIST

Souiree! Travel Preferences of Recreanional Morarovelizes, Appalachian Stere University 2004

B53% male

Average age of 56

68% work full time

30% retired

Majority finished some type of college

Majority visit the Blue Ridge Mountain Region during the Summer and Fall months
58% travel with a partner

Average group size of four people

Find information from the intemet, a previous visit, a friend, or brochure
Average trip 15 1,531 miles and spending four nights

51,032 average expenditure

Stay in motel'hotels that cater to this chentele

BE% enjoy sightseeing, historic sies, and parks

TURBO TOURIST

Sewrce: The Center for Carolinag Living

Out-of-state visitors planning relocation, business, or second home investments

Return more often, stay longer, spend more

Onece moved, they spend 83% of travel dollars in the Carolinas and 14% will start or move a business
Upwardly mobile, affluent, educated, entrepreneurial and/or retirement motivated

Ages 24-64

Average Household Income 5950, 000+

MNortheast & Midwest frost belt, Florida & California

Motivated most by scenic beauty, climate, recreation and cultural amenities

Those Turbo-Tourists who do move to South Carolina gravitate towards the following areas (in order
of most to least): Charleston, the Grand Strand, Greenville/Spantanburg, Beaufort, Columbia/Midlands/
the Northwestern S5C, Aiken, Orangeburg, Florence and Sumiter

The top 10 amenity & activity preferences for Turbo-Tourists over the age of 50 include (in order of most
o least): Walking paths, shopping, gardening, swimming, bicveling, museums, history, fishing, boating,
health clubs, and golf

The top 10 amenity & activity preferences for Turbo Tourists under the age of 50 include (in order of most
to least): walking paths, shopping, swimming, bicyeling, museums, boating, camping, fishing, gardening,
and history

mw & Activity Preferences
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The recommended Tareer peograpiic area iy the Southeast, within 120 miles or closer o

é& THE ECO OR NATURE TOURIST

M i Sourrce! Passport to Adventiere Indisiry Trend Beporr, 2000 and Adventare Tourism Marker Sy, 2013

+  35-54 years old Oconee County amd an in-state overlay.
= 50% male/50% female

. i Target States:
*  82% College Graduates North Carolina, Georgia, South Carolina
= Experienced nature tourists prefer trips lasting 8-14 days Target Markets:
*  Nature tourists willing to spend more than general tourists Atlanta, Greenville/Spantanburg/Anderson, Columbia,

and Charlotte

= Nature tourists name wilderness setting, wildlife viewing and hiking/trekking as important elements of
their trip

«  MNature lourisls name enjoying scenery/nature and new experiences/places as motivations for taking their
next trip

THE HERITAGE TRAVELER

Soiree! A Developwrent and Economie fmpact Stady of the SC Nattonal Heritage Corridor prepared by

the Universiry of Sou Coroling-Clemson Uriversity Towrizm Research Parrerahip 2000
Media Outlets:

* Female or male The following outlets meet criteria for reaching the previously identified target audiences for Oconee County.

*  Between 45-60 years old
= Well educated

This liss samples the tvpe of outlets that conld be included in marketing and public relations effores, bur any outlet

should be considered if they meet the previous{y mentioned targer audience and geographic specifications.
*  Houschold income over 360,000

*  Prefers authentic history, culture & cuisine and back roads over interstate National Examples:

' NATIONAL g
“ THE BUSINESS TRAVELER GEOGRAPHIC :E‘%;% TRAVELER

Sowerce; The Lnited States Departmend of Trarsporfation

*«  55% are 30-49 vears old
* Income well above population average

R Ous=icls MensHealth BACKPACKER

*  Usually professional, managerial, or technical positions

= 79% drive

+  74% of destinations are less than 250 miles from point of departure M\'{"ﬂEM{ L’:_:"" :éx__x |E T
= Majority is less than 100 miles from point of departure R’DJ .W|

*  The South is the largest destination for outbound business trips



Regional Examples: Content:

The following is a sample editorial catalogue, which is meant to be g marketing tool 1o pitch 1o media ourles,

I] A I_ M [ I I [I GA RDFW‘ l | N supparting organizations, amnd to potentially include in future collateral. Storiex showld be developed and

researched conrimuonsly, and can be presented within different angley, References to complementary photos and

sources should be noted. Editorial pitches should be done ideally a vear ahead of time, especially for National

# f{_‘il 1_1_1 W publications.
Ll“"g grow, cook, eal leanm

MDdEﬂ"I Lite. Southern ST'H'E Saibifit bercrRpLlism
South Carolina @

Just right. — e
Atlanta carolinaliving r— e sy s

MAGAZINE

Online examples:

l- - ; .

E'I'IHEE:I r},.,éﬂ.ﬂ] Objective B. Identify Budget Parameters
. 1L TN 1] 1 . 1 b . . .
ﬂfaﬂ:Ehna; N 3 Dl'hn-'- ( :A R Bo N After thoroughly reviewing the rarget audivnces and media outlets, a budger showld be created o identify
" - i e L long term goals and priorities. The following is a sample guwideline for a 12-month time period. Emphasis
gﬂ-ckr im—mu & media group g term g : - e ple g f r :

-~ ent flight rimies for advertising should be heavily focused on Spring and Fall,
| I"h'u.l:n--il":—- i ' ' '

Industry Specific:
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CUSTOM MEDIA
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. Ohjective C. Increase Social Media Engagement
Creonee County s most valuatle free tool is social media, Howeven, with algorithms changing on a regalar
basis. ft is imperative to identify vour goals and implement specific strategies In order fo make an impact

on venir ditdience,

Identify Social Media GGoals

An in-depth look at who yvour audience s and soceessful engagement with them will help lay down a road map for

veulr fulure endeavors.

= Ewvaluate social media sudience engagement statistics and demographics for vour previous FY

*  Investigate the nmeframe and content that has received the most engagement

Your success in social media relies solely on the contenr you create and the value & gives vour audience. These

fererds will lay a foundation o make your social media efforts more gffecrive,

Content Calendar

Create am on-going calendar thar will help vou organize your social media effores month-try-maonth,

This is espectally helpful for pre-posting content or if multiple peaple provide administration assistance.
nelude national events, local events, specific campaigns, spotlights for each municipality and filler ideas.

fmplement a variety of content categories listed below to ensure variation.
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Content Categories

No matter how amazing vour contend i, a variety of different approaches is needed to keep yvour audience

cdaprivited.

STOUYTELLING EMOTIONAL INTERACTIVE
* ufiles & Spaiighis | rivi v ]

INFORMATIONAL

v Thirevw bocks e Mimmry & Ui
o e s Uisss

L. Informational Example:

This hist informs vour audience of the several waterways in Oconee County in a fun way, and it also uilizes the

hashiag to better track results.

3K REASONS 20 LIVE THE
ChcoweeM cowmnal e

2. Storytelling Example:

This 15 a great approach w include the countless stortes from the past in Oconee County and o involve the local

historians and museums to provide meaningful content.

W e b Rl T

[ By LR Wl ey




3. Emaotional Example:
Owconee county is full of inspiration, especially the breathtaking views. According to a Buzzsomo

study, awe, laughter, and amusement are most likely to generate engagement. A simple quote and a

greal photo is really all you need,

il WH H}'."-.H[-":T:]F!E NOT LOST
) T T

4. Interactive Example:

Interactives can be as simple as prompting the audience to go to vour website, a fill-in-the-blank
type question, a “what would you do,” or as complicated as a bracket for the “best of Oconee”
voring campiign. A fun spin on the interactive approach is (o set up photo booths at key places

around the county. This will create a lugh level of engagement from both visitors and residents.

5. Organic Example:
These posts should be un-staged and completely orgunic, which will always resonate with your

audience and will most likely be some of vour op engagement-getlers.

1M Conaiel fmmr b ke Py m e T
L b |

Social Media Engagement Tools

Social searches: There are free tools that enable you to quickly see what conversations fans are having
around your brand. Some allow you to find user-generated content to showcase with the user’s permission.

A simple look on Search. Twitter using vour town name or the names of area attractions will connect you
directly to people tweeting from Oconee County, allowing you to respond in real-time. You can also do this by

creating alerts.

Scheduling and organizing: Tools allow you easy access from vour smartphone or computer to post (o

multiple platforms and pre-schedule posts s0 you can manage your time,

Do your research: Follow industry leaders on national, regional, and state levels. Also, find a social media
newsletter or blog that has meamingful updates and subseribe for the laest rends and updates in the social
media world. Adapt your strategy s necessury.

[ B 2C
Share the love: Many small towns either lack the knowledge or staff
resources o establish an effective social media presence. Hold a free
social media workshop for local businesses and organizations in Oconee
County, and close out the meeting by setting up an email list of people
to connect with on social media and share content with you. If the
mujority of the county is better introduced o social media, the more

impact you have,

Paid social media only magnifies what vou do well orpanically. Paid oy VTR Luvs. SV et Cruy e
4 = A, T il A § R E VPR LD URE W T PLEET LAEE el
efforts going only fowards boosting your confent to Vour specific farget 1T 1 e T T v

audience demographics will wltimarely lead 1o an engaged audience that i
faxt fikely visit Oconee Connfy. Amny otlier tvpe of paid secial media (Le.

paying for fans) is essentially ineffective in the long run.




Develop an on-going social media reporr (af least every six months) that evaluares the progress vou have made

;1] di Pty e il ¥ i L, Sepueinlads N0 1A

T RRIm———, f MI[IIEHEE FEEEEHIAEEE AMI]HE ONLINE ADULTS

towards each poal. These elements should measure al minimm:

71° 14°
© OF ALL ONLINE ADOLTS 5% FACERODK ©  OF CRLLEDE DEWREL OH NIGWLR
: > . . . = B B o : F) 2 o ,
Rate of audience increase and decrease: How much has vour avdience increased over the last six months? G OF MaLlE 0 GF DEERS WITH & TEARLY 1NCOMT B6F 575000 OR HIGHER
5 oy iy y : : iy o 0
Compare to the statistics vou compiled in Strategy 1. Even if vou received thousands of new Facebook “Likes ? ? O  OF FEMALES ? ﬂ ©  BF FACERDOE GSERT B0 50 DAIY
T . | ) 1 v . (v o n

over the course of a year, it is also important to track the audience you lose. Compare it 1o the timeframe of your BEY% i

e - : : 5 e o
marketing efforts to see if there is a pattern. FRAOE ot

ESﬂﬂ 3 AGLE 50 &4

Audience engagement: Lse the tools social media platforms provide to put a number to the engagement you 5 E y ©  OF LEFE E3

receive. Look at specific hashtags and campaigns that vou are using.

I'ypes of Pald Facebook Promotions:

: # Boost Post: Oiick option for when you see o post 15 getling irmetion
Audience trends: If vou received a dramatic increase in engagement or audience during a certain month, what
- &4 ; , ; . PRy , . = Promoted Post Strndesie buys, siveaways. opt-in for emoadl list, when vou sant 1o
were the key factors to that? Is there a particular time of day that increases engagement? What type of content did reticl vour cirrent far only, when vous sieed more irpeting nnd bidel options

your audience most respond to? How does that compare to the research in Strategy 17 s A Promotion of i trodoct oF cowpan

Audience demographics: Evaluate vour social media audience age and their location periodically. Take note of

any patterns of increase that may match up o vour marketing efforts. For example, if you run a TV campaign

. hl]ﬁ PHI]MI]TI[II'II [II" A F'RB[IUET OR EBI.IFI]H

: = e 2 H, i e . . | i sy e Metlind Lol
in the month of June that reaches a certain demographic, specifically look to sce if there is an increase in that

particular area, This will assist you in measuring vour retum on investment, and if vou should participate in that

o o
: . . ) 23 a AF BLL ENLINL ADDLTE BB TWITIENR 3 n D B ENLEERT DEDREL WR WIGKEER
particular campaign in the future. 24 - 2 ? -
[ +] oF MALER 4] BF WELES WITHW & TEARLY |SCOME ®F 575 000 0B WiOACR
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Social Media Quick Reference

3?nﬂ' OF ROES 16 29
Zﬁﬂﬂ 7 AEES 30 48
Izﬁﬂ OF ROCE 50 §d

Ocomes County o limir itself to Facebook & Twirter as their main social media platforms, I n o

*Thix dara reflects research from May 2015 and ix subject to change. Review social media regulations before

vou implement a paid strategy, as fext limirs apply. Due to staff time and resources, it is recommended for
OF AGET 85

Tvpes of Puld Twitter Promolions:
«  Promoled Tweets: Promoting muliimedin content, |noreases engaecimen
*  Promoted Accounts: Grows yvour followers, call-to-actions
= Website Cards: Drves trathc tooa specific product landing page

*  Lend Generation Cards: Experiment with messaging, umages, and argeting audiences




. Objective D, Local Public Relations | KEY RECOMMENDATIONS

Aside from social medio, there are many puldlic relations efforts that are effective in raising awareness for

vernir fiew brand and image within youre own county.

When creating a marketing plan for 20135-2016, compare your target audience to that of each media

outlet for paid advertising. Billboards are highly recommended as they have a high impression rate that is

imperative for launching & new brand.

Continuously develop yvour photography and content. Photography is at the heart of any marketing and

BUYY

3 H-
r—'-|+
I
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public relations initiative and should be considerad for an on-going item in your budget.

Begin your planning stages by setting firm goals with success measures in place. It is recommended to

Tatie 1: Develop a comact list for all locally owned tourism-related business including restaurants, focus on (short term) increasing visitor guide requests, website visits, social media engagement, mobile

accommodations, retatlers, and markets, app downloads, and booking business conferences (long term).

Tactic 2: Create incentives for the bosinesses 1o join by compiling your promotional plan that includes social

media promotion and unique hashtag, .

Strategize your social media with a content calendar, and touch on each content category.
Tactic 3: Create a registration form (online if possible) with all requirements of the campaign, including timeline.

A trial campaign for Fall 2013 or Spring 2016 is recommended. Solicit photos from the establishments or take

PR Ok Measure all effonts at the end of each FY and evaluate the progress of reaching your goals and success

Tactic 4: Create & mass email to all businesses promoting the campaign ——

Tactic 5: Promote heavily on social media, and track any usage through the unique tagline

Integrate the new logo in all platforms including social media, websites, and all collateral.

Tactic 1: Research all empty storefronts and ownership on main thoroughfares in the downtown districts.
Tactic 2: Design and fabricate sticker signage.

Tactic 3: Contact owners for permission.

Tactic 4: Evaluate empty storefronts every six months,




. MARKETING ASSESSMENT FOR SENECA

A comprehensive look at the current initigtives and platforms promoting Seneca and an evaluation of

the particular strengths, weaknesses, opportunities, and the challenges involved in moving forward in

accomplishing their marketing & branding poals.

OBJECTIVES

SWOT Analysis

Strengths
Current successful marketing tools and assels for Seneca include...

®  Proximity o Lake Keowee

®  Arts & culture
® Unique events that complement local assets, including Jazz on the Alley and Seneca Fest
@ Quaint downtown atmosphere
®  Ram Cat Alley
Weaknesses

bstacles that may prevent improving marketing efforts for Seneca include a...
®  Limited marketing budget
®  Need for updated downtown streetscaping and downtown development beyond Ram Cat Alley

® Liule success measures are in place, except for event attendance

Opportunities
Seneca ix in prime position fo...

® Capitalize on the expected influx of travelers from the Sanctuary Pointe/SC Great Outdoors
Center by preparing a solid brand and the necessary community development projects

®  Jdenufy itself as an arts & culture hub of the area

® Capitalize on the visitation already present at Clemson Umiversity and Lake kKeowee

Threats
Seneca towrism is affected negarively or challenged by...

®  Overshadowed or overlooked by Clemson arca visitors

. Ohbjective A. Research

Evaluate the research noted in Oconee County Objective A. ro identifv a targer audience, media outlets,

and content specific to the City of Seneca.

Though Seneca has the potential to artract all of the segments listed for Oconee County, the Turbo-
Touriss, the Heritage Traveler, and Qconee County residents should be the main focus as they would be

most inferested in the specific assels of Seneca.

- —
ﬁ The Turbo-Tourist: These alfluent visitors are drawn o the picturesque setting of Seneca and the
sophisticated atmosphere of Lake Keowee in particular. They would also be most likely to become

permanent residents or regular returning visitors 1o Seneca.

H?Tht Heritage Traveler: These visitors will be drawn o the art & culture aspects of Seneca, while also

enjoving the rich heritage, the downtown, and the outdoor assets,

% Oconee County Residents: Residents will be a main focus when marketing special events.

With limited marketing funds, Seneca’s focus area should be within Oconee County and no larger than 90

miles outside of Seneca.




Media Outlets:

The following outlets meet the criteria for reaching the previowsly identified rarget audiences for Seneca. Thix list
samples the type of outlets that should be considered with marketing and public relations efforts. but any outler
shanld be considered if they meet the previously mentioned target audience and geographic specifications, We

sugpest National outlets for public relations efforts emly, due to budge constraints.

Regional Examples:

PAIMETTD carolinaliving
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Content:
The following i a sample editorial catalogue, which is meant to be g marketing tool 1o pitch 1o media outlery and/
ar inclede in future collateral. Stories should be developed and reseanched continwously, and can be presented

within different angles. References to complementary phatos and sourees should be noted.
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. Ohbjective B, Identify Budget Parameters
After thoroughly reviewing the target andiences and media outlers, a budget should be creared 1o identify
g ferm priovities. The following ix a sample giideline for a {2-month time period. Emphasiy on fight

timex for advertising showld be heavily focused on Spring and Fall and surrounding vour special events,
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KEY RECOMMENDATIONS WALHALLA

Streamline all digital platforms with new logo/brand ) MARKETING ASSESSMENT FOR WALHALLA
A comprehensive Took af the corvent infitatives and plaiforms promoeting Walholla and an evalualion of

Create and update editorial and photography catalogue on a consistent hasis the particular strengihs, weaknesses, opporiunities, and the challenges involved in moving forward in

aceomplishing marketing & branding poals.

Create social media content calendar that uses all categories to highlight local businesses and their
products, local culiure, istory, and ¢venis.

SWOT Analysis

the Mountain Lakes CVB for any natiopal/regional efforts, Either concentrate vour budget during the Current successful marketing fooly amd axsers for Walhalla incfude...

Fall and Spring or pick one German hentage

Histone venues: Oconee Hentage Center, Cherokee History Museum and Patriot’s Hall
Kegularly update your supporiing 1‘:-r_E.II'|i;|'.i|I ons by acting as a channel for information and content for o Social media and websile engagement 15 i|1..,'r-:..|t.||1|=1

everything Seneca related

Wenknesses

Support key development projects that will further enhance yvour marketing efforts including any : o
CHhstactes that may prevent improving marketing efforis for Walhalla include a

updated streetscaping and the creation of an arts/culture festival
: Limited market ing budget

8 Lack of strategy and resources (o reach visitors outside of Oconee County
Implement metnics for each objective W sccurately assess your progress. This may include website hiis

. Create a vearly budget and priontize. Focus on free public relations efforts and minimal paid. Plan with Strengths

Recruitment of small businesses along Main Street that will support tourism traffic

and social media engagemeni, . : ; ;
. Currently more of a pass-through wown instead of a stop and explore 1vpe ol destinabion

Orpportunities
'|-Jl-i:.'.l'|'l.u|'|r:] i% i ||':'|".l'.l.l.l.e ||'l\|:'_l.|'r.'|'l.l.l ik

Capitalize on the expected influx of travelers from the Sanctuary Pointe/SC Great Outdoors
Center by preparing o solid brand and the necessary community development projects

Capitalize on the motorcycle and biking communities by developing content and resources
specifically for them

- As the only true “German”™ town in the state or region, Walhalla should capitalize on this heritage
through downiown design elements and special evenis

Threats
Walhalla tourism is affected negatively or challenged by,

Promumity of other more established “mountain destinations”




OBJECTIVES

. Ohbjective A. Research
Evaluate the research noted in Oconee County Objective A, to identify a target audience, media ourlers,

and confent specific o Wathalla.

Though Walhalla has the potential to attrdet all of the segmenty listed for Oconee County, the Herftage
Traveler, the Eco-tourist amnd the Adventure Troveler, along with the Recreational Motorcyvelist are the

miost likely to visit this particular area.

M’Th: Heritage Traveler: These visitors will be drawn (o the umgue German heritage, especially if
specific elements of this heritage become prevalent in streetscape, events, architecture, ete. The name
“Walhalla” nselfl provokes a question m one’s mind, and they want 1o know more about the story behind

24

S g g™

@  The Eco-tourist & the Adventure Traveler: These visitors will all be attracted to the surrounding
v outdoor recreation opportunities and will be drawn to unigue downtown destinations for their
= gecommodations and amenities, such as breweries and locally owned restaurants or B&Bs.

The Reereational Motorcyelist: These visitors will be drawn in by the breathtaking views in Walhalla
and the surrounding areas, More development needs 1o pn"ﬂ'nt oul specific routes, sites along the way, and

accommasdations that cater 1o this chentele.

%‘ Oconee County residents: Local residents should always be o focus orea when promoting local events

and industry happenings.

With limired marketing funds, Walhalla & focus area showld be within Oconee County and no larger than

) mites ovievedle of Werlfeeelii,

Media Outlets:

The following outlets meet the oriteria for reaching the previously identified target audiences for Walhalla, This
lixt xamples the fype of outlers thar should be considered with marketing and public relatons efforts, but any

outlel should be considered if they meei the previously mentioned target audience and geographic specifications,

National Examples:

ReadRUNNER

MOTORCYCLE TOURING & TRAVEL

Online Examples: S5 ﬁmﬁw'mﬂ
¥ voul Pnleredt
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Regional Examples:
PALMETT) Atlanta carolinaiving
Supporting Organizations:

Upco MOUNTAIN LAKES

[_I._lr.- LARUILINA COMYERTION ssd VISITORE

Discovery Begins Here BUNEAL




Content:

KEY RECOMMENDATIONS

The following iv a sample edivorial catalogee, which is meant to be o marketing tool fo pitch o media outlers and/ ‘ .

or include in future collateral. Stovies should be developed and vexearched comtinuously, and can be presented

within different angles. References to complementary phosos and sowrces showld be noted.

Mo St i ik oomtahm

Streamline all digital platforms with new logovbrand.
Create and update editorial and photography catalogue on a consistent basis.

Create social media content calendar that uses all categories to highlight local businesses and their

products, local culture, history, and events,

with the Mountain Lakes CVB for any national/regional efforts. Either concentrate vour budget during the

Fall and Spring or pick one.

Regularly update vour supporting organizations by acting as a channel for information and content for

evervihing Walhalla refated.

’i Ohjective B, Identily Budget Parameters

After thoroughly reviewing the target audiences and media outlets, a budget should be created to identify
Support key development projects that will further enhance your marketing efforts including any updates
long term priorities. The following iv a sample guideline for a [ 2-month time period. Emphayic on ffight
to the downtown structure such as German elements.
timex for advertising showld be heavily focused on Spring and Fall ard surrounding your special events,

Implement metrics for each objective to accurately assess your progress. This may include website hits and

Li i i | |

o Create a yearly budget and prioritize. Focus on free public relations efforts and minimal paid, and plan




OBJECTIVES

.’ MARKETING ASSESSMENT FOR WESTMINSTER Ohjective A. Research

A comprehensive look at the curvent initiatives and platforms promoting Westminster and an evaluation

‘ Evaluare the research noted in Oconee Counry Objective A. 1o identify a tareer audience, media outlers,

af the particular strengths, weaknesses, opportunities, and the challenges invelved in moving forward in and content specific to Westminster

accomplishing marketing & branding goals.

Though Westminster hax the porential to aitract all of the segments listed for Oconee County, the

Heritage Traveler, the Eco-tourist and the Adventure Traveler, along with the Recreational Motorcyelist

SWOT Analysis are the most likely to visit this particular area.
treagite £
Current successful marketing tools and asseis for Wesminster include... s The Eco-tourist & the Adventure Traveler: These visitors will all be attracted to the surrounding
. . . . &
®  Close proximity to high adventure opportunities on the Chattooga River v outdoor recreation opportunities and will be drawn to unique downtown destinations for their
& Agri-tourism opportunities _!‘ accommadations and amenities, such as breweries and locally owned restaurants or B&Bs,

Weaknesses
_ _ ) ) ) Oconee County residents: Local residents should always be a focus area when promoting local events
Obstacles that may prevenl improving marketing efforts for Westminster include a...

d industry ha ings.
®  Limited marketing budget and INCusiry Happemngs

&

&  Need for updated streetscaping

®  Recruitment of small businesses along Main Street that will support tourism traffic
Opportunities
) o o Wieh limired marketing funds, Westminsters focus area shouwld be within Oconee County and no larger
Westminster is in prime position to...
than 90 miles outside of Westminster,
®  Capitalize on the expected influx of travelers from the Sanctuary Pointe/SC Great Outdoors 80 miles outside of Westminster

Center by preparing a solid brand and the necessary community development projects
®  Continue to build off of the Music Hall with added events and opportunities.

Threats

Westminster tourism is affected negatively or challenged by...
®  Budget

# Lack of reasons for passing motorists to stop




Media Outlets:

The following outlets meel criteria for reaching the previousiy identified rarget audiences for Westminster, This
ligt samples the tvpe of outlets that could be included tn marketing and public relations efforts, however any
autlet should be considered i they meet the previously mentioned target audience and geographic specifications.

Supporting organizarions should be continuously updated with any new collateral, initiatives, and story ideas.

Regional Examples:
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Content:
The following is a sample editorial catelogue, which is meant to be a marketing tool to pitch (o media outlers and/
or include in future collateral. Stories should be developed and rexearched continuously, and can be presented

within different angles. References to complementary photos and sonrces should be noted,
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. Objective B, Identify Budget Parameters
After theronghly reviewing the rarge! audiences and media outlets, o budget showld be cveated o identify
lemgr term priorities. The following iy a sample guideline for a [ 2-month time period. Empiasis on flight

nimes for odvertiising showld be heavily focused on Spring and Foll and swrrounding vour special evenis,
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KEY RECOMMENDATIONS P R u F I I_ E s H E E T

Streambime all digital platforms with new logodbrand.

Create and update editorial and photography catalogue on a consistent basis. Showcase in particular

Agritourism, outdoor adventure, and local events that showcase local culre. - !i

| | [ ——
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Create social media content calendar that uses all categories to highlight local businesses and their

products, local culture, history, and evenis.

Create a yearly budget and pnoritize. Focus on free public relations efforts and mimimal paid, and plan
with the Mouniain Lakes CVB for anv national/regional efforis. Either concentrate vour budget during the
Fall and Spring or pick one,

f WTF 0T 505 1 1A AT
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Regularly update vour supporting organizstions by scung o8 a channel for information and content for
£ o’ - e o : o

evervihing Westminster related.

Support key development projects that will further enhance your marketing efforts.
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Implement metrics for each objective 1o accurately assess your progress.




PHOTO GALLERY
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CHATTOOGA BELLE FARM By M. Greer)
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JAZZ ON THE ALLEY By m. Green)
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ﬁc,m'ur'.'.'hulrning consensus expressed o the team was that the primary tourism appeal for Oconee is the

outdoors (See Appendix C p. 200 for Interview Responses). This includes everything from the lakes, mountains,
rivers, parks, trails and the experiences they provide. The secondary tourism appeal is the history and heritage of
the area. The South Caroling National Heritage Corridor agrees with this assessment and believes that Oconee is

perfectly positioned o brand itself as the premier outdoor destination for South Carolina.

Although these resources are present, Oconee 15 nol sophisticated in terms of developed tourism facilities, amenities
and services. If Oconee is going to promote itself as a premier outdoor destination, visitors will expect a higher
standard for not only the outdoor experiences, but the support services provided by the communities in terms off
accommaodations, restaurants, shopping, and special events. There are a number of glaring issues that must be

addressed if Oconee 15 to reach its tounsm potential.

. The Lack of Quality and Distinctive Accommodations:

The type of visitor that will be targeted from the metropolitan areas of Atlanta, Charlotte, Greenville and
Columbia are middle aged, atfluent, well-educated and well-traveled. Thev will expect a variety of quality
accommaodations that range from a resort experience to charming bed and breakfasts and cabins with a

rustic elegance design.

The county and cities should aggressively seck developers/operators to fill this gap. The same assistance
and incentives offered to traditional industry should be offered to hotel/resort developers interested in
investing in Oconee, This type of development is cleaner, has less of an impact on noise, roads and other

infrastructure and encourages outside dollars into the county through sales and accommaodations taxes

Public Access to Natural Atiractions:
All agree that the natural resources of Oconee is the primary tourism “hook,” yet many of the most popular
natural attractions lack adequate public access and visitor infrastructure. There are issues with signage,

parking, footpath clearance, viewing obstructions and safety.

{In moving forward careful consideration should be placed inte balancing the promotion of visitation 1o

riertuiral sites with ensuring that visitation does not destroy the very resources people seek 1o enjoy.)

One of the differentiating attractions of the Oconee outdoors experience is the number of waterfalls and

scenic vistas in the county, vel access o these areas suffers from a number of issues.

® Poor directional signage — in many cases there are signs directing visitors 1o a waterfall or scenic vista,

yet the signs fail to provide information on the length or difficulty of the hike to reach the destination.

This can cause visitor confusion and an overall poor experience.

® Lack of adequate parking — parking at many of the most popular locations should be improved. Gravel

parking lots are less expensive and more environmentally frendly than paved parking lots and should
ke considered. However, care should be taken to properly grade and drain gravel lots and ensure they

are properly maintained. Litter should be regularly cleared from parking lots and scemic pull ofts

®  Poor footpaths and viewing obstructions — to provide for a more safe and pleasurable experience,

footpaths and viewing areas should be cleared of vegetation and debris. Also, when necessary, safery

features such as railings and steps should be added.



.J Lake Access:

Access o Lakes Jocassee, Keowee and Hartwell are vitally important 1o the image of Oconee as an outdoor
recreation destination. In order to ensure a greal lake experience, an audit should be conducted by a team

of stakeholders o include the following at a minimum:

I. A condition assessment of all roadways, paths, tracks and entrances to the lakes

| g% ]

An assessment of all access structures such as gates, ramps and piers
3. If signage is present, an assessment of its condition and purpose
Al a minimum, site signage should:
& let visitors know they have amved
#® give the visitor knowledge of what facilities are available on site
& notify visitors of where to go and pertinent information such as what time the car park closes
® et visitors know who manages the site and emergency contact information
4, An asscssment of the accessibility and condition of any buildings and structures present

5. An assessment of the availability of put-in and take-out points for canoes and kayaks

Information for visitors before they even arrive at the site is important, especially for firsi-time visitors who
are not familiar with the lakes. Knowledge of accessibility into the site 15 very useful, including facility
hours, number of parking spaces and the terrain of roadway. This is information that could potentially

affect a visitor’s travel plans and should be coordinated and available on the CYB. county and Duke Energy

websites.

.J Create a “Buy Local”™ Campaign. There are many benefits for promoting locally owned businesses:

® One-of-a-kind businesses are an integral part of the distinctive character of any place. This is true
not only for tourists, who seek out destinations that offer a sense of place, but also for locals. Where
people shop, eat and gather together helps w build an active, vibrant community.

® Locally owned businesses generally are located in a downtown area which means contributing less to
sprawl.

&  Small local businesses are the largest emplover nationally and provide valuable jobs 1o residents.

® Local businesses often hire people with a better understanding of the products they are selling and
greater pride in their work, which leads to better customer service.

® Local businesses are owned by people who live in the community, are less likely 1o leave, and are more
invested in the community's future.

& Local businesses in town centers require comparatively little infrastructure investment and make more
efficient use ol public services as compared to national, big-box stores.

® A growing body of economic research shows that in an increasingly homogenized world, entrepreneurs
and skilled workers are more likely 1o invest and settle in communities that preserve their one-of-a-kind

businesses and distinetive character.

The Westminster, Walhalla and Greater Oconee County Chamber should partner to create a Buy Local
Campaign for Oconee. For the biggest impact, this should be coordinated as an “Oconee” campaign
and not be segmented into the individual communities. A strong campaign will level the playing field
by making “locally owned™ a strong brand that can counter the advertising advantages the chains enjoy,
Lowcountry Local First is a very successful organization in the SC Lowcountry that could serve as an

excellent prototype moving forward.

The logo created complements the new county and city brands and should be utilized for all elements of the

campaign including membership stickers, advertisements, social media, etc. See p.x for specific marketing

strategies for a buy local program.
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.‘ Create and Implement a local ambassador awards program:

One of the most valuable assets of Oconee is its people. A county-wide ambassador awards program would
recognize local individuals, businesses or organizations who have made an outstanding contribution o the
promaotion of Oconee County as a tourism destination and/or have provided a quality visitor experience.
These ambassadors should also have a track record of demonstrating leadership, professionalism, integrity,
and engagement in the tourism industry. A quarterly winner could be recognized via local print media and
social media outlets. An additional option would be to solicit votes from the public to choose an overall
annual winner from the quarterly winners to be recognized at an annual event, such as the State of Oconee
Luncheon. This would not only provide well-deserved accolades for all who work in the local tourism

industry, but it would also encourage engagement of residents through the voting process.

Downtown Building Recommendations

The Cities of Walhalla, Westminster and Sencca all struggle currently with empty store fronts. There are a
number of creative ways to lessen the impact of vacant retail spaces in downtown that will not only assist
with visual appeal, but can also assist with the rent or sale of the property. The cities should coordinate

with property owners (o organize programs similar to the ones below,

® [False Store Fronts: A deserted shopping area can discourage other businesses from moving and can
mike the downtown area look blighted. Creating a fake business district through simple storefront
images is a creative way to ease the effect of closed stores and can be utilized as an innovative method

for recruiting potential business.
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# Start-up Competitions: The City of Anderson, through its Economic Development Division and with

the participation of numerous local businesses, recently announced its first ever Accelerate Anderson

Downtown Challenge. This is an entreprencunal start up competition which takes place over a period of
eight months and is for the purpose of generating additional retail occupancy in Downtown Anderson, It
provides a means by which local, area, and regional entreprencurs can advance their desire to expand or

open a new business with an incentive package including $12,000 and additional in-kind services to open a

store in Davwenitowen Anderson,

e cri peinaslr s oo e e by vr b e n e i b g vl

Creative Business Recruitment: Empty storefronts can be an opportunity and not a negative. Building
owners should work with the city on a program to more creatively announce the availability of buildings.
Large “Business Closed™ or “For Sale™ signs add little to the acsthetics of the downtown and certainly do
not give the appearance of a vital downtown to potential business owners, Empty buildings are also great
opportunities to recruit the types of businesses that fit the goals of yvour community, The City of Anderson,

SC, innovatively works with owners to display =1 wish [ was a....” signs.

Building owners should swork with the city
an @ progrvm 1o more creatively annoance
the availability of buildings. Lorge “Business
Closed™ or “For Sale™ signs do littke 1o

acld 1o the pesthetics of the downtown and
certpinly do not give the appearance of o viial
downtown 1o potential business owners, The
City of Anderson, SC. innovatively works
with owmers 1o display =1 wish | wos .,
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1 [';ipil:;ali'.u.'- on Leerman Hvril:;ap,v- It 15 matural for Walhalla to build oft of this hentage. Otherwise i@ would
be equivalent to Cherokee, N, faling to include Native American hentage tn their bramd. At a minimom
the city should do the following:

As one of few cities in the Southeast that can truly claim a strong German hentage, grow Oktobertest to
a weekend long festival, We recommend the traditional Walhalla Oktoberfest remain on Sertoma field
and the festivities extend to Main Street for high-end vendors, beer, German music and food, Thas will
help support downtown merchants and businesses, which should be a top prionty. Cvertime, the goal
should be completely move the event to Main Strect,

For a community named “Garden of the Gods™, it is vitally important that the image fit the promotion
Main Street gateways and the downtown area should always have seasonal flowers and attractive
landscaping. The city park should be a showpiece for the city. Eight now the park 15 overgrown and not
utihzed effectively, It resources were placed into landscaping and upkeep, the park would be enjoyed

miore by residents and visitors alike

The pond area of the Walhalla
e -!|:| il Careenwiossd l:.|||. Park is on CTEIOWN and
travmed therr Public Works i well kept. Signage is
sl on proger landscaymng aminviting
technegues and the stall tkes
greal prade i the benefin I'he “bomes of a greatl park
they are bringing o the are present, bul upkeep needs
communaty. This 1= o recem o become a priony. [There
posling on the Uity social 15 also ample space for an

media page prinsing the tdoor amphatheater which

Publie Works wall

ahiowild e considered,

Cruznnt Cierrman touches
coupled with the new Rusic
Elegance brand will add
character 1o Main Sireet,
wreis ke thas ome, alsoom
Smeall but subdle, architectural features add Highlands, NC. will encourage

charm. This is a comer business in Highlands people 1o linger and enjoy the

NC. with unique architecture
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Take the success of Oktoberfest into the L8 Open a German inspired “Beer Garden™:

Spring with either a Maypole Festival (again

highlighting the German heritage) or an

International Festival highlighting German,

Scots-Irish, African-American and Hispanic

heritage. A permanent mayvpole could also

be placed somewhere along Main Street as a

centerpiece to be decorated with the seasons,

but utilized for a maypole dancefestival 1o kick

x Spring Indermational Fe

=
ofl the summer season : )
: sent " Beer Garden”™ would be

smill business |||'I|'|||[II_|r|I|:|

4 maypole in Brentwood. Colifornia

Create an “Antique District™ along Main Street. The City should actively seek out high end antique
denlers and existing businesses should be encouraged o move “trinket” items to the back of their stores
and create attractive displays in store windows, Businesses along Main Street should be required to

remove cluttered items from thetr lawns

Encourage existing businesses to engage with and promote the new brand ( Rustic Elegance) and
the new Tagline (Main Street to the Mountains). The Chamber should encourage creative ways o help
businesses speak o the customer/visitor through small scale Main Street events and joint social media

CAMPaZns,

Efements hke thes one ot Carcdimg Preea ore chomming ond inviting




Seneca. Steps should be taken 1o move this
success beyond Ram Cat into other areas of
downtown. For this to happen there must be
cooperation among the City, the merchants

and the Chamber. It is recommended that

. Ram Cat Alley has been very successful for .' Create and implement a downtown

streetscape plan. Work has previously been
done on Ram Cat and Main Street. The new
plan should focus on Business 123/76, M,

Fairplay, N. Townville, N. Walnut, N. Depaot,

and N. Cherry. The street audit listed in the

.-J Seneca/Clemson Cooperative Agreement. Consider holding lazz on the Alley (or create a different
event) on Friday evenings during the fall in order to capitalize on the high volume of visitors to Clemson
University. Partner with the local hotels in the surrounding area to offer free transportation to and from the
event. Once these visitors have experienced Seneca, they will be more likely o tour/shop/dine here on a

Pelrm visil.

the Chamber facilitate a meeting among the Primary Recommendations will draw attention

stakeholders to create a strategy for moving o needed sidewalk improvements, building
forward. An outside facilitator may be facades and other issues that should be
necessary for the meeting to be productive, addressed in a future plan.
The meeting should focus on implementing the

elements of this plan and should be a 3 year

strategy.

. Create an Art and Culture District downtown. Seneca is blessed with a great art and culture

B vt JHr s e PO B EEENG] AT ET AN TT | AnTRAETA m jr

community. From the Blue Ridge Arnts Council to the Lunney Museum and events like Jazz on the

Alley, Seneca should embrace and grow this element of their community.

.’ To enhance the newly created “Art and Culture District,” Seneca should hold an annual arts festival

showcasing juried high-end mountain-made crafts, music and foodways.

EXAMPLES: ECONOMIC IMPACT OF EVENTS

ARTISPHERF

Population: 61,397 in 2013
Event attendance: 95,000 over 3 days ﬁﬂTS EULTU'HE. LIFE.

Economic Impact: $5.5 million

Artlic Lake City, 5

'’
Population: 6,724 in 2013 3

" . 3 milli _— ARTFIELDS
conomic Impact: $5.3 million —
Event attendance: 22,000 over 10 days 1'4

Carmel, Indiana is a perfect example of what an Art and Cualiure
District designation can for for a small town
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.F Main Street. Westminster's Main Street is very quant and charming, newly installed signage, landscaping
and building facades add (o this character. However, Windsor Street, the backside of Main, is in need of

improvements. This is critically important for Westminster due to the confusing traffic patterns that guide

WESTMINSTER

most people along Windsor instead of Main.

Fromt of Mam Siree Back of Mam Sirect

g Visitor Services. Westminster is the main thoroughfare for trravelers seeking high adventure (raftung. zip-
liming, etc.) and agriculutral experiences (Chatooga Belle Farm and apple picking) found in Long Creek.
The City and the Chamber should partner with these attractions (o promote services, special events and
seasonal experiences through visitor information kKiosks and/or outdoor displavs along Muin Streat. This
will support the “Small Town, Big Adventure™ theme for the City. A long-term goal would be 1o establish

a presence for travel assistance on Main Street, such as within a Market Village (see #35).

EXAMPLES: EXTERIOR INTERPRETATION
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. Market & Music. Because of the agritourism opportunities in and around Westminster, a large scale .‘ Stay & Play. The charm of Westminster and its close proximity to mountain adveniure makes it an

farmer’s market should be built along or near Main Street. The market should hold a regular event, such excellent location for a boutique hotel or Bed & Breakfast community, Establishing “Stay and Play™
as "Market and Music™ on the same might as the Music Hall performances and feature food and craft adventure packages with outfitters that would include charming accommodations, transportation to and
vendors, music, cooking competinions and tastngs featuring local farms and wineries. These events have fromm the adventure, and wine and cheese service in the afternoon. wopped off with the evemng “Market
the potential to be larger scale and seasonally themed, and would need to be coordinated around other local and Music”™ event would be an offering unigue to the region.

events (such as Seneca’s Jazz on the Alley) o complement the offerings 1o visitors.

EXAMPLE: ANDERSON AREA FOOD & FARM ASSOCIATION .J Market Village. With many storefronts on Main Street being privately owned and inaccessible
1o commumty efforts, a unique altermative would be o create a Marketr Village. These quaint and
inexpensive villages act as a platform for showcasing local products and culmre. It also provides
a low threshold financially and therefore encourages local entrepreneurs to create “mom and pop”

establishments that would buld charm and character in downtown Westminster,

EXAMPLE: TIONESTA MARKET VILLAGE

N - y ’ i r - T . 1 ] IrI . i,
Wal froan Friends Farnmn B able to conmect with The Carl Meil Do ssflers up local entenainment o1 o Tarmers market event, = s it ] = =
customers uf the Tarmers market. Photo Courtesy Photo Courtesy of the Anderson Area Farm & Food Asvoctation. lonesta was a bustling small town in 1800s Pennsyivania. Gradually, the wears of time and a devastating

af the Anderson Area Fami & Food Axsocianion,

fire caused a need for rejuvenation. Tionesta is in close proximity 1o outdoor recreation opportunities, but
the population {just over 470 in 2013) and the lack of foot traffic did not attract developers for their main
street. A partmership of concerned ciizens and the Forest County Industrial Development Corporation
resulted in the creation of the Tionesta Market Village, which now boasis 11 storefronis and has become
a destination for both tourist and residents alike. Rent for the shops range from $30-570 per month,
depending on the chosen model and are responsible for electnical costs. Tenants have also created their
own merchants association (o set collective hours and marketng strategies. The Market Village now
enjoys an attendance from 300 on a slow weekend to up to 1,000 on a busy one. The new interest has

inspired nearby properties to make their own improvements, and the rate of new businesses is increasing.

Ay entry 1o the Chef s Cookall o o (oemers marker event,

Pheior Comrtesy of the Andersen Area Farm & Food Axsociation. Souroe; Tiomestn Marko Village www s nasssaerksvildinge com Article: wws bey sionesdpe com Teatures pava s Teome st B 25 14 sspx
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To truly engaee and solidify the Appalachian Rusiic Elegance brand for the county, these guidelines will provide
direction for builders, developers, homeowners and City/County government o invest and build in a manner

that contributes (o the overall success of the brand. These guidelines offer resources o ensure thal open space,
agricultural lands and natural sites maintaimn thewr integrity and that historic structures and downtowns can best

express the true character and personality of Oconee.

By following these puidelines and utilizing the resources and tools presented. Oconee County and its municipalities
can grow in a manner that enhances, not erodes, 5 charm. Futore development, as well as the preservation and
adaptive réuse of existing structures should be harmomous and create the sense of place that attracts residents,

husinesses and visitors.

Downtowns are the economic engines for thnving commumues. People want to live, work and play, not just any
place, but some place special. The most successful downtowns include a mixture of shops, restaurants, public

: ergenspace, nearby homes and civic structures that each work in unison wogether o create that sense of place.

15 blessed with an abundiance of natoral

: Future investment 15 drawn o communities that invest in themselves. Good growth does not happen by accident,
resources, histone landmarks. quaint downtowns ond cultural diversity. These are all

A and not all growth is good. 1t mkes thoughiful consideration, careful planning, and ultimately, action.

“maast haves™ for bullding a sustainable tourism indusiry, Yel, without proper plinning ' '

and eareful consideration for managing growih, the very essence of whal mekes . o . . \ , -
These guidelines are provided as a framework for moving Oconee forward. 1t will require the county and cities (o

Dconee special will be 1ost. The lack-of design guidelines and growth-nimagement . ) . e = : .
i i work in collaboration o build the “Appalachian Rustic Elegance” brand throughout the county and action will be

are alrendy present throughout the county in the proliferation of signage, traffic

required for these guidelines to be meaningful, 1t is recommended that the County Planning Department facilitate

congestion, poor bmlding and parkime ot design, and destruction of the view shed _ . g : ; . . ! ; ; E
coordination with the cities 1o review and strategically consider which of the presented techniques best fit the future

along the Cherokee Foothrlls Natlonal Scenic Byway

goals of Ocenee. The result should be a Three Year Action Plan implementing practices that will provide continuity
of the "Rustic Elegance” brand across county and city boundaries. ultimately creating a strong sense of place and

distinet destnation.

These guidelines are presented in five sections and speak to the processes of Smart Growth, which is defined
in more detail on the following page:

.Hl .H.... 5 v i -I II'.
il _._.._---‘:"“i . =_e_¢,‘rJ H_ﬁ’;‘f'
Growth Management Hevitalization Techniques for Technigues for Sample
Technigues for Land Technigues for Incentivizing Improving Ordinances for
Downtown Future Growth Signage + Seoke Bywny Uherln
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« Ypmage [indinanos
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Smart Growth: is a tenm for |'hl|Il.iL"- thiat i||'.l.';|:|'.l: land wse and I|'.|:'|*~pll|'.ulil.l|'| decisions into one |'~|;;|I. The bess “technical” view
of sman ;ll.l-'.'.h is that _-_'r-:l'.'-l|'. 15 smar when i gives us great Commmnities — communitics that ane attractive, safe, convenient and
healthy.

There are ten standards principals of this techniguoe:

1. Foster Distinctive, Attractive Communities with a Strong Sense of Place: Sman growth encourages communitics to craft
a vision and set standands for development and construction which respond 1o commumnity values of architectaral beauty and
distinctivencss, as well as expanded choices in housing and transportation.

2. Create a Range of Housing Opportunities and Choices: Mo single tyvpe of housing can serve the vaned needs of woday’s
diverse houscholbds, Sman growih encourages local communities 1o increase housing choice by modifying land-use patterns
and increasing housing supply in existing neighborhoods.

A Create Walkahle :"H.'i|.'.|'l|!u.ll|llu.l|:|3-: Wialkahle communities are desirable |'l|-||. 4 o live, waork, beam, w l.'."~||i[" and |'l|.|:-. H1L
therefore a L.'_'. COHmpOncnl of amar _-_'."-.l'.'-l|l.

4. Encourage Community and Stakeholder Collaboration: Involving the community in the creation of growth plans builds
greater vision and conscnsus.

5. Make Development Decisions Predictable, Fair and Cost Effective: Communities should provide leadership than
encourages private investment by making smart growth more timely, cost-effective. and predictable for developers,

o Min Land Uses: |'|:|q.i||; residential, commercial and recreational uses in close |'l|'-.'\-'-.i||'|i|:. Lo e amoiher, '.t:L|a|||; L] .'"Il\.ll'l:_'
become viable methods l.ll'l.lull-|"-.'-|'l.|l.i-.'\-|'. which eases traffic l.-.'-lll.'q.'hli-.'ll and |'l.|."|‘.i:I:' iEses in dowinlown arcas.

7.  Preserve Open Space, Farmland, Natoral Beauwty and Critical Environmental Areas: Land preservation protects animsal
amd plant habitats, places of naural beaury, and working lands by removing development pressure and directing new growth
I eXisling comimunitics.

8. Provide a Variety of Transportation Cholces: Multi-madal options ensure connectivity between pedestrian, bike, transit,
and read facilities which eases a variety of issues related to traffic congestion, parking, and road maintenance.

9. Swrengthen and Divect Development Towards Existing Communities: Encouraging development in existing communities
CTEales & SIpnger tax kase in dovwmniowns, (kL ids COMMECInviry |Il.ill|'l"'\- and services, increases the Usage of _||||_-_||_|:. ._I.._-'.|_-||_||,'u_-\._|
land and infrastructure, which in twm conserves OsEN SPACE AME Irmep aceable natural and rural areas outside of downiowns..

10, Take Advantage of Compact Building Design: Smart growth provides a means for communities to incorporate mose
compact building design as an altermative o conventional land consumptive development.

The below inages showease how Reanford, South Caroling, ineerporaied Smart Growth praciices inte the plaas for their
dowritown over a pertod of years by enacting the principol of Compact Building Desiga.

Community Development Code: allows units of local government to upgrade their development

laws to remove barriers, create incentives and fill regulatory gaps based on a core set of sustainability

objectives. Unlike traditional zoning, community development code is contextual and place-based, enabling

communities o customize their land use and development rales according to their own particular political,

economic and environmental circumstances.

Example:

Beaufort County Eliminates PLUD's in Favor of
Walkable Neighborhoods!

After several years of analysis and disoussson. the Beawfort County, SC,
Coancil voted 910 1 o adopt the Community Development Code, o
comprehensve overhaul of e cominry s 2oming code, The UL 15 5 hiybned
cosdle, incorparating new sonimg repulatioss for both walkable wrban aed
driva uburban arcas. The Code will encourage pedestrian-frendly mised-
use neighborhoods in wban areas, preserve the natwral enviresment inoneral
aress, nnd simplify ond expedite the development and appeoval process far
B0 PRYeCs

Beaufon Counly followed the Town of Por Boyal te become the second of
three local purisdict o it @ shared, Form:Based Coding platfonm.
Oipticos was commissioned in 2000 o create 2 mubi-arisdictional Form-
Based Code chatl Besalon Coumty, the Oy of Besutom, and the Town of Poa
Hovald could share im onder 1o betier coordinate proath Berween the three
Jurisdictoms, help channel Fubare growih iowand existing wrbhan ancas, and
proiect cunty's naral character. Opiscos worked closely with all three
coamirunitics s create & shared framewark of Trunsect romes and related
slandards that conld be slagmed o the negds of cach SOmEmuaIy,

Counly Plannimg Director Anthony Crscitiello said thal the Cily spent a
tremendons amount of Eme going over each line in the code with o gpecial

cam poeesd] of foaer planndng commissioners and four county couneil
mmenikers, “We alao tested the code wals acmsl progeces om the grogand and
then applicd the code no see how i compansd 1o the ohd D50 From that
ot v fomnd tweaks 1o the code thal we incorporated inba the final draf,”™
b acided.

The code is hodistic in that it provides standards for public realm
s well &5 regulations For privae
apecanl arnehe we pepuliee complee, pedestnan-
Trienadly munitics. The adoption of these new lsls B bed the County 1o
ider elimanating planned wmit developments (FLUDs) in Tavor of walkable
meighbarhoods.

For the past M0 vears, developers bonve aften used PUD agresments o
mrcgo s The book and densaty of coram progects wilh cosnty =tall, machor than

he coumty s cufdaled zoming males: neasdy all of the counly’s gabed
communities and many commencial developments were bailt as o resuls of
such ngresments, expcerbating amo-oniemed sprawl,

A part of the approved acdinanee. the couscal agroed o eliminane FUDs,
The code will be revicwed after sis months and o year o decide whether or
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al vewrs,” apld Cowncilman Bran Flewelling, charman of the ciry
commnil’s naural reseurees commaltee, willl be changing this and msaldang
il and shaping it =0 we can better gaide car county inthe planning process.”




. Land Use Planning: identifies allowable uses of land and defines proactive management actions that give
priority to the designation and protection of areas of environmental concern, considers present and potential

uses of land and weighs long term benefits to the public against short-term benefits.
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. Loning: is a growth management technigue . Owerlay: 15 generally used when a

of land-use planning used by units of local particular area requires special protection

government. The practice harmonizes the (a5 in a historic preservation district or

number of people living and working in a
smaller area allowing governmental services

to be delivered more efficiently.

National Scenic Byway) or has a special
problem (such as steep slopes, Hooding or
earthquake faults). This approach is used
to establish alternative land development
requirements and is usually in addition o
already established regulations within a
County. Overlay Districts are independent
and do not need a base ordinance. It is
recommended that Oconee County give
serious consideration o a Scenic Overlay
along the National, State and Scenic Byways
throughout the county (See Appendix D

p. 207; Appendix D p. 266).

. Conservation Subdivisions: gives flexibility to tailor development to the land and the community s natural
and cultural features. In general, conservation subdivisions require 505 of the total acreage, including
developable and undevelopable land. to be designated as open space for natural habitat, active or passive

recreation, and/or conservation or preservation, including conservation for agriculiural and forestry uses.

Landchoices, a non-profil ovganization dedicated to preserving farm lands and natural areas, outlines the

advantages to communities of enacting Conservation Subdivisions:

*  Conservation subdivisions preserve *500% 1o 70% or more of the buildable land

*  Conservation subdivisions preserve a much higher gquality and percentage of land than “clustering™
*  Protects clean water in lakes and rivers by eliminating or reducing storm water runofT and pollution
*  Conserves groundwater and reduces flooding: Natural areas infiltrate water

¢ Clean air; Most trees and vegetation are left intact, helping combat climate change

*  Creates community-wide interconnected network of protected meadows, fields and woodlands

*  Saves money: Preserves land at no cost o vour community

*  Same number of home sites as conventional subdivision development

*  Fair to developers and landowners: Proven more profitable, faster selling and less costly

*  Beneficial to homeowners: Higher home appreciation rates

*  Trails through nateral lands: Children and adults exercise, improve health and connect with nature

Conservation Subdivision with trails, greenspace,

and natural barriers from the highway.
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. Cluster Development: represented specifically in Conservation Subdivisions is a design technique or . Green Space/Open Space: is any open piece of land that is undeveloped and is accessible to the public.

roning strategy that involves grouping development (houses, businesses or industrial sites) in a condensed This valuable land provides recreational areas for residents and helps to enhance the beauty, environmental
area while preserving the remaining land on the site for recreation, COMMON Open/green space, or prolection and economic quality of neighborhoods. According to the Environmental Protection Agency (EPA), open
of environmentally sensitive areas. Linking the open space of several cluster developments can also help spur space can include:

“environmental corridors™ within and between communities. Both developers and developed areas benefit

since designs usually reduce the costs of site development and increase market price while reinforcing the « Gireen space (land that is partly or completelv covered with grass, trees, shrubs, or other vergetation ).
local rural character. Green space includes parks, community gardens, and cemetenes.
*  Schoolyards
*  Playgrounds
. Large-Lot Zoning: limits the number of houses that can be built in rural areas, and aims to preserve open

*  Public seating areas

space and keep rural land viable for agriculture or forestry. Among its benefits, large lot zoning can leave «  Public plazas

wooded landscapes relatively intact and protect water quality, depending on how developments are sited . Vacant lots

and designed. However, with definitions of “large lots™ ranging from 5 to 25 acres, large lot zoning can also

result in a waste of rural land for tracts that are “too large 1o mow and too small to farm.” Some counties use

variations of large-lot zoning in an effort to alleviate this negative effect. For instance, some counties allow -. Setback: is a minimum distance reguired to be maintained between two structures or between a structure
landowners to create a limited number of small lots from a tract of land, after which only large lots can be and property lines or roads, rivers, or any other place which is deemed to need protection or accessibility.
created. These are ordinances that outline where construction or modifications can occur. They are used to keep

landowners from crowding neighboring properties, and they provide common areas where pipes may reside

below the ground.

Buffer: is an area of land separating two distinct land uses that acts to soften or mitigate the effects of one

land use on the other. For example, a screen of planting or fencing could be used to shield surrounding

spaces from noise or visual aspects of an industrial zone or junkyvard.
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Sliding Scale Zoning: helps to keep large parcels of land intact by allowing fewer building rights per acre
for large tracts of land than for smaller tracts. For example, a parcel containing between 40 and 80 acres

is allowed three houses while a parcel containing over 1,030 acres, no matter how large, can have only 15
houses, The theory is that the larger the parcel, the more of an agricultural resource it represents and thus the

potential for non-agriculiural use should be more limited.




Green Industrial Parks: sometimes referred to as Eco-Industrial Parks (EIP), Green Industrial Parks are

a community of manufacturing and service businesses located together on a commeon property where the
businesses seek enhanced environmental, economic, and social performance by collaboratively managing

environmental issues.
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Rural Preservation: reflects the general rural character of Oconee County. Residential densities should

be low, not surpasssing one dwelling unit per 10 acres of land. A variety of rural uses should be permitted,
including less intensive agricuttural forms. This segment of County should serve as a buffer between areas
planned for intensive agriculture and other land use categories, Residential development should be restricted

to conservation subdivisions in areas with this designation,

Natural & Agricultural Preservation (NAP): is a designation intended 1o encourage economic
development while preserving natural and agriculiural land for the viability of the County. These regions
promote orderly and responsible growth for, and surrounding areas of, natural and agricultural spaces.

Residential densities should be low and generally not exceed one dwelling unit per 25 acres of land, Land

use regulations should protect and give preference to agricultural and forestry uses over other uses and
support citizens of the County working and maintaining and attracting visitors (o these spaces,

Priority Investment Area (Primary): include properties that have already been developed or have the

potential for “infill” development. These are areas that are already served by centralized water and sewer or

could be provided with water and sewer easily and for modest cost.

Priority Investment Area (Secondary): include properties o which urban services could be extended

within the next twenty years, but with greater difficulty and at a greater cost than for properties in the Priority

Investment Area. As development in these areas occurs, a patiern known as Neighborhood and Village
Communities should take precedent. This scenario allows for land areas most suited for development o

receive more intensive, neighborhood type development. while surmounding, less suitable land areas remain
in parks, greenways or other permanent open space. Secondary Investment Areas should be applied o areas

of Oconee County, both incorporated and unincorporated, that could expect 1o be served by the water and
sewer services in the foreseeable Muture.

i
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. Infill: is the new development of vacant, abandoned or underutilized land within a previously developed

area of the community where infrastructure is already in place. This also includes the construction of

o

a new building on vacant ground in a developed area. It is recommended that vacant and underutilized

LN _

properties in the Priority Investment Areas be eligible for infill with any new development, adaptive reuse or

redevelopment opportunities. The ideal situation for downtown areas is to fill empty buildings and vacant

| p—T
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lots, creating a mass of businesses, residences and public spaces. However, infill should be sensitive to the

K

character of the downtown and keep with the Appalachian Rustic Design theme.

. Owverlay: is generally used when a particular area requires special protection (as in an historic preservation
district or National Scenic Byway) or has a special problem (such as steep slopes, flooding or earthquake
faults). This approach is used to establish alternative land development requirements and is usually in
addition to already established regulations within a County. Owverlay Districts are independent and do not
need a base ordinance. It is recommended that Walhalla, Westminster and Seneca give serious consideration

to a Downtown District Overlay (See Appendix D p. 207; Appendix D p, 266),

Colony Streeer, Meridan, CT - Infill Developmenr
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. Density: from the American Planning Association (APA), in the context of planning, is the amount of

development within a given area. As part of a long-range planning process, stakeholders often discuss the

T B

mosl desirable densities for different areas of their communities. Density can be divided into two categories:

people density and building density. People density is expressed as the number of people or household per

given area, while building density is defined as the ratio of building structures to an area unit.



. Form Based Code: focuses on elements of structure, not what it is used for. This approach typically

looks at two or three stories in height, appealing to the human scale which in turn creates unique places

for community gatherings while promoting non-motorized modes of transportation. I traditional zoning

segregates uses, forcing inhabitants to relv on cars or buses to get to their destination, Form Based Code

creates a sense of place through mixed use design while establishing an accessible and sustainable living

SRvIRoninent.

. Facade Grant Program: Grants can be provided to property owners or tenants to improve the exterior
appearance and functionality of the facades of buildings. Grants may require a minimum of a 50% match by

the FIFLEIFI-I:I"_'!.' UMW IETS.

Sign Grant Program: A grant 1o provide business signage on the exterior of buildings. All signs must be
approved by the Design Review Board and be compatible with the historic character of the overlay district.

Businesses may or may not be required to provide a match.
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. Mixed Use: requires three elements according to the Urban Land Institute: 1) three or more significant
revenue producing uses 2) significant functional and physical integration 3) conformance to a coherent
plan. Technically, if someone builds a building in an urban neighborhood with retail on the ground floor

and apartments above, it would be called mixed use. The term however depends on scale and should be
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considered the practice of allowing more than one tvpe of use in a building or set of buildings.



Design Assistance Grant: Grants may be provided for architectural work required 1o create scope of work

or design services for bullding facades. A match may or may not be required.

Interior Renovation Grant: Provides a 50/50 match grant with a maximum grant amount of $3500 to
any owner of a building located within the Central Business District, who intends to retain ownership or
occupancy for a significant length of time and at least two years have elapsed since a grant of this kind was

awarded or circumstances have changed to such a degree regarding the ownership, use of the structure,

damages related to accidents. or other situations that the board may seem appropriate to consider.
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Downtown Residential Incentive Fund (DRIF): the purpose of the program is to provide a catalyst for
new and accelerated residential development in the downtown area by providing a loan guarantee that would
become a grant if used 1o cover the construction interest (only) for new downtown dwelling units, after
completion (after Certificate of Occupancy ) until the time of sale or lease, up to one-vear. Projects would
qualify for grants up to 35,000 per unit or 4% of the construction loan, times the number of units in the

development. The initial program suggesied should be funded at $40,000.

. Low Interest Loan Pool Program: Low interest loans are available for property purchase or building

renovations. The program is in partnership with local financial institutions and borrowers must meet the loan

credit and underwnting requirements of the participating bank. Traditionally, 40% of the loan will be at a

fixed 2% per annum rate with 15 year amortization, 50% shall be at 1% under prime with a floor of 4%. The

remaining 10% will be the required equity by the borrower. The terms of this program are subject to change.

Micro-Enterprise Loan Program (MELP):
A micro-loan program providing loans up o
15,000, The loan can be used for building

renpvation or for operational purposes,

USDA Loan Programs:
USDA Rural Development has several

different low interest loan programs avialable.

—

USDA programs include:

*  Business & Industry (B&1) Guaranteed
Loan Programs

*  Rural Economic Development Loan

Program (REDL)

Appalachian Development Corporation:

provides access to funding through:

*  Regional Loan Funds

* Are certified lenders of United States
Department of Agnculiure (USDA)
Mmonies

= small Business Association (SBA) dollars

. Community Works Carolina:

mainkains similar capabilities as a certified
lender for micro loans through USDA and
SBA.
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FPrivale Banking:
Mational and local financial institutions also

provide small business assistance programs.



. Federal & State Historic Preservation Tax Credits: The MNational Park Service in cooperation with . Type of Tax Credit Available: Income tax credit - Investor files Motice of Intent to Rehabilitate with the

the IRS provides financial incentives in the form of tax credits for the renovation of qualifying historic Department of Revenue. The credit equals 25 percent of actual expenses but the credit may not exceed
properties. A Federal income tax credit equal to 20% of rehabilitation costs and a SC State tax credit equal S500,000. The credit must be taken over five years beginning with the tax year the building is placed into
to 10% of the rehabilitation costs is available for work on qualifying buildings. In general, each dollar of service after rehabilitation.

tax credit earned reduces the amount of federal and state income taxes owed by the investor by one dollar.
The City will work with property owners and developers in assessing if tax credits are appropriate for their . Bailey Bill: The SC Legislature permits local entities to assess qualifying historic buildings on the pre-
project and assist them in working with qualified architects and tax credit consultants. rehabilitation fair market value for the length of the special assessment. The period can be up to 20 years

and the length of time is set by the local government. If the downtown district 1s a Tax Increment Financing

(TIFy District, the use of the incentive will not typically apply and when wtilized must receive the approval

":.*i‘{_'ﬁf re

of both the City and County Councils. The Bailey Bill incentive may be considered for any eligible historic

property.

. Federal Income Tax Incentives for Easement Donations: Rehabilitation work is not required for this

: incentive. The incentive is based on the charitable contribution of a partial interest in a historic property (i.e.
Civahdabore, Moy Camaling - Feeseranion T Crenddn The Landry Block (1879) on Railroad Street in St ’

Jahnsbiery, Vermonl was saved and rehabilitated with easement) o a government or nonprofit organization. When donors donate partial interests—or easemenis—
the ald af federal and stare relabdlitarion fax credits

on historic buildings, they pledge wo preserve significant historic features and agree to obtain the easement

holder’s consent before making alterations.

. SC Abandoned Buildings Revitalization Act: The General Assembly passed legislation at the end of FT
| BCVLAND S

the 2013 session that gives cities a new economic development tool that incentivizes private investment
in downtowns for the “rehabilitation, renovation and redevelopment™ of empty storefronts. Abandoned

buildings are routinely safety hazards that cost cities and towns precious resources by using additional fire

and police services, while decreasing arca property values.

Definition of an abandoned building: ) _ ) ) _
@ Business License Credit: Businesses locating Downtown could receive a eredit towards their first year

* At least 66 percent vacant for the past five years . . L o : . . .
Pe P : business license fees. If their first year liability is less than the credit provided, any remaining credit balance

*  Nonoperational for income-producing purposes .
could be camied forward to the second year.

*  May not be a single-family residence

* A building listed on the National Register for Historic Places when used solely for storage or

warchousing . Business License Exemption for Property Management Firms: Lessors of nonresidential buildings,
* Investor using the tax credit may not be the owner at the time of the abandonment apartment buildings, dwellings other than apartment buildings, and real estate not otherwise classified by
* Investment threshold to use tax credit the North American Industry Classification System (NAICS) are specifically excluded from the Business

»  More than $250,000 investment within jurisdictions (cities or counties) with a population over 25,(00 License Ordinance requirement for obtaining and paying a fee for an annual business license.



.' Waiving of all Commercial Municipal Solid Waste Charges: For five years from the date of the certificate

of cccupancy for the new or renovated building, the City could wave all commercial municipal solid waste

charges for services,

Utility Incentives: The following utility incentives could be made available to projects involving the
renovation of a historic structure where the renovation investment is equal (o, or greater than, 30% of the
value of the renovated building, An example of incentives for those qualifying projects could include;

*  Reduction in initiol water and sewer connection fees: The City could provide a 50% reduction o initial
water and sewer connection lees (physical tap and unit contributory loading fees).

*  Reimbursement for costy fo connect building to the Cily s water, sanifary sewer aor siorm sewer system;
This incentive could provide a direct reimbursement for actual construction costs (nol connection fees
discussed above) necessary 0 connect the new or renovated buildimg o the City's water, sanitary sewer
or storm sewer system, not to exceed 325,000, Reimbursement would be available to the developer
when the certificate of occupancy 15 issued.

*  Nofe: Except for sanitation fees, no other monthly fees (water, sewer or storm deainage) should be

winved or diseounted,

Purchase of Development Rights Program: Localities can proactively support land conservation by
establishing a Purchase of Development Rights (PDR) program. Publicly supporied PDR programs pay
landowners (usually working farmers) to limit the development potential of their land through a conservation
easement. Many farmers depend on the occasional sale of house lots--or the eventual sale of the entire farm-
-io supplement their incomes. PDR programs create a conservation option, allowing farmers 1o bring in
needed income while keeping their land. Since state and other matching funds are available to leverage local
investment and since conserving rural land prevents development-related expenses such as new schools and

roads, these programs can save localities more than they cost. See Lexington, KY Case Study p. 190.
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. Transfer of Development Righis (TDR): is a way of controlling land use to complement zoning and

strategic planning for more effective urban growth management and land conservation. 1t offers landowners
financial incentives or bonuses for the conservation and maintenance of the environmental, hetitage or
agricultural values of their land. TDR is based on the concept that with land ownership comes the right of
use of land, or development. These land-based development nights can in some jurisdictions be used, unused,
transferred or sold by the owner of a parcel. TDR is also known as transfer of development eredits (TDC)

and transferable development units (TDL ). See Lexington, KY Case Study p. 190,
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Conservation Agreementis: will help a landowner protect his or her land forever by donating a conservation
agreement. A Conservation Agreement is a legal agreement between a landowner and a government agency
or a non-profit organization that places permanent limits on the future development of the property in order
to protect its conservation values, Each easement is unique, depending on the needs of the landowners and
the specific features of the property. Because conservation easements provide considerable public benefits.

landowners become eligible for state and federal tax incentives when they donate an easement.

Farm and Ranch Lands Protection Program: The Farm and Ranch Lands Protection Program (FRPP) is

admimstered by the USDA Natural Resources Conservatlion Service (NRCS) o provide matching funds o

help purchase agriculiural conservation easements on productive farm and ranch lands.

Q NH{’: HWatural Respurces
Consenvation Service
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. Agriculiural and Foresial Districis: An Agniculural and Forestal district results from a voluntary
agreement between one or more landowners and the local governing body to temporarily protect forests and

farmland. Landowners agree not to develop their propenty for a certain period of time, usually eight years.

During this period of time. the property will be eligible for land use taxaton, if it 1s not already eligible.

TECHNIQUES
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ROVING SIGNAGE:

. Land Use Taxation: Under land-use axation, some rural properties are taxed at their land use value instead

of their fair market value, This two tier system makes sense for farmers and other rural landowners, since From gateway entry points to directional signage and interpretative panels, signs are one of the principal methods
they make few demands for tax-funded services, It also makes sense for all taxpayers. because if high taxes o welcome, advise, direct and educite travelers i your community. Signage s important not only for conveyving
pressure the people who work the land w sell off lots or develop their property, evervone will have o pay information, but also for representing your community, More practically, o well-organized sign system helps create
miore. This is because, on average, residential properties cost localities more than they pay in taxes, while a more pleasurable traveling experience. Designing and implementing a sign system specifically Tor individual
farms, forests, and open space cost less than they pay in taxes. communities and effecting changes 1o signs that are already in place 15 an extensive and complex project. Iis

complexity however, is malched by its importance (o the success of becoming a viable tounsm community, Fora
The state allows localities o offer land vse taxation for eligible properties in any of the following categories: sample signage ordinance for Oconee County, Walhalla, Westminster and Seneca, sce Appendix D p. 223,
agriculural, forest, horticuliural andfor open space. It is imponant o nole that even on properties eligible

for land use wmxation, houses, Tarm buildings and other structures are always taxed at their fair market value. ASSESSMENT OF CURRENT SIGNAGE

When the land changes o a use no longer qualifyving for land use assessment. the landowner must pay back

= s : . . . Current County Gateway Signage:
the difference between use value tax and the fair market value wx for a certain aumber of vears, depending :

Gateway signage across Oconee County is inconsistent. Some signs are vandalized. inappropriately placed,

on the locality.

sorely out of context, have been destroyed by automobile accident or are afl together missing.
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These gateway signs let travelers know they have amived in Oconee County, but they do not speak with the

“Appalachian Rustic Elegance™ brand, nor are they visually appealing.




SENECA SIGNAGE
. Current Municipality Gateway Signage:

in ke

Westminster has currently placed excellent gateway signage and coordinated visitor information kiosks
locations throughowt the City. 1t is a perfect example of how quality signage adds to community
character. Walhalla and Seneca do not lack for gateway signage into their individual communities, howevel

when placed into context of their surroundings, these signs usually lose their appeal.  Often they are grossly

undersized for the development around them even though they may fit the small town feel of the community

Vinson o

WALHALLA SIGNAGE
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Entering into Main Street Walhalla, it is very difficult to see the gateway signage because of the sign clutter.

The City of Seneca has three different gateway signs in place that speak little to the character of the commumnity,



. County Wavfinding:
County wavfinding in general is accessible and helpful. However, there are multiple examples of duplication
of efforts already in place, confusing directional arrows with regard to placement of signs, confusing

wording, and signage that is lacking follow up directions.

This is an example of proper placement of wayfinding, since there was initial signage prior to this signaling drivers

ahead.

Lick Log
Pigpen Falls

Left: There is no follow up signage

after the driver turns right.

If the visitor continues down the dirt
road, passed the parking for hikers,
where there is no follow up signage
for Lick Log or Pigpen Falls (both on

wayfinding), thev arrive at a fork in

the road for two private drives. Are

they supposed to hike to find these

This armow should be straight as the tum for the scenic There is no signage for the scenic pull off even though

pull of is approximately 1,000+ feet ahead (1/4 mile). wayvfinding signage has guided people 1o this location, destinations at the trail head? This
A follow up sign with an arrow pointing right should Wayvfinding should always have follow-up signage that After driving down a long road, this - Trailhead signage at the parking ot Jeads to visitor confusion and a poor
b installed at at the actual turn within 100 or less feet  lets the raveler know they have amived. indicates “Parking for Hikers™. which does not include travel experience.

of the actual tum.) Lick Log or Pig Pen Falls.



. Examples of Current Signage Fitting Local Culture: .. Examples of Current Signage NOT Fitting of Local Culture:

Moving towards a “Appalachian Kustic Elegance™ brand for Oconee County, there are signs currently in Consider yoursell a visitor o a community that has branded itsell as an upscale owtdoor destination.  Look
place that represent this design theme. Some are gateway signs, others are business signs located on and around the community at different types of signage (o see if the brand is being supporied through signage
ofT of butlding structures. They incorporaie the elements of wood and stone and contain colors found in the placement, design amd structure.

mountain and forest areas of Oconee.
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These images are examples of the resull of not having signage ordinances in place. Signage is cluttered and not

visually appealing.

Franchize businesses should fit into
the chiracier of your Comimminy,
Cookie-cutter approaches to building

and signage design adds litile guality

10 Your community s sense of place.



@ Billboards:
There are currently 32 billboards beginning at Oconee’s gateway from Clemson and running 7.5 miles on

Highway 123 until the Highway 28 intersection. From Highway 28 and 123 intersection to Walhalla City

Limits, with the exception of the County Scenic Byway, there are 33 billbodrds welcoming you 1o town.

In total, there are 65 billboards in less than 15 miles of road on two of your major tourism traveled routes

bringing people in [0 Your community.

Signs with LED lighting and cheap materials should be discouraged.
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Although it is important to let visitor’s know how to find key tourism locations, this sign is grossly over-scaled to

sumounding structures.
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 BILLBOARD CONTROL IS GOOD FOR TOURIS
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www.scenic.org/billboards-a-sign-conirol

Billboard control 15 especially important for communities that depend on tourism. The President’s
Commission on Americans Quidoors reported that natural beauty was the most important criteria for adults
choosing a site for outdoor recreation. The more a community does o enhance its unigue natural, scenic,

historic, and architectural assets, the more tourists it attracts.

Consider the following:

Vermont took down 115 last billboard in 1975, From 1976-1978, tourism revenues increased by over
50 percent. According to Christopher Barbieri, President of the Vermont Chamber of Commerce.
“Although there was some initial sensitivity that removing billboards might hurt tourism, it has had the

opposite effect. Tourism is up for all businesses large and small.”

«  Vermont Country Store founder Lyman Orton said: *The billboard ban provided not only a level playing
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a st field tor all of us, it opened the roadways to scemic vistas and created more than compensating publicity.
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The absence of billboards in WVermont is the best hillboard for all of the tourist business.”

*  Many prime tourist nations prohibit new billboard construction even as their tourism revenues keep
rising: Palm Springs and Big Sur, California; Key West, Florida; Martha's Vinevard, Massachusens:
Kitty Hawk and Nags Head, North Carolina; South Padre Island, Texas; Santa Fe, New Mexico; Aspen

Comsider how these billboards add value to your community. and Boulder, Colorado: Holland, Michigan: and Portland. Oregon.

*  Alaska, Hawaii, Maine, and Vermont all prohibit billboards statewide and still draw people from around
the world to their scenic wonders. The Hawaii Department of Transportation commented that “Tourism
15 important o the economy of our state and the state’s business community understands the need

protect and preserve the beauty of the islands.”

Do these billboards enhance the scenic view of the mountains in the distance, or detract from n?

]




RECOMMENDATIONS FOR SIGNAGE IMPROVEMENT:

The following sign designs for gateway, wavfinding and interpretive signage can be utilized by the county and the
Cities of Walhalla, Westminster and Seneca. These designs are general in nature and are provided to showcase the
possibilities for a comprehensive approach to signage utilizing the “Rustic Elegance™ brand. It is recommended
that the county and cities cooperate to create a master signage plan that would provide detailed schematic design

renderings as well as a SCDOT approved plan for the appropriate placement of wayfinding signage.

Although the design of the signage should be consistent, the images placed on individual signs should include the
appropriate county or city logo, depending on the location. For an example of a comprehensive signage plan click

the links below,

County Gateway:
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Unregulated sign clutter is displayed at most corners across the county which substaintially diminishes the appeal

of a naturallvenvironmentally Conscious COMmMmunity.



1‘ IEuy Innx
ol

T Zuxx Daxx

= - _p.

eEnm i

A

e =

s

WALMALL M

= -

Interpretive:

! Rl =
VELCOME T WELCOAME TO
SENECA WALHALLA
COVLTTHE CARDY BsLA 91 CATIEVE TRIA

WALHALLA=

ki

WALNRLEN

£




SIGNAGE RECOMMENDATIONS: GATEWAY AND WAYFINDING RECOMMENDATIONS:

«  Apply Signage Ordinance to all major thoroughfares in Oconee County. (Appendix D p, 223) +  Gateway signage should be substantial and made of material that complements the Rustic Elegance
This would: orand,
*  Allow business signs characterisiic of the Appalachain Rustic Efegance brand to create the sense of «  Signage should either completely mirror that of the SCDOT signage (hrown with no logo) or have a
place Oconee 18 striving to develop, look all its own.

«  Meet visitor expectations as they drive into the quaint communities they are anticipating
*  Nigns with arrows pointing right or left should be within 1060 feet of the actual turn.
Create immeduate appeal upon entrance into Oeonee County.

*  Signs with arrows pointing right or left within 2,000 Feet of turn, should be replaced with a straight

« Billboards should be removed from major gatewayvs and, as money permits, thoroughfares, :
arrow, then followed up with a directional sign pointing right or left within 100 feet (contingent on right

*  Duplicate signage should be prohibited for businesses, of way) of the actual turn to destination.

*  Unpermitted signs or sign clutter should be prohibited and reinforced along major thoroughfares and s Mileage can also be placed on the signage eliminating driver confusion

especially along county, state and national scenic byways.

+ If a destination such as the scenic pullofl has been signed guiding people to the spot, the actual

destination should be signed.

*  All installed wayfinding should have followup signage directing drivers specifically to their location or

access point

*  All nccess points and destinations should be signed, cither through County Waylinding initiatives or in

partnership with US Forestry Services when boat ramps, trails, camping or waterfalls are involved.

*  All wayflinding signage 1o trails, camping and waterfalls are at the discretion of the US Forestry Service

design puidelines.

+  Interpretive signage should be placed at trailheads for trails, camping or waterfalls specifyving length of
hike to destination, inteasity of hike to destination and disclaimer from the County specifically stating

that all trails, camping and waterfalls signed are at the discretion of the US Forestry Service.
*  Reassess wording lor all wayvfinding ie waterfalls could be replaced with waterfall hikes.

*  Each municipality should develop an individual wayvlinding svstem for their downtown area if one has

mit been outlined and designed.

«  Oconee County should complete a thorough wayfinding plan for the entire county with remediation of

the current plan based on this assessment.




ORDINANCES:

—

The following ordinances were created for this project as a starting point for discussion. The language in

these mode] ordinances should be reviewed by your county and/or municipal anormey and other appropriate
professionals before enactment. The model should be modified to address special local conditions and to conform
to local laws and codes. These models are provided for guidance only and not as a substitute for legal counsel

of 10 serve in place of effective coanty/city planning, The South Carolina National Heritage Cormidor has not

consulied with an attorney in drafting this document or these ordinances and do not purport to be qualified to give

SIGNAGE BILLBOARD CELL TOWER

legal advice. See Appendix D p. 207
ORDINANCE ORDINANCE ORDINANCE
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FUNDING OPTIONS:

.' Local Hospitality Tax: is a tax on the sales of prepared meals and beverages sold in establishments or sales
of prepared meals and beverages sold in establishments licensed for on-premises consumption of alcoholic
beverages, beer, or wine according o Sooth Carolina State Law. 1t must be voted mmto adopion by the magoniy
of County Council or the City or Town Council trying to instate. Concurrently, an entire county can collect a

Hospitality Tax, as well as individoal municipalities. (See Hospitality Tax State Law Appendix E p. 302)

The revenue generated by the hospitality tax must be used exclusively for the following purposes
* fourism-related buildings including, but mot limited to, civic centers, coliseums, and aquanums
= tourism-related coltural, recreational, or hestone facihities
*  beach access and re-nourishment
*  highwavs, roads, streets, and bridges providing access to fourist destinatiens
«  advertisements and promotens related o tourtsm development

= water and sewer infrastrsciure o serve tounsm-related demand

Cirgenwood County's Hospitality Tax; Funding their Uptown Marked

TR FARTS CHIE |.'i|||l'|-.I| rrapecls

’7:24« plan has been written, the community supportive and elected officials are engaged. The next, and often

hardest step, 15 implementation. For smaller, more roral commumines, the challenge 1s typically in the funding of the
proposed projects, This chapter will outline local options for funding as well as grant opponunities available from
varied sources, The important thing o remember moving forward is 1o simply keep moving forward. Do not stop

progress because an 1ssue 18 hard or funding 15 a challenge.




LOCAL HOSPITALITY TAX IMPOSED BY LOCAL GOVERNMENTS . A special-purpose local-option sales tax (SPLOST): is a financing method for funding capital outlay. South

Carolina counties, upon local referendum, are authorized w impose various Local Option Taxes in addition 1o
County Local Hospitality Tax - % Imposed the 6 percent sales tax imposed by the state. These options include: Local Option; Capital Projects; School
Abbeville No
Alken North Augusta - 2% Dvistrict; Transportation; Capital Improvement
allendale -
::t:m :mrnl' — SALES TAX IMPOSED AT THE COUNTY LEVEL (I8 ADDITION TO THE 6% STATEWIDE SALES TAX)
|hmwll |No
|Be.au[nrt ity of Beaufort - 2%; City of Hilton Head - 2%; Unincorporated area only - 2%
[Berkeley Moncks Corner - 2%
|calhoun [N
City of Charleston - 25%; North Charleston - 2%;
[Charleston Mt. Pleasant - I'%
[Cherokee [Gattney - 2% Bamberg  10%  10%
|Chaster Barrweall 1.0%
Chesterfield  |City of Chesterfield - 2% Beaytor ~ Endedg2012
[Clarendaon |Unincorporated areas - 2% Berkele 1.0% 1.0%
|l:4:ilel:nn Entire county area - 2%, Town of Edisto Beach - 2%
|Darfingten Hartsville - 2% Charleston 1.0% 0.5% 1.0%
: Cherokee  10% 10
Inllun |;in:urpn:ud1;m: anly - 2% Chestar 1.0% 1.0%
Dorchestes mmerelle - Chestertied ~ 10% 10
|ﬂﬂ'ﬁ'“ |."° Clarendon 1.0% 1.0%
Falrfisid L] __ Colleton  10%
[Flarence Unincorporated areass only - 2%; City of Florence - 1% Darli n 1.0%% 1.00%
[Geargetown Unincorporated areas only - 2% ; City of Georgetown - 1%
Unincorporated area only- 2%; City of Greenville - 2%, Fauntain Inn — 23; Simpsonville — 2%; Dorchesier 1.0%
Ll M fin - 2% Edgefield 10%
|Greenwaod |No Fairfield 1.0%
Hamptan No Florence ~ 10% 10%
e - ——— b
Uninearparated area only - 13%; Hardeeville - 2%;
Jaapar Rideeland - 7% Greanwood Endad 06-12
Kershaw Mo —_
IGI'IL’BS.IEI’ [City of Lancaster - 2% Ended 04-14 1.0%
qum |City of Laurens - 1%; City of Clinton - 2%. Karshaw 1.0%
Lee — Lancaster ~ 10% 10
|T'_mnﬂuﬁmhiﬂ-m Laurens 1.0%
Marion [Giy of Marion - 7% lee 0%  10%  Endedott
Marlbara |Gty of Bennettsville Lexingtan 1.0%
|McCormick
|Rewberry [City of Newberry - 2% Marlbaro 1.0% 1.0%
[Oconee [Gity of Seneca - 2% McCormick 0%
[ooracbery iy of omagebing 5% Oows
|Pickens [City of Clemsan - 2%; City of Easley - 23%; City of Pickens - 2% Oranasl 1.0%
e e Pokens e
Saluda - I S Saluda 0%
[Spartanburg kmmmm-zmﬂwﬂmm-:mmﬁm =y
Sumter B T A Semer e %
[ nion areas Urian
Williamsburg Wikamsburg 0%
- Unincorporated Areas Ony - 2%; City of York - 2%; Yotk L
York Fart Mill - 2%; Rock Hill - 7%
Rewised 5/2012 et e sccomaties ! Dinta Sites Dmeeliaservicesiresearoh/Tocal Mhaxestfocal_hospiality oo Sewurce: South Carobng Depariment of Revenue; SC infommation Letter #14-5; s, 8ctanong.
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. Special Taxes and Fees: address specific taxpayers engaged in certain busingss activities or living in certain '.' Regulatory and Consumer Goods & Service Fees: Counties may impose 4 new service or user fiee by

geographic areas of the county. These groups may include businesses, developers and residents of certain tax ordinance approved by a positive majority. User fees and service changes generally fall into two categories:
districts. Special taxes and fees include the business license tax, frunchise fees, front foot sewer assessments, Consumer Goods and Services Fees and Regulatory User Fees.

impact fees, negotiated development exactions, tax increment financing, tourism, mfmstructure admissions
tax, special tax districts and community recreation special tax districts. Counties that impose: Options for, and Counties that impose, Regulatory Goods & Service Fees:
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GRANT OPPORTUNITIES:

. The Transportation Investment Generating Economic Recovery @ or TIGER Discretionary Grant

program, provides a unigue opportunity for the DOT to invest in road, rail, transit and port projects that
promise to achieve critical national objectives, Since 2009, Congress has dedicated more than $4.1 billion for
siX rounds to fund projects that have a significant impact on the Nation, a region or a metropolitan arca. As

can be seen below, a variety of project types have been awarded:

Fort
Y
401,118,140 Road
“;' Il.‘lﬂ?ﬂl.ﬂl
$808.557.581
Fﬂuﬂﬂﬂ# Bievele l1l;m
S2TS55.00T  Transit $183562. 451
m’-':-l.ﬂi
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Community Development Block Grant : (CDBG) can fund a wide
variety of projects from revitalizing neighborhoods to improving
community infrastructure, providing public facilities and creating or
retaining jobs. The state program is funded by the U.5. Department
of Housing and Urban Development, or HUD. State CDBG grants
are made to eligible units of local government, under programs

of funding which include competitive community development
programs, as well as regional planning and economic development.
Funded projects are expected to create measurable results, must help
achieve the objectives outlined in the State’s Consolidated Plan for
Housing and Community Development, and must address one of
three priority needs:

*  Availability and sustainability of a suitable living
environmenlt

*  Availability, affordability and sustainability of decent housing

*  Availability and sustainability of economic opportunity

. Rural Infrastructure Authority : (RIA) was created to help close the gap in financial resources for

infrastructure improvements and lay the groundwork for economic development, RIA programs and
assistance are designed to meet the following objectives:
Increase community sustainability by targeting the most distressed areas that lack adequate resources for

infrastructure necds;
*  Improve the quality of life by addressing public health, environmental and regulatory concerns and;

* Create opportunitics for economic impact by building the infrastructure capacity to support economic
development in rural areas.

RIA makes grant assistance available in two program categories:
*  Basic Infrastructure - Funding will assist communities in bringing facilities into compliance with
environmental quality standards or providing necessary environmental facilities o protect public

health concerns, thereby contributing to community sustainability.

*  Economic Infrastructure - Funding will help build local capacity to support economic and
employment opportunities through the provision of publically owned infrastructure and facilities

RI A South Carolina
Rural Infrastructure
% Autharity

Transportation Alternative Program : TAP projects are federally-funded community-based projects that

expand travel choices and improve the transportation experience by improving the cultural, historic, and

environmental aspects of our transportation infrastructure,

Although the program is a “grant”™ program under Federal regulation, is not an “up-front™ grant program
and funds are available only on a reimbursement basis. Only after a project has been approved by the
State Department of Transportation or Metropolitan Planning Organization and the FHWA division office,
can costs become eligible Tor reimbursement. Costs must be incurred after FHWA division office project
approval, or they are not eligible for reimbursement. An LPA (Local Public Agency) is required as is 2065
match to the Federal Government’s 80% commitment to the eligible project. Eligible Activities include:

*  Pedestrian Facilities

*  Bicycle Facilities

= Streetscaping Projects



. Preserve America: For eligibility, vou must apply 1o be a Preserve America Community of which Oconee’s

diverse munictpalities have all the requirements. However, once designated, Preserve America Granis make
you eligible for monies to fund research and documentation, planning. interpretation/education, promotion,
and training. Successful projects involve public-private partnerships and serve as models to communities
nationwide for heritage tourism. historic preservation, education, and economic development.

TR

AMERICA
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American Battlefields Protection Program (ABPP): supports projects that lead to the protection of
battlefield land and sites associated with battlefields. The goals of the program are 1) to protect battlefields
and sites associated with armed conflicts that influenced the course of our history, 2) 1o encourage and assist
all Americans in planning for the preservation, management, and interpretation of these siles, and 3) 1o raise
awareness of the importance of preserving battleficlds and related sites for future generations. The ABPP
focuses prmarly on land use, cultural resource and site management planming, and public education. Granis

run between 35,000 and 80,000,

American Batiefied
ey

National Trust for Historie Preservation: Grants from National Trust Preservation Funds (NTPF) are
imended w encourage preservation at the local level by providing seed money lor preservation projects.
These grants help stimulate public discussion, enable local groups o gain the technical expertise needed Tor
particular projects, introduce the public (o preservation concepts and technigques, and encourage financial
participation by the private sector. The National Trust is particularly interested in progects that relate to

the preservation priorities histed below. A National Trust membership is reguired 1o be eligible for grant
application,

*  Building sustainable communmnities: Does vour project demonstrate that historic preservation supporns
economic, environmental and cultural sustainability in communities?

*  Reimagining historic sites: Does yvour project use imnovative, replicable strategies that create new
models for mstonc site interpretation and stewardship?

*  Promoting diversity and place: Does yvour project broaden the cultoral diversity of histone
preservation?

« % National Trust for

ar
%B‘ Historic Preservation

*  Protecting historic places on public lands

S the poant. Emrich the fature”

. Hart Family Fund for Small Towns: is another opportunity from the National Trust for Histone

Preservation. [t is awarded 1o communities with a population less than 5,000 also intended 1o encourage
preservation at the local level by providing seed money for preservation projects in small towns, It should
help stimulate public discussion, enable local groups to gain the technical expertise needed for particular
projects, introduce the public to preservation concepts and techniques, and encourage financial participation
by the private sector. Grants from the Hart Family Fund for Small Towns generally mnge from 2,500 1o
$10,000 and applications are due May 1st. Membership to the National Trust for Histone Preservation is

required for application eligibility.

Preservation Tax Credit: A 20M% income tax credit is available for the rehabilitation of historic, income-
producing buildings that are determined by the Secretary of the Interior, through the National Park Service,
to be “certified historie structures.” The State Historie Preservation Offices and the National Park Service
review the rehabilitation work to ensure that it complies with the Secretary’s Standards for Rehabilitation.
The Internal Revenue Service defines qualified rehabilitation expenses on which the credit may be taken.

Owner-occupied residential properties do not gualify for the federal rehabilitation tax credit.

The 10% tax credit is available for the rehabilitation of non-historic buildings placed in service before
1936. The building must be rehabilitated for non-residential use. In order to qualify for the tax credit, the
rehabilitation must meet three critena: at least 30% of the existing external walls must reman in place as
external walls, at least 7T5% of the existing external walls must remain in place as either external or internal

walls, and at least 75% of the intemal structural framework must remain in place.

Hiztori

Proasrvation
Tax Imcentives




'. SC Water and Land Conservation Fund: LWCF is a federally funded reimbursable grant that is for '. Special assessment district: or special service districts, are a means for local governments to finance

[ . . . = a1 -|,i r " -\.-l e i uy = S H i ¥ -5' - i
acquisition or development of land for public outdoor recreational use purposes. It runs on a two vear cycle, specific infrastructure or services in a pre-defined area. Special assessment and special service districts have

i A H - ;"3 - j = e T . K ; 4 E. v e
requires a 50-50 match and creates legacy by mandating perpetual park management. been in use since the carly 2(th century to finance local public improvements, They are authorized in various
forms in all 50 states. Financing mechanisms vary by district; the local government may issue bonds for large
infrastructure projects, or it may choose to assess separate fees through property taxes or other assessments

on a per unit (acre, squane foot, etc.) basis. If bonds are issued, the district may be dissolved once the bonds

are paid off,

Challenge Cost Share Program: supports local projects that promaote conservation and recreation,
_ _ . ; _ i : Special assessment and special service districts have several benefits. They provide infrastructure and
environmental stewardship, education, and engaging diverse youth participants. Local project partners work
a e _ ) Fa : = services for a specific group of taxpayvers who will benefit from the projects, rather than burdening the entire
with Mational Park Service parks and programs 1o achieve mutually benefcial outcomes. NPS admimistered

o o . . . o community with costs for local projects, In addition to improving a specific area within a community, these
parks and programs are eligible such as National Trails, Hentage Areas, and Wild and Scenic Rivers.

) . . . . ) o ) projects may raise revenue or enhance economic development across the community as a whole,
The maximum Challenge Cost Share grant 8 £25 000 and the project must be completed within 1 vear of

S Special assessments might be levied for projects such as the following examples:
receiving the award.

*  Wiaterworks or water supplies

. National Park Foundation: All 2016 Centennial projects have been chosen however this will be a viable = Sewer and water system improvements
option beginning 2017, *  Roads and sireets
*  Cleaming, mowing and dilapidated building demolition
. Rivers, Trails and Conservation Assistance Program: RTCA is a program through the National Park «  Sidewalks
Service who provide free. on-location facilitation and planning expertise. Technical assistance provided »  Public utilities installation
guides a project from conception to completion and allows communities the accessibility to planning =  Fire protection districts
masdalities without the expense. This program allows funding to be allocated to the implementation *  Imigation districts

rather than planning. so projects can be on the ground and accessible in a cleaner time frame.

Project Assistance inclodes: . Tax increment finance distriet: (TIF) has no effect on taxpayers and no decrease in tax revenues 1o

* Define project vision and goals governing entities. 1t is a tool to spur redevelopment that enables developers to forego certain increases in

r=. [rails; and Conservaiion
* Inventory and map community resources ssistance Program taxes brought about by the improvements.
*  [dentity and analyze kev issues and opportunities
* Engage collaborative partners and stakeholders
*  Design community outreach and participation strategies

= Develop concept plans for trails, parks, and natural areas A o N miiiiii'ii
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*  Set priorities and build consensus ' ' T
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*  [dentify funding sources

= Develop a sustainable organizational framework to support
the project




: M&ngu to change, but the reward of pushing through these

ges can be seen in the following community case studies,
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such as Hospitality & Accommaodations Taxes to be enacted. In a mere decade, the litany of accomplishments m‘
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ADDITIONAL EXAMPLES OF GREENWOOD PLANNING AND REDEVELOPMENT




FLORENCE, SOUTH CAROLINA

GREAT THINGS
ARE HAPPENING IN
DOWNTOWN FLORENCE

Cultural

FMU Performing Arts Center

City Initiative
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North Dargan Imévation
Center Business Incubator

[T ——

—g

Hope Health
Facility

- $8 Million
Apartment Project

$3 Million
Royal Knight
Building
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Progress continues in Downtown Florence as work continues to transform it into a dining and entertainment

district that will include niche retail and downtown living.

Construction will begin at the corner of West Evans & Irby in May on the new FMU Health Science Facility
that will train doctors from the USC School of Medicine as well as nurse practitioners, physician assistants and
other healthcare professionals. Hope Health has started construction of their new facility on N. Irby and will be
completed by Fall 2015. These projects will put more “feet on the street” in the downtown corridor and will add

another $25 to $30 million to the public investment in the downtown area.

The private sector has also been extremely active in the downtown revitalization process. The beautiful Hotel
Florence which opened in 2013 will be adding additional rooms as they expand into the second floor of the former
Royal Knight building at the corner of Evans & Dargan which will be known as 100 West Evans. The multi-
million dollar renovation will also incorporate new offices for the Chamber of Commerce and Key Architecture.
The renovation will also create public restrooms that will open onto the James Allen Plaza and be open during
downtown events. Construction has also begun on the opposite corner of Evans & Dargan as the the former Kress
& Kuker Buildings are undergoing an $11 million renovation. The project will have a restaurant, retail spaces

and loft apartments. Other dining and drinking destinations that have opened in the past several years are The
Clay Pot Coftfee Shop, Dolce Vita Wine & Chocolate Bar, 1031 American Grill, The Library, a tapas and martini
restaurant/bar and Wholly Smokin. At least two more restaurants are also in the planning stages and will open in

the near future.

The Waters Building $4 million renovation was completed and it now houses two law firms, a brokerage firm and

other professional offices.

These private sector investments total over $25 million.

In addition to the $25 million, negotiations are being finalized on a $7 million, 85 unit upscale apartment project

adjacent to the new museum on Chevas. Plans should be finalized in the next several months.
Med-Enroll is a company that will make the Rainwater Building located at 151 West Evans its new headquarters.
The company will employ 150 people and invest almost $3 million dollars into the renovation of the historic

building.
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Another corporation that is currently only being identified as “Project Morgan™ will also locate their headquarters

to downtown Florence, The actual corporation will be made public in the near future. The project will involve a 54

million renovation of the building at 185 West Evans that currently houses the Art Trail Gallery. The gallery will

move to a new location that has not vet been finalized.

The North Dargan Innovation Center, located at 150 N, Dargan serves as a small business incubator for new

business startups or an opportunity to transform a home based business into a larger enterprise. Currently five new

husinesses are housed in the center.

In an effort 1o make the historic downtown a truly special place to spend time, two public plazas were constructed

in 2013, The James Allen Plaza and the William H. Johnson Renaissance Dining Courtyard are both located

adjacent to one or more restaurants and monthly events with live entertainment occur in both courtyards.

Tax Increment Financing ( TIF) revenues will fund a new parking garage, baskethall facility adjacent 1o the Bames

Strect Recreational facility, as well as additional streetscape enhancements on Dargan, Evans and Irby Streets. [t is

estimated that during the remaining 12 yvear period of the TIF, it will generate in excess of 520 million.

Downtown Florence is very guickly transforming into “the place to be™ in Florence. Thousands attend the

numerous street festivals and other downtown events including the weekly Farmers Market in the West Evans

Breeseway, the Florence After Five concert series which now attracts over 1000 people each month on the final

Friday of each month, April through October. Other events include First Fridays in the James Allen Plaza and Third

Thursdays in the Renaissance Dining Courtyard.

Basically, if it is happening in Florence, it is most likely happening downtown as a result of the vision presented

over a decade ago, the leadership of the community o pass design ordinances and funding capacities such as

hospitality and accommodations tax in order for success o beget success!

o humber, City & others created Vision 2000 for downtown and

ather areas of the commumnily

*Florence Downiown Developement Corporation was formeed
(momy-prodit S00¢ 31 Furding from City General Fund

=HIMR, Hammver, Silar, George hived te do Dowmntown Master Flan

=First vwntown Development Manager hired | LeBoy Adams)
Funding Froa Cigy Ceneral Fund

.................--.

=Urdinance passed to begin collecting Local Hospitality Tax

= s, Bruce & Lee Library opensd downtoan - 514 million
investment = Funding from Dirs, Bruce & Lee Foundation
accompained with stale and Federal fumding

=First Pecan Festival held downtown {evend mow dvaas 500060
aritendees )

2007

«Matbonal Maln Strect Center condueted Asscssment Report -
Fumnding through City General Fund

* Dowitown monthly concert series begins | Flaseace Afer Five

*Hunter Interests created updated Downtown Master Plan -
fundimg through City General Fund

= Lol investor begins renovation of property on South Dargan to
creale restaurant/nightclul

=510 million Florenee Little Theatre opened downtown - funding
through Dirs, Broce & Lee Foandation with minimal city funding and

= Aaitional promotiomal events adided

FMU Performing Arts Center opened downtown - 37 muillion
investment - funding through Drs, Bruce & Lee Foundation,
iy, stae and FML

= Agpressive work begins on working with property owners on
lacade improvements

= Lawral imvestors mpree to renavale historic hailding for hootigpoee &
resdmurwnt

MeLend Health

=Created proposed incentive programs to bnclude:
* Facade Grants. Sign Grants. Design Grang, Low Inverest Loan
Poaol and others

*Waorked with legal counsel, City ¥Manager & Finanoe Director (o
icleniily sources of Munding Tor incentives

* Worked with bcal hanks to fund low interest loan pool progriom
=Dacamented history of all downtown progerties
=Secomd Downtown Development Manager hired {Bay Redch)

Uity Council passed Maintenance & Appearance Code Ohrdinace
T dovwntown historic district

=ity Cooncil funded fecode prant progrom snd ather incentive
progrums for downtoan - funding through Hospitality Tax

=Waork completed on Chevas & Irby parking kot renovation

= Achdithonal restaurants and retail open downiown

= Walers Building remnovation completed - $4 million renovation -
funifing through private invesimen

*Renovation work begins on Kress Boilding project - 500 millior
Jrvaie sechor removiarion Sear iefudes resimarans, aarimears, ool
fiap fwar, retadl amad office spoce

FMU & USC annowmee 50,000 sq, ft. Health Science Tradning
Facility to b built downtown, This will serve over 3060 medical
studemis amd faculiy. Scheduled open in 2016,

*TIF activated ti fund parking garage and streetscape work

sMaorth Iargan Innovation Center (business incabator ) opened
= funding through City General Fund plus grants from LISEA and
Department of Commerce

sStreciscape work in 1) & 200 block of West Evans completed -
funding through TIF

Dwntown Farmers ¥arket begins

=Ureated Jumes Allen Plicea for public events = funding through
Haospaiality Tax

sCreated Renaissance Dining Cowrtyard for owtdoor dining &
events - funding through Hospitality Tax

=Huotel and restauramt open through private nvestors

¢
’
.
¢
¢
e
¢

«Work begins on construction of mew M0 sqg. [t Hope Health
heslihcare center in downlown on site that previoosly
bt g jumk vard.

MledEnmell anmounoes they will locwte their bemsdguorters
dovwntown, 150 jobs and 53 millicn investment in renovations of
historic bailiding

*Charlotte based apartment developer announces plans to baild 82
upscule apartments that will weap arownsd City parking gerage

= Area bank announces plans (o move headguarters o downiown,
Sed mallson snvestimenl o reeocabions ol stone balding

*Fromadional events now number over 50 @ vear in the downiown
historic district
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OTHER EXEMPLARY OUTDOOR COMMUNITY AREAS YORK COUNTY. SOUTH CAROLINA
A CASE FOR HOSPITALITY TAX:

Simular to Oconee County where Seneca, Walhalla and Westminister all currently collect Hospitality Tax.,
York County too had three of their myjor mumcipalities taking advantage of this additional revenue prior (o

passing countywide Hospitality Tax, With the cities Rock Hill, Fort Mill and York already implementing HTax

accumulating magor retum on community investment, the sell o County Council for countywide collection
“wasn | hurd”, The only stpulation from County Council was that time be allotted for two incorporated areas,
Clover and Tega Cay which had not yet passed HTax for their junsdiction, (o have the opportunity o instate
Hospitality Tax prior to York County as a whole moving forward in the unincorported areas.  Allowing these
two communities to pass HTax independently would stream revenue directly back into their municipality budget

rather than back to the county,

After this decision, York County passed Hospitality tax within 5 months in January 2007, All municipalities
were established in their own HTax efforts at this point — Rock Hill since 1998, The results, which can be

viewed in the expenditure chart on the following page. are astounding.

= Wock FHl Passd Hosplinlity Tas

*YWork Passed Hospltaliiy Tox

o Fuord Akl Passed Hospitality Tox

*Tegn Cay Fassed Hospatslity Tux

sChivver Pussed Hospitlity Tax

4
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L4
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e Vork Coonty Possed Hospitabity Tax




APPROVED HOSPITALITY TAX EXPEDITURES THROUGH ALL PROJECTS BELOW WERE FUNDED THROUGH

FISCAL YEAR JULY 2014 HOSPITALITY TAX
Approved Tolal by Wy ” i
EXPENDITURES Through FY 2014  District i e
Temsin ol Foet Ml Passis and Recraston-Datan Mickal Mamonal Crtarion £ 850 55
Tomn of Far Mil - MofetngPromotons k' Simmwbemy Festval E76. 15000
For bl Hainry Mussam - Citer Pamotons 53 360,50
HNEson Fom Greensy 58,000 00
Tega Cay Crogual Court S1h 00000 S0 AR B5 1.4% I6%
Like Wie Chasbe of Comments - Mah Pagjed 20 000 00
Lk Wyle Chamber of Commerce-iWebSie 5545000
Lakn Wea Chamber of Commerce-Promation and Events S121.400.04
Toan OF Cloasr - Now Cantes Park {Phasa 1) S0 000 00 S44E A50 00 L% 14.0%
Museiam of Wesiesn Yok Cownty-Capitnl Repars E25 004 00
Meseam of Wislem Yoo Coorty-Presanabon and Educalion Project 55,7000
Broad Rever Basn Hisioricat Sociely (Back i the Days Calnbotion) $35E552
Greaier York Chamber of Commene-Summeriest EisE BG4 00
Orealer Yok Chambes ol Comivenos-Calooss Feasieation 242 00000
Giregier York Chamber of Commere-Hisinrc Disinc! Marken $5 37700 Eied 41852 1.% 4 3%
GCuture and Hormage Musesme-Children's Musoum - County Alocasion E450 00000
Arts Councd of Yook County-Biues Festval £25 0 0o
A Councd o Yo County-Capiial snd Markebng-Performing A3 Cenler 55000000
#ts Councll of Yook Coury- Tounism Masimiing Prescis S940.000.00
Fiock Hill Economic Drsmiop=ant Corp=04d Town Amphitomier £2& 000 00
Thie Men Streetd of Thd Town Astodabon-Chidtsiasyile E80.000.00 SRR OGN 6% 2 Th
Cuture and Hamage Museome Capial Costs-Brationgvia Vst Cv 2406802
Cutume and Hartage Musesms-Huck's Defaai Prosact S04 300 00
Cuituem and Hortage Musems- Brace House Porch 245 000 .00
Cuftume and HEl'i':EI}'.-' Museumi- Bickhouce 1355000
Caawha Culurg Preseraation-Lapls Regans 356, 540.88
Camwha Cutumt Preseration-Trall improvemenisTomae Soe Me Evard S04 400 00
Cetawim Cutuisl Casn - Cenler improssans SHE 401 00
Catawhs Cullieal Cantpr - Dome 562 M2 Pow-\Wow SF5E43.38
Camwia Cultura Cenlr - Pressniation Projec §188.855.50
BC Homsemen'a Counal SO0 043 366.7H 11 8% B
Cutues and Hertags Museoms- Plansinium 2350 000 00
Ebanezer Pars Shoreline ST5.000.00
Ebanszer Pass, Shomiire S2NL000.0 EE25000.04 Bk 17, 1%
Wirthrop Afletics-uean of Diamonds {Fenoe) £7 00050
Urulesd Saales Dhee Gol Cramgionanipg-Unied Sises Dec Gol Cramgorship b H R e
Thimas I‘j.:,muamr_-a S0, 100 00 L2405 30 .65 4 %
. By BN B e By B B e
AHNC Convention and Yishors Bursau-AdwPromoiona §1.006, 005 B8
HHYL Commnaon and WEWJEH-HEUJ}WEWF Ll L #.
AHYC Commmion and VWisior's Bursou-KissksBmochure Aacks £51 202 42
AHNYC Commsnton and Visho's Bosa-Disgn Wark for 'fisnor Carar £10,000,00 U N D E R E K P S E D
AH York County Gorwention snd Vistor's Bures.-Sour BaaPaslion £ £00.00 FILM FESTIVAL
AH York County Corsmntion anrl Vistor's Bummas- 2008 Mestng Planners S5 00000
AH York County Comention and Vistor's Bumese-Lsin ‘Wyls Sport Maser Pian £330 500 00
FH Yotk County Corwenticn snd Vialor's Bureas-WaySndieg Sigra with Publis Works 86,400 00 - EEEE == &85
Gutues and Harfage Musecms-Mofor Coach Transporation for Cond £2175.00
Custum and Homage Muspems Capital Cosis-Wareting and Promotion R 46100
Hetsd - Motice for AFP For Spods Master Pler S4BT
Coma Bae Me Featival 51 .85300
Populeus - Agetgansm Conguting - Reraw of Sies $13.567.50
Dich English District - Goif Promotion 570,500 00
Ol Engaeh Distnicd - Goll PromonorsVisiars Canter 525 00040
Laawhs Alveusepal - Hvengmsen LB
Crolira Trrsad Trai 300,000 00
Chamson Liniversiy (hga ki Toor) E1T 10000 R T B1.5% 00k
Tolal Approressd Expendiures £ 57T BTN L7077 Br5s L1000% 1061 0%




ROCK HILL, YORK COUNTY, SOUTH CAROLINA

THE VELODROME AT RIVERWALK

Project Description

The City of Rock Hill’s Velodrome project is a small, but transformational piece of an economic development
project known as Riverwalk. Riverwalk is a 1,008 acre tract of land located on the Catawba River that was
once owned and occupied by Hoescht Celanese Corporation of America. At one time this site was the largest
cellulose acetate manufacturing facility in the United States. The plant began operations in 1948 and at its peak
employed 2,500 people in Rock Hill. The facility closed in 2005 after 57 years in operation. Shortly thereafter,
the site was purchased by a private development firm which began demolition and environmental cleanup of the

site in 2005, with the initial phase completed in December of 2007.

The concept for construction of a Velodrome - a banked track used for cycling races and other events - began
around this same time frame, with a few cycling enthusiasts approaching the developer with their dream of a
Velodrome. The Velodrome quickly became identified as the catalyst for the future development of Riverwalk,
and spurred a vision of a cycling and outdoor recreation focused area. The developer partnered with the City

of Rock Hill by pledging 250 acres of the site for public ownership and use. In line with Rock Hill’s plan for
attracting economic development through the development of quality places; along with the Velodrome, four
other venues — BMX Supercross, Cyclo-cross, Mountain Biking and Criterion road course - were added to

the public portion of the development. Each facility was designed in cooperation with USA Cycling to meet
Olympic standards. The overall development vision includes housing, shopping, entertainment, office, and light
manufacturing. Eventual employment on the site is projected to bring 4,000 jobs to Rock Hill, with private

investment totaling $600 million.

Community Need Addressed

The Celanese site, an industrial chemical plant for 57 years, occupied prime real estate along the Catawba
River. Now defunct, this area was in desperate need of revitalization. In fact, there had never been pedestrian
or recreational access to the river in this area for the entire life of the plant. The greater Rock Hill community
needed access to the river, in order to enjoy its natural beauty. Protecting nature and the environment was also
a community concern that needed to be addressed. In addition to the 2.5 million square foot manufacturing
facility, there were significant problems with the site because of environmental issues caused by operations at
the plant. This eastern area of Rock Hill, with its close proximity to the interstate, was also ripe for continued
business and industrial use. However, the community needed a balance — between business, industrial,

residential and recreational uses.
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From the effort to find this balance sprang the vision for Riverwalk. The plans included a river village concept,
distinguished by more than three miles of waterfront, intended to produce a development plan like no other

in the Charlotte metropolitan area. The ultimate development proposal would create a mixed-use, pedestrian-
friendly community that emphasized employment, connectivity, recreation, and open space uses. The plan
would incorporate industrial, commercial, and a diversity of residential products, all connected by greenway

trails and parks to link the Catawba River to the various neighborhoods and public centers within the property.

Outcomes

Since its completion and opening in 2012, the Velodrome has become a focal point of activity in the Riverwalk
area. It has hosted 5 National, 6 Regional, and 82 League Race Nights — for a total of 1760 competitors, and
over 21,000 spectators. The impact on local cyclists, both seasoned and those new to the sport, has been

great as well. To date, over 1000 riders have been certified to ride on the Velodrome with over 500 youth
participating in cycling clinics. In addition, the facility has hosted approximately 450 middle school-aged

students from 7 local schools to learn about how science and math play a role in sports.

The BMX Supercross track opened in August of 2014 and enjoyed instant success and praise from the local,
national, and international cycling communities. The BMX Supercross was chosen to host the UCI BMX World
Cup in 2015 and 2016, and the UCI BMX World Championship in 2017 — an event expected to draw 3,500
riders from 40 different countries and as many as 25,000 spectators. In addition to these major international
events, the BMX will host 34 events annually, drawing a total of 30,000 attendees, resulting in an estimated

annual direct economic impact of $4million.

The Riverwalk development as a whole has also been making great progress. In 2014, it was voted one of
the top two mixed use developments in the Charlotte Metro area. Approximately 100 homes are completed
or in process, with 150 apartments completed by early 2015. Business has also been moving in to Riverwalk,
with 1.1 million square feet of industrial space completed, resulting in 450 new jobs and $60 million in new
investment. Additional planning and negotiations for restaurants, an assisted living facility, office space and

other retail is also on going.
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Collaboration

The City of Rock Hill has a close working relationship with the developer of Riverwalk. The Assured Group
and its local subsidiary named The Greens of Rock Hill, LLC (*The Greens™). Representatives from the Greens
attend monthly project team meetings with City staff concerning the overall Riverwalk project, The City
worked in very close coordination with Union Cycliste Inmternationale (UCT), the intermational goveming body
for cveling, as well as USA Cyeling on the design of the Velodrome and USA BMX on the design of the BMX

Supercross track, to ensure that each venue would meet Olympic standards.

For financing, the City partnered with TD Bank to undertake the NMTC financing. Support from the State of
South Caroling was also secured in the form of designated Recovery Zone Economic Development Bonds,
In the carly stages of planning, the City partnered with Clemson University to undertake an economic impact

study that added confidence to the ultimate successfulness of the project.

Sources

TIF Bonds served by Hosptality Tax Procesds S 5,000,000
| Cesigrated a5 NEw Masaet T e Cre dt sndd e ey lone D vecpmem Lok

Tatal Sources 5 5000000
Uses

Roadway Design and Engineering S 1B6319
Roadw ay Construction > 808,681
Track Desgn and Enginesr ng S 440,000
Track Construction S 3205000
Buiding Construction > 360,000
Total Lises S 5000000
Project Cos= 55,000,000

Less 51,200,000 Forgiven through New Market Tax Credits

Less STE7,500 Recovery Zone Development Bond Subsicdy

Less S875.000 Hospitality Tax Escrow over term of inter est-only period
Less 5721000 Sponsorships

Revised Cog= 51 416500 Total Projected Borrowing ot Year 7

Financing

The innovative financing emploved to bring the Velodrome into reality, and the further development
opportunities it created, make this a truly unigue project. The cost for the Velodrome and infrastructure related
to the additional eveling facilities waled 85 million. The City considered all forms of financing such as

General Obligation Bonds, Tax Increment Financing, Revenue bonds, and Recovery Zone Bonds.

In an effort 1o think outside the box on funding, stalf began researching, and eventually applied for, New
Markets Tax Credis (NMTC). The NMTC Program was established 1o incentivize new development in
communities facing high unemployment rates. resulting in low-income population areas. Stafl found that with
a NMTC, spproximately 25% of the project costs could be forgiven after seven vears. In addition, the City
applied for o “Recovery Zone Designation”™ and submited an application for the reallocated funds from the

State, which provided a 45% imerest cost rebate.

With this innovative financing plan in place, the City issued 55 million in TIF bonds, served by Hospitality Tax
proceeds. The NMTC will forgive $1.2 million of the original loan alter 7 vears, with an additional $T87, 500
subsidized through the Recovery Zone Development designation. Additiona]l Hospitality Tax proceeds placed
in escrow by the City over the 7 year period will total S875,000, and an additional $721,000 will be collected
through sponsorshaps of the venues. In summary, after 7 vears of nominal interest-only payments, the City will
refinance only $1.4 million on a total $5 million project. All of this was sccomplished without spending any
property 1ax money, Innovative financing resulted in an overall savings of over $2.7 million on the Velodrome,
which hastened the ability to finance four other complimentary eveling venues, and jumpstarted development of

Riverwalk as o new, vibrant community for all the citizens of Rock Hill 1o enjoy.

Riverwalk VISION:
Provide a dynamic riverfront
community with a distinctive

and active outdoor lifestyle.
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pedestrian friendly community that
emphasized employment, connectivity,

recreation and open space uses.”
= Iyavid Vehann, Rock Hill City Administrator




LEXINGTON, KENTUCKY

Lexington. Kentucky States that a well-defined urban and raral form creates an iconic sense of place; minimizes
conflicts between urban and rural uses; and ensures there is sufficient rural land for & thriving agricultural and

natural economy.

Lexington began its success in 1938 with forethought to designate the first Urban Growth Boundary in the

country gaining Mational recognition tfrom the American Planning Association { APA ). This is one of three major

milestones enabling their community to preserve rural land for rural uses.

How does a well-defined wrban and rural form shape what is Lexington?

*  Creates an iconic sense of place

« Minimizes conflicts between urban and rural uses

= Ensures there is sufficient rural land for a thriving agriculiural economy

The Urban Service Area (USA), designed as a way of managing wastewater infrastructure expansion and
rural land preservation, ensured that development in Favete County would be compact and contiguous. The
boundary has been expanded and contracted over the vears and now 15 sized at about 309% of the county. The

lnst significant expansion occurred i 1996 when 5,400 acres were added.

Landmark resolutions came again in 1999 with Lexington’s Rural Land Management Plan. Following the
1996 expansion of the Urban Service Area (USA) Boundary, this plan resulied in two key rural preservation
strategies. 1) It established & minmum ot size i the rural area of 40 acres. This size was agreed 1o by farm
interests as the mmimum size for a fully viable farm and eliminated the division of land into 10 acre estate
lots. 2) The plan also led to the creation of the Purchase of Development Rights (PDR) program that funded
a permanent conservation easement on qualified land, ensuring that the land would forever be preserved for
agricultural purposes. The goal of the PDR is 1o set aside 50K scres through PDR and other conservation

easements. Lexington is presently holding 30K acres of preserved land.




In 2013, Lexington completed its work thus far by amending their Comprehensive Plan. With this endeavor,
they eliminated the future land use map that before had all but served as the pre-zoning map. Without the map
and with the Goals and Objectives of the Plan and other Plan elements, they are enabling creative development
throughout the USA. Owver the past 10 vears, new zoning tools have been developed to mandate, vet incentivize
proper development, encourage infill development, including adaptive reuse, a defined IR area allowing for

concessions across all zones, the expansion of VR concessions to other pants of the USA.

As a result of the 2003 master plan, all future planning is the discretion of the planning and zoning department

and approval conducive to the goals and objectives of that document and smart growth principles in general.

To offset the higher cost of land due to constrained supply, there are a number of incentives encouraging farm
preservation, infill and affordable housing. PDR helps qualified farms to make improvements and remain viable,
thus relieving the pressure on farmers to sell out to development. Tax Incentivized Financing (TTF) is a fairly
recent option available in Lexington being used on specific active developments, including a suburban lifestyle

cenler.

In general, mandated, vet incentivized, zoning encourages creative development throughout the urban area and
not just in the predesignated land use area, Freeing the developer to propose a land vse anywhere it if meets a
community need and is compatible with the sumrounding land vses. The Urban County Council recently funded
an affordable housing trust 1o fund affordable housing construction. The mayor is backing a proposal in the

Kentucky state legislature that would allow a local sales tax for targeted projects.

sCreation of the Urhan Service Boundary

proger development

sExpansion of Lrban Services Area Boundary by 54180 seres

U reation of Baral Lamsd Managemend Plan

davissom imbo 11 acre escale lofs

]

SO acres by 2020

* | pdated Comprehensive Flan

ssew l-l-l.-l-l-.ii-'-u-u-.iil-.ll-il.

Eliminated falare Land use map

*lmplemented new zoning proctices, mamdating, yet incentivizing,

. Establisbed manamuorm [ol siee in roral of 40 acres; elimanated

Lregied Puschases of Developmimei Bighils “Uaaals oo preserve

Purchase of Development Rights in Lexington, KY
PDR 15 now in its 14th successful vear of conservation easement acquisition and has become an award winning
and nationally recognized farmland preservation program. Protecting their world famous rural landscape from

urban sprawl has been a community goal in Favette County for over 50 years.

There are six main goals of PDR.

. In accordance with the Urban County Government Charter and the Rural Resource Service Area Land
Management Plan (adopted in 1999), the PDR program supports integrity of the Full Urban Services

District. Concentrating growth in an urban center reduces the cost of public services to local government.

. To support the purpose of the Urban Services Boundary (adopted in 1958) as described in the Rural

Service Area Land Management Plan.

. To protect the agricultural, equine and tourism economies of Fayette County by conserving large areas of

rural farmland.

. Conserve and protect the natural, scenic. open space. historic and agricultural resources of rural Favette

County.
. Use conservation easements to protect 50,000 acres of rural Fayette County by the vear 2020,

. Provide funding of $140 million (local, state and federal funding).

“Rural preservation along with dense and mixed-use developmenis
are keys to managing growth. And, so far, we've managed to garner
widespread public support, perhaps the most important element.”

= Jiwe Dhiercan, Director of Plaraing Lexington, KY

Click the icon fo the leff o view the PDR
vidleer from Lexingtor, KV




FUACHALE OF DEYRLOEMENT BLGHTS
SO,000 geres of farmland is regquired in order for Fayette County o support the existing agnculiural

infrastructure and 1o protect their global brand identity os the "Horse Capital of the World.” 50,000 acres is
only 27% of all the land in Fayette County, According 1o a 2013 University of Kentucky College of Agriculiure
economic impact study, this finite resource supports an agricultural cluster that generates $2.4 billion in annual
output and provides | out of every 9 jobs. It also provides 1.3 ballion in additional income, profits, and

dividends.

PDR has a staff of LFUCG employvees who direct and administer this voluntary program. The Fayette County
Rural Land Management Board, Incorporated 1s appointed by the Mayor and confirmed by the Council.

Applications 10 the PDR program are evaluated and the farms are visited by the staff. The applications are

ranked by the staff and approved by the Board. The farms are appraised in rank order, The Board makes offers

to purchase the development rights on the farms and places conservation easements on the properties, subject to

available funding. Once a purchase contract 1s signed, a closing is scheduled. The farms are monitored annually

for conservation casement compliance. The farms may be sald or bequeathed, but the conservation casement

runs with the title of the land in perpetuity.
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244 farms with over 28,169 acres are protected by conservation easements, 56.34% of the 50,000 acre goal, The

tvpes of farms in the program include 98-general agricultare, 133-equine and | 3-"other’. The total includes 39

farms with donated conservation easements on 1,732 acres,
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