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NEW CAROLINA COMPETITIVENESS COMMITTEE 
 

Tourism Action Plan 2006 
 

VOLUME III 
 

APPENDICES AND ANNEXES 

 
1. INTRODUCTION 
 
The South Carolina Tourism Action Plan (SCTAP) consultancy assignment was contracted to 
Tourism Development International (TDI) by the South Carolina Tourism Cluster Committee 
(SCTCC) as part of the South Carolina Competitiveness Initiative (SCCI). It was designed to 
achieve the goal identified by Professor M. Porter and the Monitor Company Group in its 2004 
study of the Hospitality and Tourism Cluster under the SCCI of: 

 

 increasing gross tourism product per visitor 
 

and, in so doing, to respond to the challenges laid down by the Porter group, namely: 
 

• to improve collaboration amongst industry & officials, 
• to identify high spending potential tourist segments, 
• to develop & package its tourism assets to attract the markets identified, 

and  
• to execute an appropriate marketing strategy. 

 
Tourism Action Plan  
 
The report is presented in three volumes: 
 
• Volume 1 – The Action Plan  
• Volume 2 – The Technical report on which the Action Plan is based  
• Volume 3 – Technical and Administrative Annexes  
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Volume III  
  

This volume contains the Technical and Administrative annexes to the information provided in 
Volume I – Action Plan, and Volume II Technical Reports.  
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BACKGROUND 
 
The South Carolina Tourism Cluster Committee have decided that new directions and action needs 
to be taken, to improve South Carolina’s tourism performance in line with other states. 
 
 The challenge, suggested by Professor Porter and the Monitor group is as follows: 
 

• To improve collaboration amongst industry and officials 

• To identify high spending potential tourist segments 

• To develop and package its tourism assets to attract the markets identified 

• To execute an appropriate marketing strategy 
 
The overall goal is to increase gross tourism product per visitor. 
 
 
APPROACH 
 
A tourism action plan will be prepared under the following headings: 
 

• Economic impact measurement  

• Product development actions 

• Infrastructure/access actions 

• Marketing actions 

• Human resource development actions 

• New institutional arrangements for tourism co-operation 
 
 
ACTION PLAN DELIVERABLES 
 
Detailed action plan outputs/deliverables with indicative activities and team inputs, are outlined in 
the following pages (3-8) of this annex. 
 
 
SCHEDULE OF TIME INPUTS 
 
A detailed schedule of time inputs from international consultant and the contractors head office, is 
outlined on page 9 of this annex. 
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Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 
1. CURRENT SITUATION ANALYSIS 
Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
1.1 Economic Impact of 

Tourism in South Carolina  
 
 
 
 
 
 
 

 
1.1.1 Review current methods 

of calculating economic 
impact  

 

1.1.2 Attain a common 
understanding of 
economic  input/output 
based on National 
Account information 

 

1.1.3 Offer suggestions to 
improve the economic 
measurement process 

 
Î Economic 

consultant 

 
1.2 Benchmark South Carolina 

Tourism Product 
 
 

1.2.1 Audit South Carolina 
Tourism Product and 
Infrastructure 

 

Î Visit the ten Tourist 
Regions of South 
Carolina 

Î Evaluate 
attractions/products 

Î Evaluate tourism 
infrastructure 

Î Identify 
attractions/products 
and areas with 
potential for 
development 

Î Review human 
resource 
requirements 

 

1.2.2 Consultations with 
industry representatives 

 
1.2.3 Review visitor survey 

findings 
 
1.2.4 Comparisons with 

competing destinations 
 

Î Team leader 
Î Tourism Planning 

consultant 
Î Infrastructure/acces

s consultant 
Î Market Research 

consultant 
Î Human resource 

development 
consultant 
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Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 

1. CURRENT SITUATION ANALYSIS (contd) 

 
1.3 Prioritization of markets 
 
 

 
1.3.1 Review of South 

Carolina competitiveness 
initiative 

 
1.3.2 Review official statistics 

relating to tourism 
 
1.3.3 Review tourism trends to 

and within the United 
States 

 
1.3.4 Review visitor survey 

findings*∗ 
 
1.3.5 Undertake a review of 

domestic holidaymaking 
patterns and trends in the 
United States. 

 
1.3.6 Undertake consultations 

with key opinion formers 
 
1.3.7 Carry out a survey of 

travel trade executives 
 
1.3.8 Review current 

marketing approach of 
State and Industry  

 
 
 
 

 
Î Market Research 

Consultant 
 
Î Team leader 
 
Î Marketing 

Consultant 

1.4 Assessment of current 
Tourism Industry 
Organization and Co-
operation 

 

1.4.1 Review private sector 
institutional 
arrangements 

 
1.4.2 Review state government 

policies and supports 
 
1.4.3 Review tourism related 

legislation 
 
1.4.4 Review current 

public/private co-

Î Team Leader/ 
Organization 
Consultant 
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operation 
 

1.5 Examples of best practice in 
tourism 

1.5.1 Prepare case studies on 8 
destinations (4 in United 
States; 4 international) 

 

Î Team Leader 
 
Î Market Research 

Consultant 
 
Î Tourism Planning 

Consultant 
 
∗ If this information is not available it is recommended that a market research agency be committed to undertake 
research. 
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Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 
 

2. FAMILIARISATION VISITS TO OTHER TOURISM DESTINATIONS 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
2.1 Obtain first hand experience 

of approach to tourism in other 
destinations. 

 
 
 
 
 
 
 
 

 
2.1.1 Familiarization visits (3-
5 days) to 4 destinations (2 in 
USA and 2 international) 
 
2.1.2 Familiarization visits 
will include 
 
Î Presentations by tourism     
      organizations officials 
 
Î Visits to flagship attractions 
 
Î Meetings with private 

sector  business owners 
 

 
Î Team Leader 
 
Î Tourism Planning  
      Consultant 
 
Î Head Office 

 
3. POSITIONING SOUTH CAROLINA TOURISM 

 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
3.1 Achieve consensus on 

South Carolina’s positioning as a 
tourism destination and strategic 
approach 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
3.1.1 Organize Tourism Strategy 
Workshop: 

 

Î Review situation analysis   
     conclusions 

 

Î Familiarization program    
      conclusions 
 

Î Confirm South Carolina’s   
     unique selling  

      proposition/competitive   
      advantages 
 
Î Agree strategic objectives for  
     tourism 

 
Î Agree strategic approach to  
      tourism 
 
 

 
Î Team Leader 
 
Î Tourism Planning  
      Consultant 
 
Î Market Research  
      Consultant 
 
Î Marketing  
      Consultant 
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3.2 Achieve industry (private  
      sector support) 
 
 
 
 
 
 

3.2.1 Seek active participation  
            of key industry   
            leaders/opinion formers in  
            workshop. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



                                                                                                                       South Carolina Tourism Action Plan 

 

 

Tourism Development International Ltd                                                                                          July 2006 
 

13 

 

Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 

4.  FIVE YEAR ACTION PROGRAMME 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
4.1 Tourism Development 
Program 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

4.1.1 Audit the ten Tourist 
Regions in South Carolina 
 

4.1.2 Actions to upgrade 
existing/develop new tourism 
products where necessary 

 

4.1.3 Program to stimulate 
new product development 
where necessary 

 

4.1.4 Proposals for 
maintenance/ improvement of 
environmental standards 

 

4.1.5 Recommend fiscal and 
monetary investment to be 
offered by State-government to 
attract domestic and foreign 
investment in South Carolina 
Tourism. 
 

4.1.6 Identify ‘flagship’ 
tourism projects (existing and 
new) 
 

4.1.7 Propose capital 
investment budget for tourism 
development in South Carolina 

 
Î Tourism Planning 
        Consultant 
 
Î  Team Leader 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

4.2 Infrastructure/Access 
program 

4.2.1 Recommend air transport 
initiatives/incentives to expand 
direct access to South Carolina 
 

4.2.2 Develop initiatives to 
improve ‘linkages’ between 
access and tourism products 
 

 
Î Access Consultant 
 
 

 
4.3 Marketing Program 

4.3.1 Prepare 5 year marketing 
program 
 

Identify and agree 
funding/budget for 5 year 
marketing program 

 
 
Î Marketing  
      Consultant 
 

 



                                                                                                                       South Carolina Tourism Action Plan 

 

 

Tourism Development International Ltd                                                                                          July 2006 
 

14 

Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 
 
4.  FIVE YEAR ACTION PROGRAMME (ctd) 

 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
4.4 Human Resource 

Development Program 
 
 
 
 
 
 
 
 
 
 
 
 

 
4.4.1 Transfer of expertise from 

international consultants 
 
4.4.2 Workshop sessions with 

industry players 
 
4.4.3 Investigate and assess college 

programs for rural workers 
 
4.4.4 Investigate and assess 

vocational/high school training 
in tourism and hospitality 

 
4.4.5 Identify and assess other state 

training programs 
 

 
Î Human Resource 

Development 
Consultant 

 
Î All Consultants 
 
 
 
 
 
 
 
 
 
 
 

 
5.  FACILITATING IMPLEMENTATION OF THE TOURISM PLAN 

 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
5.1 Costed Action 

Programs for product 
development, 
environment 
initiatives, access 
development, 
marketing, HRD. 

 
 
 
 
 

 
5.1.1 All programs to be costed: 
 
 
Î Tourism product development 
Î Environment 
Î Flagship tourism projects 
Î Infrastructure and access 
Î Marketing 
Î  H.R.D. 

 
Î Tourism Planning 

Consultant 
 
Î Infrastructure/Acces

s Consultant 
 
Î Specialist inputs 

(i.e. quantity 
surveying, 
engineering) as 
required 

 
 
 
 
 
 
 

5.2 Funding Program 
 
 

5.2.1 Identify major product 
development/infrastructural 
initiatives requiring public 
sector investment 

Î Team Leader 
 
Î Tourism Planning 

Consultant 
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5.2.2 Identify fiscal/monetary 

incentives necessary to attract 
private sector investment 

 
5.2.3 Identify initiatives to be 

undertaken by the private 
sector 

 

 
Î Economic 

Consultant 

5.3 New Institutional 
Arrangements for 
Tourism 

5.3.1 Set up new public/private 
sector structures to oversee 
implementation of Tourism 
Action Plan 

 
5.3.2 Agree procedures/mechanisms 

to monitor implementation of 
Tourism Action Plan. 

 
Î Team 

Leader/Organizatio
n Expert 

Project Title:  SOUTH CAROLINA TOURISM ACTION PLAN 
 
5.  FACILITATING IMPLEMENTATION OF THE TOURISM PLAN 
(ctd) 

 

Intended Outputs/ 
Deliverables 

Indicative Activities Team Inputs 

 
5.4 Targets 
 
 
 
 
 
 
 
 
 
 
 

 
5.4.1 Set targets for Tourism in 

South Carolina 
 
 
Î Tourism numbers 
Î Tourism revenue 
Î Tourism employment 
Î Gross tourism product per visitor 

 
Î Team Leader 
 
Î Marketing 

Consultant  
 
Î Economic 

Consultant 
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ANNEX A: TERMS OF REFERENCE  
 
 
1.1.1 Review current methods of calculating economic impacts of Tourist expenditure. 
 
1.1.2 Compare the existing approaches (methodologies) as used by South Carolina and 

Henry, setting out the capabilities of each. 
 
1.1.3 Based on the analysis in 1.1.1 and 1.1.2, attain a common understanding of the best 

approach. 
 
Proposed Outcome (during October – December 2005) 
 
Re. 1.1.1:  

a) Via emails and attached files, start discussion with Ms Julie Flowers (Economist) as to how 
Tourism Satellite Accounts are applies in South Carolina, so as to obtain “Direct and 
Indirect” impacts for Gross State Product, Employment, etc., relating to Visitor expenditures 
of say year 2004. 

b) Henry to visit South Carolina for two weeks, in order to look at data sources and 
background and some IMPLAN calculations, in discussion with Mr. Chad Prosser, Ms 
Flowers, and various persons or groups involved in the South Carolina tourism industries, as 
judged relevant. 

 
Re. 1.1.2: 

a) Discussions between Henry and Ms Flowers could start at the prior email stage, with all 
major differences of methodology and definition listed in a final report. 

b) Substantial exchange of ideas and discussions of impact methodology are most likely and 
plausible during the Henry visit. 

c) It appears that “Induced” impacts (from spending of generated take-home pay) are not 
estimated for South Carolina Visitor expenditure up to the present time. This extra valid 
impact (confined to spending of Visitors from outside South Carolina) needs discussion, as 
to feasibility and relevance for South Carolina. 

d) A final report covering all aspects of the outcome of 1.1.1 and 1.1.2 (and also 1.1.3) to be 
prepared by Henry within a reasonable time after he returns from South Carolina. 

 
Re.  1.1.3: 

a) Henry to prepare and provide a short introduction to I-O analysis and its applications, 
covering all relevant aspects, with actual 3-sector data and derived impacts and multipliers, 
etc. 

b) Henry to provide discussions or short talks on aspects of a), as requested by Messrs. Prosser 
and Flowers. 

c) Published papers by Henry, on applications of I-O impact analysis to solve real-world 
problems, to be given or made known to Messrs. Prosser and Flowers. 
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ANNEX B: TOURISM SATELLITE ACCOUNT: CONCEPTS AND 
COVERAGE 
 
Introduction 
 
This appendix describes two concepts of Tourism Satellite Account coverage of economic activities 
and derived impacts, with further reference to coverage and impacts as described in the Henry and 
Deane (1997) article. The first concept is that of the U.S. Bureau of Economic Analysis (BEA), 
described in the article “U.S. Travel and Tourism Satellite Accounts for 2001-2004”, in the June 
2005 issue of Survey of Current Business (pp. 17-29) by authors P. Kuhbach and B. A. Herauf. 
This concept will be referred to below as “BEA (2005)”.  
 
The second concept is that of the World Travel & Tourism Council (WTTC), described in their 
2001 report South Carolina: the Impact of Travel and Tourism on Jobs and the Economy. 
Further technical details appear in a Methodology Report by their sub-contractors WEFA Inc. (now 
called Global Insight Inc.) submitted in March 2001 and entitled Development of a Simulated 
Tourism Satellite Account for the State of South Carolina. This second concept will be referred 
to below as “WTTC (2001)”. The Henry and Deane (1997) article referred to was entitled “The 
contribution of tourism to the economy of Ireland in 1990 and 1995”, and appeared in Tourism 
Management, Vol.18, No. 8, pp. 535-553, 1997.       
 
First Concept: Bureau of Economic Analysis (2005) 
 
The following “Key Terms” are taken, in shortened form, from page 20 of the Kuhbach and Herauf 
article: 
 
Inbound tourism demand: Travel-related expenditure by non-residents traveling in the U.S. and 
expenditure for international airfares purchased from U.S. airlines. This accords with Henry and 
Deane (1997). 
 
Internal tourism demand: Travel-related expenditures by resident households, businesses and 
government employees in the U.S. This expenditure by business and government employees is an 
extra amount, compared with Henry and Deane (1997). 
 
From the input-output (I-O) modeling aspect, if this extra amount is moved into Final Demand, then 
a corresponding amount should be removed from the relevant rows of Intermediate (or Inter-
industry) columns, and moved down out of the A-matrix structure, so as to become a row or rows 
like Imports. Failure to remove these amounts from the Intermediate cost structures will give over-
estimates of multipliers and derived impacts by way of double counting, spread over all Final 
Demand.  
 
Domestic tourism demand: the sum of Inbound tourism and Internal tourism demand 
 
Outbound tourism demand: Travel-related expenditures by U.S. residents traveling abroad, and 
expenditures for international airfares purchased from foreign airlines. This component was not 
included in Henry and Deane (1997) because it comprises invisible imports having zero economic 
impact. 
 

Total tourism demand: Travel-related expenditures by all visitors before, during and immediately 
after each trip. 
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Visitor: A person who travels outside of his or her usual environment for less than a year, or who 
stays overnight in a hotel or motel. The same definition applies in Henry and Deane (1997). 
 
Tourism output (direct): Domestically produced tourism goods and services purchased by 
travelers. This is equivalent to Domestic tourism demand less imports of goods and services 
purchased by travelers. 
 
Total Tourism-related output: consists of direct tourism output (such as passenger air 
transportation) plus indirect output required to support the direct output (such as fuel for airplanes). 
These direct and indirect outputs accord with Henry and Deane (1997).  
 
Gross Domestic Product (GDP) and Employment impacts are derived from these direct or total 
domestic outputs by way of multiplying them by the direct input (or “absorption”) coefficients of 
Gross Domestic Product and Employment. 
 
Tourism employment: All jobs that involve the production of tourism output. Direct employment 
comprises all jobs in which the workers are engaged in producing direct tourism output (such as 
airline pilots). Indirect tourism employment comprises all the jobs in which the workers are 
engaged in producing indirect tourism output (such as workers who deliver fuel to airlines). These 
employment definitions accord with Henry and Deane (1997). 
 
Values at Producers’ Prices: As made clear in the final right-hand column of Table 1 of the article 
by Kuhbach and Herauf, domestic commodity outputs are valued across their rows at producers 
prices. In lower rows, trade margins are added, so as to give Industry column totals at purchasers’ 
prices. Breakdown of the latter shows a Value Added component row: “Taxes on production and 
imports less subsidies”. Table 2 shows addition of Imports (by commodity) and re-arranged 
Wholesale, Retail and Transport margins (plus Inventory reductions), so as to give total supplies of 
commodities at purchasers prices. 
 
What all this implies is that BEA (2005) commodity values at producers prices carry  “Indirect 
business taxes less subsidies” as a component of their Value Added, which is GDP at Market 
Prices. 
 
By contrast, the Henry and Deane (1997) modeling uses values at basic prices, which explicitly 
separate out all Indirect business Taxes less Subsidies from the basic” economic cost of 
production”, the latter being the value “at basic prices”. This latter system of valuation is standard I-
O treatment within the European Union. 
 
Induced Impacts (Henry and Deane):  
 

BEA (2005) treats “direct plus indirect” impacts (as described above) as the total economic impact. 
However, there is a further valid economic impact called “Induced”, occurring through Households 
spending the “take-home pay” generated by “direct plus indirect” Value Added impacts.  
 

Within correct I-O modeling procedures, this Induced impact applies only to Inbound Tourism 
demand, as described above. The supporting argument is that Inbound Tourism spending provides 
a completely extra stimulus to economic activity, sourced outside the State. Thus, this Inbound 
Tourism Final Demand stimulus produces as full impact an Induced component in addition to direct 
plus indirect components. 
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The Henry and Deane (1997) results do include “Induced” impacts for the equivalent  “International 
Tourism” expenditure and related  “Passenger Fares” paid to Irish carriers. The IMPLAN package, 
described in Appendix C, calculates “Induced” impacts as part of its Type II results, where 
requested by the user. 
 

Second Concept: World Travel & Tourism Council (2001) 
 

Some of the WTTC definitions and descriptions accord with those of BEA (2005), but there are 
several extra components, as will appear below. Reference to Henry and Deane (1997) will be 
confined to the final section of what follows. 
 

Travel and Tourism Consumption demand matched by supply-side  
Travel and Tourism Industry: This aggregate demand has four components: 
 

1) Personal Travel and Tourism spending by State residents (South Carolina) on traditional 
Travel and Tourism services and goods used by Travel and Tourism activities. This includes 
“Outbound” tourism demand as described above for BEA (2005).          
 
2) Business Travel by government and industry, both within South Carolina and abroad. 
 

3) Visitor Exports, spending by out-of-state visitors on goods and services. 
 

4) Government Expenditures (Individual), by departments and agencies which provide visitor 
services such as cultural, recreational, or clearance, to individual visitors. 
 

Comparison of these WTTC demands and expenditures with those of BEA (2005) described above, 
shows approximate agreement of the sum of items 1) to 3) with BEA combined items Inbound, 
Internal and Outbound.  
 

However, the WEFA Inc. Methodology background details reveal a larger Travel coverage within 
WTTC item 1): namely gasoline expenditure and depreciation costs of South Carolina residents 
using automobile transport towards “Outbound” expenditure abroad, and similar costs for those in 
transit through South Carolina towards holiday or business destinations outside South Carolina.  
 
Item 4) of WTTC (2001) is a completely extra expenditure, by comparison with BEA coverage.   
 
Travel and Tourism Industry (Direct Impacts) cover only the direct impacts matching demands 
1) to 4), for Gross State Product (including indirect business taxes), Employment, and Other Taxes 
(Personal Income, Corporate, and Property). The related indirect impacts are also calculated, but 
retained for inclusion in the total impact, which includes three further Final Demand types, 
described below as items 5) to 7). 
 
Induced Impacts (of Visitor Exports) are NOT included within the WTTC (2001) total 
impacts. Three further WTTC Demand items, matched by direct plus indirect impacts, are 
completely extra, compared with BEA (2005) coverage. These are as follows: 
 
5) Government Expenditure (Collective): made by departments and agencies associated with 
Travel and Tourism, such as tourism promotion, aviation administration, security services and 
sanitation services. 
 
6) Capital Investment by the private and public sectors, to provide facilities, equipment and 
infrastructure to visitors. 
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7) Exports (Non-Visitor) include consumer goods sent out-of-state for ultimate sale to visitors 
(such as clothing and electronics), and also capital goods (such as civilian aircraft and passenger 
cruise ships) used in the tourism industries. 
 
Travel and Tourism Economy captures the broader “economy-wide” impacts of combined items 
1) to 7), both direct and indirect, for Gross State Product, Employment and all Taxes.  
 
Imports are given as the residue of combined demand value of 1) to 7) less Gross State Product 
direct plus indirect impacts. This result is a property of I-O model impacts: Imports (direct plus 
indirect) plus Gross State Product (direct plus indirect) amounts to full Final Demand value. Gross 
State Product is at Market Prices, meaning that all related indirect business taxes less subsidies are 
included. 
 
Main differences of WTTC (2001) from Henry & Deane (1997): 
 
Completely extra WTTC items are those listed above as 2), 4), 5), 6) and 7). Extra WTTC coverage 
occurs in 1) by way of “Outbound tourism demand” and also by inclusion of extra South Carolina 
in-state travel costs covering gasoline and depreciation cost of automobile usage. 
 
We may note here again that treating items 2), 4) and 5) as Final Demands requires a reduction of 
their Intermediate relevant rows by equal amounts, and moving these row reductions below the 
Intermediate (Inter-industry) interacting A-matrix. Otherwise, double-counting of derived 
multipliers and impacts occurs, as over-estimates spread over all Final Demands regarded as 
potential impact stimuli.  
 
WTTC (2001) valuation is at producers’ prices, compared with Henry and Deane values at basic 
prices. Loss of precision of impacts by using producers’ prices can be illustrated as follows. 
Tobacco Products usually carry a heavy Excise tax, aimed at Personal Consumption Expenditure 
(PCE), whereas Merchandise exports of Tobacco Products are free of all such tax. Let us take 
$100million (m) of exported Tobacco Products having Value Added (VA) of say $20m at producers 
prices, with zero Excise tax, thus giving a VA direct input (or absorption) coefficient of 0.20.  
 
Now consider $100m of Tobacco Products at producers’ prices purchased by PCE and containing 
$25m of Excise tax, thus leaving $75m corresponding to the Exports $100m, and thus having a 
further VA component of $15m. The PCE purchase accordingly has a combined VA of $40m, 
leaving $60m for other input costs of production, versus $80m of the exported $100m. For correct 
analysis, two distinct sets of direct input (or absorption) coefficients should apply, to get direct 
impacts of the two kinds of Final Demand $100m outputs at producers prices.  
 
The overall total Tobacco Products output value at producers’ prices gives a set of average direct 
input coefficients, which distribute in effect the Excise tax impact pro rata output value at 
producers’ prices, over all output allocations. In view of the discussion of the two previous 
paragraphs, this outcome can be seen to be less precise than removal of the Excise tax from VA and 
valuation of output at basic prices, with Excise tax added (in a separate Tax row) mainly in the PCE 
column. Some Intermediate purchases of Tobacco Products might also have Excise tax removed or 
rebated. 
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ANNEX  C: USE OF IMPLAN PACKAGE TO COMPUTE SOUTH 
CAROLINA TOURISM IMPACTS 
 
Introduction 
 
Staff of the Department of Parks, Recreation and Tourism calculate annual South Carolina Travel 
and Tourism impacts, by using the IMPLAN software package, including related data files. The 
most recent package version is IMPLAN Professional Version 2.0 Social Accounting and 
Impact Analysis Software, the 3rd edition dated February 2004, by authors Minnesota IMPLAN 
Group Inc. 
 
Three stages of the impact calculations are briefly outlined below. First Stage is preparing data on 
estimated Travel and Tourism expenditure for say year 2003, before applying IMPLAN. Second 
Stage is using IMPLAN to break down and re-arrange First Stage data so as to give 60-sector Final 
Demand values of domestic outputs at producers prices, with South Carolina Imports (of goods and 
services) deducted. Third Stage is computing impacts as Type I (direct plus indirect) or Type II 
(direct plus indirect plus induced), and reporting results. We now review briefly each of these three 
stages.   
 
First Stage: 
 
Departmental staff prepare South Carolina Travel and Tourism expenditures of the same definitions 
and coverage as those of WTTC (2001), listed and discussed in Annex B above. Also relevant are 
the guidelines of the WEFA Methodology Report. 
 
Some nine expenditure groups are compiled at purchasers’ prices, as listed with their 2003 values in 
Table 1.2 of Part 1 of Chapter 2 Economic Impact Measurement. Regarding “Exports (Non-
Visitor)”, the WEFA Report Appendix E lists U.S.-agreed percentages of merchandise exports, such 
as 3.4% of South Carolina Agriculture exports to other U.S. states and 3.6% of such exports to the 
rest of the world. For vehicles including ships and aircraft, the respective percentages are 24.7 and 
28.0. 
 
For some groups, a further breakdown is made by Departmental staff. For example, the South 
Carolina 2003 Visitor Exports (out-of-state visitors) total $6,791.4m has been broken down into ten 
sub-heads: Gas and Oil $528.2m, Maintenance $235.4m, Tires etc. $103.9m, Auto Rental $216.9m, 
Air Transport $717.4m, Lodging $1588.0m, Restaurant $1628.6m, Entertainment $581.7m, Retail 
$746.1m, Groceries $445.2m. All these values include South Carolina imports, not yet deducted.  
 
Second Stage: 
 
The IMPLAN package is put to work on these data so as to re-arrange them as domestic (South 
Carolina) outputs of production sectors at producers’ prices, with trade margins and transport 
charges listed separately, and all imports deducted. For example, the 2003 Visitor Exports worth 
$6,791.4m have a total domestic output $5,742.9m, thus showing residual Imports worth 
$1,048.5m. 
 
We may check that IMPLAN has the same definition of values at producers’ prices as does 
WTTC (2001). The IMPLAN manual (on page 109) states “Note: all values in input-output models 
are in producers prices”. We may surmise that “values at basic prices” get no mention throughout 
the manual.  
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On pages 104-105 of the manual we find: “Purchasers’ prices are those paid at the retail level. A 
purchaser price actually includes a mix….. retail markup, transportation costs from the producer to 
the retailer, and the price at the factory door”.  
“Producer prices are those paid at the factory door”. 
 

Value Added is the residue of input costs, which add up to a sector’s output at producers prices (for 
IMPLAN procedures). On manual page 249 we see four components of Value Added, namely: 1. 
Employee compensation; 2. Proprietor income; 3. Other property income; 4. Indirect business taxes. 
Regarding 4, the text says: “Indirect business taxes consist primarily of excise and sales taxes paid 
by individuals to businesses. These taxes occur during the normal operation of these businesses, but 
do not include taxes on profit or income.” 
 

We may accordingly conclude that IMPLAN does have the same definitions as those of WTTC 
(2001), and that Value Added of outputs at producers’ prices does carry Indirect Business Taxes as 
one of its components. 
 

The manual Part 11 Database Elements (pp. 123-129) describes the data background, a few aspects 
of which may be mentioned here as additional information. The IMPLAN databases have two major 
parts: 1) U.S. national-level I-O matrices and tables of up to 528 sectors; 2) economic data at the 
State (here South Carolina) level (page 123). 
 

The national I-O matrices are used with regional (South Carolina) data to create a regional (South 
Carolina) model, and can be edited to reflect knowledge of local conditions. (A 60-sector I-O 
system is used for South Carolina). When a dataset is purchased, it includes a national matrix 
dataset, and shows what percentage of the total production of a commodity is produced in each 
industry (page 124). These datasets can be updated for the Department of Parks, Recreation and 
Tourism by consulting Global Insight Inc. 
 

Employment is listed as a single number of jobs for each industry. All IMPLAN databases after 
1985 include both full-time and part-time workers in employment estimates. In the IMPLAN (1985) 
database, employment is given as number of full-time equivalent jobs (page 125). 
 

The manual (page 103) lists Key Assumptions, one of which is the “industry technology 
assumption”, used by IMPLAN for data collected on an industry-by-commodity basis, and then 
converted into industry-by-industry matrices. It assumes that an industry uses the same technology 
to produce all its products. The practical outcome of this assumption is that a fixed set of direct 
input (or absorption) coefficients is assumed to apply to all products comprising the output of a 
specified industry. There is an alternative treatment known as the “commodity technology 
assumption”, which would apply the “most likely” input cost structure (and derived absorption 
coefficients) to the total value of each commodity as such. 
 
Third Stage: 
 
IMPLAN computes multipliers and derives impacts from the specified Final Demand values. Part 2 
Tables 1.3 and 1.4 illustrate these by way of Travel and Tourism results of year 2003. Impacts are 
Type I (direct plus indirect) or Type II (direct plus indirect plus induced), as required, and these 
results are reported. Any further detailed description is not required here. 
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ANNEX D: AN OVERVIEW OF INPUT-OUTPUT ANALYSIS 
 
1. INTRODUCTION 
 
Economic input-output analysis studies the interdependence of producing and consuming sectors 
within a modern economy, and shows the inter-relations among different sectors, which purchase 
goods and services from other sectors and also sell their outputs to other sectors. In making a study 
of this kind, the various economic flows are entered in an input-output transactions table. This table 
is specially designed to provide a concise and systematic arrangement of all economic activity 
within a state or region.   
 
It has always been recognized that the object of economic analysis is to satisfy “Final Demand”. To 
Professor Wassily Leontief goes the credit for exploiting this fact in his designing what is called the 
“open static model”. Final Demand comprises Exports, Government Current Consumption, Capital 
Formation, and Household Consumption, of goods and services. In the open static model, Final 
Demand is assumed to be related to demands of other sectors, but is autonomously determined by 
factors outside the system. Labour is considered as an input but not as a product of Households. 
These kinds of open static models are widely used to provide economic impact estimates. 
   
An input-output (I-O) transactions table may be viewed as a comprehensive, detailed and consistent 
framework for organizing economic statistics. In the process of assembling and compiling the table, 
inconsistencies, gaps and redundancies in the statistical system of an economy are revealed. Thus, I-
O table compilation has undoubtedly led to improved national statistics in countries where these 
tables are prepared. 
 
In what follows, section 2 discusses a 3-sector I-O “symmetric” transactions table at basic prices. 
Section 3 shows how to derive “direct input (or technical or absorption) coefficients” and “normal 
multipliers” (also called “interdependence coefficients”). Section 4 shows how the model treats 
Final Demand as the driving force of the whole economic system. For a more complete discussion, 
there is available the textbook “Input-Output Analysis and Its Applications” (1975) by R. 
O’Connor and E.W. Henry, Number 36 of Griffin’s Statistical Monographs and Courses. This text 
has numerous references to earlier published material. 
 
2. A 3-SECTOR TRANSACTIONS TABLE AS ILLUSTRATION 
   
The basic data-set of the I-O system is the Transactions Table, in which are entered values of the 
various economic flows (sales and purchases) within the economy during some particular year. In 
compiling the table, economic activity is divided into a number of sectors, based on Census of 
Production and other national statistical classifications. Output of each sector is distributed along a 
row in the upper portion of the table, while the corresponding column records all input costs of this 
sector. 
 
For purposes of economic impact estimation, the most useful table has a “symmetric” form, with 
values “at basic prices”. Table 1.5 following has these two properties. Being “symmetric” means 
that the sum of sales of output of each activity row has the same value as the sum of all input costs 
of the corresponding column. Being “at basic prices” means that sales values in each activity output 
row are at “economic cost of production”, without increases due to product taxes and trade margins, 
and without reductions due to product subsidies. All such taxes are recorded separately in one or 
more rows in the lower portion of the table, and similarly for subsidies, treated as negative taxes. It 
is clear that compiling this structure makes heavy demands on statistical data resources, given that 
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many costs appear naturally as “at purchasers’ prices”. The illustrative Table 1.2.1 following has 
three economic activities (or productive sectors), comprising an aggregated version of a 1960 Irish 
table of 9 sectors. 
 

Table 1.5 - I-O Transactions Table of 3 sectors, Ireland 1960 (IR£ million) 
Part 1: Overall structure having total Final Demand 

 
Outputs----------Æ 

Inputs below 
Agriculture 

 
 

(1) 

Industry 
 
 

(2) 

Services 
 
 

(3) 

Total 
Intermed. 
(1)+(2)+(3) 

(4) 

Total 
Final 

Demand 
(5) 

Total 
Output 
(4)+(5) 

(6) 
(1) Agriculture   2.180 81.687   1.143   85.010 115.335   200.345 
(2) Industry 27.209 98.036 25.457 151.202 386.917   538.119 
(3) Services 11.020 32.242 19.487   62.749 238.562   301.311 
(4)Total Intermediate 
(1)+(2)+(3) 

40.909 211.965 46.087 298.961 740.814 1,039.775 

Other Costs:       
(5) Imports   15.294 119.842    7.855 142.991  93.387   236.378 
(6) Indirect Taxes  11.559   49.257    9.200   70.016  35.945   105.961 
(7) less Subsidies   -7.317    -5.848   -6.701  -19.866  0   -19.866 
(8) Wages+ Profits 133.600 150.403 229.570 513.573 33.912   547.485 
(9) Depreciation cost    6.300   12.500   15.300   34.100  1.400    35.500 
(GNP at 
Market.Prices) 
(6)+(7)+(8)+(9) 

(144.142) (206.312) (247.369) (597.823) (71.257) (669.080) 

(10) Total Other 
Costs (5) to (9) 

159.436 326.154 255.224 740.814 164.644   905.458 

(11)Total Input 
(4)+(10) 

200.345 538.119 301.311 1,039.775 905.458 1,945.233 

Employment (000) 310 280 430 1,020 0 1,020 
 
The three productive sectors are Agriculture, Industry and Services, shown as filling the first three 
rows and columns of Table 1.2.1 Part 1. Sales of output are shown along rows, and input costs 
appear in corresponding columns. The symmetry is shown by Total Output of each sector being the 
same value (in IR£ million) as Total Input, for example 200.345 is what occurs for Agriculture. 
Column (4) shows total input costs of the three productive sectors, as the sum of entries in columns 
(1) to (3), and is called “Total Intermediate” (also called Total Inter-industry). The rest of output is 
sold to “Final Demand” (which may also be called Final Output), as shown in column (5). A four-
column breakdown of the latter is shown in Table 1.5 Part 2 below.  
 
Total Output is the sum of Intermediate and Final, as shown in column (6). Thus, Agriculture sells 
85.010 of its output as Intermediate inputs, most of which is the 81.687 sold to Industry in column 
(2). Agriculture also sells 115.335 to Final Demand, as shown in row (1) of column (5). The output 
allocations and input costs have similar meanings for the other two productive sectors, Industry and 
Services. Because values are at basic prices, trade margins on sales along rows (1) and (2) and 
Imports row (5) are included in Services row (3). 
   
For input costs, we may look at column (1), the Agriculture inputs. It buys a total 40.909 (denoted 
Total Intermediate of row (4)) from the three productive sectors. In rows (5) to (9) we see other 
input costs, as listed, and making a total cost 159.436 as shown in row (10). Its Total Input 200.345 
of row (11) is the sum of the entries in rows (4) and (10), namely 40.909 plus 159.436. 
 
Row (5) allocates Imports of goods and services, having merchandise valued c.i.f. (cost, insurance, 
freight), with Agriculture buying 15.294. Components of Gross National Product (GNP) enter the 
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scheme in rows (6) to (9). Indirect Taxes of row (6) column (1) have value 11.559, and comprise 
various taxes on fuels used in Agriculture, Rates on property, vehicle license costs, etc. Subsidies 
entered negative in row (7) show –7.317 applied to Agriculture. These are mainly subsidies to 
farmers, as producers, and their negative effect generates an equal positive effect (increase) on 
farmers’ profits included in row (8) Wages and Profits 133.600, for all other costs and total input 
remaining fixed. Row (9) shows a Depreciation cost of 6.300 in the Agriculture column (1) as 
covering “wear and tear” of capital equipment. The total of rows (6) to (9) is shown in parentheses 
as GNP (Gross National Product) at Market Prices. This row is denoted GNP rather than GDP 
(Gross Domestic Product) because Final Demand (the Exports column) shows 33.912 in row (8) 
Wages + Profits, as a net inflow of income from outside the State. 
 

The transactions table as such is completed by row (11) Total Input entries. However, it is 
convenient to add an Employment row, as shown, having values in thousand manyears. The total 
1,020,000 shows 310,000 in Agriculture, as against a smaller value 280,000 in Industry, thus 
indicating a 1960 Irish economy relatively under-developed, and with 430,000 employed in 
Services. 
 

Table 1.5 Part 2 following needs only brief description, given that the row are as described for Part 
1 above. Column (5)(a) displays Household Consumption expenditure, of total value 502.571 as 
shown in row (11). Here, Services row (3) carries all trade margins, and Indirect Taxes row (6) 
takes all such taxes including Import Duties. Column (5)(b) shows Government Consumption 
expenditure, of total value 70.737, and including 2.500 cost of Depreciation on various Government 
properties.  
 

Table 1.5 - I-O Transactions Table of 3 sectors, Ireland 1960 (IR£ million) 
Part 2: Final Demand detail by way of 4 columns 

 
Outputs----------Æ 

Inputs below 
Household 

Consumption 
Expenditure 

(5) (a) 

Government. 
Consumption 
Expenditure. 

(5)(b) 

Gross 
Capital 

Formatio
n 

(5)(c) 

Exports 
Goods & 
Services, 

Income net 
inflow 
(5) (d) 

Total 
Final 

Demand 
(5) 

(1) Agriculture   62.111    0.803   2.671   49.750 115.335 
(2) Industry 207.086  14.821 61.732 103.278 386.917 
(3) Services 139.195  50.849   6.428   42.090 238.562 
(4)Total 
Intermediate 
(1)+(2)+(3) 

408.392  66.473 70.831 195.118 740.814 

Other Costs:      
(5) Imports  62.295   1.764 25.983    3.345  93.387 
(6) Indirect Taxes  31.884    0.886    3.175  35.945 
(7) less Subsidies   0     0 
(8) Wages+ Profits   0    33.912 33.912 
(9) Depreciation cost   0   2.500 -1.100   1.400 
(GNP at 
Market.Prices) 
(6)+(7)+(8)+(9) 

(31.884) (2.500) (0.214) (37.087) (71.257) 

(10) Total Other 
Costs (5) to (9) 

  94.179   4.264 25.769  40.432 164.644 

(11)Total Input 
(4)+(10) 

502.571 70.737 96.600 235.550 905.458 

Employment (000)  0   0   0  0 0 

 
Column (5)(c) treats Gross Capital Formation, of total value 96.600, and covering both fixed capital 
formation and inventory changes, positive or negative. The large row (2) Industry component 
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61.732 is largely building and construction, while imported capital goods make most of the row (5) 
value 25.983. The row (9) negative Depreciation value –1.100 is due to income (a negative cost) 
from sales of used capital assets.  Column (5)(d) treats Exports of Goods and Services and net 
inflow of income worth 33.912, with overall value 235.550 as shown in row (11). This column 
includes expenditure by Tourists from outside the State, broken down into components at basic 
prices. 
 
Finally, we may consider Table 1.2.1 as an extension of the National Accounts, as including also 
the background Intermediate sales and purchases underlying the 1960 economic output of goods 
and services and its generation of income. Let us now see how the National Accounts may be 
derived from the transactions table. By referring to Table 1.5 Part 1, we see Total Other Costs of 
aggregate value 905.458, and comprising GNP at Market Prices worth 669.080 and Imports costing 
236.378. We also see Total Final Demand as worth 905.458 in aggregate. The latter less Imports 
236.378 gives a value 669.080 identical with that of GNP, and referred to as “GNP Expenditure”. 
The GNP as detailed across the bottom rows is the I-O version of “GNP by Sector of Origin”. Thus 
we have set up within the I-O framework these two layouts of GNP, one by sector of origin as 
generating the spending power, and the other as actual expenditure on goods and services after 
deducting costs of imports covered by sales of exports. 
 
3. DIRECT INPUT COEFFICIENTS AND NORMAL MULTIPLIERS 
 
This Part shows how a model is developed from the transactions table, on the assumption that input 
costs stay in fixed proportions of total input of each column of the productive sectors. Given this 
assumption, a complete transactions table can (in effect) be developed from any specified column of 
Final Demand at basic prices. To keep our discussion short, we first consider direct input 
coefficients derived from the first three columns of Table 1.5 Part 1, and shown in Table 1.6 

 
Table 1.6 - Direct Input Coefficients derived from Table 1.5 Part 1 

   
Outputs----------Æ 

Inputs below 
Agriculture 

 
 

(1) 

Industry 
 
 

(2) 

Services 
 
 

(3) 
(1) Agriculture 0.01088 0.15180 0.00379 
(2) Industry 0.13831 0.18218 0.08449 
(3) Services 0.05501 0.05992 0.06467 
(4)Total Intermediate(1)+(2)+(3)    
Other Costs:    
(5) Imports 0.07634 0.22271 0.02607 
(6) Indirect Taxes 0.05770 0.09154 0.03053 
(7) less Subsidies -0.03652 -0.01087 -0.02224 
(8) Wages+ Profits 0.66685 0.27950 0.76190 
(9) Depreciation cost 0.03145 0.02323 0.05078 
(GNP at Market.Prices) 
(6)+(7)+(8)+(9) 

(0.71947) (0.38340) (0.82098) 

(10) Total Other Costs (5) to (9)    
(11)Total Input (4)+(10) 1.00000 1.00000 1.00000 
Employment (000) 1547.33 520.33 1427.10 

 
 
 
All coefficients are rounded to 5 decimal places, with irrelevant rows left blank. The sum of the 
entries in each column (excluding GNP subtotal in brackets) should be 1.0, but rounding errors give 
small differences such as 0.00002 from the correct column sum shown in row (11). Employment 
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coefficients are also shown. Table 1.6 entries are derived from corresponding Table 1.6 Part 1 
entries as those column values divided by Total Input of that column, for example, the Table 1.6 
coefficient 0.13831 in row (2) column (1) is given by 27.209 / 200.345. 
 
To show how the model uses the data set out above, we need to express the model as three 
simultaneous linear equations, requiring algebraic statement and solution, as follows: 
 
Model based on simultaneous linear equations 
 
Our Table 1.2.1 has three productive sectors, thus giving rise to three simultaneous equations. We 
first generalize the three row sums of Table 1.2.1 Part 1 top three rows as equation-set (3.1): 
 
 
X1,1 + X1,2 + X1,3 + Y1 = X1 
 
X2,1 + X2,2 + X2,3 + Y2 = X2                    (3.1) 
 
X3,1 + X3,2 + X3,3 + Y3 = X3 
 
This states systematically that each row sum comprises the three Intermediate values plus total Final 
Demand of that row. We now remember that the symmetric table has identical Total Input values 
X1 etc. for columns (1) etc. Thus our Table 1.3.1 direct input coefficients of rows and columns (1) 
to (3) can be brought into the model, by expressing them as a1,1, a1,2, a1,3 for Table 1.3.1 row (1), 
and so on. Then we replace the X1,1 etc. of (3.1) above by a1,1X1, meaning a1,1 multiplied by X1, 
and so on. For example, for the numeric data given above, X1,1 has value 2.180, which is the same 
as a1,1 of value 0.01088 multiplied by X1 of value 200.345.  We now re-express (3.1), keeping the 
Y values unchanged, as equation-set (3.2): 
 
 a1,1X1 + a1,2X2 + a1,3X3 + Y1 = X1 
  
 a2,1X1 + a2,2X2  + a2,3X3 +Y2  = X2        (3.2) 
 
 a3,1X1 + a3,2X2  + a3,3X3 + Y3 = X3 
 
These re-arranged become set (3.3): 
 
(1 – a1,1)X1 – a1.2X2 – a1,3X3   =  Y1 
 
 - a2,1X1  +(1 – a2,2)X2 – a2,3X3 = Y2       (3.3) 
 
- a3,1X3  - a3,2 X2  + (1-a3,3)X3 =  Y3 
 
This set of coefficients of the X variables is called the “(I – A) matrix”. 
 
For the set of a-coefficients (called the A matrix) given, and the Y values specified, we solve the set 
of three equations to find the X values solution. 
 
Algebraically, the solution involves a new set of b-coefficients, referred to as the Leontief Inverse 
or the (I –A) Inverse. The formal solution is given as set (3.4): 
 
X1 = b1,1Y1 + b1,2Y2 + b1,3Y3 
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X2 = b2,1Y1 + b2,2Y2 + b2,3 Y3           (3.4) 
 
X3= b3,1Y1 + b3,2Y2 + b2,3 Y3 
 
We now seek a solution based on our A matrix of the first three rows of Table 1.6 above, and 
following the form of equation set (3.3) above, denoted (3.5): 
 
(1 - 0.01088)X1 – 0.15180X2 –   0.00379X3    =  Y1 
  
-0.13831X1   + (1 – 0.18218)X2 – 0.08449X3 = Y2           (3.5) 
 
-0.05501X1 – 0.05992X2 + (1 – 0.06467) X3  = Y3  
 
The three compound coefficients in brackets need to be reduced, to give (3.6): 
 
0.98912X1 -  0.15180X2  - 0.00379X3  = Y1 
 
-0.13831X1 +0.81782X2  - 0.08449X3  = Y2                  (3.6) 
 
-0.05501X1 - 0.05992X2 + 0.93533X3 = Y3 
 
The solution of these three simultaneous equations is set (3.7) following: 
 
X1 = 1.03941Y1 + 0.19453Y2 + 0.02179Y3 
 
X2 = 0.18331Y1 + 1.26522Y2 + 0.11503Y3                  (3.7) 
 
X3 = 0.07287Y1 + 0.09249Y2 + 1.07780Y3 
 
The set of b-coefficients applied to the Y values in (3.7) is the (I –A) Inverse of this set of a-
coefficients, namely the matrix A of the top section of Table 1.6. We may note here that any 
meaningful Y values will give a meaningful set of sector outputs X1, X2, etc., by using them in 
solution set (3.7). For example, we can apply the Y values of Table 1.5 Part 1, the Total Final 
Demands of column (5), and by multiplying each matching pair and adding, get as follows: 
 
(1.03941 x 115.335) + (0.19453 x 386.917) + (0.02179 x 238.562) giving 200.343 
 
(0.18331 x 115.335) + (1.26522 x 386.917) + (0.11503 x 238.562) giving 538.119 
 
(0.07287 x 115.335) + (0.09249 x 386.917) + (1.07780 x 238.562) giving 301.312 
 
These are very close approximations of the correct Table 1.5 total outputs of Agriculture, Industry 
and Services, respectively. This exercise verifies our coefficient calculations above as being correct. 
We may also notice here that from estimated total outputs we can derive the complete Intermediate 
column details, simply by scaling up each Table 1.6 column of direct input coefficients by the 
estimated total outputs, having same values as total inputs. 
Various Multipliers of Final Demand 
 
Multipliers are generally thought of as coefficients applied to (multiplied by) specified Final 
Demand values (at basic prices) of productive sectors e.g. Agriculture, to yield impacts. Here we 
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shall consider two kinds, namely “Direct” and “Direct plus Indirect” or “Normal”. In Part (or 
section) 4 below we shall consider larger multipliers involving Household expenditure and thus 
including “Induced” impacts also. Besides sector output values, we want to know impacts for GNP, 
Employment, and Imports. (A different view, through Ratio Multipliers, is given towards the end of 
section 4 below.) 
 
 
Direct Multipliers: 
 
All direct input coefficients are Direct Multipliers. Thus, Table 1.6 provides a complete set for 
use by Table 1.5 Part 2 Final Demands. As examples, Household expenditure on Agriculture output 
shows 62.111, which of course has the same value as this direct impact on output of Agriculture. 
The GNP direct impact of this is 44.687 IR£ million, given by 62.111 x 0.71947, and the 
Employment direct impact is 96,016 manyears, given by 62.111 x 1547.33. 
 
Direct plus Indirect (or Normal) Multipliers 
 
These essentially are of two kinds: 1) for sector outputs; 2) for GNP, Imports and Employment. 
 

1) Output multipliers: these are the set of coefficients shown above in (3.7) and called the (I –
A) Inverse, or any outputs derived by applying them to matching Final Demands and adding 
as appropriate. An example appears above following (3.7), and showing how Table 1.5 
Total Final Demand implies total sector outputs. 

 
2) Multipliers for GNP etc.: these require matching each Table 1.6 row  

against a column of the (I –A) Inverse, multiplying matching pairs and adding. Thus, the 
Agriculture GNP Normal multiplier has value 0.87792, given by (0.71947 x 1.03941+ 
(0.38340 x 0.18331) + (0.82098 X 0.07287). 
The Industry GNP Normal multiplier is 0.70098, given by 
(0.71947 X 0.19493) + (0.38340 x 1.26522) + (0.82098 x 0.09249). 
Table 1.7 following summarizes Normal multiplier results based on the 3-sector model 
being used with the data presented above. 

 
Table 1.7 - Normal (Direct + Indirect) Multipliers per Unit Final Demand, 

Derived from Table 1.3.1 data 
Description Agriculture (1) Industry (2) Services (3) 
GNP 0.87792 0.70098 0.94463 
Imports 0.12207 0.29904 0.05538 
(GNP + Imports) (0.99999) (1.00002) (1.00001) 
Employment (manyears per £ million) 1,807.68 1,091.32 1,631.70 

 
These Normal multipliers are “per unit Final Demand”, indicating that those in the Agriculture 
column (1) give impacts due to one unit (IR£1 million) of Final Demand for the output of 
Agriculture. Such unit Final Demand generates or implies 0.87792 units of GNP, 1807.68 manyears 
of Employment, and requires 0.12207 units of Imports of goods and services. Similar meanings 
apply to the multipliers in the Industry (2) and Services (3) columns of Table 1.7 
 
The row of values for GNP plus Imports (in parentheses) shows approximate unit values in all 
columns. This important property applies to the sum of Normal multipliers derived from the “Other 
input costs” rows of the transactions table, and provides a valuable check on correct values of direct 
input coefficients, etc. What it says in effect is that each unit of Final Demand is filled in exactly by 
the sum of the Normal multipliers derived from “Other input costs” rows. As in the numeric 
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example being studied, a useful set is the two rows GNP and Imports. We see that one unit of 
Agriculture final demand generates some 88 percent GNP with some 12 percent Imports required, 
per column (1) of Table 1.7 By contrast, per column (2), Industry unit final demand generates only 
some 70 percent GNP, with some 30 percent Imports required.  
 
A word about computer calculations is in order here. The Microsoft Excel package has “Array” 
facilities, which can multiply matrices and vectors by using “MMULT”. Matrix inversion is 
provided by “MINVERSE”. This latter formula or calculator can be applied to an (I –A) matrix 
such as the set of coefficients of (3.6) above, to provide the (I – A) Inverse given by the coefficients 
of (3.7) above.  
 
4. HOUSEHOLD EXPENDITURE IMPACTS AND INDUCED IMPACT EFFECTS 
 
This Part first describes an impact exercise showing direct and indirect impacts of the Household 
Expenditure column (5)(a) of Table 1.5 Part 2 above. This exercise shows what can be done with 
available data similar to Table 2.1. A discussion is then offered about Induced impacts, and how to 
approach Government Income estimates which cannot be made from the Table 1.5 data as such. 
 
Household Expenditure direct and indirect impacts: 
 
Direct impacts are first shown in Table 1.8 These are estimated by applying Table 1.6 direct input 
coefficients to Household expenditure rows (1) to (3) and adding on relevant entries of the 
Household expenditure column itself. 
 

Table 1.8 - Direct impacts of Household Expenditure (Table 2.1 Part 2) 
 

Description Hold 
Expend 

 
(1) 

GNP 
direct 
coeffic 

(2) 

Imports 
direct 
coeffic 

(3) 

Employm 
direct 
coeffic 

(4) 

GNP 
impact 
(1) x (2) 

(5) 

Imports 
impact 
(1) x (3) 

(6) 

Employm  
impact (1) 

x (4) 
(7) 

Agriculture (1)   62.111 0.71947 0.07634 1547.33   44.687    4.742   96,106.2 
Industry (2) 207.086 0.38340 0.22271  520.33   79.397  46.120 107,753.1 
Services (3) 139.195 0.82098 0.02607 1427.10 114.276    3.629 198,645.2 
GNP at Mkt. Pr.   31.884      31.884   
Imports 62.295      62.295  
Employment  0       
TOTAL     270.244 116.786 402,504.5 

 
Household expenditure values are shown in column (1), with direct multipliers of Table 1.8 in 
columns (2) to (4). Derived impacts appear in columns (5) to (7). We see total Direct impacts of 
GNP worth IR£270.244 million, Imports costing IR£116.786 million, and Employment of 402,505 
manyears. 
 
Direct plus Indirect impacts are shown in Table 1.9, which has the same layout as Table 1.8. The 
Normal multipliers are taken from Table 1.7. 
 
 
 
 
 
 
 
 



                                                                                                                       South Carolina Tourism Action Plan 

 

 

Tourism Development International Ltd                                                                                          July 2006 
 

32 

Table 1.9 - Direct plus Indirect impacts of Household Expenditure  
(Table 1.2.1 Part 2) 

 
Description Hhold 

Expend 
 

(1) 

GNP 
normal 
multipl. 

(2) 

Imports 
normal 
multipl. 

(3) 

Employm 
normal 
multipl. 

(4) 

GNP 
impact 
(1) x (2) 

(5) 

Imports 
impact 
(1) x (3) 

(6) 

Employm  
impact (1) 

x (4) 
(7) 

Agriculture (1)   62.111 0.87792 0.12207 1807.68   54.528    7.582 112,276.8 
Industry (2) 207.086 0.70098 0.29904 1091.32 145.163  61.927 225,997.1 
Services (3) 139.195 0.94463 0.05538 1631.70 131.488    7.709 227,124.5 
GNP at Mkt. Pr.   31.884      31.884   
Imports 62.295      62.295  
Employment  0       
TOTAL     363.063 139.513 565,398.4 

 
Derived impacts again appear in columns (5) to (7). We see total Direct plus Indirect impacts of 
GNP worth IR£363.063 million, Imports costing IR£139.513 million, and Employment of 563,398 
manyears. To obtain Indirect impacts as such, we subtract Table 4.1 values from those of Table 
1.9. Thus, we find Indirect GNP worth IR£92.786 million, and Employment of 162,893 manyears.  
 
The Normal (direct plus indirect) multipliers have been described above, before Table 1.6 just as 
formulae, without explanation. Table 1.10 following shows that the Normal multipliers are “short-
cut” ways of getting direct + indirect impacts from Final Demand stimuli without having to estimate 
sector outputs first.  
 

Table 1.10- A Transactions Table of Household Expenditure  
(Table 1.2.1 Part 2) Direct plus Indirect Impacts   (IR£ million) 

 
Outputs----------Æ 

Inputs below 
Agriculture 

 
(1) 

Industry 
 

(2) 

Services 
 

(3) 

Household 
Expenditr. 

(4) 

Total Output 
(1) to (4) 

(5) 
(1) Agriculture   1.174 43.932     0.658   62.111 107.875 
(2) Industry 14.920 52.724   14.676 207.086 289.406 
(3) Services   5.930 17.341   11.233 139.195 173.703 
(5) Imports   8.235 64.454     4.528  62.295 139.512 
(6) Indirect Taxes   6.224 26.492     5.303  31.884   69.903 
(7) less Subsidies  -3.937  -3.146    -3.863   0  -10.946 
(8) Wages+ Profits 71.937 80.889 132.344   0 285.170 
(9) Depreciation cost   3.393   6.723     8.821   0   18.937 
(GNP at 
Mkt.Prices) 
(6)+(7)+(8)+(9) 

(77.614) (110.959) (142.607) (31.884) (363.064) 

Total Input (1)to(9) 107.876 289.407 173.703 502.571 1,073.557 
Employment 
(manyr) 

166,920 150,587 247,892  0 565,399 

 
Table 1.4.3 entries have been estimated as follows. We substitute the three Household column 
sector values (62.111 etc.) as Y1, Y2, Y3 in solution (3.7) above and thus obtain total outputs (same 
as total inputs) X1 = 107.876, X2 = 289.407, X3 = 173.703. We next scale up these latter by Table 
1.6 direct input coefficients. We also put in the original Household column, and add by rows to 
obtain the transactions table and Employment as set out in Table 1.10. 
 
We see that Table 1.10 is a symmetric transactions table derived from Household expenditure and 
showing impacts the same as those of Table 1.9, subject to small differences due to rounding errors. 
GNP again shows the value 363.06 and Employment shows about 565,400 manyears. This implies 
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that each Final Demand column has a background transactions table covering direct + indirect 
impacts, and that the sum of these tables would give the full transactions table corresponding to 
Table 1.5 of the example being used. 
 
Ratio Multipliers: 
 
These simply compare any direct + indirect impact with its corresponding direct impact, as a ratio 
exceeding unity. For example, out of Tables 1.8 and 4.1, the GNP ratio is 1.3435, given by 363.063 
/ 270.244, and the Employment ratio is 1.4047, given by 565398.4 / 402504.5. Such ratios could be 
useful, if a direct impact were available, but proper calculation of direct + indirect impacts were 
difficult or impossible. Some reasonable estimate of the latter could be made by applying the ratio 
multiplier to the given direct impact, for assumed similar economic structures and conditions. 
 
Induced Impacts: 
 
These impacts occur through spending the Household Income (take-home pay) generated by the 
Direct plus Indirect impacts, after deducting Income Tax and Corporation Tax from Wages + 
Profits, and allowing for Savings and possible profits outflows abroad (via foreign companies 
operating within the State).  
 

The full proper treatment of the transactions table (like Table 1.5 above) requires a row for 
disposable Household Income matched by a column of Household Expenditure and Savings. This 
full development requires a further three rows and matching columns. The development of these 
four rows and columns is clearly described in Appendix A of the Henry and Deane article in 
Tourism Management, Volume 18, Number 8, pp. 535-553, 1997, as applied to a 13-sector Irish 
transactions table for the year 1990. The title of this article is “The contribution of tourism to the 
economy of Ireland in 1990 and 1995”.   
 

Towards calculating Induced impacts, we include this Household row and column as part of the 
Intermediate (Inter-Industry) section of the transactions, and calculate multipliers for “Direct + 
Indirect + Induced” analogous to those of Table 1.7 above. Application of these to Final Demand 
(excluding Household expenditure) would give Impacts (direct + indirect + induced) analogous to 
those of Table 1.9. Subtraction of Table 1.9 values would give “Induced” impacts as such.  
 

What to do, when this full treatment is not possible, needs to be considered. Suppose we have a 
transactions table that permits impacts of Household expenditure to be calculated as shown in 
Tables 1.8 to 1.10 above. From these results we can derive direct + indirect multipliers per unit 
Household expenditure, as impact divided by total expenditure stimulus. For example, using Table 
1.8, our GNP multiplier is 0.7224, given by 363.063 / 502.571, and our Employment multiplier is 
1125.01, given by 565398.4 / 502.571. 
 

We now need to estimate how much Household Income occurs, out of the Wages + Profits of 
combined Direct + Indirect impacts. If this were 100 units, then by applying the two ratio 
multipliers shown above we would get GNP of 72.24 units and 112,501 manyears as our Induced 
impacts. These are smaller than results obtained through the full multiplier treatment, because they 
omit the “diagonal scaling-up” effect of the latter. However, they may be assumed to comprise 
roughly 80-90 percent of the full Induced impact. They could be scaled up by say 10 percent to give 
a better estimate. 
 

If we do not have any transactions table as such, our problem of estimating Induced impacts is 
much more difficult, and any estimates less precise. 
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Government Income: 
 

This final aspect needs a brief discussion. Table 1.5 shows the rows “Indirect Taxes” and negative 
“less Subsidies”, as obvious components of Government Income reduced by Subsidy payments. 
However, it is necessary to also estimate Income Tax and Corporation Taxes and remove them from 
Wages + Profits, so as to show further obvious components of Government Income. Thus, a table 
like Table 1.5 could be worked on, so as to get a “Government Income” row similar to the 
“Household Income” row described above.  
 
The full treatment is described in the Henry and Deane article referred to above. This treatment 
produces a column of Government Outgoings on Current Account, matching the Government 
Income row. Where this full treatment is not possible, we could still estimate a Government Income 
row, and calculate Direct and Normal multipliers in the usual way. For an Induced multiplier and 
impact, we could proceed in the same way as described above for Induced GNP and Employment. 
Here also, our estimates thus obtained could be increased by some 10 percent, to give better 
estimates. 
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ANNEX E: EXTRACTS OF SOUTH CAROLINA LEGISLATIVE     
CODE OF LAWS  

 
 

SOUTH CAROLINA LEGISLATURE CODE OF LAWS (EXTRACTS) 
 

DEPARTMENT OF PARKS, RECREATION AND TOURISM 
 

ARTICLE 1. 
 

 GENERAL PROVISIONS 
 

SECTION 51-1-10. Department of Parks, Recreation and Tourism created; governing commission; 
members; terms; vacancies.  
 

There is hereby created the Department of Parks, Recreation and Tourism which shall be a body 
corporate. The department shall be headed by a Director to be appointed by the Governor with the 
advice and consent of the Senate. The director shall be selected with special reference to his 
executive ability and experience and shall be vested with the duty and authority to oversee, manage, 
and control the operation, administration, and organization of the department subject only to the 
laws of this State and the United States. The director is subject to removal by the Governor as 
provided in Section 1-3-240(B).  
 

SECTION 51-1-15. Repealed by 1993 Act No. 181, Section 1272, effective July 1, 1993.  
 
SECTION 51-1-20. Director and other employees.  
 
The director shall employ such employees as may be necessary to operate the department 
commensurate with funds available. The employees, including the deputy directors, shall serve at 
the pleasure of the director.  
 
SECTION 51-1-30. Divisions of Department; administrators.  
 
The department shall be composed of the Division of Travel and Tourism which shall advertise, 
promote and encourage travel and tourist industry for the State; a Division of Parks and Recreation 
which shall develop and promote state parks and provide recreational programs in such areas; and 
other divisions which may be provided for by the General Assembly. Each division may be headed 
by a deputy director who shall be knowledgeable, either by training or experience, in the 
requirements of the division he is to direct.  
 
SECTION 51-1-40. Admission and other fees; gift and souvenir shop revenues.  
 
 (A) The department may impose a reasonable fee for admission to park and recreational facilities 
and these fee revenues must be used for park and recreational operations.  
(B) The department may impose a fee for the cost of vacation guides, research reports, educational 
conferences, technical planning assistance, technical drawings, and mailing lists. The fee must 
offset the actual cost of producing or providing these items or services and these offsetting revenues 
must be retained by the department in a restricted account. The revenues under this subsection in 
excess of actual cost must be remitted to the general fund of the State.  
(C) The department shall retain the revenues of the gift and souvenir shop it operates at the 
Boyleston House and these revenues must be used for departmental operation.  
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SECTION 51-1-50. Personnel of information centers.  
 
Notwithstanding any other provision of law to the contrary, information centers shall be staffed by 
persons hired and paid by the Department of Parks, Recreation and Tourism.  
 
SECTION 51-1-60. Powers and duties of department.  
 
The department may contract, be contracted with, use a common seal, and make and adopt 
regulations. No regulation may be promulgated affecting hunting and fishing except as provided in 
Section 51-3-145. The department may accept gifts and acquire by gift, purchase, or otherwise real 
estate and other property, but no real estate may be purchased or disposed of by the department 
except on approval of the State Budget and Control Board. The department shall keep accurate 
records showing in full the receipts and disbursements and the records must be open at any 
reasonable time to inspection by the public. The department shall submit annually to the General 
Assembly and the Budget and Control Board reports the board requires. The department shall have 
the following duties and responsibilities in addition to such other functions as may, from time to 
time, be assigned by legislative action or by the State Budget and Control Board:  
(a) to promote, publicize and advertise the state’s tourist attractions;  
(b) to promote the general health and welfare of the people of the State by developing and 
expanding new and existing recreational areas, including the existing State Park System;  
(c) to develop a coordinated plan utilizing to best advantage the natural facilities and resources of 
the State as a tourist attraction, recognizing that the State has within its boundaries mountainous 
areas and coastal plains, each of unsurpassed beauty, which with the easy accessibility now existing 
and being provided, has the potential of attracting many visitors in all seasons to take advantage of 
the natural scenery, the outdoor sports, including hunting, fishing and swimming, together with 
other recreational activities such as golfing, boating and sightseeing;  
(d) to include in its plan the preservation and perpetuation of our state’s rich historical heritage by 
acquiring and owning, recognizing, marking and publicizing areas, sites, buildings and other 
landmarks and items of national and statewide historical interest and significance to the history of 
our State. No area, site, building, or other landmark shall be acquired for its historical significance 
without the approval of the Commission of Archives and History.  
(e) to use all available services of the several agencies in the management of timber and game and 
such agencies when requested by the director shall render such cooperation and assistance as may 
be necessary; provided, that the State Forestry Commission shall continue the forestry program 
authorized under the provisions of Section 48-23-270.  
(f) to lease or convey portions of lands under its jurisdiction to municipalities and other political 
subdivisions charged with the responsibility of providing parks and recreation facilities; provided, 
that all such leases shall contain a clause to the effect that if such property ceases to be used as a 
recreation or park facility the lease shall be void and in the event of a conveyance the deed shall 
contain a clause providing that if such property ceases to be used as a recreation or park facility the 
title to such property shall revert to the department. All plans for the development of such lands 
shall be subject to the approval of the department and it shall retain the right to inspect such lands at 
such times as it considers necessary to determine if such lands are being used for parks and 
recreation.  
 
(g) to borrow from time to time from any source available such sums of money as the department at 
its discretion deems advisable at interest rates approved by the Budget and Control Board for the 
purposes of acquisition, construction, development and maintenance of such lands and facilities as 
the director is empowered to operate and issue evidences of such indebtedness thereof in the form 
of notes or bonds as may be determined by the director. The department may secure any sums 
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borrowed under the terms hereof by mortgage of any property or facilities owned by it and it may 
pledge any and all income from any of its properties or facilities. The State is in no manner liable 
for any debt incurred under the terms hereof but all such obligations shall be met by the department 
out of moneys coming into its hands from the property and facilities so pledged;  
(h) to enter into contracts with the United States Government, its various departments and agencies 
for the purpose of obtaining funds, property or any other purpose which will assist the department 
in carrying out the provisions for which it has been created;  
(i) to allocate funds made available to the department, other than funds specifically allocated to it by 
legislative appropriation or bond authorization, for development and improvement of park 
properties in the state system and historic sites approved by the Director of the Department of 
Parks, Recreation and Tourism and the South Carolina Archives and History Commission.  
The Department of Parks, Recreation and Tourism shall study and ascertain the state’s present park, 
parkway and outdoor recreational resources and facilities, the need for such resources and facilities, 
and the extent to which these needs are now being met. A survey shall be included to determine the 
land suitable and desirable to be acquired as a part of the state park and outdoor recreational system, 
due consideration being given to the scenic, recreational, archaeological, and other special features 
attractive to out-of-state visitors and to the people of the State. The results of this survey and study 
should be reported to the Governor and the General Assembly at the earliest practicable time.  
 
SECTION 51-1-70. Transfer of funds to department.  
 
All funds allocated to the various state departments for parks, tourism or recreation shall be 
transferred by the State Budget and Control Board to the Department of Parks, Recreation and 
Tourism.  
 
SECTION 51-1-75. Repealed by 1999 Act No. 100, Part II, Section 65, effective July 1, 1999.  
 
 
SECTION 51-1-80. Department may cooperate and enter into certain contracts with political 
subdivisions of State.  
 
The Department of Parks, Recreation and Tourism is authorized to cooperate and enter into certain 
contracts with political subdivisions of this State.  
 
SECTION 51-1-90. Transfer of functions from South Carolina Recreation Commission to 
recreation division within Department.  
 
All powers, duties, assets, liabilities, and properties of the South Carolina Recreation Commission, 
as created by Act 1037 of 1966, are transferred to the State Department of Parks, Recreation and 
Tourism to be incorporated into the Department as a separate division thereof. The recreation 
division shall be assigned such functions and responsibilities as the Director of the Department may 
prescribe including, but not limited to, those formerly exercised by the South Carolina Recreation 
Commission.  
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ARTICLE 3. 
 

 DIVISION OF COMMUNITY DEVELOPMENT. 
 
SECTION 51-1-300. Division established; management committed to deputy director.  
 
The Division of Community Development is a Division of Parks, Recreation and Tourism. The 
administration and management of the division is committed to the deputy director of the division.  
 
SECTION 51-1-310. Purpose and general duties.  
 
The division shall promote economic diversity in all areas of the State by extending to them the full 
benefits of tourism and recreation development. The division shall coordinate and act as a liaison 
with regional tourism organizations, local chambers of commerce, development agencies and other 
federal, state, regional and local agencies and organizations to promote economic and business 
development, the expansion of tourism, recreation, cultural, retirement, and heritage events. The 
division shall have such additional duties and responsibilities as may be assigned by the director of 
the department.  
 

ARTICLE 5. 
 

 FILM OFFICE DIVISION [REPEALED]  
 
SECTIONS 51-1-500, 51-1-510. Repealed by 1999 Act No. 100, Part II, Section 71(C), effective 
July 1, 1999.  
 
 
SECTIONS 51-1-500, 51-1-510. Repealed by 1999 Act No. 100, Part II, Section 71(C), effective 
July 1, 1999.  
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CHAPTER 23. 

 
 GRANTS FOR PARKS AND RECREATION 

 
SECTION 51-23-10. Definitions.  
 
For purposes of this chapter:  
(1) “County area” means the area included within the geographical boundaries of a county.  
(2) “Eligible entity” means any local governmental entity, including a special purpose district, 
within a county area applying for a grant under this chapter which has provided parks or recreation 
services for at least twelve months prior to the date of the application. The Department of Parks, 
Recreation and Tourism shall annually determine those local units which qualify as “eligible 
entities”.  
 
SECTION 51-23-20. Allocation of proceeds of Parks and Recreation Fund.  
 
The proceeds of the Parks and Recreation Development Fund (Fund) established pursuant to 
Section 12-21-4200 must be allocated annually as follows:  
(1) Twenty thousand dollars must be credited to the account of each county area.  
(2) Seventy-five percent of the remainder of the Fund must be credited to the account of each 
county area on a per capita basis according to the population estimates for counties prepared 
annually by the Bureau of the Census and published in “Current Population Reports”.  
(3) The remainder of the Fund must be allocated to the account of the Department of Parks, 
Recreation and Tourism. Amounts allocated to individual accounts in the Fund must be distributed 
as provided in Sections 51-23-30 and 51-23-40.  
 
SECTION 51-23-30. Grant program for planning, developing, and renovating park and recreation 
facilities.  
 
The department shall devise and administer a non-competitive program of grants to eligible entities 
within each county area for planning and development for new parks and recreation facilities or 
renovations of existing facilities. Grant funds may not be used to supplant existing funding for 
parks and recreation purposes nor may they be used to retire indebtedness incurred prior to July 1, 
1988. Grant awards must be made by the department according to criteria and administrative 
guidelines it shall develop and furnish to potential grant applicants. All grants must be in the form 
of reimbursements and no grant may be awarded unless the grantee matches the grant in an amount 
equal to at least twenty percent of the grant. All grant applications must be submitted in writing and 
signed by a majority of the members of the legislative delegation representing the eligible entity 
applying for the grant. Unexpended grant funds in any account may be carried forward for not more 
than three succeeding fiscal years, after which any unexpended funds must be reallocated on a 
statewide basis in the next fiscal year as part of the distribution to the Fund for that year.  
 
SECTION 51-23-40. Use of funds for administrative expenses.  
 
Funds allocated to the account of the department pursuant to this chapter must be used by it for 
planning, development, and renovation of new state parks and recreation facilities located therein 
except that the department may expend an amount not to exceed five percent of its annual allotment 
for the expenses of administering this chapter.  
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SOUTH CAROLINA CODE OF LAWS 
 

Code of Laws 
 

Title 51 - Parks, Recreation and Tourism 
 

Disclaimer 
 

This statutory database is current through the 2005 Regular Session of the South Carolina General 
Assembly. Changes to the statutes enacted by the 2006 General Assembly, which will convene in 
January 2006, will be incorporated as soon as possible. Some changes enacted by the 2006 General 
Assembly may take immediate effect. The State of South Carolina and the South Carolina 
Legislative Council make no warranty as to the accuracy of the data, or changes which may have 
been enacted since the 2005 Regular Session or which took effect after this database was prepared 
and users rely on the data entirely at their own risk. 
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ANNEX F: EXAMPLE OF INDUSTRY CONFEDERATION  
 
 
 
 
IRISH TOURIST INDUSTRY CONFEDERATION 
 
 
 
 
Leading our Tourist Industry 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

17 Longford Terrace, 
Monkstown, 
Co. Dublin 
Ireland 
 
Tel: +353 (0)1 2844222 
Fax: +353 (0)1 2804218 
email: itic@eircom.net 
Website:www.itic.ie 
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ANNEX H: COMMENTARY ON PRODUCT AUDIT  
 
 
In the course of the project the team visited each region of South Carolina and completed 
Audit Reports on a sample of the tourism product in the main tourist areas. 
 
These reports set out to provide a broad analysis of the areas visited from a tourism 
viewpoint, giving a brief description of the tourism facilities, attractions and future plans if 
any. If available, information on visitor numbers and markets is included. However this 
information was not available in many cases when the visits were made. Such information 
was acquired later  as part of the research completed by the project team. 
 
Each area is evaluated on a scale of 1 to 5 (1 poor, 5 excellent) for:  
 

• Significance – How significant is the location to tourism domestic and/or 
international, in itself or as a contributor to the economy of the state and the  
marketing/image of the state. 

 
• Uniqueness – Has it unique characteristics that are not found elsewhere within the 

state or in the USA. Has it characteristics that make it a special place to 
visit/experience. 

 
• Setting- Is it an attractive location, scenery, buildings, parks, waterways, access. 

 
• Condition – Is it well maintained, are the facilities and services safe, clean and 

operational. Is there adequate accommodation, restaurants etc. 
 

• Interest – Is it an interesting place, are there interesting things to do, will potential 
tourists be interested in visiting. 

 
• Potential – What is the level of potential for development and growth as a tourist 

location attracting additional visitors? Will its development contribute to the growth 
of tourism to the state and increase the economic impact. 

 
Overall the audit together with the general findings of the team has produced the following 
findings: 
 

• The state currently has a number of areas with a medium level of significance. The 
exceptions being the Coastal areas and particularly Myrtle Beach in economic terms 
while Charleston is of high significance to the image and marketing of the State.  

 
• The state presently has few areas with unique characteristics of any significance. 

 
• There is an abundance of attractive settings in the state, the plantations, mountains, 

rural areas and many towns. Again Charleston stands out but suffers from an 
unattractive access. 
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• The condition of most areas is good, towns are well maintained, the countryside is 

clean. In some areas more accommodation variety is needed and evening/night 
entertainment/things to do, are lacking. Myrtle Beach needs to upgrade the Boulevard 
area. 

 
• There are a number of interesting sites but they need to be better presented to attract 

visitors. 
 

• There is a high level of potential to develop tourism throughout the state. This will 
require policy, targets, better physical planning to protect the many tourism and 
environmental assets, investment, training, and incentives. Better air access to the 
state and road access to the coast will be necessary The Myrtle Beach area needs to be 
upgraded and repositioned in the marketplace. More emphasis on developing the 
inland tourism products is a must to ensure a variety of marketable tourist experiences 
and economic diversification. More night/evening attractions adjacent to day 
attractions will help to grow inland overnight stays and spread the tourism cake and 
avoid pressure points.  

 
In summary, South Carolina has much to offer tourists. Policy, asset protection and targets 
need to be agreed. The products need to be developed, packaged and marketed.  Access 
needs to be improved, more serviced accommodation and more four star hotels are required 
to increase the average spend.  
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ANNEX G: PRODUCT AUDIT SHEETS  
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Capital City, City Centre, Columbia  

Contact 
Person/position 
Ownership 
Tel/Email 

Miriam Atria, Susan, Louise 
Capital City/Lake Murray Country 
miriam@lakemurrycountry.com - 803 7815940 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The city centre has three main districts: 
Main Street – currently being upgraded but 
needs more landscaping along Main Street and 
more ‘active frontages’ 
Museum opened in 1988. Plans for a 
planetarium, observatory, 4D theatre. This is an 
excellent facility 
Arts Museum opened in 1950, updated in 1998. 
Famous for Italian renaissance. Very good. 
Fees for both museums are US$5. 
Vista – The State Museum is located in 1890’s 
textile mill - lots of interpretation. Located along 
river, hence the area is now receiving interest 
from developers – potential riverfront 
apartments. However, not a good place to be at 
night. Lacks good safe car parking. Night time 
entertainment geared towards students – special 
events, festivals. 
Five Points – A student quarter. Currently being 
upgraded. Many small shops but not busy 
 
Future plans for the city centre include 
developing the waterfront, new shopping 
complex, stadium. River Alliance Development 
Plans would significantly improve Columbia as a 
tourism destination.  

Photos 

 
 

 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Museums open daily.  
State Museum 180-200,000 pa, Arts 70,000 pa 
Cost av. Entrance fee $5  - see brochure 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic  

Profile 
 

Families, students, groups 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Lots of brochures. Ideas for tag line: where friendliness flows!!!! 
Operation of visitor centre. 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

3 
2 
2 
3 
2 
4 

Focus on convention market, shopping festivals. 
Upgrade the public realm 
Encourage more downtown apartments – get people living back in town 
Support the River Alliance River/Canal waterfront development plans. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
  

Context: 
Region/Location/Site        Capital City, Lake Murray 

Contact 
Person/position 
Ownership 
Tel/Email 

Miriam Atria, Susan, Louise 
Capital City/Lake Murray Country 
miriam@lakemurrycountry.com - 803 7815940 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Lake Murray is the largest tourism asset in the 
Region. 650 miles of shoreline. Around the lake 
are 27 golf courses, 2 State Parks, 10,000 hotel 
rooms and major sporting events held at 
University. 
Major fishing tournament – 5 events pa. 
Fireworks every New Year (paid for by tourism 
office!) 
Large residential community (villas) on lake but 
only 5 tourist cabins (residents don’t want more 
tourism!). Limited access for visitors. Only a few 
boat rentals, camping areas. 
 
Future plans for condominiums 
 
River Alliance Group to develop nature trails 

Photos 

 
 

     
 

 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year 

Who visits 
 

Domestic 

Profile 
 

Fishing and boating. Mainly residents and VFRs 
 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

The Lake is owned by E&G Power Company. There are no controls (you can do 
more or less what you like with your property – there is no master plan but new 
committee from the Lake Association recently formed to look at planning and 
controls. 
Dept of Natural Resources manage the shoreline. 

Promotion 
• Itinerary/tours 
• budget 
 

Boat tour accommodating 100 people – (mainly seniors). 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
2 
3 
2 
1 
2 

Possibility for Park expansion. 
Promote more weddings on lake 
Not really a tourism attraction! 
Potential for a better residential community with planning controls. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Capital City, Newberry 

Contact 
Person/position 
Ownership 
Tel/Email 

Miriam Atria, Susan, Louise 
Capital City/Lake Murray Country 
miriam@lakemurrycountry.com - 803 7815940 
Deborah Smith, Director of Opera House 803 2765179 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The focus of the town is the restored Newberry 
Opera House – the catalyst for redevelopment. 
The ‘champion’ is Dr Wiseman (retired dentist) 
Wealthy residential/retiree community, lots of 
antique shops… its an up and coming town with 
many residential schemes planned close to town. 
The town has a ‘slow pace of life’ atmosphere 
catering to 1 night stays. Tourism 
accommodation is in Hampton Inn (72 rooms) 
and several B&Bs 
 
The Opera House opened in 1998, has 426 seats 
and holds around 200 performances a year 
(Broadway, country, population, classical). They 
organise everything from hotel to golf bookings. 
 
Future plans for a conference centre behind the 
Opera House (200-300 people) 

Photos 
 

  
 

  
 

 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

About 200 days in year 

Who visits 
 

Domestic 

Profile 
 

Mainly residents from neighbouring towns and group tours (churches, seniors etc) 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Opera House Foundation 

Promotion 
• Itinerary/tours 
• budget 
 

Posters and brochure 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
4 
3 
4 
5 
5 

The town is focused around the Opera House. The public realm/main street could 
benefit from higher quality street furniture and landscaping and integrating the 
various historic buildings 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Capital City, Riverbank Zoo and Botanical Gardens 

Contact 
Person/position 
Ownership 
Tel/Email 

Miriam Atria, Susan, Louise 
Capital City/Lake Murray Country 
miriam@lakemurrycountry.com - 803 7815940 
Rachael (PR at zoo) 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Taken on tour of zoo by PR rep – Rachael 
 
The Zoo and Botanical Gardens cover 130 acres 
with over 2,000 animals in recreated habitats. 
Excellent facility – summer concerts, 
amphitheatre, children’s museum. 
Large education focus and programmes 
established for local schools. 
Famous for the Kuala Bears and Gorillas. 
Good public realm with ‘hands on’ 
facilities/interpretation. 

Photos 
 

 
 

 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Everyday – see brochure 
850,000 – 1 million visitors pa 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Schools and local family residents. They have over 35,000 household memberships 

Profile 
 

School children and local families 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

City owned and managed 

Promotion 
• Itinerary/tours 
• budget 
 

Brochure 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
3 
3 
2 
3 

More geared towards local residents rather than tourists 
An excellent ‘add on’ for convention visitors 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Historic Charleston, Downtown 

Contact 
Person/position 
Ownership 
Tel/Email 

Vanessa Turner-Maybank, City Tourism Officer 
Perrin Lawson, Convention and Visitors Bureau - plawson@charlestoncvb.com –  
843 8053050 
Helen Hill - hhill@charlestoncvb.com –  
843 5323023 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Described as “Best mannered city in USA”  Key 
attraction for South Carolina however the 
challenge is access – no international gateway. 
Approach to Charleston downtown by road needs 
attention 
Surrounding areas: 
• Mount Pleasant – a large increase in hotels 

over last few years 
• North Charleston – high explosion of hotels, 

three opened in last three months, four more 
on the way each with 100 rooms 

They cater to the business travel and convention 
markets. 
Tourists stay downtown. Many coastal properties 
are for rent. Choices of things to see and do 
include historic core, beaches and golf. 
Key issues in downtown include traffic 
congestion – people prefer the car, if you use the 
bus, send out message that you can’t afford a car! 
Historic Charleston is the “Hook” for South 
Carolina. 

Photos 

  
 

  
 

  
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

5 million visitors to region 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic and international 

Profile 
 

Couples and families 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

City Council 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures, Advertising and trade promotions 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

5 
5 
4 
4 
5 
5 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Historic Charleston, East 

Contact 
Person/position 
Ownership 
Tel/Email 

Vanessa Turner Maybank Charleston City Tourism Officer 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

A green buffer between Myrtle Beach and 
Charleston. 
 
Two key sites: 
• Cape Romain National Wildlife Refuge – 

wetland park including visitor environmental 
educational centre. Excellent. 

• Francis Marion National Forest - 260,000 
acre site 

 
Potential for lodge development??? 
 
Some high quality residential areas and golf 
courses between Georgetown and Charleston. 
 

Photos 

  
 

 
 

 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

None 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

5 
4 
4 
4 
2 
5 

Conservation and zoning is key 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Low Country Hilton Head Island 

Contact 
Person/position 
Ownership 
Tel/Email 

Susan Thomas VP Hilton Head CVB 
Jim Westcott  Dir. Low Country & Resort Islands 
Randy Nicholson, Planning manager, Town of Hilton Head 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Attractive resort area, well maintained with a 
number of plantation estates. Internationally 
known’ A mild winter attracts all year round 
visitors. 
 
Twenty Six golf courses, House, villa properties 
are all in the 3, 4 and 5 star range. 
 
There are a 3 and 4 star hotels with some 
international brand names. 
 
 
Golf and beach and yachting are the main 
attractions. Berthing facilities for yacht are limited 
but it is hoped that new development will provide 
additional berths 
 
There is concern about overdevelopment as the 
density is already high. 
Road access is under pressure during high season  

Photos 
 
 
 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All Year 
Up to three million visitors per year 

Who visits 
 

Domestic and international 

Profile 
 

Domestic for second homes and summer/winter vacations. International mainly for 
golf. Families and couples 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

International fairs and trade promotions. Joins with Savannah for international 
promotions. 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
3 
4 
4 
4 
4 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Low country – Palmetto Bluff 

Contact 
Person/position 
Ownership 
Tel/Email 

Bill Peacher, Gen Mang COO Palmetto Bluff Development  
Jim Beley general Manager The Inn at Palmetto Bluff 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 

Palmetto Bluff is a coastal area of 20, 000 acres 
south of Bluffton Town and within the towns 
boundary. It is being developed by Duke Energy. 
The intention is to have a ”Retreat” more than a 
“Resort”. With a much lower density than Hilton 
Head. It is two thirds the size of Hilton Head and 
will have one fifth the number of units. 
 
The development consists of Rustic Village, 
Marina Village,  Inn, Equestrian Centre, Marina, 
Archaeological Site, Golf Course, Parks and 
parkland riding areas. It is an existing habitat for 
Woodpeckers and Alligators.. The company has 
three environmentalists on staff to ensure visitors 
and residents respect and appreciate the nature of 
the area. A percentage of turnover goest to 
conservation and wildlife. 
The rustic Village, Inn and Villas are operational. 
The development will be completed in three years 
 
 

Photos 
 
 
 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Too early to define numbers 

Who visits 
 

Domestic and International are targeted 

Profile 
 

High spend empty nesters and families 
Corporate for the Inn 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Duke Energy 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures and Realtor Magazines 
Tour operator and conference organisers promotions 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
5 
5 
5 
5 
5 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Low country – Bluffton Town 

Contact 
Person/position 
Ownership 
Tel/Email 

Josh Martin Town Manager 
 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Bluffton was one sq mile. Boundry has been 
extended to 50 sq miles to take in the area of 
Palmetto Bluff with the resort development there. 
 
Bluffton town is an old coastal village with the old 
southern house still occupied and maintained in 
their original style. One, Hayworth House, has 
been opened and refurbished as a museum 
 
Walking tours of the town are recommended. 
 
The surrounding marches and  inlets provide 
shooting, bird watching and fishing opportunities. 
 
A master plan is being drawn up at present for the 
town to ensure it future orderly development and 
preservation.  

Photos 
 
 
 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year. Visitor numbers are low but unknown. They are mostly day trippers from 
Hilton Head. 

Who visits 
 

Domestic and international on day trips from Hilton Head 

Profile 
 

Families 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Town Council 

Promotion 
• Itinerary/tours 
• budget 
 

Local brochures. On tour itineraries from Hilton Head 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
5 
4 
3 
4 
5 

 
Need overnight accommodations and better guiding and presentation 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Myrtle Beach Area, Coast 

Contact 
Person/position 
Ownership 
Tel/Email 

Doug Wendell B&C, GM Sheraton Hotel, CEO Myrtle Beach Hospitality Assoc.  
 
Theda Jackson (and Holley) -  jacksont@mbchamber.org, aufdemh@mbchamber.org –  
843 4582961 
Brad Dean - deanb@mbchamber.org - 843 4582960 
Amie Lee - leea@mbchamber.org - 843 9167238 
Kevin Surdyke, Grand Dunes - kevin.surdyke@burroughs-chapin.com - 843 2225422 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

MB receives 13 million visitors a year. 
The coast (60 mile stretch) is generally 
divided into four character areas: 
• Atlantic Beach – mixed use, large 

hotels, condod, residential homes, 
character homes, high rise 

• Little River – quality residential 
area/marinas 

• Myrtle Beach – an urban mess, condos, 
camping, large homes, apartments, some 
quality resorts 

• Surfside Beach – character beach 
houses. 

The area lacks vision, suffers from 
haphazard development, little promotion, no 
new products. 
Individuals buying up land and developing… 
but rooms going up 45% - visitors only 
going up 10%. Golf courses (over 100) some 
are closing 
MB known as cheap place 
Good products include: 
Broadway on the Beach, Ripleys (1 million 
visitors a year), Coastal Grand. 
Grand Dunes are trying to reposition the east 
of MB by building upscale development.  
Most of the ocean front is developed but 
back land has potential 
 
 Myrtle Beach is like a maxi Blackpool of the 
fifties. Tacky, old hotels, rundown amusement 
park (The Pavilion) on the main Boulevard one 
block back from the beach. 
 
89,000 hotel and condo rooms the majority are 2 
star family owned in 100-150 room properties. 
Many are selling out and the sites being 
redeveloped as condos/non hotel accommodation. 
 
A number of the hotels and condos are on the 
beach. There is limited access to the beach from 
the Boulevard. 
 

Photos 
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A number of blocks inland is “Broadway at the 
Beach” a modern good quality 350 acre 
amusement/entertainment park with a 2,700 seat 
theatre, speciality shopping arcades, nightlife, 
restaurants, mini golf, lake, Sixteen-theatre-
cinema, 72,00sq. ft. Aquarium, kids slides, castle 
etc. Plenty of green open spaces and car and 
coach parking. Included are Hard Rock Café 
Development, Planet Hollywood,  
 
The main resort has an abundance of restaurants 
and accommodation. Many are of a cheap variety 
with a few exceptions. It is a low spend 
destination. A busy W/E is the BIKERS RALLY 
on Memorial Day W/E at the end of May 
 
The beach is the main attraction. It has no 
cultural, heritage or natural attractions except for 
a fine beach which is crowded and overlooked by 
the high-rise hotels, condos and apartments. 
 
 
Long term intention to fill the low season with 
convention business (Lead-in time 5 to 10 years) 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 

13 million 

Who visits Domestic Market only, Annual Occupancy 56% 
June, July, August is season 82%, 90%, 80% 
Rest of the year average 40% 
 

Profile Mainly Families  
 
Responsibility: 
Promotion Brochures and advertising 
 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
3 
2 
2 
4 
5 

In future, the product should be based on quality, not on quantity. 
The area needs planning control, better public realm, traffic calming/pedestrian 
areas, beach improvements, ‘windows to the sea’, gateways to distinguish areas 
and focus areas (tourism centres). 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Myrtle Beach Area, Georgetown 

Contact 
Person/position 
Ownership 
Tel/Email 

Not met 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

A heritage town. Key to the history of the town is 
the rice story (biggest rice producers in the State). 
Key markets are the day trippers from MB. Bus 
tours very popular but visitors don’t spend 
money. River tours are on offer. 
Vacant stores in the Front Street but four barber 
shops! 
Heritage trail established and promoted. 
Potential for further accommodation (up market 
B&Bs) 
 
Many residential areas and golf courses between 
Myrtle Beach and Georgetown. 
 

Photos 

  
 

  
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic and some international 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures and Advertising in domestic and Canada 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
4 
3 
3 
4 

Needs zoning to protect the surrounding rural character 
 
 
 
 
 

 
 



                                                                                        South Carolina Tourism Action Plan 

 

   
Tourism Development International Ltd                                                                                                   July 2006 
 

71

PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Myrtle Beach Area, Grand Dunes 

Contact 
Person/position 
Ownership 
Tel/Email 

Doug Wendell B&C 
Theda Jackson (and Holley) -  jacksont@mbchamber.org, aufdemh@mbchamber.org –  
843 4582961 
Kevin Surdyke, Grand Dunes - kevin.surdyke@burroughs-chapin.com –  
843 2225422 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

A new updcale development. 
Includes: 
• Ocean side villas (34 units) all lots sold out 

for between US$2 – 4 million. 
 
Trend for people to now buy away from the 
coast… safer! 
Most sales are for 2nd homes. In the future this 
will change as more people take up permanent 
residence (when they retire). 
 

Photos 

 
 

 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Buyers come from North Carolina, New Jersey and from cities with direct air 
access to MB 

Profile 
 

Wealthy Couples 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

B&C 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures and estate promotions 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
3 
4 
5 
4 
5 

Excellent facility. Potential for expansion/further similar developments 
Making a significant movement in the upgrading of Myrtle Beach as a holiday/ 
Residential destination  
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   

Context: 
Region/Location/Site        Myrtle Beach Area, Parks 

Contact 
Person/position 
Ownership 
Tel/Email 

 
Theda Jackson (and Holley) -  jacksont@mbchamber.org, aufdemh@mbchamber.org - 843 
4582961 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 

B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 

Future Plans 
 

Two park areas are located along the coast: 
 
Myrtle Beach State Park – 
300 plus camps (not zoned) with a mix of tents 
and motor homes. 
Five cabins (in wrong location - not taking 
advantage of the site – could be anywhere!) 
 
Huntington Beach State Park – includes education 
centre geared towards bird watching. 
No cabins only camp sites. Good beaches. 

Photos 

  
 

  
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All Year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

 Domestic 

Profile Families 
 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

State Parks 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures and Parks promotions. Very limited 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 

3 
3 
4 
3 
3 
5 

MB State Park needs a zoning plan and redevelopment of cabins to maximize site 
potential/income. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Old 96 District, Abbeville 

Contact 
Person/position 
Ownership 
Tel/Email 

Barbara Ware - bware@sctravelold96.com (bware2@mindspring.com)  
864 9842233 
Cheri Standridge - abbevillescchamber.com  
864 3664600 
 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Historic square currently being upgraded. 
Recognised as 1st stage of History Protection 
Area. Development will be controlled through an 
architectural review board. This conservation 
area, currently around the square, could in time 
be extended to other streets throughout the town. 
Attractions in and around Abbeville promoted 
through the visitor centre. 
Key attraction: 
Abbeville Opera House – fully restored 
Bellmont Hotel, 20 rooms but needs upgrading. 
A few B&Bs including Bernibrooks Inn 
(excellent) 
 

Photos 
 

 
 

 
 

 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic and Canada 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Chamber of commerce. 
Need an educational program to promote the benefits of tourism/improvement to 
quality of life. 

Promotion 
• Itinerary/tours 
• budget 
 

Limited 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
5 
4 
4 
3 
5 

Re organize car parking in the square – create more of a pedestrian dominated 
environment. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Old 96 District, Edgefield 

Contact 
Person/position 
Ownership 
Tel/Email 

Bettis  Rainsford - brainsford@aikenelectric.net –  
803 6375304  
Cathy 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

One of the Heritage Corridor’s Discovery Centers 
are located in Edgefield. The Centre represents 4 
different Counties. It includes a museum (6,000 sq 
ft), history wall (10 Governors from the County) 
and shop. The town has a comfortable Inn good 
restaurant and golfing facilities.  
 
Other attractions include the village green/square 
which needs a redesign/modernization. The square 
is flanked by some old interesting buildings that 
are in disrepair. The owner appears not to be 
interested in regeneration – a shame as the 
redeveloped buildings will add significantly to the 
overall character of Edgefield. Topkin library is a 
popular venue for Genealogy and receives around 
2,000 visitors a year. 
 
Close to the town is the Wild Turkey Centre and 
Museum, an excellent facility with 14,000 visitors 
a year. 
 

Photos 

  
 

  
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Discovery Centre open year round 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

Profile 
 

Many visitors to Edgefield are studying Genealogy. 

 

Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures  

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
4 
4 
3 
4 
5 

Heritage both political and military, is well represented in Edgefield.  
Restoration and regeneration of some old buildings will improve the condition and 
appearance of the town to match its historic interest.  
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Old 96 District, Lakes 

Contact 
Person/position 
Ownership 
Tel/Email 

Not met 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The Lakes include: 
• Richard B. Russell Lake 
• J. Strom Thurmond Lake 
 
Lake Russell has potential for further 
residential/golf communities. Georgia are 
capitalising on the extensive waterfront. 
 
Savannah Lakes Village is built out: 
875 houses, 1,650 population 
85% are primary residents however, trend now for 
2nd homes 
Prices range from US$200,000 to US$2 million. 
No zoning but USA Army Corps have a buffer 
around the Lake hence good environmental/visual 
setting and good water quality. 
Much land is owned by Timber Company and 
starting to release land for development including 
80 room lodge and town houses. 
 

Photos 
 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Mainly residential market 

Profile 
 

Families 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Private sector and USA Army Corps of Engineers for lake side. 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
3 
3 
3 
4 
5 

Great potential for further resorts and residential development to help support 
heritage towns and attractions. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Andrew Jackson Regional Park 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Lara Ledford, Andrew Jackson Regional Park 
 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 

360 acre park and museum. 
The museum is well done – lots of hands on 
stuff, you can get dressed up. 
Camp ground. There is a demand for tents 
only… get back to nature. 
Nature trail in the Park but needs a boardwalk 
around the lake. 
The Park is more urban than most due to 
proximity of highway. However, there is 
potential for further accommodation and more 
things to see and do… tree top lodges, water 
bungalows etc. 

Photos 

  
 

 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic, Transit 

Profile 
 

Families 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Park Authority (SCPRT) 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 

2 
2 
3 
3 
3 
4 

There is potential to expand the Park. Land adjacent is up for sale and is a good 
spot for deer hunting. The Park needs some form of buffer zone. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Brattonsville 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Jeannie Marion, Cultural and Heritage Museums - jemarion@chmuseums.org –  
803 3292121 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Historic Brattonsville is a living history museum 
and battlefield site on 775 acres. Includes 29 
historic structures 
County owned and run as a non profit facility. 
Provides over 70 jobs. 
Focus on three programs – war, heritage farm 
and African American. 
Expansion plans for more interpretation of 
agriculture. 
The Site is one of three jointly managed by the 
Cultural Heritage Museums: 
• Historic Brattonsville 
• Museum of York County (York) 
• McCelvey Centre (York) 
Future plans include a Museum of Life 

Photos 
 

  
 

 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

30,000 visitors per year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic, mainly in-state 

Profile 
 

Families 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Cultural Heritage Museums 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
3 
3 
4 
4 
4 

A good product and well run. Very popular with In State visitors 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



                                                                                        South Carolina Tourism Action Plan 

 

   
Tourism Development International Ltd                                                                                                   July 2006 
 

79

PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Camden 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net - 803 3857098 
Jonna Craig, Camden Revolutionary War site 
Hope Cooper, The National Steeplechase Museum - hopecooper@infoave.net –  
803 4326513 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Camden is an equestrian town (horse country). 
Famous for steeple chase and Revolutionary 
history. There are 14 battle sites around the town. 
Key attraction is the Historic Camden 
Revolutionary War Site in over 100 acres. 
The town has many antique shops and the 
recently renovated Court House used for 
weddings (top floor). Over 60 heritage sites 
identified linked by trail. 
Possible tag line: History, Horses and Hospitality 
 
Springdale Race Course is a major facility and is 
known on the international scene. Has two main 
meets a year: 
• Carolina Cup in the spring attracting 60 – 

70,000 visitors. 
• Colonial Cup in the fall attracting 10,000 

visitors 
The town capitalises on the race meetings by 
setting up festivals, pony parades getting people 
to visit downtown. 
Stables are leased out. 
National Steeplechase Museum at the race course 
attracts 20 – 30,000 visitors a year. 
 
Nearby towns of relevance include: 
• Boykin – Mill Pond Stake House (fine 

dinning), Country Store, farmers market 
• Kershaw – tourism plan being prepared by 

University of South Carolina 

Photos 
 

 
 

  
 

 
 

 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 

Total visitors number not available 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Museum breakdown: 
10% In State 
70% Out of State (North Carolina, New York) 
10% Interstate traffic 

 
Responsibility: 
Promotion Brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
4 
4 
4 
5 
5 

Camden is known internationally as an equestrian town. Capitalise on this and use 
as a theme throughout the town 
Potential scenic drive along Lake Wateree from Chester to Camden. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Cheraw 

Contact 
Person/position 
Ownership 
Tel/Email 

Sarah C. Spruill, Cheraw Visitor's Bureau - visitcheraw@bellsouth.net - 843 5378425 
Philip Powell, Director PRT - townofcherawphil@mindspring.com - 843 5378420 
Rick Smith, Cheraw State Park 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Cheraw is a historic town. Conservation should 
therefore be key. 
Population 6,000 
Many historic houses 
234 motel rooms targeting golf market 
Upscale B&Bs 
Excellent town centre/square. 
Historic tours given both inside and outside the 
buildings 
The ‘gateways’ into the town are important 
 
Other nearby attractions: 
• Cheraw State Recreation Area – equestrian, 

hiking, cabins, campsites and 18 hole golf 
course 

• Sand Hills State Forest – horse trails, 
mountain biking, birding, group campsites 
(get rid of them), potential for lodges/water 
bungalows 

• Carolina Sand Hills National Wildlife Refuge 
– major birding site, hiking trails and 
observation towers, no camping, day use only 

 

Photos 

  
 

  
 

  
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Golfers plus around 20 heritage groups visiting the historic town (church, senior, 
societies) 

Profile 
 

Golf and heritage tours 

 
Responsibility: 
Promotion Brochures and special interest outlets 
 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 

4 
5 
5 
4 
3 
5 

The town needs to focus on heritage – homes, B&Bs and its people. 
Buffer required around the town with linkages created between town, forest, parks, 
birds etc 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Chester 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Nancy Anderson, Historical Society, Chester 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Chester is known as the ‘city on the hill’ 
Many historic houses. 
Streetscape improvements recently carried out 
however, many old cobbles (still under the new 
surface) should be exposed in key areas such as 
Wyle Street. 
 
Other attractions include: 
• Sumter National Forest (horse riding and 

birding) 
• Fish Dam Ford Battlefield (close to Leeds) 
• Woodsferry Recreation Area 
• Transportation museum/railroad centre is 

currently under construction to house old 
trains, cars, horse drawn carriages, wagons, 
and buggies 

 

Photos 

  
 

  
 

  
 
 
 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Limited  

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

3 
4 
4 
4 
3 
4 

Potential to make more of the history of Chester using themes…city on a hill, use 
of cobbles etc. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District/North Carolina, Corowinds Theme Park 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Scott Anderson, Carowinds -scott.anderson@paramountparks.com 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 

The theme park is located on the boarder with 
South/North Carolina. 
The 29th most visited park in the USA and is in 
the top 5 for visitor numbers (in competition 
with parks 2 – 3 times the size. 
Offer deals with nearby hotels selling packages 
for 1 – 2 days. 
Travelling from: 
35% from 50 mile radius 
47% from 50 mile radius 
66% from 50 mile radius 
87% from 50 mile radius 

Photos 

 
 

 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Late March – end October 
3.5 million visitors a year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Mainly from North Carolina 

Profile 
 

Families  

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Paramount Parks 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures, local packages 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

5 
3 
2 
4 
5 
5 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Lake Wateree 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Steve McIntosh, Lake Waterre Recreation State Park 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

One of the best fishing lakes with 242 miles of 
waterfront. Many fishing tournaments held. 
 
Residential development around the lake 
including five marinas and 50 campsites. 
Proposals for nine cabins to be built. 
 
Only park that is in the black! 

Photos 
 

 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

133,000 visitors per year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

In State visitors especially at weekend (camp sites are full). Very quite during the 
week.  

Profile 
 

Families, Repeats 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Park Authority (SCPRT) 

Promotion 
• Itinerary/tours 
• budget 
 

Parks Brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
4 
3 
4 
4 

Has potential for further accommodation – possible water bungalows. Control 
further residential development around the lake. 
Close to Columbia so has potential to draw more visitors. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Lancaster 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Bob and Cheri Doster, artist 
Frank Keel, Director - seelancaster@seelancaster.org 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

A small town experiencing fast growth. There is 
currently a block on future housing… may soon 
be lifted. 
The town has an art flavour with special street 
furniture. More should be made of this to attract 
visitors/spend money. 

Photos 

  
 

  
 

 
 

  
 

 

Visitors: 
Who visits In state 

 
 
Responsibility: 
Promotion Brochure  

 
 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

3 
4 
3 
3 
2 
4 

Theme should be art… celebrate local artists (and international) in the streets. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Rock Hill 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Kristine Carpenter, Catawba Cultural Centre 
Margaret Young, Rock Hill Convention and Visitors Bureau 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Rock Hill is primarily a hotel town providing 
accommodation for the many golf courses in the 
area as well as the Corowinds Theme Park. 
Active night life with many restaurants. 
 
Catawba Cultural Centre on over 600 acres and 
includes a visitor centre and mock ups of 
traditional huts. They offer canoeing on the 
nearby river. The mission is to preserve, protect, 
promote and maintain the heritage of the Catawba 
Indian Nation 

Photos 
 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
3 
3 
3 
4 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Union 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Ola Jean Kelly, Union County Museum 
Casey Cornwell, Rose Hill Plantation State Historic Site 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Home to the Union County Museum, an 
excellent facility. Opened in 1976, 3,000 visitors 
per year. 
Union is also a football town. 
Nearby attractions include: 

• Sumter National Forest (160,000 acres) 
– a key destination for deer and turkey 
hunting 

• Rose Hill Plantation State Historic Park, 
4,000 visitors per year (counting 
vehicles and multiplying by 3). Run by 
Park Ranger in Park uniform!!! 

Photos 
 

  
 

  
 

 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

3,000 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

County authority 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

2 
2 
3 
3 
2 
3 

Theme textiles 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, Winnsboro 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Jim Massfeller, Winnsboro Railroad Museum - jim@massfeller.com –  
803 4172331 
Pelham Lyles, Fairfield County Museum 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The town is known for the SC Railroad Museum. 
The museum has memorabilia and equipment 
and offers rides on special occasions (15 days a 
year). 
Currently requesting US$18 million to develop 
the product. 
 
Other attraction includes the Fairfield County 
Historical Museum which houses locally made 
antiques, Indian artefacts and genealogy research 
room. 
The town has established a heritage trail with 
over 50 sites starting at the town clock – ‘the 
oldest continuously running clock in America’. 
 
 
 

Photos 
 

 
 

 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

In state, domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

2 
3 
2 
2 
3 
3 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Olde English District, York 

Contact 
Person/position 
Ownership 
Tel/Email 

Jane Scarborough, Tourism - jayne_s@infoave.net -  
803 3857098 
Van Shields, York County Museums 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

York is a vibrant town… lots of banners etc. 
Key attraction is the Museum of York County. 
45,000 sq ft of space. 
Theme: understanding the past, enriching the 
present, transforming the future 
 

Photos 
 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Projected visitor numbers 320,000 per year! 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
3 
3 
3 
4 

Besides offering displays, the role of the museum could also promote a system of 
cultural heritage and nature sites throughout the County. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Pee Dee Country, Darlington 

Contact 
Person/position 
Ownership 
Tel/Email 

Trish DeHond - darcotour@bellsouth.net - 843 8580754 
Terry (Mac) Josey, Nascar - mjosey@darlingtonraceway.com - 843 3958817 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The town is known for Darlington Raceway and 
Stock Car Museum (NASCAR racing circuit). An 
excellent resource but under utilised. Need more 
events. 
 
Downtown regeneration organisation is involved 
in urban renewal (streetscape improvements and 
encouraging loft conversions). Working in close 
cooperation with Chamber, development boards 
and city. The town has many old redundant 
buildings – old cotton mill, old post office that 
could be included in the renewal programme. 
Key attraction in the town includes:  
• Williamson Park – great diversity of plants 

and birds. Needs interpretation/management 
program. 

• Liberty Lane Walk of Fame 
• International Dragway 
The town also has strong roots in agriculture with 
linkages to peaches, rice, corn maze, sheep etc 
 
 

Photos 

  
 

  
 

  
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic and some international 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures, Advertising and Editorial 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

4 
3 
3 
3 
4 
4 

Potential for further urban renewal and events at the Nascar race track. 
Theme should be cars! 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Pee Dee County, Florence 

Contact 
Person/position 
Ownership 
Tel/Email 

Fran Willis - Fran.willis@peedeetourism.com - 843 2290075 
Ben Zeigler Lawyer and Promoter of Francis Marion –Swamp Fox Trail see Ben Zeigler 
Interview report 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
 
 
 
Future Plans 
 

The town of Florence has a population of over 
35,000 with 4,000 hotel rooms. Key issue is 
sprawl of development even though zoning exists. 
Golfing area and also popular for dental tourism! 
Two major hospitals. 
Large civic centre 10,000 seating used for 
meetings, exhibits, sports (indoor soccer and 
entertainment. 
Going for the sports market (youth), coach market 
(retirees) and golf market (groups of between 4 – 
16 men 
Downtown includes:  
• new library 
• new arts centre 1,000 seats 
• factory outlet store 
• Museum of Art, Science and History 
• Pee Dees farmers market 
• Cotton Museum 
Junction 52/95 is the busiest interchange in the 
State. 
 
Develop Desert Fox Trail for which a 
Commission is already established by the State 
legislature with Ben Zeigler as Chairman and 
$100k for start up work. 
Plan is to 
   Identify sites 
   Do Archaeological Survey 
  Assessment of research 
  Plan trails, roads etc 
  Four primary interpretative sites 
Legislation, Articles and Map supplied for file 
   

Photos 

  
 

  
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Visitors to Florence include: 
60% travellers on the 95 corridor (5% coaches) 
20% business 
20% sports events (golf, soft ball, soccer etc) 
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Responsibility: 
Management 
• Ownership 
• Maintenance 
 

 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures and special interest 

 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

4 
2 
2 
2 
3 
4 

No ground operators to take advantage of the many tourism facilities on offer. 
 
Proposed as centre for Swamp Fox Centre in FM UNIVERSITY 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Pee Dee Country, Hartsville 

Contact 
Person/position 
Ownership 
Tel/Email 

Trish DeHond - darcotour@bellsouth.net - 843 8580754 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Hartsville has benefited from an urban renewal 
programme (streetscape improvements, planting 
etc. This has provided a catalyst for development. 
The town benefits also from Coker College – 
university for liberal arts which has many students 
living within the town. Active night life within the 
‘arts district’. 
Many parks, botanical gardens, Kalmia Gardens 
(wedding venue, events etc) – ’a city within a 
park’ 
Cotton is key here but there is competition 
between Bisipville, Darlington and Hartsville as 
to who ‘owns’ the cotton story! 
Cotton Museum is located in Bishipville. Pontial 
for location of science centre in disused 
Gin/agricultural buildings 

Photos 

  
 

  
 

  
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
3 
4 
4 
3 
5 

Themes are art and cotton 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Pee Dee Country, Latta and Area 

Contact 
Person/position 
Ownership 
Tel/Email 

Fran Willis - Fran.willis@peedeetourism.com - 843 2290075 
Mike and Patty Griffy 
Cary Ashworth, HRD, Roche 
Colleen Zilio, Science South 
Greg Hyman, Tobacco man 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Agricultural area. 
Interest from Science South to locate a centre for 
children/hands on educational facility supported  
and funded by Rouch. Looking for a site within 
50 mile radius of Florence. 
 
Also home to up market B&B Abingdon Manor 
run by Mike and Patty Griffy 
 
Attractions include the Tobacco Museum in 
Mullins. Plan to introduce a tobacco trail in 
addition to the cotton trail? The target market 
would be from Myrtle Beach. 
 
 

Photos 
 

 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic, Canada 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures, Packages 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

3 
3 
3 
3 
3 
4 

Potential to focus on agriculture and celebrate cotton/linkages to other sectors 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Santee Cooper Country, Monks Corner 

Contact 
Person/position 
Ownership 
Tel/Email 

Elaine Morgan (Lane), Monks Corner Chamber of Commerce - emorgan@bcoc.com - 843 
7618238 
 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The town capitalises on the close proximity to 
Charleston. Brings visitors to tourism hot spots 
such as: 
• Cypress Gardens (educational programmes) 
• Flee market (30,000 visitors at the weekend) 
• Fishing on the lakes (World record 120lb cat 

fish) 
• Charleston history district 
 
Hotels cheaper outside Charleston – US$79 
instead of US$300 
Hotel boom… one hotel built a year 
Huge residential growth 
Land use plan exists, promoting mixed use 
community development. 
Expansion along Highway 26 especially in 
Summerville 

Photos 

 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Total NA 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

60% North Carolina, Virginia, Maryland 
25% South Carolina 
15% international (German, Canada) 
 

Profile 
 

Corporate (industry), fishing, golf, families 

 

Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures special interest 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
4 
3 
5 

The product is good hotels at good prices. 
Tremendous growth opportunities. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Santee Cooper Country, Santee 

Contact 
Person/position 
Ownership 
Tel/Email 

Mary Shriner - mshriner@ntinet.com –  
803 5338302, 803 8542131 
Elaine Morgan (Lane), Monks Corner Chamber of Commerce - emorgan@bcoc.com - 843 
7618238 
Jack and Cindy Lane, Elloree B&B elloreebanb@ntinet.com 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Lake country mainly used for fishing. 
Golf is very big and supports most 
accommodation in the town and restaurants along 
the strip. 
Demand for waterfront villas on south side of 
Lake Marion. 
New water system (lake) being built by Power 
Company that will open up potential for further 
villa development, golf and marinas. Power 
Company now selling the freehold to residents. 
Issues are access to the waterfront for the general 
public. 
Santee National Wildlife Refuse is a key birding 
area 
 
Elleree is nearby town – stepping back in time. 
Antique shops and horse trails. 
 
Potential water link from Columbia to Charleston 
via Cooper River. 

Photos 

 

 
 

  
 

  
 
 

 

 
 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

Profile 
 

Golfing and fishing 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochure and Golf magazines 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
3 
4 
3 
4 
5 

Capitalise on the golf industry. Potential for floodlight courses. Golf academy, 
driving ranges etc 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Thoroughbred Country, Aiken 

Contact 
Person/position 
Ownership 
Tel/Email 

Mary Ann Mellor 
Janet Morris Ex Dir, Aiken Downtown - adda@atlantic.net - 803 5023636 
Barbara Gassman - bgassman@aiken.net - 803 2937846 
Sara Eikin, New Bridge Polo and Contry Club - pr@newbridgepolo.com - 803 2952860 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Horse country. A wealthy area with many 2nd 
homes and plans for a further 5,000 homes. 
Woodside Plantation and Ceeder Creek both have 
luxury homes and golf course 
The County has recently started to think about 
zoning to control and maintain the quality of 
future development. A very active chamber of 
commerce and city involved in improving the 
character of the town and promoting events. 
Total hotel rooms in the town are over 1,000 
which are fully booked in the Polo season 
Aiken downtown has recently been upgraded. 
Further improvements could be made to The 
Alley by pedestrianisation. 
Historic trail established 
Carriage tours are given on demand. 
Many things to see and do: 
• 35 polo fields/equestrian centers 
• Steeple chase field 
• Thoroughbred Racing Hall of Fame 
• Hitchcock Wood – a large park in the centre 

of town (good bird watching) 
• Museums and centre for African/American 

culture 
Newbridge Polo Club is the centre for polo with 
50 key players living in the area. It hosts the US 
Gold Cup and many other events. 

Photos 

  
 

   
 

 
 

 
 

 

Visitors: 
Who visits 
 

Domestic and limited international 

 
Responsibility: 
Promotion 
 

Brochures and special interest outlets 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

5 
5 
4 
4 
4 
5 

Theme is horses 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Thoroughbred Country, Barnwell and district 

Contact 
Person/position 
Ownership 
Tel/Email 

Elizabeth Harm, ast dir , Heritage Corridor 
Scott ... Heritage Corridor 
Liz Ringus, The Little Red Barn 
Rosie Price, The Naturalist 
Jason Stapleton Dir, Chamber of Commerce 
Lynn Cox, ex dir Barnwell Development Association 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Known as the bread basket area with a focus on 
agriculture. 
Also a hunting and fishing area – ‘Deer capital of 
the World’ 
Barnwell is steamed in history with a number of 
old homes. 
Attractions around Barnwell include: 
• Blackville – has the oldest railway line and 

recently received grant for streetscape 
improvements 

• Denmark – includes Rosenwald School 
Project (black schooling) and Jim Harrison’s 
art gallery 

• Bamburg – railway theme, clean town centre 
(recently benefited from streetscape 
improvements) but bland (all looks the same) 

• Ehrhardt – German town with a slow pace of 
life… a people place, people want to talk to 
you 

• Two key battlefields 
• Savanah River Site (owned by US 

Government) - needs to be repositioned as a 
research establishment and visitor centre. 

 

Photos 
 

 
 

 
 

 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

NA 

Who visits 
 

Domestic 

Profile 
 

Families 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures , Tours 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
2 
3 
3 
3 

Railway is the theme. 
Challenge will be how to make the battlefields more interesting to the general 
tourist. Possibly tie in with Aiken. 
Possible ‘meet the people’ programme 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Thoroughbred Country, Barnwell and district 

Contact 
Person/position 
Ownership 
Tel/Email 

Elizabeth Harm, ast dir , Heritage Corridor 
Scott ... Heritage Corridor 
Liz Ringus, The Little Red Barn 
Rosie Price, The Naturalist 
Jason Stapleton Dir, Chamber of Commerce 
Lynn Cox, ex dir Barnwell Development Association 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Known as the bread basket area with a focus on 
agriculture. 
Also a hunting and fishing area – ‘Deer capital of 
the World’ 
Barnwell is steamed in history with a number of 
old homes. 
Attractions around Barnwell include: 
• Blackville – has the oldest railway line and 

recently received grant for streetscape 
improvements 

• Denmark – includes Rosenwald School 
Project (black schooling) and Jim Harrison’s 
art gallery 

• Bamburg – railway theme, clean town centre 
(recently benefited from streetscape 
improvements) but bland (all looks the same) 

• Ehrhardt – German town with a slow pace of 
life… a people place, people want to talk to 
you 

• Two key battlefields 
• Savanah River Site (owned by US 

Government) - needs to be repositioned as a 
research establishment and visitor centre. 

 

Photos 
 

 
 

 
 

 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

NA 

Who visits 
 

Domestic 

Profile 
 

Families 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures , Tours 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

3 
3 
2 
3 
3 
3 

Railway is the theme. 
Challenge will be how to make the battlefields more interesting to the general 
tourist. Possibly tie in with Aiken. 
Possible ‘meet the people’ programme 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Anderson 

Contact 
Person/position 
Ownership 
Tel/Email 

Michelle McCollum, Heritage Corridor <mmccollum@scprt.com -  
864 3384841 
Glenn Brill, Anderson Convention and Visitors Bureau - glenn@visitanderson.com –  
864 7166397 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Hotel accommodation includes 1,450 beds with 
year round occupancy of over 60%. 
 
Main attraction for town is Lake Hartwell with 
960 miles of waterfront (managed by USA Army. 
 
Two other attractions for the town include: 
 
Anderson Sports and Entertainment Centre 
• 37,000 sq ft conference facility 
• Amphitheatre 
• Sport centre 
The Arts Warehouse 
• 33,000 sq ft of art/gallery space 
• Farmers market 
• Sculpture garden 
 
Ballooning is big. Anderson holds the National 
hot air balloon championships with over 100 
balloons on festival day. 
 

Photos 

  
 

  
 

  
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

3 
4 
3 
4 
3 
5 

Both the Sports and Entertainment Centre and Arts Warehouse are excellent 
facilities. The later should be highly promoted. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        The Upcountry, Clemson 

Contact 
Person/position 
Ownership 
Tel/Email 

Vicki B. Fletcher, Pendleton District Commission   
vickibauer@bellsouth.net - 864 3768580 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

The town of Clemson is more ‘upbeat’ than it’s 
close neighbours. Shops and restaurants appear 
more ‘up market’. 
A place for retires to settle. 
No public transport and taxi service is poor. 
Garrison Livestock Arena managed by the 
University, used for horse shows and rodeos. 

Photos 
 

 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic mainly in-state 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

2 
2 
4 
3 
4 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Cowpens 

Contact 
Person/position 
Ownership 
Tel/Email 

Tim Todd - Tim@theupcountry.com 
Tel 864 4208435 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Cowpens National Battlefield includes: 
• Visitor centre (recently upgrades) 
• Road tour 
• Walking trail 
 
Important site – America’s Patriots won a 
decisive battle against the British. 

Photos 
 

 
 

 
 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

200,000 visitors a year 
70% In State (5% local) 
30% Out of State 
2% International 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Offer battlefield tours at the weekend 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

5 
3 
3 
4 
5 
5 

High budget for visitor centre but could be a lot better… disappointing! 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry Devils Fork State Park 

Contact 
Person/position 
Ownership 
Tel/Email 

Vicki B. Fletcher, Pendleton District Commission   
vickibauer@bellsouth.net - 864 3768580 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Foot of the Blue Ridge Mountains. 
Offers ‘up scale villas’ and lakeside camping. 
Need more park land to develop further ‘villas’ 
and more boat access. 
The lake is the main draw for fishermen and 
boating. 

Photos 
 

  
 

  
 

  

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

60% In State. 
40% Out of State (85% Georgia, Florida/New York 15%) 
 

Profile 
 

Usually groups, family reunions, camping and picnicking 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Land managed by Natural Resources, lake managed by Duke Power 

Promotion 
• Itinerary/tours 
• budget 
 

See brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
4 
5 
3 
4 
5 

Need more development to make Park more financially sustainable. 
Improve cabins – charge more. 
Important to maintain the rural character of the Highway 11 (scenic highway). 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Gaffney 

Contact 
Person/position 
Ownership 
Tel/Email 

Tim Todd - Tim@theupcountry.com 
Tel 864 4208435 
John McGreevey, Marketing Manager for Factory outlet 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

One Factory Shop, Gaffney 
300,000 sq ft of shopping 
80 designer and brand name outlets, food court 
and children’s play ground. 
 
Future plans for: 
• Hotel 
• Entertainment 
• Theatre 
• Bowling alley 
• Fun/games area 
 
Also visited BMW Visitor Centre. 
60, 000 visitor per year. 
Will open up the plant for visitors later in the year 

Photos 
 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Visitor to Factory outlet from Greenville and Spartanburg 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

N 
Local Brochures 

 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

3 
2 
2 
4 
4 
2 

Not really part of the tourism inventory 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Greenville 

Contact 
Person/position 
Ownership 
Tel/Email 

Chris Stone, President – stonec@greatergreenville.com 
864 4146809 
Andrew Cajka, Southern Hospitality - abc@shghotels.com 
864 9181414 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Good urban environment/outdoor experience 
Arts and entertainment 
Attractions include: 
• County arts museum, one of the best in the 

USA  
• Community theatre 
• Library 
• History museum 
• Bob Jones art gallery 
 
Key attraction is the pedestrian bridge and park. 
The aim is to capitalise on the regeneration effort 
and make Greenville ‘green’ 
Quality of life is the key 
Further development of the main st. for walking, 
shopping, restaurants entertainment can position 
as a major flagship attraction in South Carolina. 
With gardens development on riverside, this 
market segment can be further developed.  

Photos 

 

 
 

  
 

 

 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

675,000. Aim to increase to 3,000,000 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic and Canada 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

Brochures and Trade promotions 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

5 
5 
4 
4 
4 
5 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        The Upcountry, Pendleton 

Contact 
Person/position 
Ownership 
Tel/Email 

Vicki B. Fletcher, Pendleton District Commission   
vickibauer@bellsouth.net - 864 3768580 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Part of the Heritage Corridor. The theme is 
heritage (antiques and arts) and nature (lakes and 
waterfalls). 
Waterfalls promoted but not yet managed hence 
conflict between tourism and resource managers. 
 
The town’s focus is the large ‘green’ surrounded 
by good heritage buildings. 
Several B&Bs including Liberty Hall 
Agricultural museum but needs developing. 
Happy Berry farm where you collect your own 
produce. 
Woodburn Plantation Farm House used primarily 
for weddings but not much else! 
Old Stone Church where the grounds are used for 
weddings. 
Split Creek Farm run by Evin Evans attracting 
church groups and schools. 
Collins Ole Town, a mock up of an old town 
managed by Roy. 
 

Photos 

   
 

   
 

   
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Irregular hours are a constraint for most of the tourism sites 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

domestic 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Management of visitor centre located in old store 
Have a relationship with the University (Bill Norman) for market research. 

Promotion 
• Itinerary/tours 
• budget 
 

Very little market data 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
3 
4 
3 
3 
5 

Good potential for heritage tourism centre 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Spartanburg 

Contact 
Person/position 
Ownership 
Tel/Email 

Tim Todd - Tim@theupcountry.com 
Tel 864 4208435 
Arthur Cleveland 
 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

 
 
The focus of the town is Morgan Square Festival 
Park 
Marriott Hotel is key to bringing conventions and 
quality to the town. 
Was heart of textile country. Indian trails and 
there are 9 battle sites around the town. BMW 
factory nearby (with 100,000 visitors per anum) 
and Textile research developing fabrics. 
Major Healthcare Centre and Orthopaedics-the 
top athletes come here for treatment.  
Governor’s Conference on tourism to be held here 
next year 
 
Six colleges and University. Music School is well 
known and music is a driving force in the area. 
 

Photos 

  
 

  
 
 
 
 
 

 

Visitors: 
Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic many transit going to the mountains 

 
Responsibility: 
Management 
• Ownership 
• Maintenance 
 

 

Promotion 
• Itinerary/tours 
• budget 
 

Brochures and thru corporate brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

2 
2 
2 
3 
2 
4 

A convention town.  
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Table Rock State Park 

Contact 
Person/position 
Ownership 
Tel/Email 

Cindy Morris, Park Ranger 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Foot of the Blue Ridge Mountains.  
Two lakes, hiking trails, camp grounds and 
meeting facilities. 
14 cabins – good quality but could be more stylish 
and maximise site location through price. 
Cabins are let mostly for 1 week. 
Camping (tents) are very popular in the summer. 
Stay for between 1 night and 3 weeks. 
Night hikes are popular. 
Emphasis is on protection of the environment 

Photos 

  
 

  
 

  
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

60% In State (weekenders, hikers, only 25% stay the night) 
35% Out of State. Only 5% international (70% Canadian, 25% European). 
Between 200-500 visitors a day 

Profile 
 

Used primarily for family reunions. 
 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Land managed by Natural Resources, lake managed by Duke Power 

Promotion 
• Itinerary/tours 
• budget 
 

 brochures 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

4 
4 
5 
3 
4 
5 

Excellent setting but has far better potential for accommodation. 
Important to maintain the rural character of the Highway 11 (scenic highway). 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, Towns and Attractions 

Contact 
Person/position 
Ownership 
Tel/Email 

 

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Visited smaller towns including:  
• Windsor  
• Westminster 
• Seneca 
• Walhalla 
• Easley  
• Six Mile 
• Pickens 
• Belton 
Most are in need of urban renewal programmes. 
Many vacant shops and closed antique shops. 
 

Photos 
 
 
 
 

 
 
Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 
 
 

2 
2 
2 
3 
2 
3 

Need for towns to identify and promote what is special about their area. 
Themes could include – Pickens (flee markets, handicrafts, quilts), Belton (tennis).  
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Upcountry, The Lakes 

Contact 
Person/position 
Ownership 
Tel/Email 

Vicki B. Fletcher, Pendleton District Commission   
vickibauer@bellsouth.net - 864 3768580 

 

The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

Lakes managed by Duke Power and USA Army 
Corps of Engineers. 
Include: 
• Lake Jocassee - predominantly a camping 

area. It is under developed and therefore 
holds possibilities for future tourism 
development. 

Lake Keowee - surrounded by residential 
development with pressure for more. Very little 
control… ‘ you can’t tell me what to do with my 
land’. 
• Hartwell Lake - generally caters to the lower 

end of the housing market. 
The Chattooga River defines the western 
boundary of the State and provides big business 
for white water rafting. Two companies from the 
State operate but no market data available. 
Other tourism sites visited include Oconee Station 
Historic Site, Oconee State Park, Pleasant Ridge 
County Park and Cousins County Store. 
 

Photos 
 

   
 

  
 

 
 

 
 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

All year 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Very little data available. Mainly used by In State visitors over the holidays 

Profile 
 

In State visitors (camping, fishing and white water rafting) 

 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Many agencies involved in the management of the lakes and parks but they need to 
pull together! Conflicts between fishing and white water rafting on the river 

Promotion 
• Itinerary/tours 
• budget 
 

Lots of brochures. One site has 4 different brochures produced by 4 different 
agencies 
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
2 
3 
3 
3 
4 

Sites need to be identified for further controlled residential development, 
particularly in Lake Hartwell and Lake Jocassee, to support the nearby towns in 
their regeneration effort.  
Need to develop buffer areas and zoning around the lakes. 
Improve quality of accommodation and increase price (value for money) 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan    

Context: 
Region/Location/Site        Conway, South Carolina  
Contact 
Person/position 
Ownership 
Tel/Email 

Jim Ruddick – Cypress Inn  
Larry Biddle – Burroughs and Champion  
Bill Strydesky – Art Excahnge Project  

 

The Site: 
Description 
 

A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
 

B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 

Future Plans 
 

Conway, A “Tree Town of USA” is famous for 
its live Oak Trees making it a very pleasant 
walking town new river walk opens 
opportunity for boating and river cruise. Goods 
railway between Conway and Myrtle Beach 
has also potential to develop a tourist access 
link to and from Myrtle Beach.  
New Artist Centre will be a tourism attraction. 
Poor sign position in Conway is good Inn and 
restaurants, but limited opening hours on 
Sundays of restaurants is not conductive to 
tourism generation  
 

Photos 
 

 
 

 
 
 
 

 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

Limited opening of restaurants on Sundays is not visitor friendly 

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

Domestic, incl.Myrtle Beach tourists  

Profile Older generation interested in Tree Towns  
 

Responsibility: 
Management 
• Ownership 
• Maintenance 
 

Conway is not achieving its potential as a tourism destination. Low awareness of 
economic potential from tourism  

Promotion 
• Itinerary/tours 
• budget 

Lots of brochures. One site has 4 different brochures produced by 4 different 
agencies 

 

Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 
 

4 
4 
4 
3 
2 
4 

Conway needs a development plan which would focus on product marketing and 
training it is to reach its full potential. 
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PRODUCT AND FACILITIES AUDIT - South Carolina Tourism Action Plan  
   
Context: 
Region/Location/Site        Abingdon Manor, Latta, South Carolina  

Contact 
Person/position 
Ownership 
Tel/Email 

Mike Grffey, owner  

 
The Site: 
Description 
 
A: Tourism Facilities/Services 
• Things to see and do 
• Shopping/restaurants 
• Services 
• Accommodation 
• Car parking 
• Public realm 
• Sense of place 
 
B: Cultural Heritage 
• Special features 
• Architecture 
• Handicraft 
• Historic 
 
C: Natural Heritage   
• Natural features 
• Landscape 
• Attractiveness 
• Species etc 
 
Future Plans 
 

 Abingdon Manor is a fine example of a very good 
Inn and Restaurant, of which there are a number 
located throughout the state. Winner of AA 4 star 
awards for dining and accommodation in 2004 and 
2005. Run by Mike and Patricia Griffey, who 
combine high quality cuisine and excellent “mein 
host” attention.  
 
This Inn has established itself as an important 
overnight stop for visitors traveling from North to 
Florida and return. Comfortable and Elegant.   

Photos 

 

 

 
 

Visitors: 
Openings/Numbers 
Day/week/month/year 
 

 
All year  

Who visits 
• Domestic 
• Canada 
• Europe (who) 
• Other 

 Domestic/Canada who make repeat visits annually – located half way between 
New York City and Palm Beach, Florida  

Profile 
 

Mid age, medium to high income 

 
Responsibility: 
Promotion 
• Itinerary/tours 
• budget 
 

• Web site  
• Brochures 
• Word of mouth recommendation  
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Evaluation (1 poor - 5 excellent): 
• Significance 
• Uniqueness 
• Setting 
• Condition 
• Interest 
• Potential 

4 
4 
3 
5 
4 
5 

. 
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NEW CAROLINA COMPETITIVENESS COMMITTEE 
 
 

Tourism Action Plan 2006 
 
 
 

6. MARKET EVALUATION AND PROMOTION 
ANNEXES  
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ANNEX I: TRAVEL TRADE SURVEY QUESTIONAIRRE 
AND SAMPLE DETAILS   

 
 

TOURISM TRADE SURVEY 
 
 

Good morning / afternoon, I am ………………… from Tourism Development International. We are 
conducting a survey of travel trade executives and travel writers regarding tourism in the United 
States and I would be grateful for your help in answering some questions. 
 

SECTION A – TOURISM / VACATION TRENDS 
 
Q.1(a) Which of the following US destinations have you ever featured? 
 
Q.1(b) Which of the following US destinations do you currently feature? 
 
Q.1(c) And which of these US destinations are growing in popularity? 
 
READ OUT AND CODE IN GRID BELOW 
 Q.1(a) Q.1(b) Q.1(c) 
 Ever 

featured 
Currently 

feature 
Growing in 
popularity 

� Florida 1 1 1 

� Georgia 

� North Carolina 

2 

3 

2 

3 

2 

3 

� South Carolina 4 4 4 

� Virginia 5 5 5 

� Mississippi 6 6 6 

� Louisiana 

� Tennessee 

7 

8 

7 

8 

7 

8 

� New York 9 9 9 

� Las Vegas A A A 

� Other (Specify……………………….) B B B 
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Q.1(d) Why are ………. (US destinations mentioned in Q.1b) growing in popularity? 
 
WRITE IN VERBATIM BELOW (3 MAXIMUM) 

Destination Reason for growth in popularity 
1.  

2.  

3.  

 
Q.2(a) Which of the following products do you currently feature in your US programs? 
 
Q.2(b) And which of these products are growing in popularity? 
 
READ OUT AND CODE IN GRID BELOW 

Q.2(a) Q.2(b)  

Currently feature 
Growing in 
popularity 

� Independent / Fly Drive 1 1 

� Motorcoach tours 

� Golf 

� Activity vacations / soft adventure 

� Rural / countryside tourism 

� Beach / resort vacations 

� Family vacations 

� History and culture 

� Eco-tourism 

� Cruise vacations 

� Incentive travel 

� Business tourism 

� Special interest (i. e. architecture, nature etc) 

� Other (Specify ……………………………..) 

2 

3 

4 

5 

6 

7 

8 

9 

A 

B 

C 

D 

 

E 

2 

3 

4 

5 

6 

7 

8 

9 

A 

B 

C 

D 

 

E 
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Q.3 Thinking about vacation trends, what types of experiences are your customers 
(readers) looking for? 

 
WRITE IN VERBATIM BELOW 
 
 
 
 
 
 
 
 

 
Q.4 In your own experience, which US destinations / States are best responding to 

changing customer needs? Why do you say that? 
 

US destination / State Reason 
1.  

2.  

3.  

 
ASK, IF SOUTH CAROLINA EVER / CURRENTLY FEATURED (Q.1(A), Q.1(B)!) 
IF SOUTH CAROLINA NEVER FEATURED, GO TO Q.13(A) 
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SECTION B – SOUTH CAROLINA 
 
Q.5 What do you consider to be South Carolina’s main strengths as a visitor destination? 
  
WRITE IN VERBATIM BELOW 
 
 
 
 
 
 

 
Q.6 And what, in your opinion, are South Carolina’s main weaknesses as a visitor 

destination? 
 
WRITE IN VERBATIM BELOW 
 
 
 
 
 
 
 

 
Q.7 What, in your opinion, makes South Carolina different to other States in the USA? 

What is its U.S.P. (Unique Selling Proposition)? 
 
WRITE IN VERBATIM BELOW 
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Q.8 How would you rate each of the following aspects of the tourism product and 
infrastructure in South Carolina? 

 
 Very 

Good Good Fair Poor Very 
Poor DK 

� Accommodation 1 2 3 4 5 6 

� Places to eat / restaurants 1 2 3 4 5 6 

� Cultural entertainment 1 2 3 4 5 6 

� Scenery 

� Touring routes / trails 

1 

1 

2 

2 

3 

3 

4 

4 

5 

5 

6 

6 

� Shopping facilities 1 2 3 4 5 6 

� Public transport (internal) 

� Beaches 

1 

1 

2 

2 

3 

3 

4 

4 

5 

5 

6 

6 

� Visitor attractions / places to visit 

� Golf 

1 

1 

2 

2 

3 

3 

4 

4 

5 

5 

6 

6 

� Visitor Activities 1 2 3 4 5 6 

� Convention / meeting facilities 1 2 3 4 5 6 

� Interpretation / guiding 1 2 3 4 5 6 

� Visitor information 1 2 3 4 5 6 

� Hospitality / friendliness 1 2 3 4 5 6 

� History / culture 1 2 3 4 5 6 

� Environmental protection measures 1 2 3 4 5 6 

� Infrastructure (roads, sign posting, etc.) 

� Infrastructure for cruises 

1 

1 

2 

2 

3 

3 

4 

4 

5 

5 

6 

6 

� Value for money 1 2 3 4 5 6 
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Q.9 In your experience, how interested would visitors from your own market be in 
experiencing the following products when visiting South Carolina? 

 
READ OUT AND CODE IN GRID BELOW 
 Very 

Interested 
Quite 

Interested 
Not Very 
Interested 

Not at all 
Interested DK 

� Beach vacations / resorts 1 2 3 4 5 

� Golf 1 2 3 4 5 

� Fishing / hunting 1 2 3 4 5 

� Soft adventure / activities (trekking 
etc) 

1 2 3 4 5 

� Cruising 1 2 3 4 5 

� Group tours 1 2 3 4 5 

� Charleston 1 2 3 4 5 

� Family vacations 1 2 3 4 5 

� Independent (Fly drive / own car 
touring) 

1 2 3 4 5 

� History / culture 1 2 3 4 5 

� Eco-tourism 1 2 3 4 5 

� Rural vacations, “off the beaten track” 1 2 3 4 5 

� Festivals and events 1 2 3 4 5 

� Gastronomy / cuisine 1 2 3 4 5 

� Special interest (i. e. architechture, 
nature etc)  

1 2 3 4 5 

 
Q.10(a)Overall, how does South Carolina 
 compare as a vacation destination with other 

US States? 
 

CODE OPPOSITE 
 
 
 
 
IF BETTER/WORSE ASK 
 
 
 
 
 
 
 
 

� Much better 1 

� Somewhat better 2 

� Much the same 3 

� Somewhat worse 4 

� Much worse 5 
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Q.10 (b) Why is South Carolina better / worse than other US destinations? 
 
WRITE IN VERBATIM BELOW 
 
 
 
 
 
 
 
 
 
 
Q.11 What types of visitor, or market segments, in your opinion, offer the greatest potential 

for South Carolina? 
 
WRITE IN BELOW 
1.  
 

2. 
 

3. 
 

4. 
 

5. 
 

 
Q.12 What measures would you like to see implemented by South Carolina, to capitalize 

on its tourism potential? 
 
WRITE IN BELOW 
 
 
 
 
 
 
 
 

 
ASK, IF SOUTH CAROLINA NEVER FEATURED (Q.1(A), Q.1(B)!) 
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Q.13(a) How likely would you /  
your organization be to  
feature South Carolina at 
some stage in the future? 
 

 
 
Q.13(b) Why do you say that? 

 
 

 
Q.14 What would encourage you to feature South Carolina? 
 
 

 
 

THANK YOU VERY MUCH FOR YOUR CO-OPERATION 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

� Very likely 1 

� Quite likely 2 

� Not very likely 3 

� Not at all likely 4 
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SECTION C – CLASSIFICATION 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
NAME………………………………………. 

ORGANIZATION…………………………... 

POSITION ………………...………………... 

TEL.NO…..…………………………………. 

FAX.NO…………….………………………. 

EMAIL.……………………………………... 
 
 
 
 
C.1 TYPE OF ORGANIZATION 

� Tour Operator  

� Travel Agent 

� Airline 

� Cruise Line 

� Travel Writer/ Journalist 

� Other (specify………………...…) 

 

 

C.2 US REGION / INTERNATIONAL    

       MARKET 

 

� US – North East  

� US – Midwest 

� US – West coast 

� US – South 

� Canada 

� Britain 

� Ireland 

� France 

� Germany 

� Other Europe (specify……………….…) 

 

INTERVIEWER ………………………….. 

DATE ……………………………………… 

 

 

 

 

 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

 
 
 
1 

2 

3 

4 

5 

6 
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SAMPLE DETAILS  
 
   South Carolina   

   
Tourism Trade 

Survey   
    
  Sample Listing  
    

 Company Contact Type 
1 Globetrotter Annalena Hagstrom Swedish Tour Operator 
2 Sabra Golf and Spa… Andreas Korosi Swedish Tour Operator 
3 ATS Berlin Egon Dobat German Tour Operator 
4 Blue Ridge Gofl Tours Peter T. Goodchild German Tour Operator 
5 I.T.T.H. Michael Flood Irish Media 
6 The Montrealer Peter Kerr Canadian Journilist 
7 United Vacations UK Darron Geary UK Tour Operator 
8 Travel 2/4 Julien Lawman UK Tour Operator 
9 Cosmos D. Burns UK Tour Operator 

10 Setness Kathrine 
Northamarican Tour 

Operator 
11 Good Times Ms. Judy Brandow Canada/ Media 

12 Freelance Ms. Barb Kroll 
Canada, travel 

writer/publisher 

13 Freelance 
Ms. Catherine 
George Canada/ Media 

14 Freelance Liz Campbell 
Canada, Travel 
writer/Editor 

15 Golf Away Tours Michael Kearney 
Canada Tour Operator/ 

(Golf) 
16 The Irish Times Ms. Joan Scales Irish Media 
17 Canadian Christian Tours Mr. Doug Campbell Canadian Tour Operator 
18 Agri Tours Mr. Richard Buck Canadian Tour Operator 
19 Get Away Tours Mr. Ted Goldenberg Canadian Tour Operator 
20 Cruising Reise GmbH Dirk Zilinski German Tour Operator 
21 Sareiter Reisen GmbH Wolfgang Sareiter German Tour Operator 

22 
Mulligan Tours & MW 
Reisen Mr. Patrick Wentzel German Tour Operator 

23 EEST Reisen GmbH Mr. Langenberger German Tour Operator 

24 Sky Tours AG 
Ms. Anita Jeker-
Meyer Swiss Tour Operator 

25 
Berge & Meer Touristik 
GmbH Mr. Jochen Vogt German Tour Operator 

26 CRD International Meike Boldt German Tour Operator 
27 Ask Mr. Nilson Ms. Carnia Atelssohn Swedish Tour Operator 
28 Junker Reisen GmbH Ms. Annette Nilson German Tour Operator 
29 American Holidays Ms. Dee Burdock Irish Tour Operator 
30 Travelcare Ms. Elise Lewis UK Tour Operator 

31 Valley Vacation 
Mr. Duncan Mc 
Cubbin UK Tour Operator 
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32 Wexas International Ms. Justine Egan UK Tour Operator 

33 
American & Worldwide 
Travel Ms. Lesley Darcey UK Tour Operator 

34 Carolina Vacations Mr. Richard Winnus UK Tour Operator 
35 Travel Bulletin Ms. Lauretta Aydiner UK Media 
36 Everything America Chris Nye UK Media 
37 Various Magazines Ms Joceline Bury UK Media 
38 US Airways ( Claudia Erle ) German Airline 
39 Delta Air Lines Lena Kraus Swiss Airline 
41 Delta Air Lines Sibille Ebbinghaus German Airline 
42 Bilbrey Tours Lena Bilbrey US Tour Operator 
43 AAA South Central Mr. M. Morgan US Tour Operator 
44 Iowa AAA Travel Ms. Alice Loft US Tour Operator 
45 Wittler Travel Tours Ms P. Toile US Tour Operator 
46 Corporate Travel John Hell US Tour Operator 
47 Allied Tours Ms S. Busskont US Tour Operator 
48 Golden Age Festival Mr. R. Lloyd US Tour Operator 
49  Good Times Club Ms A. Bordegarcy US Tour Operator 
50 Eastern Travel Karl Tors US Tour Operator 
51 Carnival Fun Shops Cheis Gieckel Cruise US 
52 Princess Cruises Sharon Dias Cruise US 
53 Eyre Tour Mary Bett US Tour Operator 
54 Holland America Line Catherine Cruise US (Midwest) 
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ANNEX J: SUPPLEMENTARY CASE STUDY                     
INFORMATION  
 
CASE STUDIES-SUPPLEMENTARY INTERNATIONAL  

 

Country: New Zealand 
 

Population 3.9m 
Land Area sq km 268,680 
Main body 
responsible for 
Tourism Product 
Development 

Ministry of Tourism is part of Ministry of Economic 
Development 
Tourism New Zealand (develop, implement and promote 
strategies for tourism).  Their mandate is to promote NZ 
internationally. 
Regional Tourism Organizations –focus on product 
development depends on the maturity of the destination. 
New Zealand Trade and Enterprise – trade and economic 
development agency 

Visitor number 
target 

The Interactive Traveler is Tourism New Zealand’s target 
market of International visitors.  The Interactive Traveler 
segment has been defined as regular travelers, who consume a 
wide range of tourism products and services.  They are regular 
travelers who seek out new experiences that involve engagement 
and interaction and they demonstrate respect for natural, social 
and cultural environments. One of the main aims is to get people 
off the beaten track. 
It has been suggested that ‘Tourism New Zealand’s marketing 
will be more effective if a bigger impact is made with a 
smaller target’. 
In 2003 – New Zealand had 2.1 million overseas visitors 

How closely 
public & private 
sectors work 
together 

Goal of 2010 Strategy - stronger partnerships between local 
government and tourism to drive regional development. Strategy 
was developed by a mixture of public and private sector 
members. 
Research found industry perceived there was a disjointed 
relationship between the private and public sector within the 
industry.  The partnership approach between public and private 
sectors has been consolidated and enhanced in the 
implementation of the strategy to date. 
Postcards from Home – The local government tourism strategy 
(2003) aims to provide and manage tourism-related 
infrastructure in consultation with the private sector and relevant 
stakeholders. 

Main budget for 
TPD 

RTOs funded by local authorities 
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Grants Funding is available from the Tourism Facilities Grants 
program. This grant is for projects that provide or improve 
a nationally significant tourism facility, cannot be 
established commercially, and will enhance overseas 
visitors' understanding or enjoyment of New Zealand.  
Grants come from a small discretionary fund held by the 
Minister of Tourism ($300,000 2005/06).  Funding is 
determined each year  
 
Examples of nationally significant tourism facilities that 
have received grants include: the Nelson Wearable Arts 
Complex, the Hump Ridge Track and the Museum of 
Wellington City and Sea.  
 
NZ Lottery Grants Board – to establish community, 
environmental, heritage or marae facilities. 
NZ Trade & Enterprise – funding grants are made each 
year & they also administer the Regional Partnership 
Program (up to $2m for regional initiatives, & regions are 
required to contribute to funding) – open to groups 
involving a cross section of agencies such as local 
government, economic development agencies, community 
& business groups. 
Range of business assistance programs available to aid 
cultural tourism operators. 
Tourism Demand Subsidy Scheme – Ministry of Tourism 
has funding of $11m over 3 years to assist small 
communities with high tourism flows to invest in water & 
sewerage infrastructure  

Loans  
Schemes & 
programs 

 

Standard VAT 
rate 

12.5% 

Favorable VAT 
rates for tourism 
services 

 

Tax and VAT 
relief 

 

Number of jobs 
created 

 

Key features of 
TPDS (10 year 
strategy) 

Tourism Strategy 2010 (Product development elements) 
Sustainable development of tourism as part of the wider 
objective of strengthening New Zealand’s economy through 
innovation, sustainable and regional growth. 
Used 2 major events (Americas Cup & Lord of the Rings) to 
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showcase the country.  Strategy Implementation is under 6 
themes: Quality (of experience) – led to Qualmark, Marketing, 
Capability (key recommendation to increase the funding and 
accessibility of industry training options), Sustainability (the 
strategy noted ‘the natural environment is fundamental to the NZ 
brand’ & introduced certification), Community (friendliness is 
a differentiator), Alignment (partnership approach between 
public & private sectors; with Maoris; a whole government 
approach; strengthened links between operators, local 
government/RTOs and central government). 
Aim to have well defined core products e.g. MICE, Rural 
Tourism, Event Tourism, Eco Tourism, Cultural Tourism, 
Increasing linkages with non traditional tourism sectors eg. 
health, fashion, wine, agriculture. (emphasis on year round 
products). 
10 of the 43 recommendations made in the strategy required 
local government to engage more actively in the tourism sector.  
This resulted in a program and project team for tourism being 
developed.  ‘Postcards from Home – The local government 
tourism strategy’ (2003) vision is ‘local government will lead, 
enable and work in partnership with other stakeholders to ensure 
a successful and sustainable tourism sector, with the mission 
being to optimize social , economic, environmental and cultural 
outcomes for communities, through planning for sustainable 
development, facilitating growth and managing effect.  Local 
government in NZ has therefore made a concerted effort to 
acknowledge and develop their role in the tourism industry.  
There is a lot of emphasis placed on local government to work 
closely with the RTOs in tourism development, and this is 
apparent in the local government tourism strategy. 
Prepare an Investment & Development Strategy – how to 
compete for capital, develop investment partnerships and 
alliances.  Need to improve ROI levels to sustain level of 
investment, need to improve year round asset utilization levels 
rather than more facilities to cover the peak season. 
Primary motivation of the Interactive Traveler for travel to 
New Zealand is to interact with the landscape.  It’s about 
establishing an underlying demand desire to want to travel to 
New Zealand. They also visit to experience the culture and 
history and participate in physical activities and wildlife 
experiences.  Predominately the IT will choose activities that 
‘allow then to experience the icons that make NZ unique’ such 
as visit a fjord or hiking a track or activities involving culture 
such as visiting a marae to lean about Maori life. 
Qualmark – self financing standards (for accommodation, 
visitor activities, visitor transport and visitor services). 
Strengths of NZ Strategy: 
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• Buy in from most organizations 
• Focus on quality, target market (Interactive Traveler), 

yield 
• Right people in the right positions 
• Tourism Research Council – initiative for developing 

and disseminating research. Also utilization of academics 
and University resources. 

• Strong brand – 100% Pure New Zealand 
• Close monitoring of the external, international visitor 

market and implementation of changes. 
Weaknesses of the NZ Strategy: 

• Communication & consultation between the private and 
public sector could be improved. 

• Industry members expressed need for increased support 
in product development. 

• Road shows and workshops need to pitched not only to 
attracting new industry members but also to provide 
information for experienced industry players. 

• RTOs need to ensure they do not only work with their 
‘favorites’. 

• Qualmark & the target market needs to have industry 
support. 

• Training, recruitment and upskilling will all need to 
accommodate increased nos. in the future. 

 
Products focused 
on 

Fly drive products – developed self-drive itineraries, which 
include all the highlights and ‘must see’ regions that NZ has to 
offer. 
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Country: Scotland 
 

Popn 5.0m 
Land Area sq 
km 

77,925 

Main body 
responsible 
for Tourism 
Product 
Development 

Scottish Enterprise (SE) and Highlands & Islands Enterprise 
(HIE) have responsibility for business development & infrastructure 
projects. 
Visit Scotland’s (VS’s) role is in developing the product portfolio in 
line with changing consumer needs and national marketing strategy. 

Visitor 
number target 

Increase tourism spend by 50% over next 10 years to £6billion per 
annum (by getting greater economic benefit from tourism). 

How closely 
public & 
private sectors 
work together 

- Proposed setting up Area Tourism Partnerships and enhancing 
private sector leadership. 

- Challenge fund for marketing projects £1million per annum (limit 
£50K). 

- Industry sector development groups. 
- Matched funding for marketing spend. 

Main budget 
for TPD 

Finance sourced from: 
European funding (ERDF & ESF) & exchequer finance. 
 
Gov Grant in Aid for VS (approx.  €52m), of which a budget of 
€772,675 plus matched funding from 3 or 4 partners (i.e. approx 
€2.7m) (HIE, SE, SNH or private sector) is allocated for product 
development (now called Sector Development Dept).  
 
HIE budget overall is €147m of which €7.4-€22m is spent on tourism 
depending on demand. Approx 50% of tourism budget is spent on 
prod dev (i.e. approx €3.7 - €11m) 
 
Local Authorities €10.5m (for a mixture of marketing, TIO support 
and tourism product development (<€0.74m) 

Grants yes 
Loans Yes (not used very often) 
Schemes & 
programs 

Central gov funding 
Regional development funds: 
ERDF (40%) (Obj 1 (Highlands & Islands) €308m and Obj 2 
€800m) – no specific measure set out for tourism  but there is benefit 
for tourism from most projects which are to improve regional 
competitiveness i.e. road building 
Northern Periphery Program (50%) - for knowledge exchange 
2 types of special priority areas: 
Fragile Areas – given greatest priority though ‘Initiative at the 
Edge’ 
Regeneration Areas 
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Streamlined application process: 

1. Projects under £25,000 
2. Over £25,000 

ESF –is available across the Highlands & Islands is worth €126m. 
The Obj 3 area – all of lowland Scotland receives around €513m.   It’s 
for training – much of which is in the tourism sector.  
 
Agricultural Diversification Program – up to 40K i.e. 50% 
Business Development Programs: 
Highland Opportunity Grant (interest free loans) 
European Projects – for upgrading accommodation. 
High Activity Schemes – for events, festivals, activity providers 
 
LEADER+ – for wide range of pilot initiatives – worth €65m with 
match funding (€28m in LEADER alone).  or ‘Making Tracks’ rural 
dev following F&M 
Councils (small amounts for prod dev) 
Marketing: Challenge Fund (£1m) 
Marketing: Route Development Fund (increased the no. of direct 
flights to the area) 

Standard 
VAT rate 

17.5% 

Reduced VAT 
Rate 

 

Favorable 
VAT rates for 
tourism 
services 

No 

Tax and VAT 
relief 

No 

Number of 
jobs created 

 

Key features 
of TPDS 

3 documents govern each agency (all being refreshed & due Oct/Nov 
’05): 
HIE ‘Smart Successful Highlands & Islands’ 
SE ‘Smart Successful Scotland’ 
VS ‘ Tourism Framework for Action’ 
 
From VS perspective all product dev initiatives are in support of the 
brand initiatives (VS have the portfolio): 
Freedom (all types of touring, wildlife/nature) 
Active (walking, cycling, golf, watersports, mountain biking, 
adventure sports, fishing) 
Business (conferences, meetings, incentives, exhibitions) 
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Cities (attractions, shopping, nightlife, restaurants) 
 
Culture & Heritage (festivals, history/heritage, traditional, arts, 
genealogy, museums/galleries) 
Within which there are (40) product sectors.  These sectors are ranked 
according to scale of opportunity. The highest ranked are worked with 
primarily.  They are ranked by worth e.g. Drink & food £950m (hence 
strong focus on Culinary Tourism), Walking £400m and Country 
Sports £200m.  Work with sectors and identify gaps. 
Best prospects are underlined. 

Products 
focused on 

VS has national remit to develop sectors showing greatest scale of 
opportunity and contribution to vision for economic growth and to 
develop products, enhancing sector penetration and giving easier 
routes to market. 
 
Industry groups formed to support product development in: 
 
Traditional Music 
Country Sports 
Wildlife 
Golf 
Forestry Tourism Initiative/Mountain Biking (e.g. VS worked with 
Forestry Enterprise in developing this) 
Adventure Sports 
Angling 
Scotland Whiskey 
Total Quality Destination Program 
 
Examples of products developed by VS (most products developed by VS 
will be sold over VisitScotland.com which is a public private partnership & 
by driving business to that site VS get commission): 
Adventure Pass (voucher) – booklet with adventures for a day developed to 
sell around Xmas. 
Dine Around – gives special offers in participating restaurants 
Wildlife Passport – discounted offers at range of participating sites 
Union of the Crowns Tour – walking tour re 1604 Union of the Crowns 
James Braid Golf Trails – special rates at JB designed courses  
Great Scottish Links – 40+ links courses (can play various courses on the 
trail – packaged with accommodation, online booking on VisitScotland.com 
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Country: Canada 
 

Population 32.2m 
Land Area sq km 9,976,140 sq km 
Main body 
responsible for 
Tourism Product 
Development 

Canadian Tourism Commission’s (CTC) Product Club 
Program (established 1996) for product and industry 
development 
The key point is that the Canadian Tourism Commission does 
not develop product. That is an Industry role. The CTC works to 
influence the internationally market competitiveness state of the 
product by providing a catalyst so that the product attains 
sufficient critical mass to impact the market, and providing 
research or manuals or guidelines to attain this goal. They are a 
partnership organization so do everything in partnership with 
the Industry. Their provinces/states function the same way. 
The Planning and Product Innovation and 
Enhancement group (renamed from Product Development as it 
does not build things) plays a critical role in managing the CTC 
strategic planning process. Additionally, it works in conjunction 
with the tourism industry to enhancing product offerings as well 
as identifies certain tourism sectors for focused attention, such 
as outdoor tourism.  Its product development role is 
informational – they let the industry know what is happening in 
the market place and use market research and market 
intelligence to support that.  CTC stimulate product 
development by giving information on best practice and offering 
tools.   
Real product development occurs within the provincial ministry 
and the private sector is the only ones to make product.  
Twice a year CTC meets with their provincial counterparts from 
the Ministries of Tourism, as they tend to be more involved at 
the grass roots level.  The purpose of these meetings is to share 
information and case out possible joint projects and avoid 
duplication. 

Visitor number 
target 

 
 
 

How closely 
public & private 
sectors work 
together 

Public and private sector partnerships 
The private sector component of the CTC is at the core of its 
operations from the board of directors to working committees 
responsible for individual programs. 

Main budget for 
TPD 

The goal is to match or exceed CTC contributions with partner 
contributions. 
Comes from the Treasury Board and matched funding from the 
private sector.  Less than $1m Canadian Dollars is available for 
programs for product development (in total $5m is used – this 
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includes salaries and operational costs).  It is designed for the 
small operators which is the nature of Canadian industries. 
CTC generates $83.2m (2003) in partnership investment which 
when combined with the CTC core budget of $83.8m(2003) 
generates $167m in business activity in the marketplace (2003). 

 
Grants 

 
None 
 

Loans  
None – it’s all partnership-based 
 

Schemes & 
programs 

 
 
 

Standard VAT 
rate 

7% 

Favorable VAT 
rates for tourism 
services 
 
 

 
 
 
 

Tax and VAT 
relief 

 
No incentives. But may be able to write off business expenses.  
Each of the provinces (10) and territories (3) has their own way 
of doing things and can develop their own tax rebate system. 
 

Number of jobs 
created 

 
 
 
 

Key features of 
TPDS 

Aim to develop as a premiere four-season tourism 
destination 
Rural Tourism – cost sharing and resource leveraging 
programs linked to public and private sector partnerships 
Market differentiation – creating unique or innovative 
products/services 
Product Clustering –TIP Program (Tourism Innovation 
Partnership Program) (this was formerly called the Product 
Clubs), and encourages co-operative ventures/partnerships.  
They normally involve businesses getting together to develop a 
new tourism product. If various sectors of the industry can 
create critical mass through a Product Club, then they can 
participate more effectively in CTC marketing programs. The 
program is specifically targeted at helping under-developed 
and/or emerging tourism industry sectors to become ‘market 
ready’.  From a product innovation perspective, the program 
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provides a stimulus and some funding (matching funding for a 
max. 3 years) for proactive brokering, info. Integration/sharing 
and bringing prospective partners together in a united effort.  
CTC ask for proposals once a year to stimulate the supply side 
to partner with each other. The following programs focus on 
adapting products to existing and emerging consumer needs 
through the sharing of market research information, training and 
innovative products). 
E.g. Atlantic Lighthouses (tourism uses for lighthouses), 
Atlantic Ecomuseums (network of artisan based tourism 
attractions where tourists can see products being created, asks 
questions, learn the history), Blooms and Gardens (develops 
tours under the gardening, horticulture and green spaces theme.) 
Charming Inns (branding independently-owned Charming 
Inns) 
Country Roads Agri Tourism Product Club (co-operative 
marketing and product development program) 
Health & Wellness (developing packages, sharing market 
product preference knowledge, conducting price-value 
competitive comparisons, developing innovative marketing 
tools) 
Special Needs (improving accessibility for tourists with 
physical disabilities or limitations) 
Other Existing Product Clubs: 
Acadian Tourism Product Club 
Adventure, Ecotourism Quebec 
Aero tourism Product club 
Bay of Fundy Product Club 
Boreal Wilderness Adventures Product Club 
Canada by Rail Product Club 
Canadian Golf Tourism Alliance Product Club 
Conservation Lands of Ontario Product Club 
Convention Centers of Canada Product Club 
Cuisine, Wine and Culture in Canada product club 
Explorers of the Western Canadian Wilderness product 
Club 
Festival Network Product Club 
Garden Inspired Tourism 
Greek Town Business Improvement Product Club 
Heritage Product Club 
Independent Innkeepers Product Club 
Inland Waterways Cruising Product Club 
Le Quebec Maritime Product Club 
North 2 Knowledge Product Club 
Northern Wilderness Adventure Product Club 
Barefoot Product club 
Saskatchewan River Basin Product club 
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Ski and Snowboard Industry Product Club 
Snowmobile Product club 
Sports tourism Product Club 
The Great Canadian Fossil Trail Product club 
Trans Canada Trail Product club 
 

Products focused 
on 

• Outdoor adventure 
• World-class safe cities with theatre & nightlife 
• Full range of choices for those interested in history 

Canada focuses on how to package these assets in a way that 
makes Canada desirable, affordable and accessible year-round. 
Key Products: 

• Culinary Tourism 
• Spa and Wellness Tourism 
• Outdoor and ecotourism tourism*  
• Cultural/Heritage Tourism* 

 & a secondary product: Aboriginal tourism 
In Marketing to Canada’s main market they also focus on: Gay 
Travel, High End Fishing Lodges and Adventure Tourism. 
 

Product Positioning/Repositioning: 
Weather Repositioning- Storm watching, Experiencing Winter 
Lifestyle Product Repositioning – advocates the enjoyment of 
healthy food, hassle free time for living, experiencing quality of 
life, tradition and authenticity.  
Destination Accessibility Repositioning – Fly drive packages 
Thematic Route Positioning – creation of thematic packages 
(standardized and self-selecting) that allow understanding and 
experience of specific regions e.g.  
Trail of the Great Bear on the Rockies offers a range of unique 
travel products, learning and enrichment programs, special 
interest touring opportunities, customized self-drive itineraries, 
guiding services and branded merchandise.  
Artisan Tours on Salt Spring Island,  
Culinary Food Routes in Quebec – with tastings, picnicking 
facilities, education tours, viewing windows, access to the 
animals, combined with stays and events in local Inns and 
B&Bs. 
Cowboy Trails through Alberta – offers opportunities to view 
cowboys roping cattle, rodeos, country fairs, ranch land and 
unique geographic landscapes. 
The Other Side of Nevada – 7-day self-guided program where 
the communities included on this unique itinerary trace their 
roots to the state’s colorful mining heritage – includes living 
ghost towns and authentic ghost towns 
Positioning for Emerging Target Markets – e.g. Amenity 
Migrants i.e. Second Home Migrants – the challenge is to keep 
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their accommodation in ‘warm bed’ use, encouraged through 
land-use covenants in Whistler for example 
Targeted promotion programs – e.g. BC Escapes – a place to 
refresh, recharge and renew on a spring getaway with separate 
urban and rural packages (accommodation with extras such as 
meals, tours, golf, trips, spa treatments, tickets).  It was sold by 
a very successful direct-response marketing campaign. 

*Particular emphasis is being placed on these areas. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



                                                                                                      South Carolina Tourism Action Plan 

  

Tourism Development International Ltd                                                                                                  July 2006  150

 
 
 
 

NEW CAROLINA COMPETITIVENESS COMMITTEE 
 
 

Tourism Action Plan 2006 
 
 
 

 7. STUDY TOURS  
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ANNEX K: IRELAND  
 
STUDY TOUR DETAILS  

 
 

IRELAND STUDY TOUR  
 

NEW CAROLINA TOURISM CLUSTER COMMITTEE  
MAY 13TH – 19TH 2006 

 
 

Participants  
 
Chad Prosser  
Amy Duffy 
Jane Scar Borough  
Chris Stone  
Helen Hill 
Mikey McCamish  
Willie Calloway  
Bettis Rainsford  
 
Advisors  
 
Michael Mac Nulty 
Jim Flannery  
Peter Mac Nulty  
David Mac Nulty  
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New Carolina Tourism Cluster Committee Study Tour 
Itinerary 

 
–  Study Tour Overall Objectives 
 

Study Tour Visit /  Name of Establishments / Organizations 
     Meeting No. 

1  Trinity College / Book of Kells   - Dublin 
2  Powerscourt Estate     - Co Wicklow 
3  Dublin Tourism      - Dublin 
4  Failte Ireland      - Dublin 
5  Tourism Ireland      - Dublin 
6  Guinness       - Dublin  

7  Newgrange      - Co. Meath  
8  Irish Tourism Industry Confederation  - Dublin 
9  Carton House + Estate    - Co Kildare 
10  K Club       - Co Kildare 

11  South West Ireland Golf (Swing)  - Co Kerry 
(HQ) 
12  Adare        - Co Limerick 

13  Galway Bay/Atlantic Drive    - Co Galway 
14  Cliffs of Moher      - Co Clare 
15  Presentation by Clare Co. Council   - Co Clare 
16  Ailwee Caves       - Co Clare 

17  Visit Ballyvaughan      -  Co Clare 
18  Shannon Development     -  Co Clare 
19  Brunatty Folk Park      -  Co Clare 
20  Dromoland Castle     -  Co Clare 
21  “Durty Nellies” – Bunratty Castle  - Co Clare 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Sunday, 14th May 2006, 2:15PM 

Study Tour Visit / Meeting No.: 1 

Name: Trinity College/Book of Kells ,Dublin 

Type of Attraction/Business: Trinity College was founded in 1592. 

The Book of Kells is Ireland’s most 

richly decorated medieval manuscript. 

Objective of Familiarization:  To witness how Trinity College has 

successfully maximized its heritage 

from a tourism perspective. 
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NEW CAROLINA TOURISM COMMITTEE 
IRELAND STUDY TOUR 

 

 

Day /Date/ Time: Sunday, 14th May 2006, 4:00PM 

Study Tour Visit / Meeting No.: 2 
Name: Powerscourt Estate, Co Wicklow  

www.powerscourt.ie 

Type of Attraction/Business: One of Ireland finest historic estates.  

Objective of Familiarization:  From a seasonality perspective, to gain 

an insight into, how Powerscourt 

developed from largely being a 

summer attraction (with limited 

facilities), into a year round attraction 

with an extensive range of quality 

visitor facilities. 

Note: New 160 all suite Ritz Carlton (to 

be its Flagship European property) due 

to open 2007. 
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NEW CAROLINA TOURISM COMMITTEE 
IRELAND STUDY TOUR 

 

 

Day /Date/ Time: Monday, 15th May 2006, 11:30 AM 

Study Tour Visit Meeting  No.: 5  

Name: Tourism Ireland 

www.tourismireland.com 

Type of Attraction/Business: Ireland’s official overseas marketing 

organization. 

Objective of Familiarization:  To meet with the CEO of Tourism 

Ireland in order to discuss the role 

“Tourism Ireland” plays in the 

marketing of Ireland overseas. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Monday, 15th May 2006, 10:30 AM 

Study Tour Visit / Meeting No.: 4 

Name: Failte Ireland 

www.failteireland.ie 

Type of Attraction/Business: Ireland’s official Tourism Authority 

Objective of Familiarization:  To meet with Failte Ireland’s Head of 

Tourism Planning, in order to gain an in 

–depth insight into both past and 

current development strategies for Irish 

tourism. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Monday, 15th May 2006, 12:45PM 

Study Tour Visit / Meeting No.: 6 

Name: Guinness  

Type of Attraction/Business: Home of Guinness 

Objective of Familiarization:  To visit the home of Guinness and 

meet with the CEO. (Ireland’s most 

popular overseas visitor attraction). 

Most importantly, 

“To enjoy a pint of Guinness!” 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Monday, 15th May 2006, 3:30PM 

Study Tour Visit / Meeting No.: 7 

Name: Newgrange 

Type of Attraction/Business: 2nd Century BC—4,000 year old 

Megalithic Burial Chamber (World 

Heritage Site and one of Ireland’s most 

famous visitor attractions). 

Objective of Familiarization:  To witness how “Newgrange” widened 

its heritage offer in order to better 

manage visitor flows congestion etc. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Monday, May 15th May 2006, 7:00PM 

Study Tour Visit / Meeting No.: 8 

Name: Irish Tourist Industry Confederation 

(ITIC). 

www.itic.ie 

Type of Attraction/Business: Confederation of Irish Tourism 

Industry. 

Objective of Familiarization:  Informal working dinner with 

Confederation of Irish Tourism 

Industry. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Monday, 15th May 2006, 9:00AM 

Study Tour Visit / Meeting No.: 3 

Name: Dublin Tourism 

www.visitdublin.com 

Type of Attraction/Business: Dublin’s Official Tourism Authority. 

Objective of Familiarization:  To meet with Dublin Tourism 

Executives to discuss the role of this 

organization from an overseas 

marketing perspective. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Tuesday, 16th May 2006, 10:00AM 

Study Tour Visit No.: 9 
Name: Carton House 

Type of Attraction/Business: Historic Estate due to open as a 4* 

Hotel and Golf Resort (2 championship 

golf courses, designed by Mark O 

Meara/Colin Montgomerie) 

Objective of Familiarization:  Opportunity to experience Carton, and 

to meet with Project Manager. ($180 

million development) 

• Golf courses opened 2001 

• Hotel due to open 2006 

• Venue for Irish Open Golf 

Championship 2006  

 

 
 
 



                                                                                                           South Carolina Tourism Action Plan 

 

 

Tourism Development International Ltd                                       July 2006  
 

165

 
 

NEW CAROLINA TOURISM COMMITTEE 
IRELAND STUDY TOUR 

 

 

Day /Date/ Time: Tuesday, 16th May 2006, 12:00AM 

Study Tour Visit / Meeting No.: 10 

Name: K Club 

www.kclub.ie 

Type of Attraction/Business: Ryder Cup Venue---2006 

Objective of Familiarization:  • To experience the 

product/atmosphere of Ireland’s  

Ryder Cup Resort Venue 

• To meet with the senior 

management team. 

 

 

 

 

 
 
 
 



                                                                                                           South Carolina Tourism Action Plan 

 

 

Tourism Development International Ltd                                       July 2006  
 

166

 
NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Tuesday, 16th May 2006, 1:15PM 

Study Tour Visit / Meeting  No.: 11 

Name: Swing (South West Ireland Golf) 

www.swinggolfireland.com 

Type of Attraction/Business: Ireland’s main golf links marketing 

organization. 

Objective of Familiarization:  To meet with the CEO and to gain an 

insight into the type of marketing 

activity undertaken by Swing in 

overseas markets. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Tuesday, 16th May 2006, 6:30PM 

Study Tour Visit / Meeting No.: 12 

Name: Adare Village Co. Limerick 

www.adaremanor.ie 

www.dunravenhotel.com 

Type of Attraction/Business: Original Plantation Village 

• Visit 1,000 year old church 

• Visit Adare Manor 

            5* Hotel and Golf Resort 

 (Venue Women’s World Cup Golf 2002) 

Objective of Familiarization:  Enjoy the charms of a popular/quaint 

Irish village 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Wednesday, 17th May 2006, 5:00PM  

Study Tour Visit / Meeting  No.: 17 

Name: Visit Ballyvaughan, Co. Clare 

Type of Attraction/Business: Visitor Attraction 

Objective of Familiarization:  To witness how a Regional Tourism 

Organization manages a cluster of 

authentic/purpose built popular 

heritage attractions, in order to attract 

more visitors to this part of Ireland. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Wednesday, 17th May 2006, 3:00PM  

Study Tour Visit / Meeting  No.: 16 

Name: Ailwee Caves 

Type of Attraction/Business: Award winning visitor attraction in the 

Burren(Unique botanical environment) 

Objective of Familiarization:  Opportunity to visit a small (private 

sector) purpose built visitor attraction. 
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NEW CAROLINA TOURISM COMMITTEE 
IRELAND STUDY TOUR 

 

 

Day /Date/ Time: Wednesday, 17th May 2006, 10:30AM  

Study Tour Visit / Meeting  No.: 14 

Name: Cliffs of Moher, Co Clare 

Type of Attraction/Business: Icon attraction---one of Ireland’s most 

popular natural sights  

Objective of Familiarization:  An opportunity to experience this 

attraction and to meet with the 

manager. 

The local authority, Clare County 

Council manages this attraction. 

(Note: new $20million visitor attraction 

now under construction.) 
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NEW CAROLINA TOURISM COMMITTEE 
IRELAND STUDY TOUR 

 

 

Day /Date/ Time: Wednesday, 17th May 2006, 9:30AM  

Study Tour Visit / Meeting No.: 13 

Name: Atlantic Drive---Galway Bay 

Type of Attraction/Business: Scenic Galway Bay 

Objective of Familiarization:  Popular Tourist Trail  

♫Watch the sun go down on Galway 

Bay♫ 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Wednesday, 17th May 2006, 11:30PM  

Study Tour Visit / Meeting No.: 15 

Name: Falls Hotel, Ennistymon  

Type of Attraction/Business: Presentation by Clare Co. Council   

Objective of Familiarization:  • To experience one of Ireland’s 

most popular rural 

villages/pubs/craic etc. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Thursday, 18th May 2006, 11:30AM 

Study Tour Visit / Meeting No.: 19 

Name: Bunratty Folk Park 

Type of Attraction/Business: Traditional  Irish Heritage Attraction 

Objective of Familiarization:  • One of the most popular day 

visitor attractions managed by 

the local regional tourism 

authority (Shannon 

Development).  

• A chance to experience/enjoy a 

meticulous recreation of rural life 

in Ireland at the turn of the 

century. 
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Thursday, 18th May 2006, 10:30AM 

Study Tour Visit / Meeting No.: 18 

Name: Shannon Development  

www.shannonregiontourism.ie 

Type of Attraction/Business: Regional Tourism Authority 

Objective of Familiarization:  To gain an insight into the operation of 

Shannon Development. Shannon 

Development is a Semi-State 

Company. Its business is regional 

development which includes a special 

focus on tourism.  
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Thursday, 18th May 2006, 12:30PM 

Study Tour Visit / Meeting No.: 20 

Name: Dromoland Castle 

www.dromoland.ie 

Type of Attraction/Business: Regarded as one of Ireland’s finest 

castle hotels—Conde Nast—voted 

number 2 hotel resort in Europe. 

(President G.W.Bush used Dromoland 

as his base on his most recent visit to 

Ireland in 2004).  

Objective of Familiarization:  To enjoy the ambience of one of 

Ireland’s leading resorts.  
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NEW CAROLINA TOURISM COMMITTEE 

IRELAND STUDY TOUR 
 

 

Day /Date/ Time: Thursday, 18th May 2006, 8:00PM 

Study Tour Visit / Meeting No.: 21 

Name: “Durty Nellys”/Bunratty Castle  

Type of Attraction/Business: Ireland’s most popular Pub/Castle 

attraction.  

Objective of Familiarization:  To enjoy the Irish craic! 
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ANNEX L: FLORIDA  
 

FLORIDA STUDY TOUR 

  
 
8th /9th June 2006 
 
Visit to “Visit Florida” Tourism Organization Tallahassee, Florida. Lee county Visitor and 
Convention Participants Bureau, Fort Myers, Florida  
 
Chad Prosser  
Amy Duffy 
Tom Sponseller  
Chris Stone  
Michael Mac Nulty  
Helen Hill 
 
Advisors  
 
Bud Nocera – C.E.O. - “Visit Florida” Tallahassee 
D.T. Minich – Executive Director - Lee County Visitor and Convention Bureau  
Mark Crabb – Deputy Director  - Lee County CVB Fort Myers  
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ITINERARY 

Thursday, June 8th  
 
 
10:15am   Group will be met by Bud Nocera, C.E.O. “Visit Florida Organization” 
 
10:45am   Arrive at Visit Florida’s office  
 
   Review Visit Florida History, Corporate Structure and enabling legislation  
 
   Q & A during a working lunch  
 

After lunch meet with Visit Florida VPs or Directors (Research, 
Advertising/Internet, Sales, Public Relations, Promotions, New Product 
Development, Partner Development and Visitor Services)  

 
2:15pm   Transportation back to airport  
 
3:00pm   Depart Tallahassee Fla @ 3:00 pm – Arrive @Ft. Myer (FMY) @ 4:15pm  
 
   Mark Crabb will meet group at airport and transport you to the hotel  
 
6:00pm Dinner at Stonewood Grill http://www.stonewoodgrill.com. The group 

will be joined by staff of the Lee County Visitor & Convention Bureau 
and VP pf Advertising Agency (Mary DeLong)  

 
 
Friday, June 9th  
 
9am-10:30am  Lee County Visitor & Convention Bureau Tourism Development Council 

Meeting  
 
11am  Meetings with Visit Florida Staff on regional tourism  
 
2pm Depart Ft. Myer @ 2:00pm- Arrive in Chas @ 3:45am  
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New Carolina Tourism Cluster Committee 

Study Tour – Florida 
June 8-9, 2006 

 
Florida Contacts:  
 
Bud Nocera  
President & CEO 
Visit Florida  
661 East Jefferson Street, Suite 300 
Tallahassee, FL 32301-1100  
Phone: (850) 488-5607 
Email: bnocera@visitflorida.org 
 
D T Minich 
Executive Director  
Lee County Visitor & Convention Bureau  
12800 University Dr # 550  
Fort Myers, FL 33907  
Email: DTMinich@leegov.com 
 
 
Mark J. Crabb, FCDME  
Deputy Director  
Lee County Visitor & Convention Bureau  
12800 University Drive, Suite 550  
Forty Myers, FL 33907  
Phone: (239) 461-6718 
Cell: (239) 691-2498  
Email: MCrabb@leegov.com 
 
 
Accommodations:  
 

Hilton Garden Inn  
12600 University Drive 
Fort Myers, Florida 33907 
 
Contact: Colleen DePasquale, General Manager  
               Phone: 230-790-3500 
               Email: tpafm_gm@hilton.com 
 
Note that your reservation has been guaranteed with Amy’s Duffy’s credit card.  
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NEW CAROLINA COMPETITIVENESS COMMITTEE 
 
 

Tourism Action Plan 2006 
 
 
 

 8.  LIST OF CONSULTEES   
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ANNEX M  
 
 

LIST OF CONSULTEES WHO MET WITH EXPERT TEAM 
MEMBERS OVER DECEMBER – JUNE 2006 PERIOD, 

INVOLVING OVER 400 MEETINGS AND CONSULTATIONS  
 
 
 
 

 
Without the assistance, advice, and courtesy extended to the expert 
team by the consultees mentioned, the team would not have been 
enabled to complete the project.  
 

    Sincere gratitude is extended to all whom we have met. 
 
 
 
 
 
 
 
 
 
 
 
 

Michael Mac Nulty  
Project Director  
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SOUTH CAROLINA GOVERNMENT/LEGISLATURES/ CITY MAYORS  

 
Senator Leatherman 
 
 
Senator McConnell 
 
 
Senator Scott Richardson 
 
Representative Bobby Harrell 
 
Rep. Jim Merrill 
 
Mayor Joe Reilly  
 
Vanessa Turner-Maybank 
 
 
Joshua L Martin 
 
Randy Nicholson 
 

 
Chairman, Finance Committee 
 
 
Chairman, Judiciary Committee 
 
State  Senator  
 
Speaker of the House 
 
 
House of Representatives 
 
Mayor 
 
Clerk of Council/Chief Tourism 
Officer  
 
Town Manager 
 
Planning Manager 

 
State Senate 
 
 
State Senate 
 
 
State Senate 
 
State House of Representatives 
 
State House of Representatives 
Charleston 
 
 
Charleston 
 
 
Bluffton 
 
Town of Hilton Head Island 

SOUTH CAROLINA DEPARTMENT OF PARKS, RECREATION AND TOURISM 

 
Chad Prosser 

Amy Duffy 

Phil Gaines 

David Tarrant 
 

Toni Nance 
 

Beverley Shelley 

Patsy Sowell 

George Estes  

Julie Flowers 

Dudley Jackson 

Sharlea Vidal 

Ray Sigmon 

Rand Romaine 

Dolly M Chewning 

Carole Mullis 

 
Director 

Chief of Staff 

Director State Parks  

Chief of Operations State Park 
Service 
Director of Business and Economic 
Development 
Director Sales and Marketing  

Director of Human Resources 

Heritage Product Manager  

State Economist 

Director of Research and Policy 

Tour Counsellor 

Manager Interpretative Systems 

International Sales Manager  

International Sales Manager  

Project Coordinator  

 
SCPRT 

SCPRT 

SCPRT 

SCPRT 

SCPRT 

 
SCPRT 

SCPRT 

SCPRT 

SCPRT 

SCPRT 

North Augusta Welcome Centre 

SCPRT 
 
 
 
 
 
 
 
 

SCPRT 
 
 
 

SCPRT 
 
 
 

SCPRT 
SCPRT 
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Linda Pollard 

Marion Edmonds 

Michelle McCollum 

 

 

Elisabeth Harm 

 

Rick Smith 

 

Administrative Assistant  

Director of Communications 

Director of South Carolina National 

Heritage Corridor  

 

Assistant Director 

 

SCPRT 
 
 
 

SCPRT 
 
 
 
 
 
 
 

Heritage Corridor 
 
 

Heritage Corridor 
 
 
Cheraw State Park 
 
 

SOUTH CAROLINA REGIONAL TOURISM ORGANIZATIONS/CONVENTION AND VISITOR BUREAUX 
(RTOS/CVBS) 

 
Steve Camp 

Dave Zunker 

Miriam Atria 

 
C.E.O. 

V.P. Development 

Director  

 
Midlands Region CVB 

Midlands Region CVB 

Capital City/Lake Murray R.T.O. 

 
Jim Westcott 
 
Jayne Scarborough 
 
Chris Stone 
 
Diane Wilson 
 
Tim Todd 
 
MaryAnn Keisler 
 
Vicky Fletcher 
 
Perrin Lawson 
 
Helen Hill 
 
Tony L Crumbley 
 
Phillip Owens 
 
Brad Dean 
 
Amie Lee 
 
Michelle Winstead 
 
Bill Miles 

Executive Director 
 
Executive Director 
 
Executive Director 
 
Director of Information 
 
Executive Director 
 
Executive Director 
 
Executive Director 
 
Executive Director 
 
Executive Director 
 
VP Research 
 
Vice President 
 
Executive Director 
 
Executive Project Coordinator  
 
Training Manager 
 
C.E.O. 

Low Country & Resorts Islands 
 
Olde. English Tourism District 
R.T.O. 
Greenville CVB 
 
Greenville CVB 
 
Up Country RTO 
 
Thoroughbred Country R.T.O. 
 
 
 
 
 

Pendleton District R.T.O. 
 
Charleston CVB 
 
Charleston Area CVB 
 
Charlotte 
 
Charleston Metro Chamber of 
Commerce 
Myrtle Beach Chamber of 
Commerce and CVB 
Myrtle Beach Chamber of 
Commerce 
Myrtle Beach Chamber of 
Commerce and CVB 
Hilton Head Chamber of 
Commerce and CVB 
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Janie Treon 
 
Susan Thomas 
 
Theda Jackson 
 
JeanAnn Brakefield 
 
Wendy Cogan 
 
Irvine Welling 
 
Glenn Brill 
 
Sarah Spruill 
 
Phillip Powell 
 
Nancy Anderson 
 
Jonna Craig 
 
Howard Durall 
 
Fran Willis 
 
Barbara Ware 
 
Miriam Atria 
 
Janet Morris 
 
Sara Eikin 

 
VP Workforce & Education 
 
Vice President 
 
V.P. Marketing 
 
Vice President 
 
Research  
 
Chairman 
 
President  
 
Director 
 
Director PRT 
 
Director 
 
 
 
Director 
 
Director  
 
Director  
 
Director 

Commerce and CVB 
Hilton and Bluffton Chamber of 
Commerce 
Hilton Head CVB 
 
Myrtle Beach Chamber of 
Commerce and CVB 
Myrtle Beach CVB 
 
Myrtle Beach Chamber of 
Commerce 
Greenville CVB 
 
Anderson CVB 
 
Cheraw CVB 
 
Cheraw 
 
Chester Historical Society 
 
Camden Revolutionary War Sites 
 

Municipal Association Cheraw 
 
Pee Dee Tourism 
 
Old 96 District 
 
Lake Murray Country 
 
Aiken Downtown 
 
New Bridge Polo and Country 
Club 

SOUTH CAROLINA GOVERNMENT DEPARTMENTS/AGENCIES 

 
Hugh Weathers 
 
Larry Boyleston 
 
Becky Walton 
 
Amy Prosser 
 
Mary R Ridgeway 
 
Brad Boozer 
 
Mike Dawson 
 

 
Commissioner 
 
Director Business & Government 
Relations 
Director Communications and Public 
Information 
Community Development Manager 
 
Marketing Specialist 
 
Marketing Specialist 
 
C.E.O  
 

 
Department of Agriculture 
 
Department of Agriculture 
 
Department of Agriculture 
 
Department of Agriculture 
 
Department of Agriculture 
 
Department of Agriculture  
 
River Alliance, Columbia  
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Eleanor Glover 
 
Jeff McKay 
 
 
 

Education Associate 
 
Executive Director 

Department of Education 
 
North Eastern strategic Alliance 

SOUTH CAROLINA  INDUSTRY 

 
Tom Sponseller 
 
Wm. Harry Busbee 
 
Douglas O’Flaherty 
 
Ben Hasken 
 
Neal Workman 
 
Michelle McCullum 
 
Willie Calloway 
 
Ben Zeigler 
 
Bill Alford 
 
Pauline B Levesque 
 
Patrick Mason 
 
Charles W Pigg 
 
William Ambrose 
 
Joseph W Carriker 
 
David Jolly 
 
Patrick Graham 
 
Lori Lynah 
 
George Fletcher 
 
Garry Edwards 
 
Margaret Young 
 
Scott Anderson 
 

 
C.E.O./President 
 
Manager Economic Development 
 
Executive Director 
 

 
President/C.E.O. 
 
Chairman 
 
Executive Director 
 
Director 
 
Attorney 
 
Director 
 
CEO 
 
Co-Founder 
 
VP Real Estate 
 
Senior Lake Management 
 
Senior Engineer 
 
Manager Staffing and 
Recruitment 
Executive Director 
 
Marketing Director 
 
C.E.O. 
 
Managing Director 
 
Director 
 
 
 

 
South Carolina Hospitality Association 
 
SCANA Corporation 
 
SC Tourism &Hospitality Education 
Foundation 
Greenville Chamber of Commerce 
 
SC National Heritage Corridor 
 
SC National Heritage Corridor 
 
South Carolina State Museum 
 
Haynesworth Sinkler Boyd P.A. 
 
Alford & Isaac Inc 
 
Myrtle Beach Area Hospitality 
Association 
 
 
 
 

Carolina Living 
 

Greenwood Development Association 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Duke Power 
 
Duke Power 
 
Duke Power 
 
Savannah-Hilton Head International 
Airport 
Savannah-Hilton Head International 
Airport 
New Carolina Competitiveness 
Committee 
Coastal South Carolina 
 
Rock Hill CVB 
 
Carowinds, Old English District 
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Kirk Smith 
 
Frank Keel 

Director Savannah Lakes Village 
 
Lancaster 

 
Jim Creel Sr.  
 
Jim Creel Jnr. 
 
Bob Kemp 
 
Robert Woods 
 
Mike Flack 
 
Palmer Mitchell 
 
John Curry 
 
Ed Prince 
 
Frank Boulineau 
 
Wayne Gray 
 
Denis Wade 
 
Liz Gilland 
 
William T McKenzie 
 
John L Dirby 
 
Arthur Cleveland 11 
 
R Sharon May 
 
William B Ambrose 
 
Bob Jordan 
 
Susanne Hinde 
 
William G Peacher 
 
Jim Beley 
 
Mike Griffey 
 
Gene Butler 
 

 
Chairman/C.E.O. 
 
President 
 
Director of Airports 
 
Assistant Director of Airports 
 
Executive Director 
 
Interim Director  
 
President 
 
C.E.O. 
 
President 
 
Chairman 
 
C.E.O. 
 
Chairman 
 
V P Development 
 
President and CEO 
 
President 
 
Owner 
 
Partner 
 
Partner 
 
General Manager 
 
General manager/COO 
 
General Manager 
 
Owner 
 
Director 
 

 
Creel Corporation 
 
Creel Corporation 
 
Horry County 
 
Horry County 
 
 
 
 
 
 
 
 

Columbia Metropolitan Airport 
 
 
 

Hilton Head Airport 
 
The Curry Company 
 
North Myrtle Beach Chamber of 
Commerce 
Boulineaus Stores 
 

Myrtle Beach Chamber of Commerce 
 
Jackson Group Developers 
 
Horry County Council 
 
Daniel Island Company 
 
The Beach Company 
 
Cleveland-White Realtors 
 
Hennessy’s Restaurant 
 
Heron Cove Partners 
 
SERG 
 
Sheraton Myrtle Beach 
 
Palmetto Bluff Development 
 
The Inn at Palmetto Bluff 
 
Abingdon Manor 
 
Dillon Chamber of Commerce 
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Jason Stapleton 
 
Lynn Cox 
 
Colleen Zilio 
 
Elaine Morgan 
 
Mickey McCamish 
 
Jim Ruddick 
 
Andrew Cajka 
 
Doug Wendell 
 
Larry Biddle 
 
Mary Basden 
 
Brian Nisbet 
 
Tom Jones 
 
Sam Zabawsky 
 
Jeff Le Force 
 
Kevin Surdyke 
 
Ed Dowaschinski 
 
Marty Wall 
 
Catherine Marshall 
 
K.C. Andrews 
 
David Teich 
 
Pat Kennedy 
 
John Edwards 
 
Buddy Jennings 
 
Howard Hunter 
 
Howard Garland 
 
Bettis Rainsford 

Director 
 
Ex Director 
 
Project Director 
 
 
 
President 
 
Owner 
 
Executive Director 
 
President and C.E.O. 
 
Director 
 
Senior VP Human Resources 
 
VP Learning and Development 
 
Chief Sports, Entertainment and 
Recreation Officer 
Director of Marketing 
 
Vice President  
 
 
 
Chief Financial Officer 
 
General Manager 
 
 
 
Resident Manager 
 
Director 
 
 
 
General Manager 
 
C.E.O. 
 
C.E.O. 
 
Assistant City Manager 
 
President 

Barnwell chamber of Commerce 
 
Barnwell Development Association 
 
Science South 
 
Monks Corner Chamber of Commerce 
 
Myrtle Beach Golf Holiday 
 
Cypress Inn Conway 
 
Southern Hospitality Group Greenville 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Burroughs and Chapin 
 
Sea Pines Resort 
 
MCI Heritage 
 
South Carolina Aquarium 
 
Woodlands Resort 
 
Westin Resort, Hilton Head 
 
Middleton Place Plantation 
 
Charleston Place Hotel  
 
Impact Consultants Inc  
 
State Chamber  
 
City Of Darlington 
 
Rainsford Development. Corporation 
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Martha Severens 
 
Robert E Williams Jr. 
 
Tom Bewley 
 
Frank Lee 
 
Mark M Edington 
 
Maggie Riales 
 
Jim Creel 
 
Jack and Cindy Lane 
 
Bill Ellen 
 
Ben Blackwell 
 
Tara Novak 
 
Steve Graves 
 
Tripp Hayes 
 
Mathew Miller 
 
Chuck Lauer 
 
Payton Smith 
 
Bruce French 
 

J. Sterling Davis 
 
Michael Heater 
 
Lou Anne Takach 
 

Darryl Day 
 
Diana C. Brown 
 
Nancy Harth 
 

Edwin Wu 
 
Frank K Brown 
 
Donald Fenton Overdyke 

 
Curator 
 
President  
 
 
 
Executive Chef and Partner 
 
Human resources Director 
 
Revitalisation Coordinator 
 
President 
 
Owners 
 
General Manager 
 
Assistant General Manager 
 
Human Resources  
 
 
 
Director Sales/Marketing 
 
Guest Services Manager 
 
Assistant General Manager 
 
Executive Chef 
 
 
 

Regional Manager 
 
General Manager 
 
General Manager 
 

Director of Human Resources 
 
Director of Human Resources 
 
Director of Human Resources 
 

Resident Manager 
 
 
 
Vice President  

 
Greenville Museum of Art 
 
Lizard Thicket Restaurants 
 
Sanctuary, Kirwah Island 
 
SNOB, Charleston 
 
Belfair Golf Club 
 
Dillon 
 
Creel Corporation 
 
Elloree B&B, Elloree 
 
Clarion Hotel, Columbia 
 
Hampton Inn, Columbia 
 
Marriot Hotel, Columbia 
 
Embassy Suites, Columbia 
 
Mills House Hotel,  
Charleston 
Mills House Hotel, Charleston 
 
Embassy Suites, Charleston 
 
Embassy Suites Charleston 
 
Carolina Opry 
 

Hospitality America Inc. Greenville 
 
Hampton Inn, Simpsonville 
 
Hampton Inn and Suites, Bluffton 
 

Holiday Inn, Hilton Head 
 
Hilton Ocean Front Resort, Hilton Head 
Sea Mist Resort, Myrtle Beach 
 

Hampton Inn on Broadway, Myrtle 
Beach 
Market Search Corporation 
 
Marketsearch Corporation  
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IV  
 
Olivia H Young 
 
Scott D Moore 
 
Allan Robert Balocik 
 
Steven Goodwin 
 
Felix Mussenden 
 
John Binkowski 
 
Patti Hess 
 
Sam Labowski 
 
Liz Ringus 
 
Rosie Price 
 
Kristine Carpenter 
 
Ola Jean Kelly 
 
Casey Cornwell 
 
Jim Massfeller 
 
Pelham Lyles 
 
Steve McIntosh 
 
Lara Ledford 
 
Jeannie Marion  
 
Van Shields 
 
Trish DeHond 
 
Terry Josey 
 
Janson Cox 
 
Cary Ashworth 
 
Hope Cooper 
 
 

 
 
Director of Operations  
 
Manager Centre for Business 
Research  
General Manager  
 
President  
 
Vice President  
 
Vice President  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Human Resources Development 
 
 
 

 
Fowler Hospitality 
 
Charleston Metro Chamber 
 
Radisson Hotel, Colombia 
 
Hard Rock Park 
 
Hard Rock Park 
 
Hard Rock Park 
 
Resort Quest 
 
Welcome Centre 
 
The Little Red Barn, Barnwell 
 
The Naturalist, Barnwell 
 
Catawba Cultural Centre, Old English 
District 
Union County Museum, Old English 
district 
Rose Hill Plantation, Old English 
District 
Winnsboro Railroad Museum 
 
Fairfield County Museum 
 
Lake Waterre Recreation Park 
 
Andrew Jackson Regional Park 
 
Cultural and Heritage Museums, Old 
English Dist 
York County Museums 
 
Darlington Tours 
 
NASCAR, Darlington 
 
Cotton Museum Darlington 
 
Roche, Latta 
 
The National Steeplechase Museum, 
Santee 
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SOUTH CAROLINA ACADEMIC, EDUCATION, TRAINING INSTITUTIONS 

 
Luther F Carter 
 
Frankie Miller 
 
Lawrence Allen 
 
Bill Norman 
 
Pat Padgett 
 
Brett Wright  
 
Dave De Cento 
 
Gary Loftus  
 
Charlie Calvert  
 
Richard Harrill 
 
Pat Moody  
 
Charlie Partlow 
 
David Weaver 
 
Laura Jane Lawton 
 
John Salazar 
 

Lucia Boinest   
 
Nadine Miller 
 
Patricia R Agnew 
 

J. Michael Saboe  
 
Jay Rowe 
 
Michele D Shinn 
 

Alan Scheidhauer 
 
Sybil Davis 
 
Charlie Boswell 
 
Dr. Robert J Hohman 

 
President 
 
Dean 
 
Dean 
 
Director Tourism Research 
 
Professor Tourism Research 
 
Professor  
 
Professor  
 
Professor  
 
Professor  
 
Professor  
 
Professor  
 
Professor  
 
Hotel, Restaurant and Tourism 
 
Hotel restaurant and Tourism 
 
 
 

Chef Instructor 
 
Culinary Arts Teacher 
 
Department Head 
 

Director of Operations 
 
Department Head 
 
Director of Continuing Education 
 

Department Head 
 
Lead Instructor 
 
Director of Undergraduate 
Studies and Career Services 
Director of Advising 

 
Francis Marion University 
 
Trident Technical College 
 
Clemson University 
 
Clemson University 
 
Clemson  University 
 
Clemson University  
 
Costal Carolina  
 
Costal Carolina  
 
U.S.C. – Beaufort  
 
University South Carolina  
 
University South Carolina 
 
University South Carolina 
 
University South Carolina 
 
University South Carolina 
 
University of South Carolina, Beaufort 
 

Garrett Academy, Charleston 
 
Fort Dorchester High School,, 
Charleston 
Culinary Institute of Charleston 
 

Culinary Institute of Charleston 
 
Horry and Georgetown Technical 
College 
Trident Technical College. Charleston 
 

Hospitality Education, Greenville 
Technical Coll. 
Hospitality Education, Greenville 
Education Coll. 
HRT Management USC 
 
USC 
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Keith Messengill 
 
Taylor Damonte 
 
John C Crotts 
 

 
Internship Director 
 
Associate Professor 
 
Professor, Dept. of Hospitality 
and Tourism Management  

 
Coastal Carolina University 
 
Coastal Carolina University 
 
College of Charleston 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



www.newcarolina.org




