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 Executive Summary 
 

South Carolina is blessed with an abundance of natural and man-made resources that together 
have helped make tourism the state’s number one industry.  This past year, more than 28 million 
people visited South Carolina spending over $7 billion and creating 250,000 jobs.  The purpose 
of the South Carolina Department of Parks, Recreation and Tourism (SCPRT) is to effectively 
balance the growth of this industry while protecting our state’s natural resources.  Our agency 
has a dual mission of promoting economic development and maintaining a high quality of life for 
South Carolina’s citizens.  We carry out this mission with programs that fall under three major 
areas: the Division of Business and Community Development, the Division of Parks and 
Recreation, and the Division of Tourism.  In addition, our Administration Division offers the 
support functions necessary for each of these areas to focus on their goals and objectives. 
 
The Division of Business and Community Development provides strategic direction and 
management oversight to the Office of Business Development, Office of Sports Development, 
and the Office of Heritage Tourism Development.  This Division helps attract new businesses to 
the state, creates new jobs, and works to bring the benefits of tourism to rural areas of the state.  
This fiscal year, this division helped increase capital investment in new and expanding tourism 
and entertainment-related destination projects in South Carolina by over $80 million – totaling 
over $233 million for 1999/00.  In addition, the Heritage Corridor project was featured as a 
successful rural development initiative in Market Wise, the magazine of the Federal Reserve 
Bank. 
 
The Division of Parks and Recreation provides the leadership necessary to meet the state’s 
mandate to grant recreation and park services statewide.  The Division consists of the State Park 
Service and the Office of Recreation, Planning, and Engineering.  The Division of Parks and 
Recreation helps attract outdoor enthusiasts who spend almost $2 billion a year on outdoor 
recreation in this state.  This past year, the South Carolina State Park Service hosted over nine 
and a half million visitors in its 45 parks and five historic sites.  In order to help local 
governments attract visitors while protecting their natural resources, this division provided on-
site assistance to include park designs, trails, and other resource based amenities to over 40 
communities throughout the state. 
 
The Division of Tourism is responsible for developing and implementing the agency’s strategic 
marketing plan with a focus on tourism development.  It consists of the Office of Marketing, the 
Office of Tourism Sales, and the Office of New Market Development.  The Division of Tourism 
plays a significant role in the state’s $15.1 billion tourism industry.  Due to efforts by this 
division, over 67,000 trips were generated that would not have otherwise occurred.  In addition, 
over $58 million in spending resulted from the Spring Media Campaign.  Staff in this area 
provided a variety of services to over seven million visitors to our state Welcome Centers.  
  
This fiscal year, SCPRT has taken a long, hard look at our agency’s operations.  Due to 
significant budget cuts over the past several years, we have had to refocus our efforts and 
concentrate on areas that yield the greatest return on investment.  We have recognized the need 
for a new organizational structure and vision statement in order to achieve our goals in the 21st 
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Century.  This year we have completed the first step in this course by reorganizing SCPRT into 
the aforementioned structure.  Next fiscal year we will be developing a new strategic plan that 
will help our agency focus on both Governor Hodges’ Business Plan EN Vision and our legally 
mandated mission.  This strategic planning process maximizes our efforts at equipping SCPRT 
with the tools necessary to put the Malcolm Baldrige Performance Excellence Initiative 
framework in place.  
 
In addition to agency-wide administrative changes, each division has focused on seeking 
alternative funding sources to replace lost state budget dollars and to leverage existing resources.  
Divisions have accomplished this with federal and private grants and through partnerships with 
other public and private organizations.  This fiscal year, SCPRT received $1.7 million in grants 
used for a variety of programs, services, and capital projects.  In addition, the agency has saved 
over $3 million through cooperative efforts and partnerships.  These relationships have saved the 
agency approximately $500,000 in labor, $100,000 in travel, and over $2 million in advertising.  
SCPRT has worked with other state agencies such as the Department of Corrections, the Forestry 
Commission, and the Department of Natural Resources, as well as a number of federal and local 
government agencies to address a variety of needs within the state.  Our strong ties with private 
organizations have led to sponsorships and capital fundraising efforts for projects such as the 
conference center at Lake Greenwood.  These partnerships have proven invaluable to SCPRT in 
carrying out its mission and goals.       
 
Although SCPRT has suffered budgetary constraints, we have continued to maintain a high level 
of customer service.  According to surveys, visitors to our state parks are very satisfied with their 
overall experience.  This fiscal year, SCPRT provided over $5.6 million in funding and hundreds 
of man hours in assistance to local communities for both economic development and 
conservation efforts. In order to determine and address the specific needs of industry customers, 
the agency organized an Ad Hoc Tourism Advisory Committee to examine issues such as 
infrastructure, workforce planning, and technology. The purpose of the Ad Hoc Advisory 
Committee is to develop a tourism industry-driven strategic vision for the future of the tourism 
industry and a plan to ultimately attain that vision.  Work continues in this area with results not 
due until the end of the current fiscal year. 
 
In addition, weather crises allowed the agency to show its commitment to South Carolina visitors 
and residents in a variety of capacities.  For example, the North Augusta Welcome Center staff 
took it upon themselves to remain open for over 36 consecutive hours serving as an emergency 
shelter for displaced travelers during Hurricane Floyd.  The employees of this Center were 
recognized by Governor Hodges for their outstanding service.  
 
The FY 1999-2000 was filled with challenges and accomplishments for SCPRT employees and 
partners. We continue to carry out our legislated mandates, serve our customers’ needs, and 
attain our agency goals and objectives in the most efficient and effective manner possible.  The 
following pages describe in more detail the accomplishments of the South Carolina Department 
of Parks, Recreation, and Tourism over the past year. 



 5 

Mission Statement 
 

The mission of the South Carolina Department of Parks, Recreation and Tourism is to enhance 
the economic well-being and the quality of life for all South Carolinians. To achieve this goal, 
we continually strive to foster and promote the state’s growing tourism industry while protecting 
and enhancing South Carolina state parks. While much of our focus lies on visitors to South 
Carolina, we also continually work to assist local communities as they plan and develop 
recreational opportunities for their residents. 
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Leadership System 
 
Organizational Leadership 

 
This fiscal year, the South Carolina Department of Parks, Recreation and Tourism restructured 
its organization to provide stronger leadership by consolidating twelve offices under four 
divisions. These four divisions are each led by a division director who reports to a chief of staff. 
This reorganization allows the agency director to fulfill his leadership role as a cabinet director 
by relieving him of routine administrative duties. 
 
These changes have vastly improved the channels of communication within the agency. Under 
the new organization: 

• Division directors and executive leadership meet monthly to set agency direction and 
monitor progress. 

• Office directors meet monthly to ensure coordination of agency directives.  
• Full central office staff meets biannually and the full staff of parks and welcome 

centers meets annually with industry partners and agency leadership to discuss 
important agency issues. 

 
To share its vision and goals with the rest of the agency, division directors and executive 
leadership, along with key agency managers, have developed an agency-wide integrated 
marketing plan. This new marketing plan is scheduled for implementation during fiscal year 
2000-2001. The purpose of this plan, which is tied to the agency’s overall mission and budget, is 
to improve the communication of goals and strategies to all agency staff. Four separate goals 
were defined based on an analysis of the agency’s values and products. Each goal was assigned a 
team leader who was responsible for meeting with agency staff to develop objectives, tactics, and 
strategies. This planning process will be an ongoing activity to communicate the agency’s 
strategic vision to all staff members. 
 
 
Public Responsibility and Citizenship 
 
During the past fiscal year, agency executives and staff have provided leadership throughout the 
state and its local communities in a variety of capacities. A few examples of the agency’s 
community involvement include: 

• Agency director served as president of the Agency Director’s Organization (ADO). 
• Agency sponsored the Governor’s Conference on Travel and Tourism, providing 

tourism industry leaders of the state with valuable information about South Carolina 
tourism. 

• Staff members served on the Nature Based Tourism Association, the Catawba River 
Task Force, and the South Carolina Council for the Humanities. 

• Agency assisted local recreation departments through their service to municipal and 
county recreation and park associations. 

• The Division of Parks and Recreation advised the State Trails Association as they 
sought to increase the availability of usable public trails within the state. 
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• Agency director served on the board of the Southeast Tourism Society. 
• Agency sponsors the statewide Heritage Conference with the Downtown 

Development Association. 
• The director of the Office of Heritage Tourism Development serves on the Alliance 

of National Heritage Areas as an officer and is chairing development of the national 
conference to be held in Charleston in 2001. 

• Staff assisted South Carolina Arts Commission with folklore development project in 
the Heritage Corridor, funded through the National Endowment of the Arts. 

• Division of Tourism Director serves on the board of Travel South USA, and 
represents the interests of the state in Travel Industry Association’s National Council 
of State Tourism Directors. 
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Customer Focus and Satisfaction 
 
To live up to our mission statement, we at the Department of Parks, Recreation and Tourism 
know that we must work constantly and diligently to determine the needs of our external and 
internal customers. Once these various needs have been determined, we strive to make every 
effort possible to satisfy each one of them. Several channels have been put into place to 
accomplish these objectives. 
 
Determining Customers’ Needs: 
 

• Selected parks periodically survey customers to determine their level of satisfaction with 
our facilities and service. 

• Overnight state park guests are surveyed to evaluate their stay. 
• We maintain a complete web site with links to various related sites offering a wide array 

of information on South Carolina destinations and attractions. This site also features a 
frequently asked questions section along with the option to directly contact the agency 
with any feed back or questions. A full list of agency officers and department contact 
information is also provided. 

• The agency employs mystery shoppers at selected welcome centers to ensure a consistent 
level of service quality to all visitors. 

• Agency staff members routinely meet with various special interest groups (equestrian and 
bicycle clubs, etc.) to determine their specific concerns. 

• PRT’s marketing efforts are supported by an on-going market research program focused 
on securing South Carolina’s share of the leisure market for our beach and golf related 
tourism products, as well as expanding our market share of outdoor and heritage related 
travel.  

• Consumer surveys are used to identify what visitors think of South Carolina in 
comparison with other southeastern states. In addition, research is done to gain insight 
into the travel planning process undertaken by the typical traveler to South Carolina to 
assist PRT in deciding how to reach these people.  

• Agency has formed the Sports Council Advisory Group to assess the needs of South 
Carolina’s sports industry and to set priorities for sports development. 

• Agency staff meet monthly with regional Heritage Corridor boards to assess support 
needs expressed by corridor staff. 

• Marketing Office conducts a Focus Group of Industry Stakeholders to determine 
education needs for the Governor’s Conference on Travel and Tourism. 

• Marketing Office conducts a Focus Group of Industry Stakeholders to determine 
satisfaction and to identify areas for improvement within the Tourism Marketing 
Partnership Program guidelines. 

• Marketing Office conducted extensive research on customer needs prior to designing the 
new “Smiles” vacation kit. 
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Satisfying Customers’ Needs: 
 

• Park fees were analyzed and restructured to make them more equitable based upon 
services used by visitors. 

• Resident employees are available on all sites with campers. 
• Extensive service training is provided to all park rangers and welcome center staff to 

equip each employee with the skills necessary to provide unrivalled customer support in a 
variety of interest areas. 

• A 24 hour, 365 day per year, toll free number is available with 64 separate lines to assist 
customers with trip planning and other inquiries. 

• Welcome center employees are required to periodically participate in familiarization 
training trips in which they visit all eleven regions within the state and explore popular 
and potential areas of visitor interest. These trips are designed to acquaint employees with 
a variety of attractions throughout the state so that they will be able to give personal 
insight while assisting visitors and recommending activities. 

• Welcome centers and state parks have extended seasonal hours to meet higher customer 
demand during certain periods of the year. 

• North Augusta Welcome Center remained open 24 hours a day during Hurricane Floyd to 
assist residents and tourists during evacuation. 

• Park visitor center hours have been increased to provide better service levels. 
• Special activities on the Fourth of July and other holidays are planned and hosted by 

various parks throughout the state. 
• The agency sponsors the annual Governor’s Conference on Travel and Tourism 

providing tourism industry leaders of the state with valuable educational opportunities 
and information concerning various aspects of South Carolina tourism. 

• Calls made to the agency after hours in times of crisis receive a message that is updated 
to contain critical information and to direct callers with Internet access to our main web 
site linked to the Emergency Preparedness Division’s site with the latest available 
information. 

• The agency hired regional coordinators with federal funds to respond to the needs of 
regional Heritage Corridor boards. 

• The agency created the Sports Development Office which focuses on the efforts of local 
sports councils to increase South Carolina sports related tourism.  

• Marketing Office employs the use of a tracking service to ensure timely and efficient 
delivery of fulfillment materials as requested by customers. 

• Marketing Office incorporated consumer needs and preferences in the design of the new 
“Smiles” vacation kit. 

• Marketing Office conducted a Tourism Marketing Partnership Program workshop to 
familiarize grant recipients with the new guidelines and timelines and provided 
application templates and examples. 
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Performance Excellence Criteria 
 
In order to maintain the highest levels of performance and quality, we realize that we must 
constantly examine our processes and results. The Department of Parks, Recreation, and Tourism 
has made some major strides this past fiscal year in implementing the Malcolm Baldrige 
Performance Excellence Initiative throughout the agency. The following are some examples in 
each of the remaining Baldrige criteria area:  
 
 Strategic Planning 
 

• State Park Service conducted a year long study two years ago and developed a vision 
with goals aligned with the agency’s mission. These were taken to staff and 
incorporated into training for all parks employees.  

• The agency has been working to develop goals that are aligned with the governor’s 
state-wide strategic vision. 

• The agency has taken steps to begin a comprehensive examination of the mission and 
is in the process of developing a new strategic plan.  This process will take place in 
FY 2000/01.  

• The agency has created an Ad Hoc Advisory Committee to develop a tourism 
industry-driven strategic vision for the future of the state’s tourism industry and 
ultimately, a plan to attain that vision. 

 
Information Collection and Analysis 
 

• PRT has completed the installation of a Wide Area Network (WAN) to allow for the 
electronic transfer of reports and improved agency communication. This will change 
the way business is done at parks and welcome centers by allowing for a more 
efficient means of distributing and sharing information.  In addition, this new system 
has improved existing telephone infrastructure in rural areas and allows for quick and 
easy communications to field offices.  No tax funds were used to finance this project. 

• All PRT employees have access to an intranet site which provides timely information 
and outlines all state and agency policies. This site also hosts an ‘employee 
suggestion box,’ which allows internal feed back on agency objectives and 
procedures. 

• Weekly reports go out to all parks through the WAN that keep field operations 
current.  State parks generate and submit daily revenue and attendance reports to the 
central office via the WAN.  This fiscal year the agency experienced a good 
downward flow of information with the expectation of expanding to a two-way 
communication flow. 

 
Human Resources 
 

• State Park Service has an extensive training for parks staff that has recently been 
updated and revised.  The agency and division missions and goals are an important 
part of this training. 
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• Welcome center staff also receive extensive training and are required to update state 
certifications for various tourism areas. 

• This past fiscal year, PRT hired a staff person to focus on training for all personnel. 
• The Budget and Control Board assisted PRT in conducting Baldrige training for the 

executive leadership this fiscal year.  This training will continue to include all agency 
managers and staff in the upcoming fiscal year. 

• An analysis of anticipated personnel retirements was conducted leading to the 
development of a secession plan in the Parks and Recreation Division to ensure that 
we will not be adversely affected by the departure of top management and specialized 
staff. 

• Two staff members work to conduct state-wide safety training within the agency. 
• The agency’s intranet site contains a suggestion box to allow for anonymous 

employee complaints and feedback. 
• The State Park Service periodically conducts employee satisfaction surveys and 

develops solutions to the pressing issues. 
 
Systems and Processes 
 

• This fiscal year the Administration Division examined our purchasing process and 
implemented a procurement card in the state parks to allow for a more efficient means 
of obtaining goods and paying bills. 

• The Wide Area Network will allow for a more efficient means of agency reporting. 
• Agency-wide Intranet and Internet web policies have been developed and 

implemented this past year. 
• All field locations now have Internet access. 
• The Marketing Office conducted an extensive review resulting in a revision of the 

guidelines for the Tourism Marketing Partnership Program. 
• This past year, three state parks were turned over to local management to allow for 

more appropriate management and better service for local constituents. The funds 
saved through these changes will be distributed to better meet more pressing state-
wide needs. 
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DIVISION OF TOURISM 
 
Name  Marketing 
 
Rank               1 
 
Cost State:  $12,312,348 
 Federal: 
 Earmarked: $  1,000,000 
 Total:  $13,312,348 
 
Goal To maintain South Carolina’s market share of tourism in a highly competitive 

environment while increasing the number of first time visitors to our state. 
 
Objective Reduce continued loss of current market share by influencing consumers within a 

350-mile radius from Columbia to purchase and experience South Carolina’s 
products and services. 

   
Produce quality collateral to promote the state’s diverse products and services to 
potential visitors. 
 
Implement a mixed media advertising campaign that leverages existing consumer 
advertising dollars to extend the reach and frequency of South Carolina’s brand 
identity. 

  
Results In the fiscal year 1999/2000 advertising campaign, four markets within 350 miles 

of South Carolina were targeted for a media blitz to generate travel. Between 
January and May 2000, the advertising campaign generated over $58 million in 
spending. 

 
Over 67,000 trips were generated due to PRT marketing that would not have 
otherwise occurred. 

 
Over $2.2 million in Tourism Marketing Partnership Program matching grants 
were distributed to local communities to stimulate and expand tourism to the 
state. 

  
Advertising expenditures for the General Consumer Leisure market have dropped 
from $4.7 million in FY 93/94 to $3.2 million in FY99/00 – an almost 50% 
decrease.  Despite this loss, South Carolina has retained a high return on its 
advertising investment of $31 for every $1 spent. 
 
A fall newspaper insert reached over 1 million consumers generating over 63,000 
inquiries. 
 



 13 

Through the Spring 2000 advertising campaign 32,755 households were 
influenced to visit South Carolina and each trip generated an average of $867 in 
expenditures.  These are trips that would not have occurred without the 
advertising. 
 
Forty-eight percent of survey respondents recalled seeing a SCPRT ad – an 
increase over the 44% recall rate of last year. 
 
South Carolina garnered a higher level of overall average trip expenditures ($850) 
compared to other travel destinations ($757). 

 
The per-day and per-person/per-day expenditures for SC visitors were higher 
during Spring 2000 than 1999. 
 

 
Agency received three national awards and one regional award for its overall 
marketing campaign, as well as individual components of that campaign, 
recognizing excellence in travel advertising and marketing. 
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DIVISION OF PARKS & RECREATION 
 
Name  State Park Service 
 
Rank               2 
 
Cost State:  $  7,961,865 
 Federal: 
 Earmarked: $15,716,431 
 Total:  $23,678,296 
 
Goal To provide natural resources-based recreational opportunities with emphases on 

conservation, education and interpretation of the natural, cultural and historical 
resources of the state through a system of state parks and historic sites. 

 
Objectives To provide a variety of visitor services such as overnight accommodations and 

interpretation and education of the natural and cultural resources consistent with 
the above goal, while meeting or exceeding visitor expectations.   

 
To administer a comprehensive maintenance program that ensures the upkeep of 
state park facilities and grounds, while protecting and preserving historic 
resources through adaptive reuse and management of facilities while ensuring the 
health and safety of park visitors and employees. 

 
To establish new and innovative programs and partnerships that compliment and 
expand opportunities for the park service and its constituents. 

 
Key Results The South Carolina State Park Service hosted 9,563,410 visitors during fiscal year 

1999, (*Ranked 24 nationally).  
 
Over 208,000 people used a state park cabin last year while over 969,000 camped 
at a state park.  
 
A sampling of over 600 surveyed overnight visitors expressed the overall 
satisfaction of their experience.  On a scale of 1 to 4 (1 excellent, 2 good, 3 fair, 4 
poor) the overall rating was 1.45. 
 
State Park Cabins (234 units) have a statewide yearly occupancy rate of 57%, 
with many locations having occupancy rates being as high as 78%.  The statewide 
camping occupancy rate is 27% with 2981 sites. Several parks with cabins have a 
90 to 100 percent occupancy rate during the summer months.  
 
Park Passports (the annual pass for park admission) experienced a 24% percent 
increase in sales this FY compared to last FY. 
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Over 100,000 school children attended one of the Park Services educational 
programs last year.  In addition to the school programs the Park Service also 
provided over 500 educational and interpretative programs to the general public.   

 
The State Park Service Arborist Program saved the state an estimated $377,000 
last year with a total of 2298 man-hours of completed work ranging from 
hazardous tree removal to inspections and stump removal.  

 
The Search and Rescue (SAR) team of the State Park Service conducted over 100 
SAR missions this past year with a 100% success rate. 
 
During the past year, projects ranging from the rehabilitation and renovation of 
historic buildings at Rose Hill State Historic Site and the historic Table Rock 
Trail to the construction of new facilities at Myrtle Beach were completed by 
State Park employees. 
 
Emergency responses to specific areas in need such as Edisto Beach, Hunting 
Island were again accomplished this year as the coast experienced additional 
beach erosion.  

 
Over $1 million has been raised from private donors for the development of a new 
visitor center and conference facility at Lake Greenwood.  
 
Through a partnership with the Department of Corrections, a total of 79,040 man 
hours were worked this year by prisoners saving our agency at least $474,240 in 
labor.   
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DIVISION OF TOURISM 
 
Name  Tourism Sales  
 
Rank               3 
 
Cost State:  $2,781,515 
 Federal: 
 Earmarked: 
 Total:  $2,781,515 
 
Goal To enhance the economic well-being of South Carolina by promoting the State as 

a preferred travel destination to domestic and international markets and assisting 
industry partners. 

 
Objectives To attract international travelers, group tours, and meetings and conventions to 

South Carolina. 
  
 To assist out-of-state visitors in obtaining information and accommodation and 

attraction reservations in South Carolina through Welcome Centers. 
 
 To promote South Carolina’s tourism industry through national and international 

media coverage. 
 
 To provide tours of the S.C. State House and operate a gift shop featuring 

merchandise that promotes the S.C. brand. 
 
Results Distributed over 1,500 group tour/motor coach leads to tourism industry partners 

this FY. 
 
 Staff contacted over 300 new meeting planners through participation in trade 

shows. 
 
 Doubled the number of direct bookings made by German visitors through a shift 

in tour operator support resulting in 3,420 room nights booked generating 
approximately $395,000 in revenue by new German partner. 

  
 Welcome Centers assisted over 7 million visitors placing over 45,000 

accommodations reservations totaling over $40 million in revenue for the state.  
This is a 21% increase over last year. 

 
 Welcome Center staff also placed 2,390 reservations for various tourism 

attractions in South Carolina resulting in a 40% increase over last year.   
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 During Hurricanes Dennis and Floyd, the Welcome Centers extended hours to 
assist visitors with weather and traffic information, as well as, obtaining 
accommodations in South Carolina and out-of-state emergency shelters. 

 
 The North Augusta Welcome Center remained open for over 36 hours straight 

serving as an emergency shelter for displaced travelers during Hurricane Floyd. 
 
 The State House Tour Service provided over 140,000 visitors with tours of the 

newly renovated State House this past year.  Of those, approximately 37,000 were 
school children in one of the 1,900 school group tours conducted by the staff.  

 
 Assisted in hosting the Travel South Showcase in Charleston directly acquainting 

nearly 250 tour operators that book approximately $115 million of business 
annually in the Southeast, to the South Carolina product. 

 
 Provided support to 170 media outlets resulting in favorable stories in such 

publications as the New York Times, USA Today, and Southern Living. 
 
 Lead familiarization tours of the state for 17 media representatives from the 

United States, Japan, Ireland, and Germany.   
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DIVISION OF TOURISM 
 
Name  New Market Development 
 
Rank               4 
 
Cost State:  $209,958 
 Federal: 
 Earmarked: 
 Total:  $209,958 
 
Goal The Office of New Market Development is dedicated to increasing the share of 

international tourists who visit South Carolina people and places. During the past 
fiscal year, we have focused much of our attention on the expanding Japanese 
market. 

 
Objectives Improve communication channels between potential Japanese tourists and various 

sources of South Carolina travel information. 
 
 Increase the Japanese public’s awareness of South Carolina as a travel destination. 
 

Increase the number of visits to South Carolina by Japanese tourists and business 
leaders. 

 
Key Results Designed, developed and produced South Carolina's first Japanese-language 

media kit for distribution throughout Japan. 
 

Participated in eight travel trade shows and special trade seminars that helped 
produce in excess of 300 sales leads for distribution to South Carolina's travel 
industry. 
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Generated substantial media exposure in Japanese publications, including two 
major stories in Nihon Shimbun, the Japanese version of The Wall Street Journal, 
which reached a potential 5 million readers. 

 
SC PRT staff personally met with 174 Japanese tour operators and wholesalers 
during a series of individual sales calls and special selling seminars. 

 
Secured distribution of 2,500 Japanese-language brochures to key travel agencies 
who sell inbound US travel through a cooperative agreement with the Visit USA 
Committee in Japan. 
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DIVISION OF BUSINESS & COMMUNITY DEVELOPMENT 
 
Name  Heritage Tourism Development 
 
Rank               5 
 
Cost State:  $   592,079 
 Federal:  $   500,000 
 Earmarked: $     50,000 
  Total:  $1,142,079 
 
Goal To develop, package, and market unique cultural, natural, and historic resources 

to deepen and broaden South Carolina’s tourism product and extend the benefits 
of tourism into rural communities. 

 
Objectives Assist development heritage areas in the state, including oversight of the South 

Carolina National Heritage Corridor. 
 
Work with local grassroots committees on strategic planning, community 
inventorying, marketing and visioning. 
 
Provide direct service delivery in creation and enhancement of tourism products. 
 
Provide coordination and assistance to heritage attractions and businesses in 
developing appropriate marketing to attract new visitors to market. 
 

 
Key Results *The Heritage Corridor is in the initial stages of development.  Therefore, the key 

results capture the planning and building processes of a long-term project rather 
than traditional outcome measures. 
 
Administered South Carolina National Heritage Corridor as a combined federal-
state-local-private initiative with FY 99 appropriations of $792,000 federal and 
additional $900,000 state funds for Corridor projects. Federal appropriation was 
up 58% over the previous year. 
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Conducted Hometown Discovery planning sessions in the following communities: 
Lancaster, Chester, Union and Fairfield (an increase of 33%). 
 
Provided direct planning assistance to Pumpkintown, Anderson County, 
Blackville, Walterboro and Pickens County through South Carolina Downtown 
Development Association. 

 
Managed field services program for all four regions of the Heritage Corridor, 
providing technical assistance to local groups and regional boards through 
agreement with Clemson University Extension Service. 

 
Administered Heritage Corridor grant program, which included three additional 
cycles of projects totaling $147,175 (an increase of 193% over the previous year). 
 
Developed draft interpretive plan for Heritage Corridor with Malone Displays as 
contractor. 
 
Developed exhibits and interpretive elements for Region 1 Discovery Center at 
Clemson University for opening in spring 2001. 
 
Developed request for proposals for Region 2 (Edgefield) Discovery Center. 
 
Region 1 of the Heritage Corridor was researched and curatorial assistance was 
provided the design team for the Region 1 Discovery Center under agreement 
with State Museum Commission. 

 
The Heritage Corridor was featured as a successful rural development initiative in 
Market Wise, the magazine of the Federal Reserve Bank. 
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DIVISION OF BUSINESS & COMMUNITY DEVELOPMENT 
 
Name  Business Development 
 
Rank               6 
 
Cost State:  $357,957 
 Federal: 
 Earmarked: 
 Total:  $357,957 
 
 
Goal This program is responsible for attracting and facilitating new and expanding 

tourism destination projects to promote economic growth and prosperity in South 
Carolina and to create a positive business climate for tourism development. 

 
Objectives Manage and facilitate new and expanding tourism and entertainment related 

destination projects by providing assistance with site location, labor and visitor 
data, infrastructure, permitting requirements, and economic development 
incentives. 

 
 Provide technical assistance to officials of state and local governments and 

developers of tourism properties on the application of the Tourism Infrastructure 
Admissions Tax Act.   

 
 Establish and maintain liaisons with local economic development professionals, 

county and municipal governments, state agencies, and other partners involved in 
economic development.   

 
Key Results The number of project managed by this office has increased 20% over the past 

three fiscal years. 
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Increased capital investment in new and expanding tourism and entertainment-
related destination projects by over $80 million this fiscal year – totaling over 
$233 million for 1999/00. 
 
The value of grant allocations for public infrastructure development (Tourism 
Infrastructure Admissions Tax Act) has increased more than 175% over the past 
four fiscal years.   

 
 

Public Infrastructure Development Grants
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DIVISION OF BUSINESS AND COMMUNITY DEVELOPMENT 
 
 
Name Sports Development 
 
Rank               6 
 
Cost State: Dollars allocated in Business Development program. 
 Federal: 
 Earmarked: 
 Total:    
 
Goal To develop the sports tourism market by assisting communities in securing 

amateur and professional sports events. 
 
Objectives To establish a network of sports councils, develop an inventory of sports facilities 

and events, and begin to market the state to events right holders to establish an 
identity in the marketplace.  

 
Key Results In the fiscal year 1999/2000, an office was established in the Division to focus on 

developing sports tourism. One staff position was reallocated from a different area 
of concentration. A network of sports councils was formed. The group identified 
common needs, and priorities. On the basis of that process, the office developed a 
program of work. 

 
  A database inventory for venues and events was designed, and population of the 

database began. In addition, the staff contracted for the graphical interface for an 
interactive website, which was designed by the agency’s Information Technology  
office.  

 
  The office collaborated in two joint marketing efforts, to begin to position the 

state in the sports marketplace. 
 
  The office collaborated with the division’s successful process to save the Family 

Circle Cup for South Carolina. The Disney Corporation was bidding to move the 
event to Florida. The combined efforts of the Sports and Business Development 
offices led the state’s effort to relocate the event to their preferred location in 
Charleston. A new facility is being built, with local assistance, and the number of 
tennis events managed by the Family Circle Cup is poised for expansion. 
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 DIVISION OF PARKS & RECREATION  
 

Name   Recreation, Planning and Engineering 
 
Rank   7 
 
Cost   State:  $1,377,696 
 Federal:  $1,211,184 
 Earmarked: $2,500,000 

 Total:  $5,088,880 
 
Goal  To achieve and maintain coordinated parks and recreation development and 

resource conservation statewide through leadership and expertise in planning and 
engineering assistance.  

 
Objectives  Provide technical assistance and administration of the Parks and Recreation 

Development Fund (PARD), the Land and Water Conservation Fund (LWCF), the 
National Recreation Trails Fund (NRTF), the Recreation Land Trust Fund 
(RLTF), and the Palmetto Trail Fund programs as a coordinated effort with the 
statewide recreation planning and engineering assistance programs. 

  
Develop a marketing strategy for South Carolina’s trails, scenic highways, and 
other parks and recreation resources. 

 
Provide engineering and planning technical assistance to communities. 
 
Provide the leadership and expertise in statewide planning, master planning, 
special projects, landscape architecture and property transactions. 
 
Provide building and facility design, regulatory oversight, and construction 
management services in a manner which ensures quality, resource sensitivity, cost 
efficiency, public safety and expedient completion. 

 
Key Results This past fiscal year, under the LWCF awarded 6 new projects totaling $583,000, 

inspected 207 existing LWCF projects, and awarded 7 new projects totaling 
$258,000 under RLTF.  Managed the Recreation Trails Grant Program including 
15 new projects totaling $804,470. Under the PARD, approved 137 new projects 
totaling $1.4 million and inspected 81 projects. 

 
Received a Federal Highway Administration Grant for $85,000 to undertake a 
marketing plan for the Savannah River National Scenic Highway and the 
Cherokee Foothills National Scenic Highway. 

 
Provided on site assistance to include park concept designs and technical 
assistance for trails and other resource based amenities to over 40 communities.  

 



 26 

Completed master plan for Musgrove Mill State Park and new campground plan 
for Edisto Beach State Park.  

 
Completed 70 projects for the Park Service, Tourism Sales Office, Heritage 
Tourism Office, Finance, and the Directorate as well as SCDNR and the Forestry 
Commission relative to facility design, construction, renovation, utilities, paving, 
and surveys. 
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DIVISION OF ADMINISTRATION 
 
Name Administration  - Executive Office, Finance, Information Technology, Internal 

Operations and Human Resources 
 
Rank                
 
Cost State:   $4,023,240 
 Federal: 
 Earmarked: 
 Total:   $4,023,240 
 
Goal To provide excellence in customer services, support, training, reporting and 

business solutions on an agency wide basis.  
 
Objectives To provide leading edge Information Technology hardware, software and network 

infrastructure. 
 
 To provide leadership and fiscal expertise to promote better fiscal management of 

agency assets.  
 
Key Results Installation of the WAN has saved the agency time and money by allowing state 

parks and welcome centers to submit reports electronically thus expediting the 
exchange of information to central officers.  

 
The WAN vastly improved existing telephone infrastructure in rural areas.   

  
Implementation of the procurement card has significantly reduced the paperwork 
involved with routine purchase orders. Since the procurement card has only been 
in place for a short period of time, key efficiency measures are still being 
developed to be included in next year’s report.  

 
 


	Rank               1
	Total:  $13,312,348
	Objective Reduce continued loss of current market share by influencing consumers within a 350-mile radius from Columbia to purchase and experience South Carolina’s products and services.
	Produce quality collateral to promote the state’s diverse products and services to potential visitors.
	Implement a mixed media advertising campaign that leverages existing consumer advertising dollars to extend the reach and frequency of South Carolina’s brand identity.

	Results In the fiscal year 1999/2000 advertising campaign, four markets within 350 miles of South Carolina were targeted for a media blitz to generate travel. Between January and May 2000, the advertising campaign generated over $58 million in spending.

	Rank               2
	Total:  $23,678,296
	Goal To provide natural resources-based recreational opportunities with emphases on conservation, education and interpretation of the natural, cultural and historical resources of the state through a system of state parks and historic sites.
	Rank               3
	Total:  $2,781,515
	Rank               4
	Total:  $209,958
	Goal The Office of New Market Development is dedicated to increasing the share of international tourists who visit South Carolina people and places. During the past fiscal year, we have focused much of our attention on the expanding Japanese market.
	Rank               5
	Total:  $1,142,079
	Goal To develop, package, and market unique cultural, natural, and historic resources to deepen and broaden South Carolina’s tourism product and extend the benefits of tourism into rural communities.
	Key Results *The Heritage Corridor is in the initial stages of development.  Therefore, the key results capture the planning and building processes of a long-term project rather than traditional outcome measures.

	Name  Business Development
	Key Results The number of project managed by this office has increased 20% over the past three fiscal years.
	Rank               6
	Total:
	Rank
	Total:   $4,023,240

