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: Laurens County is widely known for 

its proximity to major interstates, 

the SC inland port and the Upstate’s 

international airport.  This, along with 

available land, low taxes and a qualified 

workforce makes Laurens County 

a logical location for industry and 

business.  What is not often associated 

with Laurens County is the sense of 

community, small-town charm and 

abundant recreational opportunities.  

These things have remained a local 

secret for decades and, if developed and 

promoted correctly, could be enormous 

assets to attracting new businesses, 

residents and visitors.     

Through a series of group interviews 

and public surveys in the spring of 2017, 

it was brought to light that although 

the people of Laurens are ready to take 

advantage of the tremendous growth 

around them, they also want to protect 

the essence of what makes Laurens so 

special and grow in a way that enhances, 

not detracts, from the place they call 

home.  This concept of “smart growth” 

is nothing new.  Many successful 

communities have found creative ways 

to maintain their sense of community, 

historic character and scenic beauty – 

all while sustaining a thriving economy.     

This all begins with establishing a 

brand.  It’s important to remember 

that logos and taglines are not brands:  

they are simply tools to promote the 

brand.  A “brand” is a perception – 

what people think when Laurens, 

SC is mentioned.  “Branding” is the 

art of setting yourself apart from 

everyone else; celebrating what is 

unique and utilizing that uniqueness 

to rise out of the market clutter.  The 

wonderful thing about creating and 

implementing a new brand is that if 

you don’t like what is being said about 

your community, branding gives 

you the opportunity to change the 

conversation.

This project is meant to 
do just that….change the 
conversation.  There is 
something special about 
Laurens County and it’s 
time to share it with the 
world.   
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: Most of what is advertised to us today 

tells us to move faster and faster and to 

be better you have to be bigger.  In this 

quest to be faster, bigger and “better”, 

many towns have come to look strikingly 

similar.  They all want the same gas 

stations, the same restaurants, the same 

stores as their counterparts.  The result 

is Anywhere USA.  We tear down our 

history and replace it with the ordinary, 

and we do this so we can be just like our 

neighbor.  In the end what many find is 

that their mission to be something they 

are not has stripped them of their sense 

of community and their uniqueness 

in the world.  And “someplace” that is 

just like “anyplace” has no competitive 

advantage. 

So what’s different about Laurens 

County?  What is your biggest 

asset and how can you utilize it for 

economic growth?  We think it’s 

the lifestyle:  the “Laurens County 

Lifestyle”.   Laurens County is close 

enough to metropolitan areas that 

offer big city amenities when needed, 

but, there is something special about 

the friendly people, the mom and pop 

stores, the slower pace of living and 

rolling country-side.  These things 

provide a lifestyle that is fast fading in 

our fast-paced world and we think it’s 

something worth protecting and, of 

course, celebrating. 
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: A brand for Laurens County should 

communicate everything you have and 

the potential of what you could become.  

This is a challenging goal when you start 

to consider all of the subtle nuances that 

come along with being a county charged 

with representing several different 

towns while also considering varying 

opinions on the matter.  The “Lifestyle 

of Laurens County” is something that 

stood out over and over again in survey 

results, meetings, and visits. It is the 

core of who you are as a county.  The 

quieter and more peaceful lifestyle is 

something that surrounding counties 

will never have. Building on this 

message gives you a solid foundation 

that will inform every promotional and 

community development decision you 

make. With every change, with every 

opportunity, Laurens County should 

always ask the question, “Will this action 

enhance our brand?” If the answer is 

yes, you can rest assured that you are 

making progress towards your vision.

This branding document will define this 

vision and a roadmap to stay the course 

including your values, the identity of 

your audience, and your promise to 

them. 

     

Brand Vis ion
To increase awareness 

of Laurens County as the 
perfect place to build 
a business, a charming 
place to raise a family, 

and a desirable place to 
explore by highlighting 
the wide-open spaces, 
rivers, charming small 

towns, intriguing history, 
and friendly people.



Core Values
WE BELIEVE IN GROWING THE RIGHT WAY...

Our small hometown feel is one of our greatest assets. Laurens County will guide 

industry and resident growth in such a way that we maintain the 

character that makes us special in the first place. 

 

WE BELIEVE THAT OUR NATURAL RESOURCES MATTER...

From our rivers to the lakes and forest land, it is our duty as stewards to protect our 

natural resources along with providing quality access and recreation 

opportunities within them.

WE BELIEVE THAT OUR TOWNS ARE WHERE THE HEART IS...

No matter what size, all of our townships make up the unique fabric of our county 

and will all be an equal priority in promotional and development efforts.

WE BELIEVE THAT WHEN YOU ARE HERE YOU ARE HOME...

Smiling faces and beautiful places have never been so accurate. We as a community 

are dedicated to be a welcoming place to all those that choose to visit, work, 

and live in our beautiful home.



Sandra and Tommy are lifelong residents of Laurens County. They raised two 

children here because they preferred the sense of community their small town 

could offer. Their children are currently pursuing college degrees, but visit 

often on holidays and during the summer.

Sandra (49) and  Robert (52) from Laurens County
THE RESIDENTS
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John loves the outdoors and it is his dream to own an outdoor outfitter 

business. He can’t afford the high rents in Greenville or Spartanburg, so he is 

researching Laurens County and neighboring towns to see which place offers 

the more attractive incentives for his bottom line.

John (35) from Spartanburg 
POTENTIAL INDUSTRY & SMALL BUSINESS OWNERS



Mark recently got transferred to a new job in Greenville. He and his wife 

Lindsey have one three year old daughter and are researching new homes 

nearby that have the best educational options for their growing family along 

with the most appealing town life with great recreational opportunities.

POTENTIAL NEW RESIDENTS

Lindsey (32) and  Mark (37) 



Delores and Randy are recently retired and love taking new day-trips around 

South Carolina. They are most interested in new locally owned places to eat, 

exploring cute shops in downtowns, and historic sites.

THE DOWNTOWN TOURISTS

Delores (62) and  Randy (63) from Columbia



Brand Promise
Laurens County promises to be a reprieve; a standout in the homegrown way of life 

for families and an escape for visitors to taste the simple lifestyle we offer. 

Brand Statement
There’s a different kind of lifestyle just outside of the hustle and bustle of the city.  

It’s a lifestyle with casual lunches and meaningful conversation.  It’s strolls on small 

town sidewalks and the comfort of familiar faces; the tranquility found in rolling 

green hills and the peacefulness of forest-lined rivers and lakes.  It’s a lifestyle

 that slows you down and allows you to take a breath of fresh air, literally; 

and that connects you in a significant way with family and friends. 

 It’s “Friday night lights” and Sunday dinner at Grandma’s. 

It’s a lifestyle that calls you back home.  It’s a better lifestyle. 

It’s a Lauren’s County Lifestyle.
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: The recommended logo for the county speaks to the close proximity to 

metropolitan amenities, but places major focus on the people and places of 

Laurens County.  We selected the colors to be very different and distinguishable 

from surrounding counties and the images to portray the essence of the Laurens 

County Lifestyle. 

A complementary logo was created for Laurens County Parks, Recreation and 

Tourism.  This logo pulls active elements from the county logo and focuses 

on outdoor recreation.  This logo can be easily transferred to t-shirts, sports 

uniforms, etc. 

Laurens County 
PARKS & RECREATION
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PRIMARY COUNTY LOGO:

BLACK: REVERSED:

SECONDARY COUNTY LOGO:
LAURENS COUNTY

South Carolina



Laurens County 
PARKS & RECREATION
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PARKS, RECREATION & TOURISM LOGO:

BLACK: REVERSED:

SECONDARY COUNTY LOGO:

Laurens County 
PARKS & RECREATION



Laurens County 
PARKS & RECREATION

The option is also available to easily transform the PRT logo to a travel logo by 

Vis it

Vis it Vis i t Vis i t

Vis i t Vis i t
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Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION



Laurens County 
PARKS & RECREATION

LO
G

O
 S

IZ
IN

G
: It is important to ensure that the logo is displayed at the appropriate size and 

spacing to preserve consistency and reinforce the brand identity. In order to 

preserve legibility, maintain a minumum height of 1” for all print media.

1”

FACEBOOK PROFILE IMAGE:

• Must be at least 180x180 pixels
• Photos will appear on page as 160x160
• Displays as 140x140 pixels on smartphones and 50x50 pixels on most feature   
 phones

LAURENS COUNTY
South Carolina

LAURENS COUNTY
South Carolina

LAURENS COUNTY
South Carolina

180 pixels

180 
pixels

160 pixels

160 
pixels

50 pixels

50 
pixels

Desktop Smartphone Feature Phones

1”



LAURENS COUNTY
South Carolina

INSTAGRAM PROFILE IMAGE:
LAURENS COUNTY

South Carolina
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• Appears on homepage at 110x110
• Square photo - make sure to maintain an                    
 aspect ratio of 1:1

110 pixels

110 
pixels

TWITTER PROFILE IMAGE:

• Appears on homepage at 400x400
• Square photo - make sure to maintain an aspect ratio of 1:1

400 pixels

400 
pixels



Laurens County 
PARKS & RECREATION

TY
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Y: The following fonts have been selected and approved as the typeface for all logos. 

This will once again reinforce brand identity.

LAO MN
A B C D E F G H I J K
L M N O P Q R S T U
V W X Y Z

LAO MN

LAO MN

Marguaritas

Marguaritas

Marguaritas
A B C D E F G H I J K
L M N O P Q R S T U
V W X Y Z
a b c d e f g h i k k
l m n o p q r s t u
v w x y z
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The provided color palette below should always be used on all branded materials 

such as logos, advertising, collateral & web presence. Accuracy of color is critical in 

design. The standard color matching (Pantone Matching System) is the most widely 

used and preferred color process for color matching.

1

2

3
4

5

6

1 2 3

4 5 6

8

9
10

11 12
13

14 15

16
17

18

8. R:249, G:222, B:73 14. R:235, G:156, B:64

9. R:250, G:211, B:71 15. R:234, G:150, B:62

10. R:246, G:199, B:69 16. R:232, G:146, B:61

11. R:243, G:189, B:67 17. R:231, G:140, B:61

12. R:240, G:178, B:67 18. R:230, G:134, B:58

13. R:237, G:163, B:64

19. R:23, G:124, B:176 24. R:102, G:168, B:164

20. R:105, G:192, B:209 25. R:28, G:68, B:60

21. R:41, G:99, B:172 26. R:179, G:203, B:117

22. R:107, G:116, B:207 27. R:127, G:162, B:78

23. R:41, G:85, B:134 28. R:179, G:203, B:117

19
20

21

22 23
24

25 26

27



Laurens County 
PARKS & RECREATION
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1 2 3 4

5 6 7

1

2

3

4

5

6

7

9

8

10

8

9 10
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Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

Laurens County 
PARKS & RECREATION

With small start-up costs, a merchandising program would be beneficial to build 

awareness of the brand and could also help fund small marketing endeavors. Seek 

out a local company that would be willing to sell the first series of t-shirts at cost, 

allowing the marketing committee to build up cash reserve for a future order.  



GOAL:
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To build community pride of place and ownership in the future of Laurens County 

by promoting what’s unique and authentic to the local lifestyle.

A 2 YEARS ADVERTISING CAMPAIGN

www.laurenscountysc.org

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the whole world 

and reconnect with your world. 



M
A

RK
ET

IN
G

 P
LA

N
:

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the whole world 

and reconnect with your world. 

www.laurenscountysc.org

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the 

whole world and reconnect 
with your world. 

www.laurenscountysc.org

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the 

whole world and reconnect 
with your world. 

www.laurenscountysc.org

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the 

whole world and reconnect 
with your world. 

www.laurenscountysc.org

There’s just something about this place. 
Here you can disconnect from the whole world 

and reconnect with your world. 

www.laurenscountysc.org

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. Here you can disconnect from 
the whole world and reconnect with your world. 

It’s a lifestyle that calls you back home.

It’s a better lifestyle.
It’s a Laurens County Lifes tyle.

There’s just something about this place. 
Here you can disconnect from the 

whole world and reconnect 
with your world. 

www.laurenscountysc.org
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: B WHERE TO ADVERTISE:

AUDIENCE: Digital audience for Greenville area 
residents, link to new Facebook page

AUDIENCE: 573,000 readers per issue state-wide

AUDIENCE: State-wide audience specific to 
South Carolina with 80,000 copies printed 
yearly. 

PUBLICATIONS:
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LAURENS COUNTY
South Carolina

Laurens County, South Carolina

Great day at the Market!

LAURENSCOUNTYSC.ORG

Laurens County 
PARKS & RECREATION

Laurens County Parks & Recreation

Play Ball!!

LAURENSCOUNTYSC.ORG

SOCIAL MEDIA:

BILLBOARDS:

www.laurenscountysc.org
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: C MARKETING RECOMMENDATIONS:

PERMANENT ONLINE PRESENCE: To engage the community in events 

and destinations, a website focused on Laurens County Parks, Recreation 

& Tourism is a priority. This website can link to the current website but 

provide content specific for activities and destinations to explore for both 

locals and potential visitors.

1
Social Media: Facebook is the best (and free!) way to engage your audience 

on an ongoing basis. As there is no marketing staff specifically focused 

on promoting Laurens County, it is recommended that a core team of 

Facebook administrators be responsible for posting engaging content. 

This team would ideally consist of at least 1 representative of the City of 

Clinton, 1 representative of the City of Laurens, 1 representative of Laurens 

County, and 1 representative of the Laurens County Chamber of Commerce. 

The committee should meet to create social media guidelines to provide 

continuity and structure to the social media strategy prior to execution (for 

example: how many posts per day, who will post, what the content should 

promote, etc.).

2

PHOTOGRAPHY: If you want people to see what the Laurens County lifestyle 

is all about, images will speak much louder than words. Photography is a 

high priority item that should include landscape shots of places, people, 

businesses, food, and events.

3
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: SPECIAL EVENTS: Laurens County is blessed to have many great local 

events. Bringing the new brand into the fold will give people a chance to 

have ownership in the brand. Having a booth at key events gives you the 

opportunity to hand out collateral, sell t-shirts, and offer event-specific 

giveaway items (example: a smoker during Squealin’ on the Square or 

branded sunscreen and hats before a cycling event). 

4

STREAMLINE COLLATERAL: Trimming down the number of pieces 

promoting Laurens County will not only decrease printing and shipping 

costs, it will also enhance your brand to several different audiences. 

An attractive magazine-like publication with select stories, listings of 

destinations, and important info for new residents and potential businesses 

would showcase everything that is special about Laurens County. A separate 

county map highlighting key destinations would also be a great asset and 

would give brand ownership to all municipalities.

5

ABBEVILLE
COUNTY

T H E  O F F I C I A L  G U I D E  T O 

S O U T H  C A R O L I N A

GREATER ABBEVILLE 
CHAMBER OF COMMERCE
107 COURT SQUARE,  ABBEVILLE SC

((864)  366-4600
abbev i l l echambersc . com

Laurens County 
PARKS & RECREATION
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:
So, now you have a new brand identity (logo) and this identity will allow you to 

be unified in your love and promotion of Laurens County.  But remember, while a 

brand identity is important, it’s just one small piece of a larger puzzle.  An identity 

(logo) is simply the visual instrument that brings focus to the message.  The real 

brand is in all the touch points this visual tool has with citizens and visitors.  You 

simply must engage both locals and visitors in the brand or it will get no further 

than the paper it was presented on. 

The key to branding success lies in the community support behind it. You need 

every government department, business, organization, church and influencer to 

stand behind the brand and want to be a part of the movement.   Give people an 

innovative and fun way to engage and interact and the brand will come to life.  

Below are a few recommendations to kick-start your brand implementation.

ESTABLISH A COMMITTEE:

A formal committee should be formed immediately in order to unite all 

stakeholders in an effort to oversee implementation of the brand and marketing 

strategies. This committee should be responsible for selecting media buys, 

planning photography, formulating ideas on how to best integrate the brand 

within Laurens County (examples: street banners, event booths, giveaway items, 

local campaigns) and most importantly ensure brand consistency. We suggest the 

following representatives as a foundation:

Representative from the County PRT department

Representative from each municipality

Representative from the Chamber 

Representative from Connect Lake Greenwood 

Representative from Gray Court Area

Representative from the Laurens County Development Corporation
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:
BUILD AND MARKET OUTDOOR OPPORTUNITIES:

Laurens County is blessed with an abundance of natural resources which are 

currently being used for outdoor recreation, yet it is falling short as a recognized 

“outdoor recreation community”.  With lakes, rivers, streams, trails and farms, 

Laurens has the potential to benefit from these resources if they are enhanced and 

promoted.  

Tourism trends, as well as increased trends in healthy living, are a perfect recipe 

for building, marketing and economically benefitting from outdoor recreation 

in Laurens County.  The Outdoor Industry Association reports that outdoor 

recreation is essential to the American economy and that every year Americans 

spend an estimated $646 billion on outdoor recreation – on gear, vehicles, trips, 

travel-related expenses and more.  This creates jobs, supports communities, 

generates tax revenue and helps drive the economy.  



Look no further than downtown 

Greenville with the Reedy River Park 

and Travelers Rest with the Swamp 

Rabbit Trail to see how outdoor 

recreation opportunities increase the 

quality of life and the economic vitality 

of an area.  Wayne McCall, Mayor of 

Travelers Rest, stated that when he 

became mayor in 2010, there were 42 

vacant buildings in downtown.  Today 

there are two.  He also cited that 

real estate values have doubled on 

properties adjacent to the trail.  An 

additional benefit to creating parks, 

trails and recreational opportunities is 

a healthier community.  And if people 

are healthy, they are more likely to 

be productive citizens, be active in 

the community and invest in the 

community.  Business and industry 

are also more likely to move into a 

community that provides recreational 

opportunities for employees.
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“A recent study from the National Park 
Service found that exercise derived from 

recreational activities lessens health 
related problems and subsequent health 

related costs.  American businesses 
lose an estimated $3 billion every year 
because of employee health problems.  

In addition, people who live near 
parks and trails are 75% more likely to 
exercise than those who are not near 

such amenities.”  ~The Contribution of 
Recreation and Parks to Reducing Health 

Care Costs.  Godbey, Geoffrey. 2003. 
Justifying Parks to Decision Makers.
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The Laurens County Parks, Recreation and Tourism Department has done a 

fabulous job enhancing county parks.  This is extremely important because it 

supports your message that healthy lifestyles and outdoor recreation is important 

to Laurens County.  It would be disingenuous to place outdoor recreation in your 

brand without having high quality county parks for your constituents to enjoy.  

This trend to enhance and maintain parks should continue while also creating 

new opportunities for outdoor recreation.  We recommend the following as top 

priorities for the next three years:

Create a Parks, Recreation and Tourism website.  This is an absolute 

must!

Continue to enhance blueway trails throughout the county by creating 

access points and managing river cleanup.  

Work to ensure the extension of the Swamp Rabbit Trail through 

Laurens County.

Utilize the Palmetto Trail in marketing efforts.

Consider holding a unique annual river festival that ties into the 

county’s history of music.  Possibly a “River Jazz Festival”.  This type of 

event could start small and grow over time and be very unique for this 

area of the state. 

Consider working with local farmers to enhance agri-tourism.  Outdoor 

recreation and local foodways are extremely complementary and 

can easily be implemented in a community.  (The SC Department 

of Agriculture has an office dedicated to providing assistance to 

communities interested in growing their agri-tourism opportunities).  

1
2
3
4

5
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There are many ways to support Laurens County but the simplest is to start with 

a commitment to always think local first. Keep your dollars where your heart 

lives, support your community, and build an economy that works for everyone 

by choosing local whenever possible.  A “Think Local” campaign will encourage 

residents to Think Local when they are considering where to make purchases, to 

Buy Local whenever possible and to Be Local by supporting businesses and events 

that keep your community unique.  

Where you shop, where you eat, where you have fun – all of these things make 

your community home and make Laurens County unique.  

WHAT ARE THE BENEFITS FOR THINKING LOCAL?

When you spend your money locally you are helping fund jobs in the 

community.

You are paying sales tax that comes back to the community.

Studies suggest that for every $1 you spend locally, as much as $.80 of 

that dollar is recirculated.  

Local businesses in downtowns require comparatively little 

infrastructure investment and make more efficient use of public 

services as compared to nationally owned “big box” stores. 

And, the money you spend in another county simply supports the 

economic base of that community.  

1
2
3
4
5
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: It is recommended that the Laurens County Chamber lead this community wide 

initiative.  Although the initiative will grow over time, we recommend the following 

first steps:

CREATE “THINK LAURENS”:

The campaign needs a separate, but complementary, look from the county brand.  

This separate, but complementary approach will showcase the strong partnership 

between the County and the Chamber to enhance the Laurens County lifestyle and 

grow the overall brand.     

The following logos, sample ads and social media banners are recommended as 

the basis of your campaign “look and feel”.  The mission of the campaign is serious, 

but the marketing of the campaign should be fun and engaging.  Remind people 

constantly through radio, print ads and social media why thinking local is essential.  

The campaign can really come to life during holidays and special events.  

T H I N K  L C A L

#lovelaurens
county

LAU R E N S  C O U N T Y

L I V E     S H O P     P L A
Y

LocalSHOP

ShoP
Local

SHOP LOCAL

Local

YOU CAN’T BUY LOVE, BUT YOU CAN BUY Local 
AND IT’S KIND OF THE SAME THING.

SHOP Local.
SANTA NEEDS A BREAK.

THINK Local.
SUPPORT INDEPENDENTLY OWNED BUSINESSES.

THINK Local.
EVEN WITCHES, GHOSTS AND GOBLINS ARE DOING IT.

LocalSHOP

ShoP
Local

SHOP LOCAL

Local

YOU CAN’T BUY LOVE, BUT YOU CAN BUY Local 
AND IT’S KIND OF THE SAME THING.

SHOP Local.
SANTA NEEDS A BREAK.

THINK Local.
SUPPORT INDEPENDENTLY OWNED BUSINESSES.

THINK Local.
EVEN WITCHES, GHOSTS AND GOBLINS ARE DOING IT.

LocalSHOP

ShoP
Local

SHOP LOCAL

Local

YOU CAN’T BUY LOVE, BUT YOU CAN BUY Local 
AND IT’S KIND OF THE SAME THING.

SHOP Local.
SANTA NEEDS A BREAK.

THINK Local.
SUPPORT INDEPENDENTLY OWNED BUSINESSES.

THINK Local.
EVEN WITCHES, GHOSTS AND GOBLINS ARE DOING IT.

LocalSHOP

ShoP
Local

SHOP LOCAL

Local

YOU CAN’T BUY LOVE, BUT YOU CAN BUY Local 
AND IT’S KIND OF THE SAME THING.

SHOP Local.
SANTA NEEDS A BREAK.

THINK Local.
SUPPORT INDEPENDENTLY OWNED BUSINESSES.

THINK Local.
EVEN WITCHES, GHOSTS AND GOBLINS ARE DOING IT.



TH
IN

K
 L

O
C

A
L 

C
A

M
PA

IG
N

:

Create a tab on the Chamber website that provides information on the overall 

campaign.  Include in the information why thinking local is important to the economy 

and tell people how they can get involved.  For example, require local businesses and 

special events to sign a Declaration of Support before they are allowed to utilize the 

campaign material in their business marketing.  Once they sign, provide them with the 

usage of the Think Local logo for marketing and social media and a Think Local sticker 

to place in their business.  Encourage locals to seek out these businesses and special 

events and support them with their dollars.  

THINK LOCAL    SMILE AT A NEIGHBOR     SMELL THE FRESH AIR
INVEST IN THE PLACE YOU CALL HOME   Sit by the river SLOW DOWN
Be a tourist in your own town  EAT FOOD GROWN CLOSE BY

GET TO KNOW YOUR BAKER BE A  POSITIVE FORCE DISCOVER SOMETHING NEW
learn the name of your cashier  D I S C U S S  T H E  W E A T H E R  W I T H  A  S T R A N G E R
L O O K  A R O U N D  A N D  A D M I R E  T H E  V I E W
L O V E  W H E R E  Y O U  L I V E    L O V E  L A U R E N S  C O U N T YT H I N K  L C A LLA

U R E N S  C O U N T Y

# l o v e l a u r e n s c o u n t y

T H I N K  L C A LLA
U R E N S  C O U N T Y

# l o v e l a u r e n s c o u n t y

WE ONLY USE
LOCAL CHILDREN

LAURENSCOUNtYSC.ORg



TH
IN

K
 L

O
C

A
L 

C
A

M
PA

IG
N

: ROLLOUT “THINK LAURENS”

Start the campaign with a “big bang” by holding a local brand launch for press, 

locals, and stakeholders along with a social media giveaway (a basket full of 

Laurens County specific items, items from local shops and event tickets). To take 

the campaign even further, a month-long social media series of posts highlighting 

photos and quotes from Laurens County business owners and residents will trigger 

engagement from locals and provide potential visitors with a real authentic look at 

what it is like to live and work here. 

Laurens County, South Carolina

Shopping downtown has never been more fun! 
#thinklocal

LAURENSCOUNTYSC.ORG

Did you catch the concert on the square last night in 
Laurens? #thinklocal

LAURENSCOUNTYSC.ORG

New to the area? Check out our Newcomers Guide to 
Laurens County on our website for info on everything from 
restaurants to where to pay your light bill. #thinklocal

T H I N K  L C A LLA
U R E N S  C O U N T Y

# l o v e l a u r e n s c o u n t y Laurens County, South CarolinaT H I N K  L C A LLA
U R E N S  C O U N T Y

# l o v e l a u r e n s c o u n t y Laurens County, South CarolinaT H I N K  L C A LLA
U R E N S  C O U N T Y

# l o v e l a u r e n s c o u n t y

GROW “THINK LAURENS”:

Build the foundation of your campaign by focusing first on shifting the local 

perception to “think local”.  After establishing the campaign and building 

excitement for “all things local”, consider growing your movement to include 

elements supporting pro-local business policies that will generate concrete 

benefits for local entrepreneurs.  In addition, small business training seminars on 

marketing, social media, hospitality training, etc, can provide inexpensive, yet vital 

information for small business owners.  

After one year, evaluate your progress by conducting stakeholder surveys and 

analyzing social media reach. Put careful thought into what worked well for local 

businesses and how successful the campaign was in engaging local residents.  
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are engaged. The next, and often hardest step, is implementation. For smaller, 

more rural communities, the challenge is typically in the funding of the proposed 

projects.  With a solid plan, many organizations like the SC Department of 

Commerce, SC National Heritage Corridor, Appalachian Council of Governments, 

Upstate Forever and others are here to assist.  This chapter will outline local 

options for funding and technical assistance. The important thing to remember 

moving forward is to simply keep moving forward. Do not stop progress because 

an issue is hard or funding is a challenge. 

COUNTY HOSPITALITY TAX:

As a complement to the local hospitality tax, a county-wide hospitality tax is a tax 

on the sales of prepared meals and beverages sold in establishments or sales of 

prepared meals and beverages sold in establishments licensed for on-premises 

consumption of alcoholic beverages, beer, or wine according to South Carolina 

State Law. It must be voted into adoption by the majority of County Council. (See 

Hospitality Tax State Law Appendix E p. 302) 

The revenue generated by the hospitality tax must be used exclusively for the 

following purposes: 

• tourism-related buildings including, but not limited to, civic centers,   

 coliseums, and aquariums 

• tourism-related cultural, recreational, or historic facilities 

• beach access and re-nourishment 

• highways, roads, streets, and bridges providing access to tourist destinations 

• advertisements and promotions related to tourism development 

• water and sewer infrastructure to serve tourism-related demand. 
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SCPRT TOURISM ADVERTISING GRANT (TAG):

 Every year the South Carolina Department of Parks, Recreation, and Tourism 

(SCPRT) offers a Tourism Advertising Grant specifically for promoting destinations 

and events in South Carolina. These funds are reimbursable and awarded with 

either a 1:1 or 1:2 match. All media purchases must adhere to guidelines and most 

often include the SCPRT logo.  

SOUTH CAROLINA HUMANITIES:

SC Humanities funds numerous projects in South Carolina through major grants, 

mini grants, planning grants, and fast track literary grants. Approximately $200,000 

is dispersed per year. Project examples include art exhibits, festivals and events, 

documentaries, oral histories, and more.

SOUTH CAROLINA ARTS COMMISSION:

The SC Arts Commission administers a grant program with various categories 

including accessibility, arts education projects, folklife and traditional arts, 

general operating support, presenting and performing arts, and quarterly projects 

support. Applicants must be a unit of government or operate as a non-profit tax 

exempt agency. Project examples fundraising events and activities, professional 

consultants, supplies and materials, marketing, community outreach, rental of 

equipment, purchasing of equipment, among others. 
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TRANSPORTATION INVESTMENT GENERATING ECONOMIC RECOVERY:

Or TIGER Discretionary Grant program, provides a unique opportunity for the 

DOT to invest in road, rail, transit and port projects that promise to achieve critical 

national objectives. Since 2009, Congress has dedicated more than $4.1 billion for 

six rounds to fund projects that have a significant impact on the Nation, a region or 

a metropolitan area. 

TRANSPORTATION ALTERNATIVE PROGRAM:

TAP projects are federally-funded community-based projects that expand travel 

choices and improve the transportation experience by improving the cultural, 

historic, and environmental aspects of our transportation infrastructure. 

Although the program is a “grant” program under Federal regulation, is not an 

“up-front” grant program and funds are available only on a reimbursement basis. 

Only after a project has been approved by the State Department of Transportation 

or Metropolitan Planning Organization and the FHWA division office, can costs 

become eligible for reimbursement. Costs must be incurred after FHWA division 

office project approval, or they are not eligible for reimbursement. An LPA (Local 

Public Agency) is required as is 20% match to the Federal Government’s 80% 

commitment to the eligible project. Eligible Activities include: 

• Pedestrian Facilities 

• Bicycle Facilities 

• Streetscaping Projects 
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(CDBG) can fund a wide variety of projects from revitalizing neighborhoods to 

improving community infrastructure, providing public facilities and creating or 

retaining jobs. The state program is funded by the U.S. Department of Housing and 

Urban Development, or HUD. State CDBG grants are made to eligible units of local 

government, under programs of funding which include competitive community 

development programs, as well as regional planning and economic development. 

Funded projects are expected to create measurable results, must help achieve the 

objectives outlined in the State’s Consolidated Plan for Housing and Community 

Development, and must address one of three priority needs: 

• Availability and sustainability of a suitable living environment 

• Availability, affordability and sustainability of decent housing 

• Availability and sustainability of economic opportunity 

RURAL INFRASTRUCTURE AUTHORITY:

(RIA) was created to help close the gap in financial resources for infrastructure 

improvements and lay the groundwork for economic development. RIA programs 

and assistance are designed to meet the following objectives: 

• Increase community sustainability by targeting the most distressed areas  

 that lack adequate resources for infrastructure needs; 

• Improve the quality of life by addressing public health, environmental and  

 regulatory concerns and; 

• Create opportunities for economic impact by building the infrastructure  

 capacity to support economic development in rural areas. 

RIA makes grant assistance available in two program categories: 

• Basic Infrastructure - Funding will assist communities in bringing facilities  

 into compliance with environmental quality standards or providing   

           necessary environmental facilities to protect public health concerns, thereby  

 contributing to community sustainability. 

• Economic Infrastructure - Funding will help build local capacity to support  

 economic and employment opportunities through the provision of publically  

 owned infrastructure and facilities 
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PRESERVATION TAX CREDIT:

A 20% income tax credit is available for the rehabilitation of historic, income-

producing buildings that are determined by the Secretary of the Interior, through 

the National Park Service, to be “certified historic structures.” The State Historic 

Preservation Offices and the National Park Service review the rehabilitation work 

to ensure that it complies with the Secretary’s Standards for Rehabilitation. The 

Internal Revenue Service defines qualified rehabilitation expenses on which the 

credit may be taken. Owner-occupied residential properties do not qualify for the 

federal rehabilitation tax credit. 

The 10% tax credit is available for the rehabilitation of non-historic buildings 

placed in service before 1936. The building must be rehabilitated for non-

residential use. In order to qualify for the tax credit, the rehabilitation must meet 

three criteria: at least 50% of the existing external walls must remain in place as 

external walls, at least 75% of the existing external walls must remain in place 

as either external or internal walls, and at least 75% of the internal structural 

framework must remain in place.

SC WATER AND LAND CONSERVATION FUND:

LWCF is a federally funded reimbursable grant that is for acquisition or 

development of land for public outdoor recreational use purposes. It runs on a two 

year cycle, requires a 50-50 match and creates legacy by mandating perpetual park 

management.
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R IVERS, TRAILS and CONSERVATION ASSISTANCE PROGRAM:

RTCA is a program through the National Park Service who provide free, on-

location facilitation and planning expertise. Technical assistance provided guides 

a project from conception to completion and allows communities the accessibility 

to planning modalities without the expense. This program allows funding to be 

allocated to the implementation rather than planning, so projects can be on the 

ground and accessible in a cleaner time frame. 

Project Assistance includes: 

• Define project vision and goals 

• Inventory and map community resources 

• Identify and analyze key issues and opportunities 

• Engage collaborative partners and stakeholders 

• Design community outreach and participation strategies 

• Develop concept plans for trails, parks, and natural areas 

• Set priorities and build consensus 

• Identify funding sources 

• Develop a sustainable organizational framework to support the project 


