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1.0 Introduction and Background 
 
With a history reaching back to the colonial era of South Carolina, Dorchester County is a dynamic 
county located in the Charleston Metropolitan Statistical Area.  The United States Census estimates the 
current population of the county at 120,325.  The County has experienced substantial growth 
particularly in the southeastern portion of the county close to North Charleston.  Summerville has been 
the center of this growth.  This historic community has grown into both a center of economic activity 
and a suburban location appealing to commuters into Charleston.  The northern portion of the county 
has experienced slower growth and is characterized by small communities and a rural landscape 
centered largely on the county seat of St. George.  Interstates 95 and 26 both travel through the county 
and provide substantial opportunities for ongoing economic expansion.   
 
Dorchester County Economic Development is an arm of the Dorchester County Government and is 
responsible for the recruitment and retention of business in the county.  Recognizing that retail 
development is a key component of the overall economic development strategy for the community, 
Dorchester County Economic Development commissioned this retail market study of the community in 
partnership with the Town of Summerville, the Town of St. George, the Greater Summerville 
Dorchester Chamber of Commerce, the Tri-County Chamber of Commerce, and Summerville 
DREAM.   The study examines opportunities for both downtown Summerville and St. George and the 
other retail districts in these communities.  Additionally, the study identifies overall retail opportunities 
for all of Dorchester County.  
 
This market analysis began with a series of stakeholder interviews and roundtable work sessions with 
stakeholders from and representatives of Summerville, St. George, and Dorchester County.  These 
interviews and roundtables involved over fifty people including public officials, merchants, property 
owners, and other stakeholders.  In addition to the interviews, many retailers throughout both 
Summerville and St. George conducted a zip code survey of customers held in January of 2010.   The 
zip code research led to a market definition study and a sales and retail leakage analysis for the 
community.  Altogether, this information was then used to craft a series of recommendations for all of 
the partner organizations to use to enhance the retail base of their communities.   
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1.1 Report Format 
 
The report is divided into four chapters.  Chapter one is the introduction to the study.  Chapter two is 
the market study.  Chapter two allows both Summerville and St. George residents to see their market 
study in its entirety with a wrap up summarizing some countywide implications of both market reports.  
Chapter three is dedicated to the marketing recommendations designed to help the communities use the 
data in chapter two to create retail growth.  Again, strategies are dedicated to Summerville, St. George, 
and to Dorchester County as a whole.  The report concludes with a final summary chapter.   
 
1.2 Acknowledgements 
 
This process would not have been possible without the help of many people.  A hearty thanks goes to 
the many businesses in both St. George and Summerville who took time out of their schedules to track 
and record customer zip codes.  Thanks also go to the many stakeholders who shared their thoughts on 
the economic challenges and opportunities facing their communities.   This report would not have been 
possible without the tireless work of Becky Ford and her team at Dorchester County Economic 
Development who set appointments, coordinated meetings, and provided valuable input during the 
study process. 
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2.0 Retail Market Study 
 
This section presents the findings of the retail market research for St. George, Summerville, and 
Dorchester County and sets the stage for further analysis that can be used to recruit business, 
help existing businesses target customers, and implement the accompanying marketing strategy.  
The goal is to capitalize on Dorchester County’s potential retail trade and channel this into 
investments that can sustain St. George, Summerville, and the Greater Dorchester County region. 
Chapter 2 is divided into two major subsections presenting findings first for Summerville and 
second for St. George.  Within each subsection are five areas:   
 
1. Market definition based on zip code survey work completed by businesses in the community. 

Unlike radii and drive-time studies that tend to use arbitrarily picked boundaries for market 
trade areas, the method used for market definition in St. George, Summerville, and 
Dorchester County is based on zip code survey work completed by cooperative merchants.  
Zip code surveys do have limitations, as zip code geographies can sometimes be fairly large 
and stretch beyond the typical market boundaries.  However, a zip code survey is the only 
technique that correlates precisely with customer traffic easily collected by merchants.  The 
zip codes are used to define a primary and secondary trade area for the community from 
which a variety of information about the distribution of customers.  From this data a host of 
demographic, sales, and expenditure data can be gleaned.  

 
2. Trade area definition.  The number of visits provides an overall view of customer 

origination.  A more accurate way to evaluate customer loyalty in the market is placing 
customer visits in the context of the population of each zip code.  This corrects for zip codes 
that have exceedingly large or small populations that might skew the market penetration data. 
By this measure, the primary and secondary trade areas for the community can be 
established. The primary trade area is the geography where the most loyal and frequent 
customers to community reside.  The secondary trade area represents an area where local 
businesses can rely on customers but to a lesser degree.  

 
3. Demographic and market segmentation profiles.   Demographic data provides a look at 

population growth and income levels.  This data is projected out for five years and is 
provided for the each of the trade areas. Market segmentation is a way to summarize 
demographic information into easy to understand categories.  This section of each 
community’s report provides market segmentation information using Neilson Claritas 
PRIZM® data.  PRIZM® defines every US household in terms of 66 demographic and 
behavioral types to help determine the lifestyles, purchase behaviors, likes and dislikes of the 
customer base. 

 
4. Retail Market Analysis.  In this section the market will be examined to identify potential 

opportunities for new or expanded stores by examining “retail leakage.” This will allow the 
each community to assess what kind of additional stores might be attracted to their market 
and will help individual existing businesses understand how they might diversify product 
lines.   
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Retail leakage refers to the difference between the retail expenditures by residents living in a 
particular area and the retail sales produced by the stores located in the same area.  If desired 
products are not available within that area, consumers will travel to other places or use 
different methods to obtain those products.  Consequently, the dollars spent outside of the 
area are said to be “leaking.”  If a community is a major retail center with a variety of stores 
it will be “attracting” rather than “leaking” retail sales.  Even large communities may see 
leakage in certain retail categories while some small communities may be attractors in 
categories. 

 
Such an analysis is not an exact science.  In some cases large outflow may indicate that 
money is being spent elsewhere (drug store purchases at a Wal-Mart or apparel purchases 
through mail-order).  It is important to note that this analysis accounts best for retail 
categories where households (rather than businesses) are essentially the only consumer 
groups.  For example, lumberyards may have business sales that are not accounted for in 
consumer expenditures.  Stores such as jewelry shops and clothing stores are more accurately 
analyzed using this technique.  The leakage study for both St. George and Summerville is 
naturally conservative for two reasons.  First, it is “frozen in time” looking at current 
conditions.  Overall, the Summerville area is growing very rapidly in population making this 
assessment quite conservative.  St. George is also experiencing population growth though at 
a slower rate.  As a result, the market will naturally support more services over time.  
Second, the trade areas identified are limited to those outlined above.  This means that we are 
only looking at opportunities to capture sales from the geographies defined.  A successful 
store model might capture from well beyond this geography and could foster a strong visitor 
market as well.  This is particularly true some businesses where we know that the visitor 
market can be quite robust. 

 
5. Retail market opportunities.  Section 2.5 summarizes the current retail environment for St. 

George, Summerville, and Dorchester County, and indicates market characteristics and 
trends that form the basis of the recommendations presented in Chapter 3. 
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2.1 Summerville Retail Market Study 
 
2.1.1 Market Definition 
 
Seventeen Summerville retailers graciously participated in the zip code survey of their customers 
conducted January 13-22, 2010.  Merchants were provided a form to record customer zip codes 
and were asked to maintain a log for all customers during this ten-day period.  These businesses 
were located in downtown Summerville along North Main Street and in the Oakbrook area.  
Fifteen of the businesses were retailers and two were restaurants.  All together, they recorded 
1,453 customer visits in a ten-day period representing 167 unique American zip codes, thirty-one 
states, and three foreign countries.  Having completed studies of this nature in many different 
communities, this amount of visitor traffic places Summerville in the top quartile of communities 
that rely on visitor traffic to comprise their market area.   
 
Having said that, the local and regional customers still comprise a substantial portion of the 
customer base for the community.  In fact over one in every four customers in the participating 
stores was from the Town of Summerville.  Another 30% of the customers reported a 
Summerville zip code outside of the town limits.  Surrounding communities such as Goose 
Creek, Moncks Corner, Ladson, North Charleston, and others comprised another 25% of the 
customers.  This leaves 9% from other parts of South Carolina and 9% from other states 
comprising the remainder of the market base.  Figure 1 below depicts these data.   
 

 

Figure 1: Town of Summerville customer base. 
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The preceding information examined how the stores did in aggregate when all results are 
combined into one “pot” of figures.  This section breaks down the results by retail store to 
determine if there are any anomalous figures that emerge with particular stores.  To protect the 
confidentiality of the individual store results, the names of the stores are not included in the 
charts.  The red bar indicates the overall percentage of visits for all participating businesses. 
 
Figure 2 below displays the percentage of visits by business from Summerville residents.  In 
total, 57% of the customers reported a Summerville zip code as their home.  Only three of the 
seventeen participating businesses reported less than 50% of their customers from one of the two 
Summerville zip codes.  
 

 
Figure 2: Visits by business from Summerville residents. 
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Figure 3 shows the percentage of customers from Summerville and the nearby zip codes.  82% of 
the customers overall are from the region while only two businesses recorded less than 70% of 
their customers from the region. 
 

 
Figure 3: Customer visits by business from Summerville and nearby zip codes. 
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Finally, Figure 4 shows visitor traffic.  While less than the local traffic, visitor traffic in a 
January still held at 17.7% representing a key portion of the Summerville market.  In fact, six 
businesses reported over one-fifth of their customers coming from outside of the immediate area.   
 

 
Figure 4: Visitor traffic by business. 

These charts show that Summerville must have a multi-pronged marketing strategy in order to 
continue to cultivate its customer base.  The community relies on locals, regional customers, and 
visitors. 
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2.1.2 Trade Area Definition 
 
The number of customer visits provides an overall view of customer origination.  A more 
accurate way to evaluate customer loyalty in the market in placing customer visits in the context 
of the population of each zip code.  This corrects for zip codes that have exceedingly large or 
small populations that might skew the market penetration data.  By this measure, the primary and 
secondary trade areas for a community can be established.  The primary trade area is the 
geography where to most loyal and frequent customers reside.  The secondary trade area 
represents an area where local businesses can rely on customers but to a lesser degree.  Table 1 
shows customer visits per 1,000 people for each of the highest representative visits to 
Summerville businesses. 
 

 
Table 1: Summerville visits per thousands residents. 

Determining primary and secondary trade areas can sometimes be more art than science.  At 
times, significant breaks in customer visits are not obvious.  In the case of Summerville the 
“visits per thousand” customer breaks were fairly clear.  With 7.9 visits per thousand, the 29483 
zip code is Summerville’s most reliable customer base.  The 29485 zip code is closely behind 
with 7.1 visits per thousand.  It is interesting to note that Summerville residents tend to be more 
loyal to businesses in the community than those who report a Summerville zip code but live 
outside of the town limits.  This data is shown in green on the table below. 
 
Ladson and Moncks Corner comprise the secondary trade area for Summerville with 2.7 and 2.3 
visits per thousand customers.  However, for the purposes of this study, only the primary trade 
area is examined in order to provide a more conservative estimate of pent up market demand.  
These trade areas are mapped below: 
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Figure 5: Summerville primary trade area. 

 
Figure 6: Summerville secondary trade area.
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2.1.3 Trade Area Demographics and Market Segments 
 
The two Summerville zip codes 29483 and 29485 (the Summerville primary trade area) have an 
estimated 2009 population of 106,115.  The chart below shows the substantial rate of growth that 
this area has had.  In fact, the population is projected to nearly double its 1990 size by 2014. 
 

2014 Projection 122,718 
2009 Estimate 106,115 
2000 Census 78,020 
1990 Census 68,533 
  
Growth 2009-2014 15.65% 
Growth 2000-2009 36.01% 
Growth 1990-2000 13.84% 

Table 2: Primary trade area population growth. 

The median household income for the Summerville primary trade area is a very robust $54,118, 
which is nearly $10,000 higher than South Carolina’s median household income of $44,326.  
Over 50% of the households in the primary trade area earn over $50,000 per year.   

Income Less than $15,000 3,868 9.85 
        Income $15,000 - $24,999 3,496 8.90 
        Income $25,000 - $34,999 4,241 10.80 
        Income $35,000 - $49,999 6,489 16.52 
        Income $50,000 - $74,999 9,395 23.92 
        Income $75,000 - $99,999 5,251 13.37 
        Income $100,000 - $149,999 4,883 12.43 
        Income $150,000 - $249,999 1,220 3.11 
        Income $250,000 - $499,999 376 0.96 
        Income $500,000 and more 64 0.16 

Table 3: Primary trade area household income distribution. 

 
Market segmentation is a way to summarize demographic information into easy to understand 
categories.  The market segmentation illustrated for Summerville’s primary trade area uses 
Neilson/Claritas PRIZM® data.  PRIZM® defines every US household in terms of 66 
demographic and behavioral types to help determine the lifestyles, purchase behaviors, likes and 
dislikes of the customer base. 
 
The easiest way to understand the charts below is to note that generally the green colors 
represent households without families and generally younger populations, the blue represents 
families, and the red represents empty nesters and retirees.  The darker the color shows more 
affluence.  
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Table 4: PRISM Lifestage segmentation for Summerville primary trade area. 

For Summerville, nearly half (48%) of all households fall into family life segments.  Households 
in older years segments account for 29% of the total, and households in the younger years 
segments comprise the remaining 23%.  The following demographic groups represent the largest 
subcategories within the Summerville primary trade area:  

 Mainstream Families: Comprising 25% of all households in the Summerville primary 
trade area, members of this family life group have at least one child under 18, and tend to 
living in modestly priced homes.  In terms of consumption, Mainstream Families spend 
money on sports, electronics, bulk groceries, and television.  This group has a median 
household income of $41,000. 

 Young Accumulators: This group accounts for 15% of households in the primary trade 
area.  These households are ethnically diverse, college-educated, and tend to hold a mix 
of white-collar managerial and professional jobs.  They enjoy comfortable, upscale 
lifestyles as well as active, outdoors-centered pursuits.  This group has a median 
household income of $80,000. 

 Cautious Couples: 11% of households in the primary trade area fall into this group, 
which falls into the older years category.  These households are an over-55-year-old mix 
of singles, couples, and widows with blue-collar roots.  They lead mostly sedate lifestyles 
and enjoy home-based hobbies like reading and gardening.  This group has a median 
household income of $29,000. 

 Young Achievers: This group makes up 10% of primary trade area households.  Falling 
into the younger years category, Young Achievers are twentysomethings who tend to be 
renters and enjoy alternative music and lively nightlife.  This group has a median 
household income of $46,000. 
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2.1.4 Retail Market Analysis 
 
As mentioned in the introduction, the retail market analysis looks at retail leakage to indicate 
what kind of opportunities exist for retail expansion in the market.  It is important to note that 
this data provides insight into the market forces at work but it is not an exact science.  For 
example, the nearby retail trade in Charleston and North Charleston will likely continue to be a 
retail destination for residents of Summerville.  Businesses and decision makers using this data 
are advised to treat it as a guide for the potential retail opportunities that exist.   
 
The Summerville primary trade area defined at the 29485 and 29483 zip codes represents a retail 
market of $1.17 billion each year.  Simultaneously, residents inside those two zip codes spend 
$1.56 billion in the same retail store types.  Each year, the primary trade area for Summerville 
leaks sales to the tune of $381.8 million.  This represents a tremendous opportunity to capture 
some degree of those sales back into the local market.  It is clear from the data that retail growth 
in the community has not kept pace with the rapid residential development that has occurred over 
the past ten to twenty years.   
 
If a customer cannot find what they need in a local market they will do one of three things.  First 
and most traditionally, they will travel to a market that provides the goods and services needed.  
In the case of Summerville this is very likely since North Charleston and Charleston are large 
retail destinations.  Some customers will use the “dollar” dedicated to one store type and spend it 
in another store type.  For example, if a customer cannot find a women’s dress in a women’s 
store, she may spend her money in a department store instead.  Finally, a customer may turn to 
an online retailer to satisfy their needs.  This is becoming more of an issue as online retailers 
have continued to grow and thrive. 
 
The table on the following pages shows the consumer spending (in yellow), retail sales (in 
green), and retail opportunity (in blue) for over fifty retail categories.  Please note that some 
categories are subsets of others.  This information is provided through Nielsen/Claritas using 
consumer expenditure survey, census of retail trade, and a combination of state sales tax data. 
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Table 5: Summerville primary trade area retail leakage. 
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2.1.5 Retail Market Opportunities 
 
Summerville’s market requires a multi-faceted strategy that markets to the local population, 
regional customers, and visitors.  There is no “one-size fits all” strategy.  However, the 
community must always remember that downtown Summerville provides one of the most 
important distinguishing characteristics of the town that should be preserved and enhanced as a 
specialty dining and shopping destination.  As the community pursues this endeavor, it can 
capitalize on the tremendous opportunities for additional retail trade in Summerville based on the 
leakage occurring in the community each year.  The regional dynamics will still cause a 
substantial portion of the market dollars to leave Summerville for neighboring communities but 
even a capture of one in every ten dollars of retail sales would result in an additional $38 million 
in retail trade for the community.   
 
The best opportunities for Summerville are in the following categories.  These should be viewed 
as medium and long-term opportunities as the current market conditions are straining all retail 
growth at this time. 
 
Furniture and Home Furnishings 
The primary trade area for Summerville is leaking sales in the furniture and home furnishings 
market to the tune of $13 million each year.  With the rapid growth of residential development 
over the years this could be a potential niche for the community particularly with small-scale 
home furnishings retailers, art dealers, and related accessories clustered in downtown 
Summerville.  Larger format furniture stores are also potential candidates for growing the retail 
base in more suburban locations.   
 
Grocery Stores and Specialty Food 
Remarkably, Summerville is leaking grocery store sales to the tune of $56 million annually.  The 
community should aggressively pursue a higher end grocer to cater to the growing market.  
Summerville might consider such stores as the Fresh Market, Whole Foods, and even Trader 
Joe’s to round out the food offering in the community.  These grocers might be complemented 
with specialty food retailers that might locate in downtown.  These might include a wine and 
cheese store, a butcher, and similar specialty foods. 
 
Clothing and Clothing Accessory Stores 
The primary and secondary trade areas are leaking sales in virtually all categories of clothing 
stores. Women’s, children’s, and men’s clothing stores can be a cluster type business and 
Summerville’s downtown is a likely candidate for mom and pop specialty clothing stores. It is 
important to note, however, that the nearby Tanger Outlet Mall has the regional lock on major 
clothing retail and is huge attractor of clothing sales.  It is doubtful that Summerville can 
compete with major national retailers but should concentrate instead on independently owned 
merchants.  
 
Gift Stores, Book Stores, and Specialty Retail 
Gift stores are natural matches for specialty retail districts because they tend to cluster and do not 
need to overlap offerings to make a district unique.  Summerville has some longstanding 
specialty gift stores that are a strong presence in the community as well as some new gift stores 
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that are seeing substantial success.  Additional specialty gifts could continue to build this cluster.  
Summerville also has a significant cluster of needlework stores that could also build a home craft 
cluster.   
 
Full Service Specialty Restaurants  
Pent up demand for full service restaurants in Summerville create annual leakage of over $30 
million each year.  This market gap is being met with newly constructed formula based casual 
dining near exit 199.  However, the independent restaurateur has significant opportunities to 
build a dining cluster to complement the excellent collection of dining establishments already in 
downtown.  This should be a focal point for recruitment in Summerville. 
 
Strategies for enhancing the retail environment for these retail store types are shown in Chapter 3 
of this report. 
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2.2 St. George Retail Market Study 
 
2.2.1 Market Definition 
 
Ten St. George retailers graciously participated in the zip code survey of their customers 
conducted January 13-22, 2010.  Merchants were provided a form to record customer zip codes 
and were asked to maintain a log for all customers during this ten-day period.  In all eight 
retailers, one restaurant, as well as the Tri-County Regional Chamber of Commerce participated 
in the survey.  These stores recorded 997 customer visits during the ten-day period.  These 
customers represented 69 unique American zip codes in 13 states as well as two Canadian 
provinces.  While this is impressive, most of the customers in St. George were from the local 
area.   
 
One in every four customers was from the Town of St. George.  Another 30% of the customers 
reported living in the 29477 zip code but outside of the town limits of St. George.  In total 55% 
of the customers reported a 29477 zip code.  Reevesville with 12% of the customers represented 
the next most often cited zip code.  This was followed by the 29437 (Dorchester) zip code with 
7%.  Remaining “neighbor” zip codes accounted for another 16% of the customer traffic.  All 
told, local traffic comprised 90% of the customers to St. George.   
 
This leaves about 10% of the customer base from outside the immediate area.  Only 3% of the 
customer base of the stores was from out of South Carolina despite St. George’s location along a 
major interstate route.  This represents a significant opportunity to capture additional visitor 
traffic to the community.  The figure below shows the results of the survey.   

Figure 7: St. George customer visits. 
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The preceding information examined how the stores did in aggregate when all results are 
combined into one “pot” of figures.  This section breaks down the results by retail store to 
determine if there are any anomalous figures that emerge with particular stores.  To protect the 
confidentiality of the individual store results, the names of the stores are not included in the 
charts.  The red bar indicates the overall percentage of visits for all participating businesses. 
 
Figure 8 below displays the percentage of visits by business from St. George zip code residents.  
As mentioned before 55% of the customers overall were from St. George.  Only two businesses 
had less than 40% of their customers from the 29477 zip code while five had over 60% from the 
zip code. 

 
Figure 8:  Percentage of visitors from St. George Zip code. 

 
Figure 9 below displays the combined percentage of visits by business from St. George residents 
and “neighboring zip codes.”  This chart shows that no business had under three quarters of its 
customers from the local area while several had 100% of their customer base from one of the 
local zip codes.   
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Figure 9:  Percentage of Visitors from St. George and Neighboring Zip Codes 

Figure 10 below displays the percentage of St. George customer visits by business from the 
“visitor” market.  This chart is the opposite of Figure 9 above.  Two businesses had over 20% of 
their customer base from outside the immediate area.  This does indicate that there is continued 
potential to attract customers from the lucrative Interstate 95 visitor traffic. 
 

 
Figure 10:  Percentage of Visitors to St. George Zip Codes
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2.2.2 Trade Area Definition 
 
The number of customer visits provides an overall view of customer origination.  A more 
accurate way to evaluate customer loyalty in the market in placing customer visits in the context 
of the population of each zip code.  This corrects for zip codes that have exceedingly large or 
small populations that might skew the market penetration data.  By this measure, the primary and 
secondary trade areas for a community can be established.  The primary trade area is the 
geography where to most loyal and frequent customers reside.  The secondary trade area 
represents an area where local businesses can rely on customers but to a lesser degree.  The table 
below shows customer visits per 1,000 people for each of the highest representative visits to St. 
George. 
 

 
Table 6: St. George customer visits per thousand. 
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Determining primary and secondary trade areas can sometimes be more art than science.  At 
times, significant breaks in customer visits are not obvious.  In the case of St. George though, 
this is not the case.  With 77 visits per thousand residents, the 29477 zip code is clearly in the 
primary trade area.  Reevesville is the second most loyal zip code to St. George merchants with 
73 visits per thousand.  It too is located in the primary trade area. 
 

 
Figure 11: St. George primary trade area. 

 
The secondary trade area for St. George also shows clear breaks with both Dorchester and 
Harleyville showing 27 and 19 visits per thousand residents respectively.  It is important to note 
that nearby Walterboro had the fifth most visits of any zip code but the population of that zip 
code is so large that it is not considered part of the trade area geography for St. George.   
 

 
Figure 12: St. George secondary trade area. 
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It is also important to note that the customer loyalty between town residents and those outside the 
town limits drops precipitously.  Town residents show 120 visits per thousand residents while 
those in the zip code as a whole only show 79 visits per thousand. 
 
2.2.3 Trade Area Demographics and Market Segments 
 
The two zip codes that comprise St. George’s primary trade area 29477 (St. George) and 29471 
(Reevesville) have an estimated 2009 population of 8,604.  This population has grown by nearly 
5% since 2000 and is expected to continue to grow by 2014 by nearly 6%.   

 
Population of St. George PTA  

2014 Projection 9,097 
2009 Estimate 8,604 
2000 Census 8,224 
1990 Census 7,971 

  
Growth 2009-2014 5.73% 
Growth 2000-2009 4.62% 
Growth 1990-2000 3.17% 

Table 7: St. George primary trade area population growth. 

The secondary trade area that includes both Dorchester and Harleyville has a combined 
population of 5,040 but have grown at a substantial rate since 2000.  They are projected to 
continue to grow through 2014. 

Population of St. George STA  
2014 Projection 5,459 
2009 Estimate 5,040 
2000 Census 4,542 
1990 Census 4,220 

  
Growth 2009-2014 8.31% 
Growth 2000-2009 10.96% 
Growth 1990-2000 7.63% 

Table 8: St. George secondary trade area population growth. 

 

The median household income for the St. George primary trade area is $34,849, which is over 
$10,000 less than South Carolina’s median household income of $44,326.  While many 
households in St. George earn under $50,000 per year, nearly one third earn over that amount.  
The table below shows household income distribution for the St. George Primary Trade area. 
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Income Less than $15,000 704 20.82 
        Income $15,000 - $24,999 561 16.59 
        Income $25,000 - $34,999 432 12.77 
        Income $35,000 - $49,999 609 18.01 
        Income $50,000 - $74,999 580 17.15 
        Income $75,000 - $99,999 221 6.53 
        Income $100,000 - $149,999 172 5.09 
        Income $150,000 - $249,999 65 1.92 
        Income $250,000 - $499,999 32 0.95 
        Income $500,000 and more 6 0.18 

Table 9: St. George primary trade area household income distribution. 

The secondary trade area for St. George is slightly more affluent with a median household 
income of $37,072.  A greater percentage of the households in this geography earn between 
$75,000 and $100,000. 

        Income Less than $15,000 378 19.50 
        Income $15,000 - $24,999 277 14.29 
        Income $25,000 - $34,999 275 14.19 
        Income $35,000 - $49,999 285 14.71 
        Income $50,000 - $74,999 343 17.70 
        Income $75,000 - $99,999 216 11.15 
        Income $100,000 - $149,999 124 6.40 
        Income $150,000 - $249,999 26 1.34 
        Income $250,000 - $499,999 12 0.62 
        Income $500,000 and more 2 0.10 

Table 10: St. George secondary trade area household income distribution. 
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In addition to the demographics, market segmentation is a way to summarize demographic 
information into easy to understand categories.  The market segmentation illustrated for 
Summerville’s primary trade area uses Nielsen/Claritas PRIZM® data.  PRIZM® defines every 
US household in terms of 66 demographic and behavioral types to help determine the lifestyles, 
purchase behaviors, likes and dislikes of the customer base. 
 
The easiest way to understand the charts below is to note that generally the green colors 
represent households without families and generally younger populations, the blue represents 
families, and the red represents empty nesters and retirees.  The darker the color shows more 
affluence.  
 

For St. George, 54% of all households fall into older years lifestage segments.  Households in 
younger years segments account for 28% of the total, and households in the family years 
segments comprise the remaining 18%.  Compared to Summerville, the primary trade area for St. 
George is older and less affluent.  The following demographic groups represent the largest 
subcategories within the St. George primary trade area:  

 Sustaining Seniors: Comprising 38% of all households in the St. George primary trade 
area, members of this older years group are over 65 years old, live in older apartments 
and small homes, and are often single or widowed.  Sustaining Seniors lead home-
centered lifestyles and enjoy watching television as well as gardening and sewing.  This 
group has a median household income of $14,000. 

Table 11:PRIZM Lifestage segmentation for St. George primary trade area. 
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 Striving Singles: This group accounts for 25% of households in the primary trade area.  
These twentysomething singles typically have low incomes and hold down service-based 
jobs or part-time employment while going to college.  Striving Singles tend to live in 
apartment complexes and enjoy outdoor sports, movies and music, and fast food 
restaurants.  This group has a median household income of $19,000. 

 Cautious Couples: 14% of households in the primary trade area fall into this group, 
which falls into the older years category.  These households are an over-55-year-old mix 
of singles, couples, and widows with blue-collar roots.  They lead mostly sedate lifestyles 
and enjoy home-based hobbies like reading and gardening.  This group has a median 
household income of $29,000. 

 Mainstream Families: Comprising 13% of all households in the Summerville primary 
trade area, members of this family life group have at least one child under 18, and tend to 
living in modestly priced homes.  In terms of consumption, Mainstream Families spend 
money on sports, electronics, bulk groceries, and television.  This group has a median 
household income of $41,000. 
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2.2.4 Retail Market Analysis 
 
As mentioned in the introduction, the retail market analysis looks at retail leakage to indicate 
what kind of opportunities exist for retail expansion in the market.  It is important to note that 
this data provides insight into the market forces at work but it is not an exact science.  For 
example, there are many retail items that St. George residents will still need to travel to other 
communities to get.  Businesses and decision makers using this data are advised to treat it as a 
guide for the potential retail opportunities that exist.   
 
The St. George primary trade area defined at the 29477 and 29471 zip codes represents a retail 
market of $184.7 million each year.  Simultaneously, residents inside those two zip codes spend 
$109.5 million in the same retail store types.  Each year, the primary trade area for St. George 
gains sales to the tune of $75.2 million.  However, this gain is not uniform.  In fact the most 
significant portion of the gain occurs in quick service restaurants and gas stations where the sales 
in both categories outpace demand by $41 million and $60 million respectively.  The Interstate 
95 traffic is clearly driving sales but those sales are manifesting themselves in other retail 
categories or locations.  Moreover, the local market itself sees unmet market demand in many 
retail categories. 
 
The secondary trade area for St. George has store sales of $51.1 million and consumer 
expenditures of $66.4 million representing overall retail leakage of $15.3 million each year.  
However, gas stations factor into this market as well with a surplus of $34 million in that 
category alone. 

If a customer cannot find what they need in a local market they will do one of three things.  First 
and most traditionally, they will travel to a market that provides the goods and services needed.  
In the case of St. George customers may go to Walterboro, Orangeburg, or the Charleston area to 
seek out goods they cannot find locally.  Some customers will use the “dollar” dedicated to one 
store type and spend it in another store type.  For example, if a customer cannot find a women’s 
dress in a women’s store, she may spend her money in a department store instead.  Finally, a 
customer may turn to an online retailer to satisfy their needs.  This is becoming more of an issue 
as online retailers have continued to grow and thrive. 
 
The leakage study for St. George is naturally conservative for two reasons.  First, it is “frozen in 
time” looking at current conditions and does not account for market growth.  Second, it does not 
analyze the potential for visitor traffic to further augment sales in a potential store type. A 
successful store might capture customers from well beyond the local geography and could foster 
a strong visitor market as well.   
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The tables below explore the individual retail categories where St. George is leaking and gaining 
sales.  Please note that some categories are subsets of larger categories.  There is a possibility 
some of the “finer grain” retail categories do not have attributed sales because it may reveal data 
for an individual business so this data should be used to paint an overall picture of market 
potential and should not substitute for individual market research for a business owner. 
 
The green columns represent the consumer demand in primary and secondary trade areas. The 
pink columns indicate the retail sales in each retail segment, and the purple columns show the 
gap or surplus for each segment.  In the purple columns, red numbers show an inflow of dollars 
and black numbers indicate market leakage. 
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Table 12: St. George primary and secondary trade area retail leakage.
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2.2.5 Retail Market Observations and Conclusions 
 
The local market for St. George is growing and is showing signs of that growth quickening over time.  
The community has an opportunity to capture some of the retail trade generated by that growth.  The 
bigger opportunity for St. George in the immediate term is to capture even a small portion of the 
substantial interstate traffic with attractive retail and restaurant uses that are also appealing to the local 
customer.  The market opportunities are clear in that St. George is already reaping the benefits of this 
traffic in selected retail categories that are highway oriented:  gas stations and quick service 
restaurants.   
 
The best opportunities for St. George are in the following categories.  These should be viewed as 
medium and long-term opportunities as the current market conditions are straining all retail growth at 
this time. 
 
Food Related Retail 
While St. George isn’t leaking grocery store sales enough to support another full-line grocer, it is 
leaking enough sales to support smaller scale food related retail such as a farmers market, food stands, 
and potentially specialty food stores like a butcher or bakery.   
 
Gift Stores, Antiques Stores, and Specialty Retail 
Gift stores and antiques have an appeal to visitors.  These store types can often times cater to local 
residents as well.  St. George has the opportunity particularly with antiques, home furnishings, and 
related store types to develop a specialty retail niche.   
 
Full Service Specialty Restaurants  
Limited service restaurants are a key business type for St. George.  The community has a great 
opportunity to complement its limited service restaurants with some full service offerings as well.   
 
Strategies for enhancing the retail environment for these retail store types are shown in Chapter 3 of 
this report. 
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2.3 Overall Dorchester County Implications 
 
Examining the Dorchester County retail market has several complicating factors.  First, the St. George 
and Summerville markets have very little overlap and it would be a mistake to try to have a one size 
fits all strategy for retail recruitment countywide.  Second, Dorchester County itself leaks retail sales to 
the tune of $658 million each year.  This represents a market leakage equal to one half of the existing 
retail sales in the county of $1.22 billion every year.  This is a huge amount of retail trade leaving the 
county each year.  Yet, much of the new commercial development serving the population of 
Summerville has clustered in Berkeley County.   
 
There is clearly pent up demand for retail space in the County.  Without factoring in growth, the 
County could currently support an additional one to four new grocery stores, ten to twenty new dining 
establishments, and numerous specialty retailers.  Some categories such as building material and 
department stores show pent up demand but this is misleading, as the retail offerings are available just 
across the county line in many cases.  This does not mean that there is not some degree of demand but 
it is being met in part in nearby areas. 
 
Dorchester County must continue to be proactive in recruiting retail stores.  Otherwise, the community 
will see these opportunities continue to migrate to nearby locations.    
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3.0 Marketing Strategy Recommendations 
 
The following recommendations are compiled under strategic themes each for Summerville, St. 
George, and Dorchester County.  These themes are designed to organize the recommendations around 
four key focus areas for the two towns and the county as a whole.  The themes are:   

 Brand Building and Customer Building:  Marketing Strategy 
 Preparing the Foundation:  Planning/Development Strategy 
 Expanding the Retail Base:  Recruitment/Retention Strategy 
 Positioning Ongoing Success:  Organizational Strategy 

 
Following each theme is a series of recommendations.  For ease of use, each community has all of its 
recommendations in their own subsections below: 

3.1 Summerville 
3.2 St. George 
3.3 Dorchester County 
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3.1 Summerville Recommendations 
 
3.1.1 Marketing Strategy 
 
Summerville is one of the Charleston metro region’s premiere specialty retail destinations.  This has 
been true for many years.  Outside of some districts of downtown Charleston, the regional market lacks 
a specialty retail “product” similar in scale and scope to Summerville.  However, there are competitors 
emerging.  New developments such as Daniel Island and Mount Pleasant Town Center have created 
specialty “downtown” districts that allow pedestrian shopping in a comfortable environment.  
Moreover, older districts such as Montague Circle/Downtown North Charleston as well as areas in 
West Ashley are seeing a resurgence of specialty retail that is rivaling the offerings of Summerville.   
 
Summerville cannot rest on its laurels as a specialty destination.  It must constantly remain relevant to 
the local, regional, and visiting shoppers that each comprise its customer base.  Fortunately, the 
community has strong organizational brands and a well recognized tagline used for many decades:  
“Flowertown in the Pines.”  However, Summerville needs a toolkit that creates a “destination identity” 
for the town that all marketing partners can use to promote the community.  This identity should be 
able to hit three key marketing targets:   

 The local Summerville resident to stem retail leakage.  The Summerville resident comprises 
57% of the market based for downtown businesses.  The local customer must remain engaged 
and be a marketing target. 

 The regional customer to continue to position Summerville as a specialty shopping/dining 
destination.  Regional customers comprise another 25% of the customer base for downtown 
Summerville businesses.  Indeed, Summerville is a regional draw. 

 The visitor smallest share but no less important market for downtown Summerville.  
Comprising 18% of the customer traffic downtown, the visitor should be engaged once they 
arrive in the region.   The best approach is to piggyback on Charleston as the “heavy lifter” in 
national marketing.  

Recommendation:  Launch a Summerville brand icon.  The brand icon for Summerville provides a 
clean and fresh look.  Designed by Will Rizzo of Summerville, the icon is a stylized azalea flower with 
a monogram “s” in the center.  It uses a salmon color with green accents. 
 

 
Figure 13:  Summerville logo.  Courtesy of Will Rizzo. 
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Recommendation:  Host a brand launch event.  A brand launch event provides a community a way to 
celebrate the new brand identity.  Successful launch events have included a presentation of the brand 
concept and a variety of examples of the brand in implementation formats.  These might include ad 
mock-ups, tee shirts, car window decals, and other collateral material.  The brand launch is designed to 
gather local support for the brand before it is put to use in marketing material. 
 
Recommendation:  Deploy brand in ALL websites. Traditional media outlets have been on the decline 
and the Internet has emerged as one of the primary way people gather information about a community.  
This is particularly true in a sophisticated market such as Summerville.  The various partners including 
the Chamber, the Town, DREAM, and Visit Summerville should pursue an aggressive web based 
marketing strategy to help Summerville continue to build its online infrastructure.  The following are 
some recommendations on how build and drive web traffic and create additional interest in shopping 
and dining in Summerville.  These include: 

 Create a dedicated shopping and dining page for Summerville that profiles all shopping 
and dining businesses.  Also have a section for professional services that branches off 
from the initial shopping and dining guide.  This site might have its own dedicated URL.  

 Create a link-to-link program among businesses in Summerville to elevate both the 
businesses and the district on Google searches.  Each business would link to others in the 
district as well as to a website.  Google’s search algorithms strongly elevate businesses 
and districts that are linked. 

 Use Google Analytics (a free program) to track website hits and develop a bi-monthly 
“web flash” email with statistics related to web traffic including interesting data like 
number of states, number one market, most clicked out business, and search words used 
to reach the site.  

 Use Google Analytics and the shopping and dining web site to track investment in all 
other marketing material.  Simple tricks like pointing people to a particular page on the 
site in print ads will allow you to see whether that ad was effective.   

 Provide instructions (i.e., “six steps to link”) to show businesses how to link to 
Summerville’s website and why it is important. 

 Complement existing Facebook fan pages with an additional page focusing on shopping 
and dining. 
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Recommendation:  Implement way-finding sign and banner system using the brand.  A critical concern 
for Summerville is helping the casual visitor find their way from Exit 199 into downtown 
Summerville.  Those not familiar with the community might mistakenly feel that the “suburban style” 
retail along North Main Street is all there is to see in Summerville.  Signage and banners should be 
deployed along with decorative lighting to direct visitors to the key attractions in Summerville 
including downtown and other retail districts.  These signs and banners can be funded through a 
variety of sources including accommodations and hospitality tax since they are designed to promote 
the community to visitors. 
 

 
Figure 14:  Wayfinding designs.  Courtesy of Will Rizzo. 

Recommendation:  Roll out brand in all collateral/marketing material.  Once the brand identity is 
adopted by the partner organizations, it should be rolled out in all marketing and collateral material 
including ads, publications, brochures, and other promotional material for the community.  Many 
communities have found that a simple licensing agreement allows the brand to flourish in partnership 
with area retailers.  The most successful brand icons have found their way into tee shirts, mugs, and 
other souvenirs.  In fact, some communities have commissioned artists to use the brand in their works. 
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3.1.2 Planning Strategy 
 
Significant shift is occurring with the retail trade patterns in Summerville creating “winner and loser” 
retail districts.  Most recent retail development in Summerville has occurred in Berkeley County close 
to Interstate 26.  The opportunities for ongoing investment in this area abound with vast tracts of 
vacant land on the north side of the interstate.  Meanwhile, the Oakbrook area of Summerville is 
experiencing some degree of retail decline as a number of ageing shopping centers are seeing increased 
vacancy rates and a decline in tenant quality.  Heritage Square, closer to downtown Summerville has 
long been vacant and is a key redevelopment opportunity as well.   
 
Meanwhile, downtown Summerville has continued to experience success although this has occurred in 
the absence of a clear and coordinated master plan to guide public and private investments in the 
district.  While Summerville has tried to create a consistent style to its commercial development, the 
current design review process does not follow written guidelines creating confusion for investors in the 
community.  While some of the newer developments have greatly improved design quality, the public 
infrastructure particularly along North Main Street as it connects to Interstate 26 does not reinforce the 
high quality image that Summerville is trying to cultivate.  The following recommendations are 
designed to address these issues: 

Recommendation:  Develop a Downtown master plan.  More than a comprehensive plan or a policy 
document, a Master Plan provides an detailed illustrated plan of action that depicts future infrastructure 
improvements, private development opportunities, redevelopment of existing buildings and sites, and a 
detailed implementation strategy that identifies funding, phasing, and responsible parties.  The best 
Master Plans involve a thorough public/private process that engages property owners, business owners, 
allied organizations (such as DREAM and the Chamber of Commerce), and the citizenry at large.  The 
following illustration shows that a master plan map might look like.  Additional images and 
documentation make these maps “come alive” providing reassurance for investors and property owners 
in a district. 

Recommendation:  Develop an Oakbrook redevelopment plan.  The same type of planning exercise 
would be beneficial for the Oakbrook area of Summerville although the challenges are different.  
Oakbrook was one of Summerville’s first “suburban” style commercial districts.  The commercial 
heart of the community has migrated toward Interstate 26 creating a number of key redevelopment 
opportunities in this area.  Summerville should consider an illustrative master plan for this district 
along with land use policy recommendations to encourage mixed-use redevelopment throughout the 
area.  An illustration of sample corridor/commercial district plans is shown in the example below. 

Recommendation:  Implement clear design guidelines/stylebook for development.  The design review 
process in Summerville does not have any written guidelines for the development community or board 
members to cite when reviewing a project.  This has the potential to create confusion.  Summerville 
should implement a design guidelines document that provides guidance to developers as to the style, 
massing, design, materials, and landscaping desired in the community.  Some towns have opted for a 
“pattern book” that provides illustrated examples of best practices.   

Implement a corridor-wide landscaping program.  Along with the banners, poles, and wayfinding 
identified in strategy 3.1.1 above, Summerville should consider a landscaping plan first for the North 
Main Corridor and use that as a pilot program to expand to other corridors throughout the town.  The 
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landscaping might include street trees, mast arms for traffic lights, and pedestrian scaled decorative 
lighting. 
 
3.1.3 Recruitment Strategy 
 
As already mentioned earlier in the report, Summerville has a market edge in that it offers unique retail 
in a charming setting in its downtown.  Furthermore, the evidence from the zip code survey shows that 
the community is also a potential attractor from a large ‘catchment area’ that extends throughout the 
region and on to extensive visitor traffic.  However, the substantial growth of the community has 
created a retail sales gap.  In fact, Summerville is ‘hemorrhaging’ consumer spending to other 
communities with overall retail leakage in the two Summerville zip codes totaling $381.8 million each 
year.  The diverse offerings that Charleston provides will naturally continue to attract significant retail 
spending from Summerville but the sheer size of the retail leakage totaling over a third of a billion 
dollars represents a significant opportunity for retail growth.   
 
A more challenging strategy will be to ensure that the retail growth benefits all districts of 
Summerville since some areas such as Oakbrook have started to languish as retail has migrated to the 
North Main Area.  Perhaps the most important initiative will be for Summerville to shore up 
downtown as a competitive center and develop a focused strategy on strengthening it as a specialty 
shopping and dining district.   
 
The retail market study identified several retail targets for Summerville that include the following store 
types:   

 Full Service Restaurants 
 Grocery Stores and Food Related Shops 
 Book Store 
 Art and Craft Related Businesses 
 Clothing (limited) 

 
The following recommendations are designed to address these issues and opportunities. 
 
Recommendation:  Consider Catalyst Projects to Enhance Visitor Appeal of Downtown.  A catalyst 
project is one that attracts people on a regular basis, serves as a “signature” attraction for a location, 
and provides a means to drive customer traffic into shops and restaurants.  Summerville should 
consider all of the following concepts for its downtown to serve as a catalyst.   

 The first idea would be a meeting facility that could serve large gatherings and smaller 
breakout meetings.  This facility might include other uses as well.  Summerville should 
carefully consider the size and scope of this facility.   

 A second approach (that might be rolled into the first) would be an artisans or craft center to act 
as a retail incubator for downtown.  This facility might include studio and gallery space for 
artists.   

 A final approach might be to work on a boutique hotel or inn for downtown.  This facility could 
complement existing accommodations in the community and serve as a focal point for 
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downtown.  More and more, hotels are returning to downtown locations even in smaller 
markets such as Summerville.   

 
Recommendation:  Host an Events Summit to Consider All Events and Activities in Downtown.  These 
summits allow a community to evaluate the entire calendar year of events at a single point in time to 
determine their effectiveness, their purpose (not all events are designed to drive retail shoppers into 
stores), and their management.  Such a “summit” could mitigate last minute decisions and debates 
regarding events and allow the community to consider new events such as a “Flowertown Pine Needle 
Festival” (for sewing and fabric arts) or a community garage sale in the town parking garage.   
 
Recommendation:  Issue Request for Proposals for Redevelopment of Key Publicly Owned Sites.  The 
Town of Summerville is the owner of several key redevelopment sites in and adjacent to downtown.  
These sites represent significant opportunities for the Town to influence the quality and type of 
development that takes place in the community.  Rather than simply selling the sites to the highest 
bidder, the Town should carefully evaluate each site’s redevelopment potential.  The master plan 
recommended above would play a critical role in this endeavor.  Ultimately, the Town might be 
prepared to sacrifice full market value for a property in exchange for a higher quality more impactful 
development.   
 
Recommendation:  Retool Hospitality Tax allocation program to match target markets identified in 
this report. The Town of Summerville currently provides a grant program through its Hospitality Tax.  
The Town has created a set of guidelines for this grant citing both 6-1-530 and 6-1-730 of State Code.  
Only section 6-1-730 is relevant to Hospitality tax as the former relates to the more highly scrutinized 
Accommodations Tax.  Being a tax on prepared food and beverage, the Hospitality Tax is levied on 
both residents and visitors to Summerville regardless of whether they are spending the night in a hotel.  
The committee uses the stringent definitions of “visitor” and “tourist” as evaluated by the Tourism 
Expenditure Review Committee that governs spending of Accommodations tax (not Hospitality tax).   
 
Nowhere in South Carolina is there a definition of where visitor marketing should occur.  In fact, 
South Carolina code defines “travel” and “tourism” as “the action and activities of people taking trips 
outside their home communities for any purpose, except daily commuting to and from work” in section 
6-4-5.  No other definition exists in code however a “rule of thumb” in the tourism industry has been 
that a forty-mile radius is the distance that defines a tourist.  The Hospitality Tax committee has been 
using this rule of thumb although it has little bearing on either the tax or the desired outcomes of the 
fund.  Under this scrutiny, the existing parking garage in downtown Summerville funded with 
Hospitality Tax revenues would not be allowed.  The Town of Summerville should retool these 
allocations with a more liberal definition of visitor since the market base for the community is 
comprised of regional customers (25% of the customer base) and locals.  A marketing piece that 
reaches the region would also reach the visiting customer just as the parking deck downtown serves 
both visitors and residents.  
 
Recommendation:  Use Accommodations or Hospitality Tax to create a marketing fund for the 
Chamber of Commerce and DREAM to deploy a set of incentives for existing businesses. While there 
are frequently incentives available to recruit businesses and investors to a community, there are fewer 
opportunities to assist existing businesses.  Furthermore, many independent businesses end up cutting 
marketing when the market takes a downturn.  An incentive program to assist existing businesses 
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market themselves would provide a much needed boost to independent businesses while reinforcing 
the Summerville Brand identity.  Such a program could be a direct grant to businesses, a cooperative 
ad campaign, or a combination of traditional and guerilla marketing tactics.   
 
3.1.4 Summerville Organizational Strategy 
 
Fortunately, Summerville is served by several very capable and progressive organizations.  The 
Summerville Dorchester Chamber of Commerce has been a stalwart of support for the community for 
many years.  Its visitor-marketing arm has been the bellwether for marketing the community for many 
years.  Summerville DREAM has re-emerged as a powerful partner with the Chamber of Commerce 
and its role as the coordinator of downtown economic development is of paramount concern in the 
community in order to preserve the most diverse small downtown in the Charleston metro region.  The 
following recommendations are designed to further the partnerships in Summerville:   
 
Recommendation:  Continue strengthening DREAM and the Greater Summerville Dorchester 
Chamber Partnership.  In recent months these organizations have fostered a spirit of cooperation that 
is critical for the success of Summerville.  This is a significant accomplishment and one that should be 
encouraged in the future.   
 
Recommendation:  Create a development “go team” in Summerville to facilitate development projects.  
There are a number of groups that may play a role in development activity in Summerville.  This is 
particularly true of large-scale commercial development and the creation of catalyst projects in the 
community.  Summerville should be poised to have a development team in place that involves 
Summerville Planning, the Chamber of Commerce, DREAM, and Dorchester County Economic 
Development as needed on issues.   
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3.2 St. George Recommendations 
 
3.2.1 Marketing Strategy 
 
Interstate 95 is a market lifeline for St. George.  It creates a large retail trade market that is only 
familiar with a small portion of what the community has to offer:  gas stations, quick service 
restaurants, and motels.  This market is virtually untapped to come into downtown St. George.  
Moreover, the local community itself needs to foster pride among its citizens about what St. George 
has to offer.   
 
The community has worked on some marketing efforts including a longstanding tagline:  “The Town 
of Friendly People.”  St. George should work to create an identity system to help promote what it has 
to offer to visitors, reinforce pride in the local population, and link the community to surrounding 
attractions in Dorchester County and beyond. 

Recommendation:  Launch a consistent St. George brand.  The St. George brand concept creates an 
image for the community consistent with Dorchester County while linking it to the rich rural landscape 
around St. George.  A green color is used along with a consistent typeface for St. George.  The 
traditional tagline, “The Town of Friendly People” is retained and is used in a script font underneath 
the serif font for St. George.  Examples of the brand identity in its various formats are shown in the 
figures below: 

 
 

Figure 15: St. George brand. 
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Recommendation:  Gradually roll out brand system as pieces are redone.  Currently St. George does 
have promotional material that markets the community.  Over time, these should be modified to 
incorporate the brand system for St. George.  This can happen as pieces are used up or become out of 
date. 

Recommendation: “Reskin” the website with the brand system.  The www.visitstgeorgesc.com website 
provides a wealth of information about the community. The website should be redesigned to 
incorporate the new brand identity for the community.   

Recommendation:  Pursue grant funding for wayfinding sign system directing visitors into downtown.  
Perhaps the most important component of creating identity for St. George and taking advantage of the 
visitor traffic that populates the I-95 exit is wayfinding signs directing visitors to downtown, shopping, 
dining, and attractions.  The wayfinding signs should begin at Jim Bilton Boulevard’s intersection with 
I-95 and continue into downtown.  These signs can be funded through Accommodations tax, 
Hospitality tax, or these funds can be used to leverage grant funding.  Examples of the wayfinding 
signs for St. George are shown below.  

Figure 16: St. George wayfinding system. 

http://www.visitstgeorgesc.com/


  

 46 

 

Recommendation:  Partner with Tri-County Regional Chamber to for ongoing marketing.  St. George 
is fortunate to have a strong partner in the Tri-County Regional Chamber of Commerce.  The Chamber 
has a good track record of assisting St. George with marketing material and this partnership should 
continue.   

Recommendation:  Aggressively work with motels to have shopping/dining guide in rooms.  St. George 
has numerous hotels in the community catering to the driving traffic along Interstate 95.  St. George 
should include a shopping and dining guide to the town in each of the rooms.  Another alternative 
would be to work with the hotels on having the www.visitstgeorgesc.com website included on the key 
cards to unlock the hotel rooms.  These techniques can acquaint the visitor with what the community 
has to offer.  Even a small portion of visitors from the traveling public could have dramatic positive 
impact on downtown St. George. 
 
3.2.2 Planning Strategy 

St. George’s downtown is enjoying renewed private sector investment in downtown with a number of 
buildings recently renovated and several more planned.  The private sector investment has set the stage 
for complementary public infrastructure improvements to enhance the overall feel of the district.  
Fortunately, St. George has been pro-active in exploring ways to do implement improvements through 
the Mayors Institute and other avenues.  The key at this point is securing the funding and organizing 
the community to create a coordinated downtown plan and implement public sector improvements to 
continue to reinforce the investments taking place. 

Recommendation:  Work with Clemson Institute for Economic and Community Development or a 
similar resource on a community master plan.  The Clemson Institute for Economic and Community 
Development at the Sandhill Center provides community design assistance for towns across South 
Carolina.  St. George should pursue this avenue (or a complementary program) to develop a plan for 
public and private investment improvements throughout downtown.   
 
Recommendation:  Consider National Register Designation for downtown to enable property owners 
to pursue tax credits.  Recognizing that St. George has explored this avenue before, the community 
should re-examine a National Register District in downtown.  Many of the existing commercial 
buildings are intact and would benefit from the designation, which allows owners to pursue federal and 
state tax credits for substantial renovation of designated buildings.   
 

http://www.visitstgeorgesc.com/
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3.2.3 Recruitment Strategy 
 
St. George is a major attractor market in a very small segment of retail:  gasoline stations and quick 
service restaurants.  Just capturing a small portion of the retail leakage in other categories and a small 
portion of the tourism traffic for other retailers could support additional retail in downtown and 
throughout the community.  Fortunately for St. George here are some very unique retailers such as the 
recently opened Heritage Restaurant and the long standing Weeks Department store that are doing an 
excellent job of pulling in customers from a broad area.  The goal of this effort would be to round out 
the retail offerings of stores in St. George to retain local customers and attract more visitors.  The 
market study identified the following retail targets as key opportunities:  full service dining to 
complement the limited service dining already abundant in the community, specialty retail such as 
antiques and gifts to capture the significant visitor market that is traveling Interstate 95, and food 
related retail that might concentrate on locally produced items, farm stands, and specialty food stores.   
 
Recommendation:  Develop a farmers’ market downtown.  As a center of a rich agricultural region, St. 
George has a chance to capitalize on the bounty of the farms that surround the community.  More and 
more local farmers markets are seeing resurgence.  Such a market could start small in downtown and 
gradually expand.  Farmers markets tend to attract both local customers and visitors to a destination.   
 
Recommendation:  Work with Dorchester County to deploy marketing matching grant. With the 
economic downturn coupled with reassessment in Dorchester County, many businesses in St. George 
are seeing challenging times.  Oftentimes, small businesses view their marketing budget as one of the 
key ways to save some money, which tends to exacerbate their problems.   St. George should consider 
using portion of its accommodations or hospitality tax to launch a marketing grant to local businesses 
that agree to market St. George as a whole.  This plan is making a similar recommendation for 
Dorchester County as a whole representing a chance to create a strong partnership with Dorchester 
County Economic Development. 
 
Recommendation:  Work with existing merchants to ensure that unique store types remain in the 
community.  Longstanding businesses such as Weeks’ Department Store represent true community 
treasures.  St. George should actively work with businesses to retain them in the community.  One 
approach might be to create a heritage business grant to help abate taxes or partnering with the Tri-
County Chamber and others to provide support for transitioning long standing businesses as owners 
seek to retire. 
 
Recommendation:  Host regularly scheduled events downtown. St. George should create a small 
regularly scheduled event series that happens once a month with plans to expand it to once a week.  
This would be a small-scaled event series that would cultivate visits from local and regional customers 
and get these customers familiar with the community.  Such events might include movies at the Lourie 
Theatre or musical events downtown.  These events could be marketed to the traveling public as well. 
 
Recommendation:  Consider modifications to the World Grits Festival.  The World Grits Festival has a 
rich heritage in St. George.  It is the community’s largest event and is widely recognized.  However 
there are opportunities to cultivate the event into a culinary festival that would attract visitors from 
Charleston and the region.  St. George might consider funding an evaluation of the festival from 
professional event consultants to help the organizers strengthen the event. 
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Recommendation:  Actively recruit an interior corridor hotel.  St. George has numerous hotels at 
Interstate 95.  However, many of the properties are ageing and a few are not well maintained.   St. 
George and Dorchester County Economic Development should partner to recruit a nationally flagged 
interior corridor hotel.  This would greatly enhance the destination appeal of St. George and spur other 
properties to remain competitive. 
 
3.2.4 Organizational Strategy 
 
St. George has a group of highly motivated stakeholders and a strong partner in the Tri-County 
Regional Chamber of Commerce.  Typical of many small towns, though, funding and staffing for 
projects is limited.  St. George has the opportunity to formalize a group responsible for revitalizing the 
community that can work hand in hand with town government and the Chamber.   
 
Recommendation:  Join the South Carolina Main Street program.  The South Carolina Main Street 
association is a program of the South Carolina Municipal Association and is affiliated with the 
National Main Street program of the National Trust for Historic Preservation.  St. George was once a 
member of this organization and should consider rejoining the program.  It provides valuable training, 
technical assistance, and a model for community organization that is time tested to enhance downtown 
districts.  
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3.3 Dorchester County Recommendations 
 
3.3.1 Dorchester Marketing Strategy 

Typical of many counties, Dorchester County does not have a strong brand outside of the 
“governmental” identity.  Most citizens identify themselves more with the community in which they 
live than with the county.  This is perhaps compounded in Dorchester County because the different 
ends of the area are so different in feel going from rural to suburban.  Having said that, Dorchester 
County offers a widely diverse offering to locals and visitors.  And there are common themes for the 
County that all people identify with.  These center on the forests and trees (whether it is the Flower 
town in the Pines or the live oak in the County Seal), the stunning landscape, and the communities that 
comprise the county.  Dorchester needs a consistent image as a “platter” to serve up what the county 
has to offer. 
 
Recommendation:  Launch a consistent Dorchester brand.  Dorchester County recently completed a 
competition to develop a new County Seal.  The winning design created Mr. John Dumas includes the 
old bell tower of St. George’s Anglican Church on the settlement site of colonial Dorchester.  Two live 
oak trees flank the tower. The overall Dorchester brand uses the seal as its centerpiece and provides a 
consistent font use, color palette, and gold option for the County Seal.  Examples of the brand are 
shown below. 

 
 

Figure 17: Dorchester County brand. 
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Recommendation:  Modify business cards and letterhead with the brand system.  As department needs 
arise, Dorchester County should launch its brand identity with its business cards, letterhead, and other 
official documents.  
 
Recommendation:  Modify website with the brand system.  Dorchester County has been actively 
working on updating its website to introduce the brand identity system.  The new website will be 
unveiled in 2010.  
 
Recommendation:  Consider countywide wayfinding.  Alongside the “Villages of Dorchester” concept, 
the county should consider deploying a way-finding program to direct visitors to places and attractions 
throughout the county.  
 

 
Figure 18: Dorchester County wayfinding sign. 

 
Recommendation:  Use the brand to deploy a “Villages of Dorchester” marketing effort.  Dorchester 
County is home to many communities both incorporated and unincorporated.  The “Villages of 
Dorchester” concept gives a way for Dorchester County to promote and market the rural parts of the 
county and to link together the towns and unincorporated areas of Dorchester County.  Examples of 
promotional material marketing this concept are shown on the following pages.  

Figure 19: The Villages of Dorchester County brand. 
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Figure 20: The Villages of Dorchester County advertising concept. 
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Figure 21: The Villages of Dorchester County advertising concept. 
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Figure 22: The Villages of Dorchester County advertising concept. 
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3.3.2 Dorchester Planning Strategy 

Dorchester is demonstrating significant retail leakage in many retail categories.  This represents great 
opportunity for ongoing retail development both within the cities and towns in Dorchester County but 
also at traditional rural crossroads that are seeing substantial residential development.  Although the 
recent economic downturn has slowed residential development, the county has been growing at a 
robust pace and is expected to continue to grow well into the future.  In fact, the pace of growth is 
quickening in the more rural areas of the County that have not seen the kind of major development 
activity in years past.   

As this occurs, major commercial growth is likely to cluster along Interstate 26.  There is an abundance 
of land along the corridor, it provides easy access for residents of both Dorchester and Berkeley 
County and is a visitor “lifeline” into Charleston.  Unfortunately, much of the developable property 
along the corridor is not in Dorchester County.  Consequently, the County must be pro-active to 
capture retail trade to serve the growing population base.   

Recommendation:  Consider Richland County model for open space preservation and targeted area 
planning for unincorporated areas.  In 2005 Richland County approved a program to fund both open 
space preservation and targeted neighborhood planning through a ½ cent millage dedicated to each 
program.  Since then, the county has designated 10 areas for focused planning and completed five 
plans.  This effort has allowed the community to provide detailed citizen participation and plans for 
targeted areas where growth and redevelopment.  An example of the design plan for the first 
designated area is shown below. 

 
Figure 23: Lower Richland master plan. 
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In addition, the county created a Conservation Commission to preserve the open spaces and natural 
areas valued in the county.  This description of the functions of the commission are from the Richland 
County website: 

 Promote the conservation of natural resources 
 Identify and promote the development and preservation of historical resources 
 Promote passive outdoor nature-based recreation 
 Encourage and promote tourism emphasizing natural, cultural, and historical resources in 

Richland County 
 Assist in coordinating activities of volunteers, organizations, and business and governmental 

agencies interested in the conservation of natural, cultural, and historical resources 
 Encourage such activities as may be necessary or advisable to acquire, preserve, develop, and 

promote natural, cultural, and historical resources in Richland County 
 Prepare and submit to the Richland County Council for consideration a proposed list of 

significant natural, cultural, and historical resources to be protected 
 Recommend to the County Council resources and properties which should be identified, 

acquired, leased, preserved, protected, or developed 
 Investigate, coordinate, and undertake such other projects as may be assigned to the 

Commission by the Richland County Council from time to time 

Recommendation:  Implement performance/transect zoning as specified in Comprehensive Plan for 
priority investment/commercial node areas.  Dorchester County has adopted an innovative 
Comprehensive Plan that identifies key areas where commercial investment should take place and how 
those more intense developments should transition to more rural environments.  This plan is an 
excellent policy document that reinforces the need for the County to be able to accommodate growth in 
mixed-use commercial districts. 
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3.3.3 Dorchester Recruitment Strategy 
 
Each part of Dorchester County has a distinct set of opportunities to recruit additional retail 
development.  Unincorporated Dorchester County has tremendous opportunities to capture additional 
retail particularly in basic goods categories that serve local neighborhoods.  Ideally these developments 
should cluster in mixed-use neighborhood centers targeted to growth areas in the southern portion of 
the county.  These have been identified in the Comprehensive Plan for the County.  
 
Summerville’s retail opportunities in Dorchester County center on downtown as a major specialty 
retail destination in the region.  This district needs to be properly cultivated as a specialty district as it 
serves the dual purpose of both tax base stabilizer and an image builder for the County.  Opportunities 
for growth in Summerville extend outside of downtown as retail leakage is significant but they are 
likely to cluster in the Berkeley County portion of the town limits. 
 
St. George’s retail opportunities must capitalize on unmet local demand for retail and a virtually 
untapped visitor customer base along Interstate 95. 
 
Recommendation:  Develop an incentive program for retail recruitment and retention.  Incentive 
programs for retail development have traditionally been limited.  Few state or national incentives exist.  
Dorchester County should consider such techniques as Tax Increment Financing for infrastructure 
provision for selected commercial projects in the county, partnerships with localities for Tax Increment 
Districts inside the corporate limits, and aggressive use of techniques such as new markets tax credits 
in less affluent rural areas.   
 
Recommendation:  Launch a marketing matching grant program through partners targeted to small 
towns and rural areas of the County.  Dorchester County should consider using Hospitality Tax to 
launch a marketing grant program to assist small businesses.  This program might also partner with 
local municipalities. This technique also provides a more savvy way to deploy a marketing image than 
the traditional ad co-op program. Traditionally, if a community wanted to do cooperative advertising, a 
staff member of volunteers would go “hat-in-hand” to collect a share amount from participating 
businesses to appear in a cooperative ad that would include business card size ads arranged around 
some sort of logo or symbol.  The result is the purchase of a full-page ad without the companion 
impact of purchasing such an ad.  This alternative approach allows for Dorchester County to create 
micro marketing grants to businesses that use their community brand concept and templates.  For 2011, 
the funding for the pilot project could be five thousand dollars.  The program would follow these steps 
and parameters: 
 

 Dorchester County Economic Development, alongside its partners, issues a statement that 
a pilot marketing grant program is being launched (perhaps a meeting is held to present 
the program).  

 The funding for 2010 would be limited so the program is a first come first serve effort 
(this will hopefully motivate participation). 

 Businesses would get a fifty-fifty match of any marketing program that employs the 
brand image of their community.  

The program would need to be closely evaluated to determine its effectiveness and tweaked as it 
continues beyond the pilot year. 
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3.3.4 Dorchester Organizational Strategy 

Many partners have come together to commission this study.  They represent public and private sector 
interests whose goals are to ensure that Dorchester County remains a competitive place to do business 
with a high quality of life.  Ongoing partnerships will be pivotal to the success of this plan.  Although 
the communities of Dorchester County are widely diverse, they each have aspects from which others 
can learn.   

Recommendation:  Create a retail coordination program within Dorchester County Economic 
Development office.  This program would act as an ombudsman between the County, Town officials, 
and private sector partners to recruit and retain retailers and coordinate retail economic development 
efforts for the County.   
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4.0 Conclusion 
 
The attached “Strategy Board” summarizes all of the projects and recommendations included in the 
Market Study and Marketing Plan for Dorchester County.  The board is designed as working document 
for benchmarking and ongoing evaluation of the implementation process.  Each recommendation that 
is presented in brief on the strategy board is supported in this report documentation. 
 
4.1 Strategies  
 
Each of the plan strategies is outlined in the strategy board.  It is important to remember the ultimate 
marketing and development strategies that each project supports.  Of course, each of these strategies is 
linked with one another, but failure to achieve any one goal does not negate the ability to achieve 
others.    
 
4.2 Time Frames 
 
The strategy board and its recommendations represent a “living document.”  As time goes by and 
implementation proceeds, some priorities will shift while other ones will arise.  The partner groups 
should evaluate the implementation strategy board periodically, no less than annually.  This evaluation 
process will allow for finished tasks to be indicated on the board, for responsibilities to be shifted 
between parties, and for time frames to be adjusted for individual projects. 
 
Dorchester County has a dynamic future and tremendous opportunity to capitalize to enhance its 
communities. The ongoing commercial success will depend on the continued partnership among the 
many different groups that teamed together to complete this study. It is only through this continued 
spirit of partnership and commitment to a vision that the recommendations in this study can be 
successful.  Dorchester County is poised to succeed in these efforts. 
 



 

STRATEGIES  SUMMERVILLE  ST. GEORGE  DORCHESTER COUNTY 
       

Brand Building & 
Customer Building: 
Marketing Strategy 

 

 Launch Summerville brand icon. 
 Host brand launch event. 
 Deploy brand in all websites. 
 Implement branded wayfinding sign and banner 

system. 
 Incorporate brand in all collateral and marketing 

material. 
 
 

  Launch consistent St. George brand. 
 Gradually roll out brand system. 
 Re-skin website with brand system. 
 Pursue grant funding for wayfinding sign system 

directing visitors into downtown. 
 Partner with Tri-County Regional Chamber for 

ongoing marketing. 
 Aggressively work with motels to place shopping 

and dining guide in rooms. 

  Launch consistent Dorchester County brand. 
 Modify business cards and letterhead with brand 

system. 
 Consider development of countywide wayfinding 

system. 
 Use brand to deploy “Villages of Dorchester” 

marketing effort. 
 
 

       

Preparing the 
Foundation: Planning 

& Development 
Strategy 

 

 Develop downtown master plan. 
 Develop Oakbrook redevelopment plan. 
 Implement clear design guidelines and stylebook 

for new development. 
 Implement corridor-wide landscaping program. 

  

 

 Work with Clemson Institute for Economic and 
Community Development or a similar resource on a 
community master plan. 

 Consider National Register designation for 
downtown to enable property owners to pursue tax 
credits. 

 

 Consider Richland County model for open space 
preservation and targeted area planning for 
unincorporated areas. 

 Implement performance and transect zoning as 
specified in Comprehensive Plan for priority 
investment and commercial node areas. 

       

Expanding the Retail 
Base: Recruitment & 
Retention Strategy 

 

 
 Consider catalyst projects to enhance visitor 

appeal of downtown. 
 Host events summit to consider all events and 

activities downtown. 
 Issue requests for proposals for redevelopment of 

key publically owned sites. 
 Retool hospitality tax allocation program to 

match target markets. 
 Use accommodations or hospitality tax to create 

marketing fund for Chamber of Commerce and 
DREAM to deploy incentives for existing 
businesses. 

 

 Develop downtown farmers’ market. 
 Work with Dorchester County to deploy marketing 

matching grant program. 
 Work with existing merchants to ensure unique 

store types remain in the community. 
 Host regularly scheduled events downtown. 
 Consider modifications to World Grits Festival. 
 Actively recruit interior corridor hotel. 

 
 
 
 

 

 Develop incentive program for retail recruitment 
and retention. 

 Launch marketing matching grant program through 
partners targeted to small towns and rural areas of 
the county. 

 
 
 
 
 
 
 

       

Positioning Ongoing 
Success: 

Organizational 
Strategy 

 

 
 Continue strengthening DREAM and Greater 

Summerville-Dorchester Chamber partnership. 
 Create development “go team” to facilitate 

development projects. 
  

 

 
 Join South Carolina Main Street program. 

 

 
 Create retail coordination program within 

Dorchester County Economic Development office. 
 
 
 
 

IMPLEMENTATION STRATEGY BOARD 
This strategy board should be seen as a “Living Document” which will be revisited and evaluated often.  As a result, certain projects and programs may be added, others eliminated, and priorities changed. 

 


	12.23.10-finalreport_TC.pdf
	1.0 Introduction and Background
	1.1 Report Format
	1.2 Acknowledgements

	2.0 Retail Market Study
	2.1 Summerville Retail Market Study
	2.1.1 Market Definition
	2.1.2 Trade Area Definition
	2.1.3 Trade Area Demographics and Market Segments
	2.1.4 Retail Market Analysis
	2.1.5 Retail Market Opportunities

	2.2 St. George Retail Market Study
	2.2.1 Market Definition
	2.2.2 Trade Area Definition
	2.2.3 Trade Area Demographics and Market Segments
	2.2.4 Retail Market Analysis
	2.2.5 Retail Market Observations and Conclusions

	2.3 Overall Dorchester County Implications

	3.0 Marketing Strategy Recommendations
	3.1 Summerville Recommendations
	3.1.1 Marketing Strategy
	Recommendation:  Roll out brand in all collateral/marketing material.  Once the brand identity is adopted by the partner organizations, it should be rolled out in all marketing and collateral material including ads, publications, brochures, and other promotional material for the community.  Many communities have found that a simple licensing agreement allows the brand to flourish in partnership with area retailers.  The most successful brand icons have found their way into tee shirts, mugs, and other souvenirs.  In fact, some communities have commissioned artists to use the brand in their works.

	3.1.2 Planning Strategy
	Recommendation:  Develop a Downtown master plan.  More than a comprehensive plan or a policy document, a Master Plan provides an detailed illustrated plan of action that depicts future infrastructure improvements, private development opportunities, redevelopment of existing buildings and sites, and a detailed implementation strategy that identifies funding, phasing, and responsible parties.  The best Master Plans involve a thorough public/private process that engages property owners, business owners, allied organizations (such as DREAM and the Chamber of Commerce), and the citizenry at large.  The following illustration shows that a master plan map might look like.  Additional images and documentation make these maps “come alive” providing reassurance for investors and property owners in a district.
	Recommendation:  Develop an Oakbrook redevelopment plan.  The same type of planning exercise would be beneficial for the Oakbrook area of Summerville although the challenges are different.  Oakbrook was one of Summerville’s first “suburban” style commercial districts.  The commercial heart of the community has migrated toward Interstate 26 creating a number of key redevelopment opportunities in this area.  Summerville should consider an illustrative master plan for this district along with land use policy recommendations to encourage mixed-use redevelopment throughout the area.  An illustration of sample corridor/commercial district plans is shown in the example below.
	Recommendation:  Implement clear design guidelines/stylebook for development.  The design review process in Summerville does not have any written guidelines for the development community or board members to cite when reviewing a project.  This has the potential to create confusion.  Summerville should implement a design guidelines document that provides guidance to developers as to the style, massing, design, materials, and landscaping desired in the community.  Some towns have opted for a “pattern book” that provides illustrated examples of best practices.  
	Implement a corridor-wide landscaping program.  Along with the banners, poles, and wayfinding identified in strategy 3.1.1 above, Summerville should consider a landscaping plan first for the North Main Corridor and use that as a pilot program to expand to other corridors throughout the town.  The landscaping might include street trees, mast arms for traffic lights, and pedestrian scaled decorative lighting.

	3.1.3 Recruitment Strategy
	3.1.4 Summerville Organizational Strategy

	3.2 St. George Recommendations
	3.2.1 Marketing Strategy
	Recommendation:  Launch a consistent St. George brand.  The St. George brand concept creates an image for the community consistent with Dorchester County while linking it to the rich rural landscape around St. George.  A green color is used along with a consistent typeface for St. George.  The traditional tagline, “The Town of Friendly People” is retained and is used in a script font underneath the serif font for St. George.  Examples of the brand identity in its various formats are shown in the figures below:
	Recommendation:  Gradually roll out brand system as pieces are redone.  Currently St. George does have promotional material that markets the community.  Over time, these should be modified to incorporate the brand system for St. George.  This can happen as pieces are used up or become out of date.
	Recommendation: “Reskin” the website with the brand system.  The www.visitstgeorgesc.com website provides a wealth of information about the community. The website should be redesigned to incorporate the new brand identity for the community.  
	Recommendation:  Pursue grant funding for wayfinding sign system directing visitors into downtown.  Perhaps the most important component of creating identity for St. George and taking advantage of the visitor traffic that populates the I-95 exit is wayfinding signs directing visitors to downtown, shopping, dining, and attractions.  The wayfinding signs should begin at Jim Bilton Boulevard’s intersection with I-95 and continue into downtown.  These signs can be funded through Accommodations tax, Hospitality tax, or these funds can be used to leverage grant funding.  Examples of the wayfinding signs for St. George are shown below. 
	Recommendation:  Partner with Tri-County Regional Chamber to for ongoing marketing.  St. George is fortunate to have a strong partner in the Tri-County Regional Chamber of Commerce.  The Chamber has a good track record of assisting St. George with marketing material and this partnership should continue.  
	Recommendation:  Aggressively work with motels to have shopping/dining guide in rooms.  St. George has numerous hotels in the community catering to the driving traffic along Interstate 95.  St. George should include a shopping and dining guide to the town in each of the rooms.  Another alternative would be to work with the hotels on having the www.visitstgeorgesc.com website included on the key cards to unlock the hotel rooms.  These techniques can acquaint the visitor with what the community has to offer.  Even a small portion of visitors from the traveling public could have dramatic positive impact on downtown St. George.

	3.2.2 Planning Strategy
	St. George’s downtown is enjoying renewed private sector investment in downtown with a number of buildings recently renovated and several more planned.  The private sector investment has set the stage for complementary public infrastructure improvements to enhance the overall feel of the district.  Fortunately, St. George has been pro-active in exploring ways to do implement improvements through the Mayors Institute and other avenues.  The key at this point is securing the funding and organizing the community to create a coordinated downtown plan and implement public sector improvements to continue to reinforce the investments taking place.
	Recommendation:  Work with Clemson Institute for Economic and Community Development or a similar resource on a community master plan.  The Clemson Institute for Economic and Community Development at the Sandhill Center provides community design assistance for towns across South Carolina.  St. George should pursue this avenue (or a complementary program) to develop a plan for public and private investment improvements throughout downtown.  

	3.2.3 Recruitment Strategy
	3.2.4 Organizational Strategy

	3.3 Dorchester County Recommendations
	3.3.1 Dorchester Marketing Strategy
	Typical of many counties, Dorchester County does not have a strong brand outside of the “governmental” identity.  Most citizens identify themselves more with the community in which they live than with the county.  This is perhaps compounded in Dorchester County because the different ends of the area are so different in feel going from rural to suburban.  Having said that, Dorchester County offers a widely diverse offering to locals and visitors.  And there are common themes for the County that all people identify with.  These center on the forests and trees (whether it is the Flower town in the Pines or the live oak in the County Seal), the stunning landscape, and the communities that comprise the county.  Dorchester needs a consistent image as a “platter” to serve up what the county has to offer.

	3.3.2 Dorchester Planning Strategy
	Dorchester is demonstrating significant retail leakage in many retail categories.  This represents great opportunity for ongoing retail development both within the cities and towns in Dorchester County but also at traditional rural crossroads that are seeing substantial residential development.  Although the recent economic downturn has slowed residential development, the county has been growing at a robust pace and is expected to continue to grow well into the future.  In fact, the pace of growth is quickening in the more rural areas of the County that have not seen the kind of major development activity in years past.  
	As this occurs, major commercial growth is likely to cluster along Interstate 26.  There is an abundance of land along the corridor, it provides easy access for residents of both Dorchester and Berkeley County and is a visitor “lifeline” into Charleston.  Unfortunately, much of the developable property along the corridor is not in Dorchester County.  Consequently, the County must be pro-active to capture retail trade to serve the growing population base.  
	Recommendation:  Consider Richland County model for open space preservation and targeted area planning for unincorporated areas.  In 2005 Richland County approved a program to fund both open space preservation and targeted neighborhood planning through a ½ cent millage dedicated to each program.  Since then, the county has designated 10 areas for focused planning and completed five plans.  This effort has allowed the community to provide detailed citizen participation and plans for targeted areas where growth and redevelopment.  An example of the design plan for the first designated area is shown below.
	In addition, the county created a Conservation Commission to preserve the open spaces and natural areas valued in the county.  This description of the functions of the commission are from the Richland County website:
	Recommendation:  Implement performance/transect zoning as specified in Comprehensive Plan for priority investment/commercial node areas.  Dorchester County has adopted an innovative Comprehensive Plan that identifies key areas where commercial investment should take place and how those more intense developments should transition to more rural environments.  This plan is an excellent policy document that reinforces the need for the County to be able to accommodate growth in mixed-use commercial districts.

	3.3.3 Dorchester Recruitment Strategy
	3.3.4 Dorchester Organizational Strategy
	Many partners have come together to commission this study.  They represent public and private sector interests whose goals are to ensure that Dorchester County remains a competitive place to do business with a high quality of life.  Ongoing partnerships will be pivotal to the success of this plan.  Although the communities of Dorchester County are widely diverse, they each have aspects from which others can learn.  
	Recommendation:  Create a retail coordination program within Dorchester County Economic Development office.  This program would act as an ombudsman between the County, Town officials, and private sector partners to recruit and retain retailers and coordinate retail economic development efforts for the County.  



	4.0 Conclusion
	4.1 Strategies 
	4.2 Time Frames


	Strategy Board

