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F ixing roads is one of the most important 
challenges facing local, state and federal 
governments. Recognizing its impor-

tance, the Association’s board of directors 
adopted the issue as one of the Municipal 
Association’s advocacy initiatives for 2015.

In support of this initiative, Association 
staff testified last fall and offered several 
solutions to the House of Representatives’ 
Transportation Infrastructure and Manage-
ment Ad Hoc Committee that is studying 
transportation concerns and evaluating 
possible solutions.

1. Change the state’s “C” Fund 
program to give cities and towns better 
access to existing road money through 
more fair representation on County Trans-
portation Committees. 

The Association suggested appointing 
a mayor, a councilmember and a city 
employee from different cities or towns 

within a county to each County Transporta-
tion Committee. 

In counties where county council acts 
as the CTC, the Association proposed 
that each county council appoint an 
advisory committee including at least the 
same three city officials to advise it on the 
distribution of “C” Funds.

2. Allow local SCDOT officials to make 
more local decisions. 

City and town officials across the state 
work very closely with their local SCDOT 
officials. Because of their first-hand knowledge 
of the community, the local SCDOT repre-
sentatives are usually in the best position to 
make informed decisions about local projects. 
When state or federal laws do not require 
involvement from officials in Columbia, local 
SCDOT officials should have the flexibility to 
make decisions with city and town officials for 
the betterment of their districts. When state 

or federal laws do require involvement from 
officials in Columbia, input from local SCDOT 
officials and local governments should be 
given maximum consideration.

3. Grant municipal elected officials the 
authority to seek voter approval of local 
sales taxes to fund transportation infra-
structure or any of the other critical needs 
facing their cities. 

Residents in cities and towns some-
times have different needs and desires for 
services as compared to their neighbors 
outside municipal boundaries. Municipal 
elected officials should be able to propose 
municipal sales taxes that would be 
subject to voter approval.

4. Provide municipal elected officials 
revenue flexibility to fund transportation 
infrastructure. 

Relief from the millage caps imposed 
by Act 388 or relief from the minimum 
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property tax credit requirement for cities 
in Local Option Sales Tax counties could 
generate revenue for improving and main-
taining local transportation infrastructure.

Transportation funding solutions 
do not necessarily require an infusion 
of new money. While some of the 
proposals outlined above would raise 
revenues, they would require voter 

approval through a referendum. Other 
changes would give municipal residents 
a bigger voice in decisions that would 
increase cities’ flexibility and account-
ability to maintain their own local 
infrastructure.

No matter what solutions are ultimately 
adopted, South Carolina cities and towns are 
prepared to play an integral role in address-
ing the challenge of fixing roads.

The State Road System
The South Carolina road system is the fourth largest in the country.
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Rehabilitation 
includes resurfacing of the road.

Average cost per lane mile for 
primary routes $160k

Preservation 
includes filling potholes and sealing cracks in the road.

Average cost per lane mile for 
primary routes $11.5k

Reconstruction 
includes complete replacement of the road with new materials.

Average cost per lane mile for 
primary routes $250k

State 
primary 

highways 
 No more than 10,000 miles of 

roads designated by the SCDOT 
Commission that connect state 

population centers. Usually 
numbered and eligible for 

federal aid.

Interstate 
Roads in the 

national 
interstate 

system

State 
secondary 
highways 

Roads\streets that are 
not in the interstate or 

primary highway system. 
May or may not be 

eligible for federal aid.

Source: South Carolina Department of Transportation
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NEWS 
BRIEFS
The SC Revenue and Fiscal Affairs 
Office has extended the deadline 
for the 2014 Annual Local 
Government Finance Report 
to March 15. Failure to submit the 
form by March 15 may result in 
10 percent of the current year’s 
revenue distribution from the State 
Treasurer’s Office being withheld 
until the report is filed. 

Members of the Municipal 
Attorneys Association selected 
the following members for their 
2014-15 board of directors. 
President Brian Hulbert, town 
attorney for Hilton Head Island; Vice 
President Peter Balthazor, attorney 
for Riley Pope & Laney, LLC; and 
Secretary/Treasurer Elise Crosby, 
city attorney for Georgetown.

Ten municipal officials graduated 
from the 2014 South Carolina 
Economic Development 
Institute in November: Shawn 
Bell, Lake City; Dollie Bristow, 
Columbia; Mayor Billy Cassidy, 
Chesterfield; Yates Giles, Union; 
Michael Hemingway, Florence; 
Martin Lane, Rock Hill; Chanel 
Lewis, Hardeeville; Ted Luckadoo, 
Batesburg-Leesville; Sue Ryan, 
Columbia; and Sandi Worthy, 
Chester.

The SC Energy Office presented the 
2014 Local Government Energy 
Leadership Award to the Greer 
Commission of Public Works 
for its outstanding contribution to 
alternative fuel usage

The Association’s app for the February 4 
Hometown Legislative Action Day will 
have a significant new feature.
“The most requested feature we have 

been asked about is the ability to get 
presentations and other meeting docu-
ments directly from the app,” said Mary 
Brantner, communications manager for 
the Municipal Association. “Beginning 
with this year’s HLAD, Association staff 
can upload PDFs, PowerPoint presen-
tations, Word documents and other file 
formats. Attendees can then download 
the presentations and handouts directly 
from the app.” 

“Similar to last year’s HLAD and 
Annual Meeting, our attendees can 
create a profile then post pictures of their 
meetings with legislators and comments 
about the sessions,” continued Brantner. 
“We will have a big display in the lobby 
showing the pictures, comments and 
“likes” in real time.”

In addition to the “social” aspect, the 
app has the HLAD agenda with speaker 
information, a list of attendees, and a map 
of restaurants close to the Marriott. The 
map also lists the alternate parking garage 
at 1200 Taylor Street.

The app is free and can be downloaded 
from the App Store or Google Play. To 
download the app directly, visit http:// 
l.masc.sc/1rvDiAw. Those who have 

previously downloaded the app do not have 
to do so again. When accessed, the app will 
prompt an update.

Want to learn more or need help 
accessing the app? Contact Mary Brantner, 
communications manager, at mbrantner@
masc.sc. Staff members will be available 
in the atrium at the Marriott to provide 
one-on-one assistance on February 4.

New app features 
unveiled

The Municipal Association’s Annual 
Meeting will be July 16 -19 at the 
Hilton Head Marriott in Palmetto 

Dunes Resort. A limited number of 
one, two and three bedroom units have 
been blocked at a group rate for the 
meeting. Villas/condos must be reserved 
with a four night minimum for arrival 
on Wednesday, July 15 and depar-
ture on Sunday, July 19. Villa/condo 

reservations for the Annual Meeting 
must be made by March 31.

Registration brochures for the meeting 
will be mailed by May 15. Cities and towns 
will register online for the meeting and 
reserve a hotel room on June 2 and 3 at 
their assigned appointment time.   

For more information, visit www.masc.sc 
(keyword: annual meeting villa) or contact 
Ken Ivey at 803.933.1205 or kivey@masc.sc. 

Annual Meeting 
villa reservations



4 uptown: february 2015

This article is part of a series exploring 
what different sectors of the community 
value about their city government. In this 
issue, K-12 educators and administrators 
talk about the positive working relation-
ships they have formed with their city 
officials. The education officials say the 
entire community benefits when schools are 
successful, and local government officials 
have a hand in that - whether it’s by mento-
ring or volunteering in the schools, forming 
partnerships, or providing leadership on 
growth and financial issues. 

Last year, the City of Rock Hill and 
the Rock Hill School District began 
a partnership that uses students’ 

natural talents to address issues in their 
community. 

The iRock initiative combines the 
talents of city employees, students and 
teachers/administrators to create viable 
solutions to community challenges. 
Each project stems from the city’s 
strategic plan. This program won an 
Achievement Award from the Municipal 
Association in 2014.

Dr. Luanne Kokolis, associate 
superintendent of Planning and Program 
Support for the Rock Hill School 
District, said the iRock program provides 
valuable real-life experiences in prob-
lem-solving for students.  

“Each year, the city department chairs 
provide challenges for our students 
with the intended end results to be 
student-developed solutions that would 
have an impact on the entire community. 
Trail guides, bike lanes and public art 
displays are a few of the projects that have 
impacted our community in a positive 
manner,” Koklis said.

With budgets stretched and work-
loads growing, Rock Hill’s collaboration 
provides an uncommon opportunity for 
the city to get things done that would 
otherwise need to be funded through the 
general fund or not undertaken at all. 

Kokolis said school districts need to 
reach out to their city governments to 
foster meaningful relationships. Many 
times city and school officials stay 
separated due to their own set of goals 
and work plans. However, it takes a 

commitment from both entities to have a 
positive impact on an entire community, 
she said. Relationship building is key to 
that end goal, she added. 

The City of Clinton also has a solid rela-
tionship with its schools. They jointly fund 
a school resource officer program, and the 
school district main offices are located in 
City Hall. They are also working together 
to develop athletic facilities and recently 
partnered on a CDBG grant to demolish 
an old school facility to make way for a 
park and community center, according to 
Clinton City Manager Frank Stovall. 

None of these projects could be 
completed without a strong partnership 
between the schools and the city, accord-
ing to Laurens County School District 56 
Superintendent Dr. David O’ Shields. 

The resource officers work with city 
officials when school is not in session. 
Neither the city nor the schools could 
fully fund the officers on their own, 
O’Shields said. 

The school district and city officials 
have been working on other projects 
that will benefit both the schools and the 
community at-large. They built additional 
tennis courts for school and city tour-
naments, added parking spaces for the 
high school football games, and built a 
community center and gym, he said. 

“Neither of us independently can do 
what needs to be done for the benefit of 
the whole,” O’Shields said. 

For several school districts, city 
leadership and support have been key in 
addressing growth and building issues for 
the schools. 

About a year ago, the Town of Mount 
Pleasant set up a Blue Ribbon Committee 
on Education. The committee’s goal was 

K-12 educators and administrators
PersPective:

Rock Hill students spoke with residents to learn 
local history and to help the city preserve the 
history of the African American Business District.
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to make recommendations to the district 
on the highest priorities for the area 
as the district prepared for a massive 
capital improvement program to address 
overcrowded and outdated schools.

In November, the district was success-
ful in its referendum to fund many new 
schools and upgrades district wide. The 
top three priorities on the funding list are 
those that came from the Mount Pleasant 
committee’s recommendations, according 
to Assistant Town Administrator Kather-
ine Hendricks. 

Bill Lewis is the retired chief oper-
ating officer of capital programs for the 
Charleston County School District. Lewis 
said the Blue Ribbon Committee process 
has been an effective way for the district 
to collaborate with the town and residents 
to identify and prioritize the projects to be 
supported in a future capital program. 

Residents in Lexington District Two 
also approved a bond referendum that 
will allow the district to improve facili-
ties, build new schools and implement 
a comprehensive technology program. 
Incoming district Superintendent Dr. Tom 
Siler said that, as building commences, 
it’s important for the district to stay 
connected to residents and city officials to 
be sure that the schools are representative 
of what the community is about. 

Siler has worked as a teacher, principal 
and administrator, as well as served seven 
years on Pelion’s town council. That 

background gives him a deeper under-
standing of the importance of strong ties 
between schools and local government. 
He already has been visiting with city 
councils and building relationships with 
local lawmakers prior to his new position 
beginning in July. 

“As a school representative, it is 
imperative upon me to be fostering those 

relationships,” Siler said. “I want to be able 
to pick up the phone and resolve issues.”

Municipal government can make a 
personal impact on students, as well. For 
the past several years, students at Bryson 
Middle School in Fountain Inn spent a 
day with workers at City Hall. Students 
are paired with the department that most 

interests them, and they learn about 
what those jobs entail. The students get 
to meet the mayor and sit in on a senior 
staff meeting, according to Gwen Britt, 
administration secretary. 

The program allows students to see 
how different departments of the city 
government work together to operate 
efficiently and to learn about the many 
careers in city government, said Jennifer 
Swift, career development facilitator at 
Bryson Middle School. 

“A strong partnership between a 
city and the schools is very important 
because the students will be our future 
mayors, police officers, firefighters and 
city administrators,” Swift said. “The City 
of Fountain Inn is investing in that future 
generation through this program.”

With her unique background as a 
teacher, legislator, state Department of 
Education administrator and director of 
the South Carolina Association of School 
Administrators, incoming state Super-
intendent of Education Molly Spearman 
knows the importance of a solid relation-
ship between schools and cities. 

“As educators, we need the support 
and input from our city leaders to be 
successful. From serving as volunteers 
in our schools, mentors to students, role 
models of public servants or participants 
in classrooms, our friends at City Hall 
verify the importance of community 
involvement,” Spearman said. 

“Schools across our state are doing 
an impressive job of preparing students 
for life after high school,” she continued. 
“A close relationship with the mayor, 
councilmembers and other city employees 
help students improve their leadership 
and other life skills.”

Bryson Middle School students experienced the 
workings of the City of Fountain Inn through job 
shadowing. Students learned about the role of the 
Administration Department.

“A strong partnership 
between a city and the 

schools is very important 
because the students will 

be our future mayors, police 
officers, firefighters and city 

administrators.” 
Jennifer Swift

career development facilitator 
at Bryson Middle School
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Looking for ways to draw locals and 
visitors to your downtown? Look 
closely at what makes your city special 

and listen to what outsiders notice when 
they visit. Then take what you learn and 
run with it. 

That’s what the City of Anderson did.
Through support of elected officials 

and the city’s arts community, Ander-
son has embraced public art -- from 
6-foot-long fiberglass fish to donated 
pianos placed in downtown alcoves to a 
century-old generator on display, a nod 
to the city’s place as South Carolina’s first 
electric city. 

There are bronze Carolina Wrens all 
over downtown and a children’s book 
explaining how the state bird belongs to 
Anderson. There is even a park that pulls 
it all together.

“One of the drivers for us is the fact 
that we are not a typical tourist location. 
We have to think and do things a little 
differently to engage residents and make 
us interesting to visitors,” said Linda 
McConnell, Anderson’s assistant city 
manager. “This is the fun part of the 

job−figuring out what things would make 
us attractive to others.”

These projects are strong examples 
of a quote that Beth Batson, Ander-
son’s marketing and communications 
manager, likes to repeat: “A city’s 
vibrancy lies in its ability to promote 
what makes it unique.”

“If you think you don’t have anything 
unique, ask somebody from outside to 
help you talk about it,” Batson said. “We 
took for granted how much art we have 
in downtown. We hosted a woman from 
Southern Living a few years ago whose jaw 
dropped when she saw how much art we 
have. That made us feel good. Listen to 
what others say about you.”

Batson is also the author of a children’s 
book about the Carolina Wren used to 
promote Anderson around the state and 
beyond. The city had an art installation 
of 20 bronze wrens around downtown, 
but local officials didn’t feel like it was 
properly marketed to get the word out. 

Leaders decided on an illustrated book 
telling the story of the state bird visiting 
parts of the state as it tries to make its way 

home to Anderson. The book is available 
in the Upstate and in locations around 
South Carolina.

“The goal,” Batson said, “was to 
instill local pride, which it has done, and 
promote Anderson to visitors and others, 
which it also has done.”

Anderson is not alone. Throughout 
South Carolina, towns and cities are 
focusing on what makes their corner of 
the state special. 

In Hartsville, the city rejoining the 
state’s Main Street Program resulted in a 
renewed focus downtown. 

A music video of merchants, business 
people and city officials dancing to Taylor 
Swift’s “Shake it Off ” has been a huge hit 
with businesses and residents -- and has 
gotten plenty of attention on YouTube and 
through other social media outlets, too. 

City Manager Natalie Zeigler said that 
people in Hartsville got excited about the 
Main Street program, and city leaders were 
looking for a fun way to get them involved.

“It shows the new energy our down-
town has,” Zeigler said. “Some of the 
businesses in the video have been around 

Drawing people to downtown

Bronze Carolina Wrens and 
donated pianos engage 
residents and visitors of all 
ages in downtown City of 
Anderson.

Hartsville construction wall.
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a long time, but people maybe had not 
thought about them. They said, ‘I bought 
shoes there as a kid, and now I want to go 
down there to take my kids.’ “

Once downtown, visitors will see two 
new hotels under construction -- a 90-room 
Hampton Inn and Suites and a boutique 
hotel, the Mantissa Executive Suites and Spa 
that will feature 17 rooms and fine dining.  
While the work is being done, the city built 
a “construction wall” offering the opportu-
nity for residents to show community pride. 
Coker College students painted the wall 
with a primer, and people from all parts of 
the community add comments.

“And every time it rains, the wall is 
washed clean, and we have new messages,” 
Zeigler said.

In Lake City, a chalk board in a visi-
ble downtown location gave residents 

a unique way to communicate with 
city leaders about ways the commu-
nity could improve. Once the ideas 
were collected and the opportunities 
narrowed down, town leaders began 
work on the possibilities. A 5-acre water 
feature is now under construction, 
Mayor Lovith Anderson Jr. said.

Lake City also is home to a 10-day art 
event, spurred by Lake City native and 
businesswoman Darla Moore. Over the 
past two years, $5 million has circulated 
in the community, Anderson said, with 
more than 10,000 visitors coming into 
Lake City for the event. 

The artwork is displayed in local 
businesses ranging from barber shops 
to shoe stores to galleries. “It really is a 
diverse clientele and climate for the art,” 
Anderson said.

While the two new hotels are under construction 
in Hartsville, the city built a “construction wall” 
offering the opportunity for residents to show 
community pride.

The services, facilities, infrastructure 
and utilities cities and towns provide 
to residents are critical to supporting 

continued economic development and 
maintaining our state’s high quality of life. 

Although policy makers and the news 
media have recently focused a lot of 
attention on the deteriorating condition 
of visible infrastructure such as roads and 
bridges, infrastructure also refers to water, 
wastewater, drainage systems and facilities 
that are often hidden from public view. 

These are equally important to South 
Carolina’s success. To sustain economic 
growth and a clean environment, South 
Carolina municipalities must continue to 
invest in rehabilitating and maintaining 
these utility facilities and infrastructure.

However, investment in utility 
infrastructure is a monumental challenge 
for most municipal utilities. To help 
meet this challenge, the South Carolina 
Rural Infrastructure Authority provides 
grants to support qualified infrastructure 
projects in cities and counties that are 
most in need. These projects are designed 
to help protect water quality resources, 
improve the quality of life, create greater 
sustainability and lay the proper ground 
work for economic development. 

The RIA is working to increase 
community sustainability and boost 
economic opportunities in rural areas 
statewide. Since 2013, RIA has awarded 
grants for 73 projects - totaling more than 
$21 million. These grants have leveraged 
$98 million in additional investment. RIA 
funded projects have benefitted more than 
47,000 customers statewide. 

The RIA has two grant programs avail-
able to address both basic and economic 
infrastructure needs in qualifying areas. 
• The Basic Infrastructure grant program 

helps bring existing facilities into compli-
ance with environmental and regulatory 
requirements as well as provides new 
access to safe and sanitary drinking water. 

• The Economic Infrastructure program 
helps communities increase their 
capacity to meet new development 
opportunities and ensure that publi-
cally owned industrial sites and parks 
can access necessary infrastructure. 
One of the communities making a 

substantial investment for the future is 
the Town of Ridgeland in Jasper County. 
The RIA recently awarded funding to 
upgrade and expand the town’s wastewater 
treatment plant. This multimillion-dollar 
project, with additional financial assistance 

from the U.S. Department of Agriculture, 
will not only ensure continuous, safe, 
dependable wastewater service for the 
town’s residential customers, but it will 
also increase efficiency and capacity for 
expected economic growth in the region. 

The Town of Calhoun Falls is another 
example of a community working toward 
improving service for its customers. The 
town received a grant to make improve-
ments to the exterior and interior of two 
aging and deteriorating elevated water stor-
age tanks. The project will ensure the town 
can comply with regulatory standards and 
provide safe and clean drinking water for 
822 residential customers and 54 businesses. 

The next deadline to submit an applica-
tion for Basic or Economic Infrastructure 
funding is March 16. Interested applicants 
should contact RIA staff to discuss potential 
projects and receive technical assistance. For 
more information and to get a copy of the 
RIA application, visit www.ria.sc.gov. 

Getting ready for new economic 
development opportunities

Town of Calhoun Falls - before improvements
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When the president issues a major 
disaster or emergency declaration, 
the Federal Emergency Manage-

ment Agency provides grant funding to 
state and tribal governments to assist local 
governments and communities recovering 
from the event. Unfortunately, these local 
governments are sometimes required to 
return the grant funds to FEMA because 
they have not complied with FEMA’s grant 
requirements. The most important step to 
maintaining eligibility for the full grant 
award is understanding how to comply 
with the grant requirements.

Procurement Rules
For FEMA to reimburse a local govern-

ment for work performed under a contract, 
the local entity must ensure the contract meets 
FEMA’s procurement requirements. These 
requirements are found in Title 44 of the Code 
of Federal Regulations, section 13.36. Local 
officials may use their own procurement 
procedures that reflect applicable state and 

local laws and regulations, provided that the 
procurement meets the minimum federal 
standards identified in 44 C.F.R. § 13.36.  For 
grants awarded after December 26, 2014, the 
rules are located a different volume of the 
C.F.R. (2 C.F.R. §§ 317–326). 

These standards include, for example:
• maintaining records to detail the signifi-

cant history of the procurement action,
• having a written code of conduct for 

employees engaged in the award and 
administration of contracts,

• having bid protest procedures,
• making efforts to contract with small 

businesses and women/minority-owned 
firms, and

• including specific clauses in the 
contract.

In addition, the only acceptable methods 
of selecting a contractor are:
• small purchase procedures (for 

purchases under $150,000);

• sealed bids
• competitive proposals 
• noncompetitive proposals. 

Procurement by noncompetitive 
proposals is procurement through 
solicitation of a proposal from only one 
source, or after solicitation of a number 
of sources, competition is determined 
inadequate. 

For any noncompetitive procurement, 
the local governments must provide 
FEMA, upon request, a written justifica-
tion, including a cost analysis. Procure-
ment by noncompetitive proposals may 
be used only when one of the following 
circumstances applies.
• The item is available only from a single 

source.
• After solicitation of a number of 

sources, competition is determined 
inadequate.

• A public emergency exists that will not 
permit a delay resulting from compet-
itive solicitation. This justification can 

Key tips for keeping 
FEMA grant dollars

Information provided by the 
Federal Emergency Management 
Agency and the South Carolina 
Emergency Management Division.
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Objective Categories What to submit Deadline
Completed 
application form 
signed by the mayor

Completed responses 
to the 11 program 
questions

Supporting material 

Three digital photos

Recognize 
innovative projects

Share those 
projects with other 
municipalities

Demonstrate the 
value of cities and 
towns. 

Population
»  1-1,000 pop.
»  1,001-5,000 pop. 
»  5,001-10,000 pop. 
»  10,001-20,000 pop.

Subject Category
»  Communications
»  Economic Development
»  Public Safety
»  Public Service
»  Public Works 

February 11
»  Electronic and 
hand-delivered entries 
received by February 11

»  Mailed entries 
postmarked by 
February 11

For more information and the awards application, visit www.masc.sc (keyword: achievement awards).

be used only until the public emer-
gency ends, at which time the contract 
must be re-solicited with full and open 
competition. 

Local governments should be particu-
larly cautious of time-and-material, piggy-
back and cost-plus-percentage contracts. 
• FEMA only provides reimbursement for 

the first 70 hours of a time-and-material 
contract. Time-and-material contracts 
only can be used (1) after a determination 
that no other contract is suitable and (2) 
if the contract includes a ceiling price that 
the contractor exceeds at its own risk. 

• Adopting a pre-existing contract is 
referred to as “piggybacking.” FEMA 
closely reviews piggyback contracts 
because the original underlying contract 
often does not meet the requirements 
of 44 C.F.R. § 13.36, having been issued 
under different circumstances and for a 
different scope of work. 

• Cost-plus-percentage contracts (i.e., 
a contract where the contractor’s 
profit is based on a percentage of the 
project costs) are ineligible for FEMA 
reimbursement.

Insurance 
FEMA is prohibited by law from provid-

ing grant funding to a local entity when 
funding is available from other sources, such 
as insurance. The entity will lose its FEMA 
funding if it has not exercised due diligence 
in pursuing insurance proceeds. 

In deciding whether to accept a settle-
ment offer, FEMA expects local governments 
to act in a commercially reasonable manner, 
taking the same actions to collect insurance 
proceeds they would take if FEMA funding 
was not available. An entity that accepts an 
unreasonably low settlement offer may find 
its FEMA funding reduced by the amount of 
insurance proceeds it could have collected if 
it had taken commercially reasonable steps. 

Documentation
To receive FEMA funding, local offi-

cials must ensure that all claimed costs 
are adequately documented. Documents 
that simply summarize costs, such as a 
spreadsheet, are generally insufficient. 
Officials must be able to provide the 
underlying source documentation, 
such as copies of invoices, receipts, 
employee time sheets, project reports, 
etc. Importantly, the entity must keep 
the documentation for three years after 
the disaster grant has been closed – not 
just the three years after the project has 
been completed. 

The South Carolina Emergency 
Management Division and FEMA are 
available to assist local officials to 
comply with grant requirements. Find 
the most up-to-date information about 
ongoing recovery programs at SCEMD’s 
website (www.scemd.org) or access links 
to federal programs at www.fema.gov. 



10 uptown: february 2015

Did you know that motor vehicle 
collisions are the number one cause 
of fatalities in the workplace? Vehicle 

accidents accounted for 41 percent of 
work fatalities in 2012, according to the 
U.S. Department of Labor’s Bureau of 
Labor Statistics. 

The average cost to an employer for 
an on-the–job vehicle collision with 
injuries is $74,000. Keep in mind, this 
number does not include costs such as 
overtime for other employees to cover the 
injured employee’s time away from work 
and damage to the vehicle. Beyond the 
financial impact, the most devastating 
impact is felt by the affected employee and 
his family. Major vehicle accidents can 
cause career-ending injuries or result in 
loss of life.

Beginning this year, RMS loss control 
staff will offer defensive driver training 
to members of the Association’s two 
insurance programs, the South Carolina 
Municipal Insurance Trust and the South 
Carolina Municipal Insurance and Risk 
Financing Fund. 

Statistics show almost all collisions are 
preventable, and many times motorists 
underestimate the challenges of sharing 
the road with others. Training will focus 
on the following areas:
• How to drive defensively and iden-

tify hazards in the roadway such as 
animals, trains and pedestrians 

• How conditions such as light and 
weather impact driving 

• The three stages involved in a collision
• Ways to identify the hazards
• Distracted and impaired driving 

caused by the use of cell phones, drugs 
and driver fatigue

• Practices to avoid the four fatal driving 
behaviors (speeding, failing to yield 
right of way, driving left of center and 
tailgating/following too closely)
In addition to the National Safety 

Council’s driving core curriculum, instruc-
tors will emphasize South Carolina driving 
laws plus SCMIT and SCMIRF pool-spe-
cific information. For example, SCMIT has 
seen an increase in injuries resulting from 
employees entering and exiting vehicles. 

RMS encourages SCMIT and SCMIRF 
members to require employees who drive 
or operate city equipment to participate in 
drivers’ training to reduce employee injuries 
and liability claims. Educating employees on 
driving techniques and providing them with 
skills to change their driving behaviors will 
benefit the city and employee. 

RMS members can also enhance their 
driving training programs by taking the free 
online drivers training available through 
LocalGovU, an online training resource 
available to SCMIT and SCMIRF members.

For addition information on drivers 
training, contact Venyke Harley at 
803.933.1210 or vharley@masc.sc.

Bureau of Labor and Statistics
www.bls.gov

National Safety Council
www.nsc.org/Pages/Home.aspx

LocalGovU
www.poweredbyu.com/products/
learn/?a=login&t=masc

Risk Management Services 
offers driver training
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Setting your city apart from the compe-
tition is an essential part of creating 
successful economic development, 

instilling community pride and becoming 
a destination city…a place people want 
to live, work, visit and invest money. An 
important step in this process is creating 
a unique identity or brand that results in 
instantaneous recognition of the unique 
assets the city has to offer.

In the private sector, branding 
is recognized as critical for success. 
However, local governments have often 
been slow to realize that brand recogni-
tion is equally important to them. Munici-
palities must distinguish themselves from 
peer communities to be successful.

Creating a brand should be an 
identified objective in a strategic or 
economic development plan and involve 
considerable community input, not a 
hastily tacked-on task as an afterthought. 
A brand developed through a collabora-
tive process can be adopted and effectively 
used by the local government, businesses 
and industries to promote the community.

“Just thinking critically about where 
our community stands and what its 
unique assets are helped us arrive at what 
the brand was going to be, but having 
those recommendations presented to 
our community in an exciting way, really 
helped on the community pride side.,” 
said Jennifer Hoesing, executive director 
of the Downtown Orangeburg Revitaliza-
tion Association. 

Gathering community input and 
getting everyone on the same page 
are key to the success of any branding 
effort, said Ben Muldrow, partner in the 

Greenville-based urban planning firm, 
Arnett, Muldrow & Associates.

“One of the great things that we see 
in communities going through processes 
like this is they truly feel like a team,” said 
Muldrow, who has worked with at least 
50 communities in South Carolina on 
branding efforts and 100 more in 35 other 
states.

“The first step in the creative process 
is to understand the qualities that your 
citizens cherish. That step should not be 
skipped or short-changed,” Muldrow said. 
“The local residents are the ones who 
deliver any brand message that is being 
created.”

Too many times, Muldrow said, 
communities look to identify what they 
have that might be marketable to an 
outsider, instead of focusing on residents. 
That can lead to a lack of buy-in, which is 
essential to branding success. 

“When we go through the process, 
the front end is loaded with focus groups 

and public meetings. Public opinion is 
instrumental in this process, but it is 
especially instrumental on the front end 
of the process,” Muldrow said. “Without 
public input, it doesn’t matter how hard 
you work, it doesn’t matter how great 
the designer is, anything you do will get 
criticized.”

It is important to be able to tell critics 
how you got to the branding message and 
remind them that they had a chance for 
input.

That was the case for Beaufort, which 
recently went through a branding process 
that included interviews with key stake-
holders and several public meetings. The 
result was a brand that focused on the city’s 
extensive history and recaptured a tagline 
from its past: Queen of the Sea Islands.

“We heard few adverse comments,” 
Beaufort Mayor Billy Keyserling said. 
“But anytime you can engage a broad 
cross-section of people, you get a better 
product.”

Branding as part of 
economic development planning

Downtown Orangeburg Revitalization Association
Before

Downtown Orangeburg Revitalization Association
After
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Keyserling said the city financed its 
branding efforts with accommodations 
tax dollars, which are intended to be 
used for marketing. Prices for such 
services can range from as little as a 
few thousand dollars to up to $70,000 
for a national research-heavy firm, 
Muldrow said. So cities have to find the 
price that will work for them but still 
provide the expertise needed to make it 
successful.

And, just when is a marketing plan 
considered successful?

“Its value will be determined by the 
degree to which merchants and others will 
use it for cobranding,” Keyserling said.

But for those needing a more concrete 
measure of success, sales and accom-
modations tax collections can be a good 
yardstick.

“Those sales numbers help to give 
an indication about how downtown 
businesses are performing,” Muldrow 
said. “But then there are also things like 
increased participation and volunteerism; 
organizations like the chamber seeing an 

increase in membership or being able to 
get memberships renewed more quickly. 

“Those are some of the intangibles 
that come from that influx of community 
pride.”

Orangeburg and Beaufort are both 
members of Main Street South Carolina, 
a program of the Municipal Association 
dedicated to promoting downtown rede-
velopment, commerce and community. For 
more information about Main Street South 
Carolina, visit www.masc.sc (keyword: 
Main Street).

The legislative session is in full swing, 
and this time of year is when the Asso-
ciation’s legislative staff will be calling 

on local officials to make contact with 
legislators about specific bills or issues. The 
type of contact needed could come in the 
form of a phone call, visit, email or letter. 
The Association staff knows the timing 
and type of communication that will be the 
most effective for a specific issue. 

Even if you are best friends with your 
local senator or representative back home, 
there are still some key things to know 
before calling, writing or visiting with 
your legislators to advocate on behalf of 
an important issue.
• Know your legislators’ priorities and 

what their big issue is this session even 
if the issue doesn’t have anything to 
do with municipal government. Some 
might be interested in ethics reform or 
transportation and others agriculture 
or education. This insight is especially 

helpful when you talk with your 
legislator on the phone or in person so 
you can engage in a conversation that 
shows you understand his priorities. 

• Make clear you are a constituent if 
you write or email your legislator on 
an issue. In a letter or email, quickly 
state the issue and why it’s important 
to your mutual constituents, then ask 
for support. Keep the tone positive and 
polite, but request a response.

• Leave a phone message in the legisla-
tor’s office if you aren’t able to catch 
him on the phone. It may be difficult 
to catch legislators in their offices 
during the session, but leaving a phone 
message or talking with staff can still 
be effective.

• Understand the legislative process and 
where the legislators are going to be at 
what time of the day if you are making 
a visit to the State House. Typically 
house members and senators are in 

chambers at noon on Tuesday to begin 
the week. Schedules for Wednesday 
and Thursday will vary somewhat but 
the schedule is always available online 
at www.scstatehouse.gov. That’s critical 
in knowing where to catch them and 
how long you have to tell them your 
concern and ask for their support. 

• Know where the legislators’ offices are 
located in the Blatt Building (House 
of Representatives) and the Gressette 
Building (Senate) and know where 
in those buildings committees hold 
meetings if you are invited to testify 
at a hearing. Local officials are often 
asked to attend subcommittee meet-
ings and to testify on specific bills. The 
subcommittees and committee level is 
where the majority of the work takes 
place on legislation. And in many 
cases, subcommittee meetings are the 
only time amendments are accepted 
and testimony is allowed.

How to advocate 

on behalf of your hometown
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Facebook has become almost a “must 
have” tool for local governments and 
local officials. But there’s more to 

leveraging the reach and use of this social 
media tool than just signing up for an 
account. It is important to understand the 
types of Facebook accounts and how they 
are best used.

Facebook offers two basic types of 
accounts: profiles and pages. Anyone 
who registers for a Facebook account 
gets a “profile” page. Profiles are a way for 
individuals to connect personally with 
friends and family. 

While local officials must first have a 
profile account, they should also create 
a “pages” account. According to Face-
book’s Dan Seymour, pages are designed 
specifically for public officials and public 
organizations. Individuals can create 
multiple pages, and pages can have multi-
ple administrators. Pages, unlike profiles, 
give administrators insights (or analytics) 
into who is visiting and liking the page; 
when fans (people who have “liked” the 
page) are online; and how they engage 
with the page’s content.

Profiles are considered two-way 
communication. The profile owner sees 
updates from friends in his newsfeed, 

and friends see what the profile owner is 
posting on his newsfeed. 

Pages are one-way communication. 
Fans will see what the page administrator 
posts on their newsfeed, but their posts 
will not appear on the page’s newsfeed.

Seymour encourages local officials to 
host Q&A sessions on Facebook. For a 
designated time period (i.e., 20 minutes), 
the official replies to questions posted on 
the page. To generate interest, Seymour 
suggests promoting the event well in 
advance using multiple communication 
tools (i.e., Twitter, news releases, flyers, 
email signatures, etc.) In addition, he 
advises announcing the Q&A event by 
posting it as a status update in Facebook. 
(See story on p. 14 about the City of Wood-
ruff ’s weekly Facebook Q&A session).

During the event, post a picture of the 
person hosting the session along with a 
message such as “John Doe, city manager, 
will be here for the next 20 minutes 
answering your questions about …”  

Seymour shares what works well for 
local official and city Facebook pages.

Visuals
• Interesting behind-the-scenes photos 

(1200x630) and videos

• Personal video messages giving policy 
updates

• Graphics without lots of text

Authenticity
• Share personal stories
• Explain policies
• Post information as if you are 

having a conversation with another 
person. If you can’t post in first 
person (I, we, me) at least be 
conversational.

• Don’t post press releases verbatim

Social interaction
• Reply to comments
• Host a Facebook Q&A session
• Tag other pages
• Use hashtags to connect with others
• Be timely

Additional best practices
• Share public service announcements 

(e.g. Fire Safety Month, Clean Water 
Week)

• Highlight local events and meetings
• Ask for feedback
• Show off your town
• Post two to three short posts daily 

rather than one long post

PromesaArtStudio / Shutterstock.com

Facebook 
   best practices 
for      local
        officials
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W ith social media, the goal is no longer 
just who you know (or friend or 
follow), it’s all about how you engage 

them. In its early forms, social media was 
often used as merely a one-way communica-
tion tool to push information out from a city 
to its residents. Posting meeting announce-
ments on Facebook or using Twitter to route 
drivers around a wreck were early uses of 
social media in local government.

While dozens of South Carolina cities 
and towns have launched a social media 
presence in recent years, several cities have 
found especially creative ways to strategi-
cally engage residents through social media 
beyond just sending them information.

During the 2014 holiday season, 
Mount Pleasant used a combination 
of Facebook, Twitter and Instagram to 
engage residents in its “official holiday 
weekend.” People attending the annual 
Christmas parade got to vote for the 
“people’s choice” float award using the 
hashtag of #votethefloatmp.

According to Mount Pleasant’s Assis-
tant Administrator Katherine Brackett, 
the contest was a really easy way to 
engage people beyond just attending 
the parade. “We just counted the votes 
cast on all of the social media sites and 
determined the winner,” she said.

Several of the float participants also got 
in on the social media action by promoting 
their businesses’ floats on Instagram and 
Facebook by “campaigning” for votes 
before the parade. The Mount Pleasant 
Sticky Fingers restaurant posted “preview” 
photos on the town’s Facebook page of its 
float being built, while the Vanity Salon 

staff used Instagram to let people know 
their float number and ask for votes.

The town used another hashtag, 
#MPHolidayMagic, to engage people in its 
holiday movie under the stars and its holi-
day market and craft show. All the social 
media activity ultimately drove visitors to 
the city’s highly interactive website.

The City of Greenwood is using a 
wide-ranging social media strategy to 
drive visitors to the city’s website, specifi-
cally its calendar page. 

“We launched the Minute with the 
Mayor videos in October 2013, and one of 
his most recent messages has been viewed 
well over 2,000 times,” says City Manager 
Charlie Barrineau, who manages the city’s 
social media presence. “It has been the 
perfect way for the city to reach young 
professionals. His messages, many times 
delivered in a comical manner, show 
the city as hip and progressive. We have 
had great success using his message to 
promote city events.” 

The city uses a combination of Twitter 
(both the city’s account and the mayor’s 
account), Facebook and Instagram to 
promote the video and ultimately drive 
people to the city’s online calendar.

In Woodruff, City Manager Stephanie 
Tillerson hosts a weekly Facebook chat to 
interact with people who have questions or 
concerns about city programs and services. 
She stays online from 9 a.m. until 5 p.m. and 
responds to Facebook inquiries as diverse as 
parking problems to holiday trash pick-up 
schedules (see related story on p 13).

 “The great thing I didn’t 
consider is the fact that people start 

communicating 
with each other,” 
Tillerson said. 
“For a small town 
with no local 
paper, you have to get creative, and this 
is working really well.”

Last January, the City of Columbia 
launched a photography contest using 
social media to bring attention to the 
work of local photographers. Using the 
hashtag #LoveColumbia, more than 
300 people used Facebook, Twitter and 
Instagram to enter their photographs that 
illustrated what they love about Columbia.

A panel of local artists judged the 
photographs picking a winner from each 
social media platform. The three winning 
photographs were displayed in a down-
town art gallery for three months and 
now hang in City Hall.

In addition to bringing attention to 
local artists and promoting the city’s 
social media presence, the project also 
was recognized by the Greater Columbia 
Chamber of Commerce as a finalist for 
the 2014 Palmetto Pillar Award in the 
category of Public Service and the Arts.

“All of these examples illustrate that 
taking the time to strategize about these 
social media tools rather than just posting 
randomly is a great way to shore up the city’s 
ability to communicate with residents and 
businesses,” says Reba Campbell, deputy 
director of the Municipal Association 
who manages social media for the Asso-
ciation. “Social media shouldn’t be done 
in a vacuum. It’s got to be part of a bigger 
communication strategy.”

Engaging 
   residents 
through 
   social media
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Mobile internet users in the United 
States will surpass desktop Internet 
users this year, according to statis-

tics provided by the federal government. 
Users are accessing the web from a variety 
of devices—from smart phones and 
tablets to high-definition televisions and 
wearables such as smart watches.

That rapid growth is changing the way 
websites are developed because mobile 
users expect the same user experience as a 
desktop user. 

The biggest issue for smartphones or 
other small-screen devices is a site’s format-
ting and display of content. To navigate 
through a traditional site, the user has to 
pinch, pan and scroll through the content. 
This is not a customer-friendly approach 
and leaves users frustrated.

With a smart phone in nearly every 
pocket, people expect local governments 
to make website content easily accessible 
across platforms.

Mobile v. responsive
The website visuals, structure and content 

should remain consistent for the user when 
the site is accessed from multiple devices, 
but it is unrealistic to build a site for every 
possible device and screen size. The most 
complete solution to this challenge is respon-
sive design. In fact, it has been the standard 
for new web development since 2013. 

Responsive design is not a specific 
piece of technology, like a software 

product or an application. Rather it is 
a set of techniques used to ensure web 
content is displayed in a format that suits 
the width of the device used to access it. 
This approach is a significant departure 
from traditional website development.

Another approach to delivering 
content to mobile devices is creating a 
mobile website. 

A mobile site is a separate version 
from the main website that has been 
optimized for mobile browsing. It has 
a web address different from the main 
website, and the content must be managed 
separately. As new devices are introduced, 
mobile sites have to be updated.

Responsive websites are different from 
mobile-specific sites. A responsive site 
uses the same web address across devices 
and content updates are made from one 

location. Because responsive design only 
considers the browser’s width, updates or 
reconfigurations are not needed.

While going the route of responsive 
design may entail additional design and 
front-end development time, the savings 
are realized by having to only develop, 
manage and maintain one site.

Expectations of 
government websites

Customer-centric government means 
responding to customers’ needs and 
making it easy to find and share informa-
tion and accomplish important tasks.

It all boils down to accessibility. Require-
ments of information technology accessibility 
in the government began in 1998 when 
Congress amended the Rehabilitation Act of 
1973 to include Section 508.  Under Section 
508 and the Americans with Disabilities Act, 
state and local governments must provide 
anyone with disabilities equal access to 
services and programs. The U.S. government 
has endorsed responsive design as a better 
approach to providing greater accessibility to 
government information and resources. 

Transitioning
The typical lifecycle of a website is two 

to five years. Because of the complexities 
of transitioning existing content/layouts 
to responsive design, the ideal time to 
make the move usually coincides with 
building a new site. 

Any device, 
anytime, 
anywhere

According to a recent survey 
by the Pew Research Center, 
49 percent of Internet users 
polled say they feel better 
informed about civic and 
government activities in 

their community thanks to 
digital technology.
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For a complete listing of training opportunities, 
visit www.masc.sc to view the calendar.

FEBRUARY
11 SC Other Retirement Benefits 
Employer Trust Annual Members’ 
Meeting. 1411 Gervais Street, Columbia. 

17 SC Municipal Insurance Trust – Fire 
Safety: How to Use NFPA 1500 to 
Reduce Injuries in Your Fire Depart-
ment. City Hall, Greer. Open to SC 
Municipal Insurance Trust members.

18 SC Municipal Insurance Trust – Fire 
Safety: How to Use NFPA 1500 to 
Reduce Injuries in Your Fire Depart-
ment. 1411 Gervais St., Columbia. 
Open to SC Municipal Insurance Trust 
members.

19 SC Municipal Insurance Trust – Fire 
Safety: How to Use NFPA 1500 to Reduce 
Injuries in Your Fire Department. Town 

Hall, Mount Pleasant. Open to SC Munici-
pal Insurance Trust members.

26 South Carolina Association of Munic-
ipal Power Systems Associate Member 
Luncheon. Seawell’s, Columbia.

MARCH
5 SC Association of Stormwater Manag-
ers First Quarter Meeting. Columbia 
Conference Center. Topics include 
post-construction programs and stormwa-
ter plans inspection and review process.

11-13 SC Utility Billing Association 
Annual Meeting. Embassy Suites Kings-
ton Plantation, Myrtle Beach. Topics 
include workplace violence, customers 
who can’t pay and data security

18 SC Municipal Insurance and Risk 
Financing Fund – Special Events 
Liability. DoubleTree Hotel, Columbia. 
Open to SC Municipal Insurance amd 
Risk Financing Fund members.

18-20 Municipal Clerks and Treasurers 
Institute: Year 3 (Session A). SpringHill 

Suites Columbia Downtown/The Vista. 
Topics include human resources manage-
ment, municipal law, ethics, customer 
service and public speaking.

19 Municipal Elected Officials Institute 
of Government: Basic Budgeting and 
Municipal Finance. Councils of Govern-
ments’ offices. New time: 11 a.m. – 2 p.m.

25 Municipal Technology Association 
of SC Spring Meeting. Columbia 
Conference Center. Topics include project 
management, supporting GIS and police 
use of GIS.

APRIL 
2 SC Municipal Finance Officers, Clerks 
and Treasurers Association Spring 
Academy. Columbia Conference Center

10 Municipal Court Administration 
Association of SC Spring Meeting. 
Columbia Conference Center. 

15 SC Association of Municipal Power 
Systems Legislative Reception. Columbia 
Marriott.

1411 Gervais Street | PO Box 12109
Columbia, South Carolina 29211
Tel: 803.799.9574 | Fax: 803.933.1299
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