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With football season kicking off, excitement 
and optimism are sky-high on campuses 
across our state and nation. 

Those extremely positive feelings of antici-
pation are not limited to athletics.  They are 
also very much being felt by last month’s 
graduates and increasingly so by the mem-
bers of the Class of 2014.  And with good 
cause.

In having the great honor of speaking last 
month at the Hooding and Cording Ceremo-
ny for the students at the University of South 
Carolina’s College of Hospitality, Retail and 
Sport Management who were receiving their
Masters Degrees along with the Undergrad-
uates that were graduating with honors, I 
told them how genuinely excited I was about 
what the future holds for each and every one of them. 

And that was for several reasons that are extremely relevant to the outlook for our Asso-
ciation.

According to a recent monthly report released by the U. S. Department of Labor, the top 
driver of job growth nationwide was the leisure and hospitality sector of our economy, 
with over 75,000 new jobs having been created. As one analyst said, “That kind of hiring 
suggests that Americans are loosening their purse strings and will travel more.”

During the past twelve months, this highly encouraging national trend in jobs creation 
has been reflected here as more jobs have been created in the leisure and hospitality 
sector of our state’s economy than in any other sector, specifically more than one-third of 
all new jobs created in the last twelve months were leisure and hospitality jobs. Bottom 
line, tourism is our largest employer, with over 250,000 people working in our industry.

Certainly that bodes well for our state where tourism is our number one industry, pump-
ing more than 16 billion dollars annually into our state’s economy.   

That’s the message I shared with those recent graduates, and its also the message 
that our Association and our strategic partners are carrying to our elected officials.  For 
example, thanks to Brad Dean, we had the opportunity to participate in a roundtable 
discussion with U.S. Senator Tim Scott in Columbia on August 19th. And we will be 
hosting a similar meeting with Congressman Joe Wilson in our office’s conference room 
on September 24th. 

So, along with all the excitement about the football season, we can also be extremely 
excited about the outlook for our industry, our Association and its members.  Working 
together, we will continue to make a difference. And we will continue to ensure that our 
future is strong and increasingly bright. 

John Durst, President and CEO
South Carolina Restaurant and Lodging Association 

Message from SCRLA Chairman 

We’ve been proudly serving the Columbia Metropolitan area for 10 years as The Grout Medic 
of Columbia and continue to offer our professional services and expertise in commercial tile 
& grout applications as Columbia Tile & Grout Services!

Restaurant Services:
• Kitchen Floors
   Sanitizing/Degreasing/Re-grouting

• Tile Repair/Replacement

• Grout & Tile Cleaning

  Hotel Services: 
  • Lobby Floors
     Cleaning/Sealing/Color-sealing

  • Tub Surround & Shower Re-grouting

  • Tile & Grout Repairs

INTRODUCING COLUMBIA TILE & GROUT SERVICES.....

TILE & GROUT

Call Bruce Wilson Today!

803-608-0946

PROUDLY SERVING

THE COLUMBIA

METROPOLITAN AREA

10 YEARS EXPERIENCE

RESIDENTIAL

& COMMERCIAL

   BEFORE    BEFORE

   AFTER    AFTER
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CDC study finds smoking bans do not have a negative 
economic impact on SC bars and restaurants

Since smoking bans first went into 
effect, restaurant and bar owners 
have often criticized them, saying 

the laws will hurt their businesses. However, 
a new study by the U.S. Centers for Disease 
Control and Prevention says that’s not the 
case. 

“Our research found that smoke-free laws 
do not have a negative economic impact 
on aggregate restaurant or bar employment 
or revenues,” said lead author of the study 
Brett Loomis, a research economist at RTI 
International, an independent, nonprofit 
research institute. “Our findings suggest 
that a statewide smoke-free law in the states 
examined would not be expected to have an 
adverse economic impact on restaurants and 
bars in those states.”

The largest of its kind study analyzed the 
impact of smoke-free laws on employment 
and taxable sales revenues in Alabama, 
Indiana, Kentucky, Mississippi, Missouri, 

North Carolina, South Carolina, Texas and 
West Virginia. 

All of the states except North Carolina were 
selected for the study because they have 
high rates of smoking and smoking-related 
disease, lack of comprehensive statewide 
smoke-free laws, have enough local smoke-
free laws to allow for an aggregate analysis 
and are located in or adjacent to the southeast. 
North Carolina was the only state examined 
with an existing statewide smoke-free law in 
restaurants and bars.  

According to lead study author Loomis,  
“The results of this new study are consistent 
with the results of previous peer- reviewed 
studies indicating that while smoke-free laws 
do positively impact health, they do not have 
a negative economic effect on hospitality 
venues.”

Research has shown that policies that 
prohibit smoking in workplaces and public 
places, including restaurants and bars, 

have a number of clear health benefits: 
they reduce nonsmokers’ exposure to 
secondhand smoke, encourage smokers 
to quit, improve the health of restaurant 
and bar workers and reduce heart attack 
hospitalizations in the general population. 

In eight of the nine states included in 
the analysis, smoke-free laws had no 
significant effect on restaurant or bar 
employment or revenues. These eight 
states included North Carolina, the only 
state in the analysis with an existing 
statewide smoke-free restaurant and 
bar law. In the ninth state, West Virginia, 
the analysis found that smoke-free laws 
were associated with a small increase 
in restaurant employment, and were 
not associated with a change in bar 
employment.

Several jurisdictions in the Palmetto State 
have approved local bans, but there is 
no statewide law. The South Carolina 
Restaurant and Lodging Association is in 
favor of one.  

“A statewide smoking ban would help 
ensure that all South Carolinians have 
the right to breathe clean, smoke-free 
air. Also, a statewide ban would level the 
playing field among establishments that 
are in different jurisdictions, where some 
local governments have approved bans 
and others have not,” said John Durst, 
SCRLA President and CEO.

According to the South Carolina Tobacco-
Free Collaborative, 54 local communities 
in the Palmetto State have current 
smoking bans in place. There are seven 
county-wide bans.

The CDC study provides restaurant and 
bar proprietors with additional evidence 
showing that they can provide their 
employees and patrons with healthier 
environments without affecting their 
bottom lines. Previous research has 
shown that comprehensive smoke-free 
laws improve the health of restaurant 
and bar workers, reduce heart attack 
hospitalizations in the general population, 
encourage smokers to quit, and reduce 
healthcare costs.  

Diners want clean, authentic flavors. All-natural Metro Deli™ meats make it 
easy to add fresh, delicious taste and texture to your sandwiches, salads, 
entrées and other dishes. 

From our new deep-fried chicken breast... to uncured applewood-smoked 
gourmet ham... to traditional New York City-style corned beef and pastrami, 
each Metro Deli product is minimally processed and made only with simple, 
wholesome ingredients. That means no preservatives, no binders or fillers 
and no artificial ingredients—just pure taste.

With tradition and quality like an old-world neighborhood delicatessen, 
Metro Deli delivers the exceptional flavor and consistency that makes every 
bite memorable and keeps your customers coming back again and again.  

To learn more about our innovative products, call your  
US Foods rep or visit us online at usfoods.com.

THIS DELI SERVES  
UP HIGHER PROFITS

“Smoke-free laws save lives, and this study is further proof that they 
don’t hurt business,” said CDC Director Tom Frieden, M.D., M.P.H. 
“Smoke-free laws make good business sense – they improve health, 
save lives, increase productivity, and reduce health care costs. 
Communities throughout the United States have made great strides 
in protecting workers and the public from secondhand smoke in the 
past decade, but too many Americans continue to be exposed to 
secondhand smoke on the job and in public places.”

While 30 states, Washington, D.C., and Puerto Rico now have 
smoke-free laws that include all restaurants and bars, many states 
and communities, especially in the South and Midwest, still fail to 
provide such protections

According to the CDC, secondhand smoke is estimated to cause 
46,000 heart disease deaths and 3,400 lung cancer deaths in adult 
U.S. nonsmokers each year. Researchers say comprehensive 
smoke-free laws have the potential to positively impact the health of 
millions of Americans who work in or patronize restaurants and bars. 

The research was suggested by the CDC and made possible by 
a partnership grant from Pfizer Inc. to the CDC Foundation. RTI 
International, an independent, nonprofit research institute, conducted 
the study under contract from the CDC Foundation.

The results complement a series of videos produced by the CDC 
featuring restaurant and bar owners from several states who, despite 
initial reservations, have come to appreciate the benefits of going 
smoke-free.

As of July 1, 2013, 38.8 percent of SC is covered by smoke-free workplace ordiances.     Updated 6/5/2013

Smoke-free workplace ordinances in S.C. communities
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Health care law begins to kick into high gear

The biggest changes to the U.S. 
health insurance system in 
decades continue to unfold this 

fall, with government-run exchanges set 
to begin selling health plans for 2014 to 
millions of individuals and small business-
es Oct. 1.

The Obama Administration’s July deci-
sion to make 2014 a transition year for 
the law’s employer mandate and some 
employer reporting requirements buys 
larger employers some extra time to try to 
understand the law, refine their options, 
put systems into place, and get ready 
to comply with the employer mandate in 
2015. But the rest of the law is moving 
forward as scheduled. And even with 
some employer requirements pushed to 
2015, businesses of all sizes still face 
immediate pressures to prepare. Here’s a 
look at some upcoming deadlines.

Oct. 1, 2013: 
Exchanges open. Government-run health 
insurance marketplaces, also known as 
exchanges, must be up and running by 
Oct. 1 in all states to let individuals and 
small employers enroll in private health 
care plans for 2014. Seventeen states 
and Washington, D.C., will operate their 
own exchange or partner with the federal 
government on an exchange. Thirty-three 
states have chosen to let the federal 
government run the exchange in their 
state for 2014. Among other responsibili-
ties, exchanges will play a central role in 
determining which individuals qualify for 
federal tax subsidies to help buy coverage 
through an exchange.
     
Oct. 1, 2013: 
Employee-notification rules. All employers 
covered by the Fair Labor Standards Act 
are required to provide written notice to 
employees about health care coverage 
options through the new health insurance 
marketplaces/exchanges. According to 
temporary guidance issued by the De-
partment of Labor this spring, employers 
must provide notice to existing employees 
by Oct. 1, 2013; at the time of hire for 
employees hired between Oct. 1, 2013, 
and Dec. 31, 2013; and within 14 days 
of the employee’s start date beginning in 
2014. The National Restaurant Associa-
tion’s Health Care Law Primer offers more 
details.

     

Jan. 1, 2014: 
Individual mandate. With limited exceptions, 
all Americans are required to obtain “min-
imum essential coverage” -- through their 
employers, exchanges, Medicaid/Medicare 
or elsewhere -- for themselves and their 
dependents or face potential tax penalties. 
In 2014, individuals will face a penalty of 
$95 per adult and $47.50 per child with a 
maximum of $285 or a family, or 1 percent of 
family income, whichever is greater. Individ-
uals will be required to state on their federal 
tax returns that they have health care cov-
erage and identify the source. It’s likely that 
many employees will look to their employers 
for information about the mandate; see the 
NRA’s Health Care Law Primer for answers 
to some common employee questions.
     

Jan. 1, 2015: 
Employer mandate. Employers who average 
50 or more full-time-equivalent employees 
over the 12 months of 2014 are considered 
“applicable large employers” for 2015 and 
will be required to offer full-time employees 
and their dependents the opportunity to 
enroll in a qualifying health plan starting in 
2015, or face possible penalties. The 50-
FTE formula isn’t easy. It requires month-
ly calculations based on the number of 
full-time employees (defined as those who 
average 30 or more hours a week during 
a calendar month) and the hours worked 
by part-time, seasonal and other employ-
ees. The NRA’s Health Care Law Primer 
outlines the calculation, and also includes 
information to help employers determine 
which employees are considered “full time” 
for purposes of health care coverage offers 
in 2015.
     

Jan. 31, 2016: 
Large-employer reporting requirements. 
Employers covered by the employer 
mandate will be required to file their first 
annual information return with the Internal 
Revenue Service by Jan. 31, 2016, about 
any health care coverage offered during 
2015. Similar information must also be 
sent to employees. The IRS will use the 
data to calculate and assess penalties 
against large employers. Employees 
will use the data to report their health-
care coverage status on tax returns. The 
required information could be extensive, 
including data on full-time employees, 
premium costs, and whether plans meet 
new “minimum value” standards. The law 
also requires insurers for fully insured 
plans and employers with self-funded 
plans to file similar data about health care 
coverage with the IRS and employees, in-
cluding details on who accepted coverage 
offers, and for how long. The Treasury De-
partment and IRS are expected to release 
a proposed rule addressing this part of 
the law this summer.Other parts of the law 
also move into place in 2014, including 
a new 90-day limit on maximum waiting 
periods for all group health plans and an 
end to preexisting-condition limitations in 
health plans. All employers must report 
the value of health benefits on employees’ 
W-2 forms for tax year 2013.

The National Restaurant Association is 
also urging Congress to change parts of 
the law, including changing the definition 
of full time to 40 hours a week from 30, 
simplifying the calculcation to determine 
who’s a large employer, and eliminating 
the automatic-enrollment requirement that 
would force employers with more than 200 
full-time employees to automatically enroll 
full-time employees in company health 
plans if employees failed to opt out by a 
certain date. Visit AmericaWorksHere.org/
Healthcare to learn what you can do to get 
Congress to make these changes.

To help restaurant operators prepare for 
the health care law, the National Restau-
rant Association has issued a Health Care 
Law Primer available online at 
www.restaurant.org. 
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The food truck trend continues 
to accelerate as entrepreneurs 
use them to enter the restaurant 

industry and sometimes spin off brick-and-
mortar operations.

Established restaurants, especially fast 
casual operations, also are launching food 
trucks. In fact, 19 percent of fast casual 
restaurants say they are very or somewhat 
likely to launch one in the next year or two, 
according to National Restaurant Association 
research.

Thinking about hitting the road? Consider 
these tips to ensure a smooth ride: 

Decide whether to jump on the 
bandwagon. 
A food truck can help you reach new customers, 
but it comes with unique challenges. Those 
include weather dependency, tight quarters 
and mechanical breakdowns. 

Know the rules of the road. 
Research your city’s codes and regulations 
regarding food trucks. Many municipalities 
have permit and parking laws. Some require 
operators to prepare food in a commissary 
before serving it from the truck.

Take your new venture on a test ride. 
Before buying a food truck, try testing one out 
to make sure it’s the best fit for you. 

Consider a trailer. 
While they lack the mobility of food trucks, 
trailers are less expensive to buy and have 
fewer liability issues.

Develop a limited menu. 
With space at a premium, the menu needs 
to be lean and streamlined. Keep on-site 
preparation simple because often only two 
people can staff a small trailer or truck.

Design your truck/trailer to match 
your concept. 
Maximize your space by designing your 
kitchen to meet your menu needs. Budget 
$80,000 to $100,000 for a new build and a 
bit less for a retrofit.

Capitalize on your brick-and-mortar 
kitchen. 
Use your restaurant’s kitchen for prep work.  
Reduce food waste by being conservative 
when you stock your truck/trailer for the day.

R ecent legislation and regulatory changes make it more important than ever to keep payroll top of mind. Although payroll is 
complex, it doesn’t have to be a source of constant stress. Take these steps to stay on top of your payroll program and keep 
payroll headaches at bay.

1.  Note important payroll deadlines. 
Timeliness is vital for employee relations, as well as deadlines for depositing payroll taxes to federal, state and local agencies. Late tax 
deposits can result in penalties and interest charges.
     
2.  Classify employees appropriately. 
Classify your employees into categories such as temporary employees, consultants and independent contractors to ensure your payroll 
reporting is accurate for tax purposes. That will help you avoid common pitfalls if your business undergoes a payroll audit.
     
3.  Report and calculate overtime pay. 
An incorrect classification could be costly if your restaurant be audited. According to the Department of Labor, litigation is increasing 
over “non-exempt” employees treated as “exempt” who didn’t receive overtime pay. Take time to review employees exempt and non-ex-
empt status to save money in the long run.
     
4.  Double check data entries. 
An incorrectly entered hourly wage and the wrong number of employee hours per pay period can cost operators millions of dollars annu-
ally. To avoid these mistakes, ask your processor if a “double check” is part of its process for payroll completion. If it’s not, ask to add it.

5.  Save payroll records. 
Your business must maintain a comprehensive record for each employee, including time sheets, cancelled checks and W-4 forms. Keep 
them in a safe and accessible location for four to six years. Failure to do so could lead to criminal penalties and/or civil actions. Remem-
ber , the Wage and Hour Division of the Department of Labor must be able to inspect your records within 72 hours of notifying you.

This content was provided by Heartland Payment Systems.

5 ways to ease payroll complexities

The wheel deal with food trucks   
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Palmetto State, whether it’s vinegar-based 
in the Pee Dee or mustard-based in the 
Midlands. 

Our promotion of barbecue in Undiscovered 
SC will highlight the diversity of barbecue 
experiences available in South Carolina 
and seek to firmly distinguish us from our 
neighbor to the north. More importantly, it 
will encourage our visitors to set off and ex-
plore our barbecue trails, where they’ll also 
find many other new and unique Undiscov-
ered SC travel experiences. 

Barbecue is where our journey into Undis-
covered SC begins. And like all great jour-
neys, there are sure to be many more new 
and exciting experiences along the way. We 
will continue to explore new avenues for 
our Undiscovered SC marketing strate-
gy, examining aspects of South Carolina 

Duane Parrish
Director, South Carolina Department of Parks, 
Recreation & Tourism

South Carolina is truly unique as 
a travel destination. From the 
mountains to coast and all points 

in between, the Palmetto State is unparal-
leled in its diversity of destinations and 
attractions. 

We have historical sites that span the en-
tire course of American history, from early 
European settlement sites like Charles 
Towne Landing to historic battleground 
sites at Camden, Fort Sumter and Kings 
Mountain. Our diverse terrain makes us 
a prime destination for numerous outdoor 
recreation activities like kayaking, hiking, 
hunting and fishing. And our food is as 
varied as our landscape, ranging from 
coastal fare such as Lowcountry Boil and 
She-Crab Soup to tomato-based barbecue 
in the Upstate. 

I could go on and on creating a list of all of 
our state’s unique tourism attributes; but in 
the interest of time and page space, I will 

Embarking on new journeys in undiscovered 
South Carolina

let these few examples serve as evidence 
of the strength and breadth of our tourism 
industry, because the proof is also in the 
numbers. 

According to our most recent figures, travel 
and tourism in South Carolina generates 
an annual impact of $16.5 billion to our 
state’s economy, with direct domestic visitor 
expenditures totaling approximately $10.6 
billion. Those are impressive numbers by 
any account, and are made even more 
impressive considering the relatively small 
size of our state in terms of geographic area 
and population.

Even more impressive is the reach of 
tourism in our state. Among all of our 46 
counties, there is not one that isn’t positively 
impacted by tourism in terms of economy 
and quality of life. These impacts range from 
$3 million in visitor spending in Calhoun 
County to $3.3 billion in Horry County, all of 
which, in total, support nearly 200,000 jobs 
statewide. 

We are also fortunate as a travel destination 
to have a state government that not only 
understands the importance of tourism, but 

also encourages its growth. During the last 
legislative session, the Destination Specific 
Marketing Grant Program received an 
appropriation of $12 million in recurring 
funds. For the current fiscal year, SCPRT 
also received an additional $3.5 million for 
its tourism marketing program. 

Since its inception eight years ago, the 
Destination Specific program has become 
a significant financial resource for our 
major coastal and inland destinations. The 
$12 million in appropriations it received for 
the current fiscal year marks the highest 
amount allocated to the program since it 
began.

While the continued success of the Des-
tination Specific program has provided a 
great benefit for our tourism partners in 
Myrtle Beach, Charleston, Hilton Head, 
Greenville and Columbia, it has also 
provided SCPRT with a unique opportunity 
to refocus some of our tourism marketing 
efforts to help further effectively spread the 
benefits of tourism statewide. 

Welcome to Undiscovered South Caro-
lina… or Undiscovered SC, as we have 
come to call this new marketing initiative. 

Our goal for Undiscovered SC is simple: to 
identify and promote our state’s numerous 
hidden tourism gems – those destinations 
and attractions that lay just off the beaten 
path, as well as some of our tourism fea-
tures that are lesser known to the visitors 
who cross our borders. 

But Undiscovered SC is really more than 
just a new marketing initiative for our agen-
cy or a series of disparate quality destina-
tions. It’s a journey. 

As you may have read about in the news-
paper, for our fall marketing campaign 
we are putting major focus on barbecue 
in South Carolina. As we were planning 
where to begin our journey in Undiscov-
ered SC, we pinpointed barbecue as a 
great starting point for a few reasons. For 
starters, barbecue is statewide. No matter 
where you travel in the Palmetto State, 
you can always find a barbecue presence 
nearby. And many of our barbecue restau-
rants are located in prime Undiscovered 
SC destinations, in places like Hemingway, 
Kingstree and Holly Hill.

Another great quality about barbecue in 
South Carolina is that we offer four distinct 
types that vary by region. This promises 
our visitors a unique barbecue experience 
wherever their travels take them in the 

history and culture, and searching out new 
opportunities for adventure. Taking this 
journey also means re-examining our con-
sumer markets, discovering their interests 
and travel habits, and ensuring that our 
message reaches its target audience.
We will be showcasing some more of our 
Undiscovered SC journey during our 2014 
Governor’s Conference on Tourism & 
Travel in Hilton Head Island next Febru-
ary, and if you’re interested I encourage 
you all to attend and find out where our 
journey may take us next. One thing is for 
sure, wherever the Undiscovered SC jour-
ney takes us, I’m sure it will deliver some 
great, signature South Carolina experienc-
es that will advance our tourism industry 
with every new discovery.

For more on the advertising initiative, visit 
www.discoversouthcarolina.com.

Since 2010, the goal of Restaurant 
Week South Carolina continues to 
highlight the numerous and diverse 

dining options around the state to consum-
ers both in and out of South Carolina.  

Restaurant Week is designed to help boost 
business during what is typically a slower 
time of the year, January 9-19, 2014. 
During the ten day food fest, restaurants 
offer prix-fixe meals to give diners the 
opportunity to experience the area’s dining 
landscape without breaking the bank 

There are many benefits for participating in 
Restaurant Week South Carolina.  

• Exposure, local to national, to thou-
sands of visitors through social media 
platforms. 

• A listing and profile page on Restau-
rant Week South Carolina website.  

• Access to a official Restaurant Week 
logo and name for printed menus and 
advertisements.

Restaurants interested in participating 
may register using the simple application 
available at http://restaurantweeksouth-
carolina.com/information.html. Online 
and paper applications are available. After 
completion of the registration form, an 
event manager will contact you to confirm 
your restaurant’s participation and publish 
your restaurant on the website.

Helpful ideas on some pricing options:

•	 $20-	$35	fixed-price	3-course	meal.	
This variable price point allows restau-
rants to price their menus’ accordingly. 
Menu items do not have to come from 
the restaurant’s regular menu, but 
should be representative of the restau-
rant’s style of cooking. As an example, 
restaurants whose normal fixed price 
menu is above $35, create a special 
menu for Restaurant Week for $35.

•	 $20.14 Specials in honor of   
Restaurant Week 2014.                                              
This could be a specialty entrée, ap-
petizer-entrée combination or even 
stretched to “Dinner for Two” depending 
on the pricing structure that best fits the 
restaurant.

•	 $30-$40 family of four packages.        
Many families want to participate in 
Restaurant Week but have a difficult 
time with childcare. This package 
allows the casual restaurant to partici-
pate and encourage the entire family to 
dine out.  

Marketing fees are $300 per restaurant. 
Discounts are available for restaurants that 
operate under the same name with six or 
more locations. 

Each participating restaurant location must 
provide a $50 gift certificate and must be 
signed up and paid by December 9th, 
2013. An additional late registration fee of 
$200 will be added after that date.

Hotels can join the fun too! 
Foodies across the country have respond-
ed enthusiastically to a week dedicated to 
restaurant promotions. Now these culinary 
tourists will have an opportunity to cash in 
on a great hotel deal in conjunction with 
Restaurant Week. Participating hotels will 
have the opportunity to earn extra busi-
ness during restaurant week by posting 
their promotion on the restaurant week 
website.  

There is no fee for member hotels to 
participate; however a gift certificate for at 
least a one-night stay is required. The gift 
certificates will be used to for marketing 
trade and social media contests. 

After Christmas and New Year’s, a time 
when people are more reluctant to spend 
money on indulgences, the most important 
motivator is irresistible rates. 

Hotels can also signup online or using the 
paper registration forms found at http://
restaurantweeksouthcarolina.com/informa-
tion.html.  

For more information, call the SCRLA 
office at (803) 765- 9000.

2014 Restaurant Week Registration Open
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Wingate by Wyndham Columbia/Lexington 
receives 2013 Best of Lexington Award

travelers- welcoming them with our award 
winning customer service, providing the 
inside stories about South Carolina expe-
riences, and enticing them to make that 
extra stop, spend more money and stay 
longer. 

The centers generate millions of dollars 
annually in additional revenue for our 
state’s tourism industry by simplifying the 
travel planning experience and offering 
complimentary services and proactive 
one-on-one marketing by our highly trained 
staff. Services provided by the centers 
include complimentary accommodation 
and attraction reservations for travelers at 
no cost to our industry partners. The intent 
is to offer quality customer service and to 
‘close the sale’ in an effort to maximize 
tourism expenditures in the state.                          

Currently, we are also exploring renova-
tions that include integrating new technol-
ogies into our Welcome Centers to provide 
more enhanced visitor experiences for 
travelers to our state. We will have more 
information on these renovations as we 
continue this process over the next several 
months and will seek to utilize advance-
ments in technology to generate more 
business for our state’s tourism industry. 

South Carolina welcome centers at your service

For the third consecutive year, Wingate by Wyndham Columbia / Lexington has 
been selected for the 2013 Best of Lexington Award in the Hotels category by 
the U.S. Commerce Association (USCA).

The USCA “Best of Local Business” Award Program recognizes outstanding local 
businesses throughout the country. Each year, the USCA identifies companies that 
they believe have achieved exceptional marketing success in their local community 
and business category. These are local companies that enhance the positive image of 
small business through service to their customers and community.

Nationwide, only 1 in 120 (less than 1%) 2013 Award recipients qualified as Three-
Time Award Winners. Various sources of information were gathered and analyzed to 
choose the winners in each category. The 2013 USCA Award Program focuses on 
quality, not quantity. Winners are determined based on the information gathered both 

internally by the USCA and data provided by third parties.

U.S. Commerce Association (USCA) is a New York City based organization funded by local businesses operating in towns, large and 
small, across America. The purpose of USCA is to promote local business through public relations, marketing and advertising.

The USCA was established to recognize the best of local businesses in their community. The organization works exclusively with local 
business owners, trade groups, professional associations, chambers of commerce and other business advertising and marketing 
groups. 

Duane Parrish
Director, South Carolina Department of Parks, 
Recreation & Tourism

Here’s a quick pop quiz question 
about South Carolina: What 
festival is held at James Island 

County Park in December? For those of 
you very familiar with the Lowcountry, you 
probably already know the answer: the 
Holiday Festival of Lights. 

I wanted to start this column with this piece 
of tourism trivia because it is a great exam-
ple of the types of questions the staff at our 
nine Welcome Centers are ready to answer 
at any moment’s notice. They are also 
trained and ready to answer questions 
about South Carolina history, such as the 
location of the first cotton mill in the state 
(the answer is Graniteville). 

But the questions they are asked most 
frequently are really the most relevant here. 
They are questions like “Where are there 
hotel rooms available in downtown Green-
ville this weekend?” or “Which restaurants 
in Columbia serve Shrimp & Grits?” or “Are 
there any outdoor events happening in 
Beaufort this week?” And they are asked 
these types of questions a lot. 

More than 112 million visitors have stopped 
at South Carolina Welcome Centers 
since the first Center (Hwy 17 Little River) 
opened in 1968. In 2012, Welcome Center 
staff personally assisted over 1.1 million of 
these visitors. Also, last fiscal year, more 
than 2,000 group tours and motor coaches 
visited one of our Welcome Centers. That is 
not only a lot of visitors for us, but also a lot 
of potential customers for your businesses. 

Open 361 days a year, from 9:00 a.m. to 
5:00 p.m., there are nine centers, eight at 
key entry points along the state’s border 
and one strategically placed in the interior 
in Orangeburg County along I-95 South-
bound. Our staff of nationally certified 
professionals serves as the front line to 

Last fiscal year, accommodation reserva-
tions made through the Welcome Centers 
resulted in 19,172 room nights, represent-
ing over $1.7 million worth of direct room 
revenue for South Carolina lodging proper-
ties (based on a $91 average daily rate). In 
addition, over 3,000 attraction reservations 
were made through the state’s Welcome 
Centers.

The South Carolina Welcome Center Pro-
gram exists to increase travel expenditures 
and expand economic development within 
the state’s tourism industry by directing our 
visitors to your businesses. And there are a 
couple of ways you can help us accomplish 
these goals.

The first is to make sure that your business 
is listed in our database and that your in-
formation is up to date. We will be conduct-
ing our annual accommodation database 
update in October, so this is the ideal time 
to check your listing. Visit www.Discover-
SouthCarolina.com and search for your 
restaurant, attraction or accommodation. 

If you are not listed, please contact Dev-
on Harris, our Welcome Center Program 
Manager, via email at dharris@scprt.com. 
You can also find information and database 
guidelines under the “For Our Partners” 
tab on our corporate website, www.scprt.
com. Once you are entered into our system, 
we will contact you annually to verify that 
your information is still accurate either by 
email or phone. If you are listed but have 
not been contacted recently, please email 
Devon to ensure that the contact informa-
tion we have for you is current. Accom-
modations also have the option of offering 
a daily special rate for Welcome Center 
travelers. Daily special rates are a great 
way to increase your occupancy rates, 
especially for midweek openings and during 
shoulder seasons. For more information on 
this option, please contact Devon Harris at 
the email address listed above and she can 
direct you to the appropriate center for your 
business.

But the most important thing you can do is 
to reach out to our Welcome Center staff 
and maintain a solid working relationship 
with them. Our Welcome Center staff not 
only provide professional customer service 
for travelers to the Palmetto State nearly 
every day of the year, they are also at your 
service to grow our state’s tourism industry 
one visitor at a time.

Location of SC Welcome Centers
Photo: SCPRT 
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After a three-year delay, Americans will finally have an 
improved, high-tech $100 bill this fall. The Federal 
Reserve will begin circulating the new notes on 

October 18. 

So what’s so special about the new Benjamin? The Federal 
Reserve says the bill is a culmination of years of research and 
design. The note, which incorporates new security features 
such as a blue, 3-D security ribbon, will be easier for the public 
to authenticate but more difficult for counterfeiters to replicate.  
Along with several other security features, the inkwell and bell 
on the front of the bill and the number 100 on the right-hand    
corner also change from copper to green when the note is tilted. 

This is the fourth time the $100 bill has been redesigned. It has 
been revamped three times in the last 20 years alone, as the 
Fed had to react more often to improved counterfeiting technol-
ogy. 

And don’t worry about turning in the stack of old $100s under 
your bed. The billions of notes already in circulation will remain 
legal, but starting October 8, they will be destroyed and re-
placed when they pass through the Fed.

To ensure a smooth transition to the redesigned note when it 
begins circulating in October, the U.S. Currency Education Pro-
gram is reaching out to businesses and consumers around the 
world to raise awareness about the new design and inform them 
about how to use its security features. More information about 
the new design $100 note, as well as training and educational 
materials, can be found at www.newmoney.gov. 

Benjamin gets a high-
tech upgrade  

There is also a faint image of Ben’s face in the black space on the 
right, which can be seen on both sides of the bill.

New features include a blue, three-dimensional security ribbon 
that’s woven into the note’s fabric.
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Hotel Occupancy Reports for July 201310 email tips for restaurants

Email is one of the most effective ways restaurants can build relationships with customers, increase sales and get the most 
bang for their marketing bucks. Here are ten pointers to ensure you make the most of your messages:

1. Be relevant. Personalize your message and make your email’s content relevant to your customers. Give them what they want: Create   
    a “VIP” experience by offering promotions you don’t provide through other channels.

2. Be creative. Announce exciting offers, news and events with messages that will grab your customers’ attention. As the quantity of         
    commercial emails increases, make sure your email stands out in guests’ inboxes. Encourage customers to come to your restaurant       
    for special events, holidays and unique promotions such as “Mother’s Day” or “Father’s Day.”

3. Select your vendor wisely. Find a vendor that follows responsible email practices, is easy to use, and has quality customer service.          
    Deliverability is a key component of your email program: Don’t overlook its importance to your response rate. Make sure your vendor    
    is white-listed, so your email isn’t caught in spam filters.

4. Integrate on- and off-line channels. Let your customers know about your email program in your store, through community events, in    
    print and online. Provide incentives for your staff and customers to help spread the word about your program. When all these 
    channels work together, you increase the effectiveness of your online marketing program.

5. Authenticate your email. Support email authentication initiatives and make certain that your service provider complies. That ensures  
    your messages get in the inbox and not in the spam folder.

6. Identify yourself. In every message, include your restaurant’s contact information and familiar branding. Your guests will feel more  
    comfortable when they recognize you. If they have questions about your offer or need directions, your contact information helps them 
    easily reach you.

7. Be open and responsible. Let your customers know about your email privacy policy. Tell them about new practices and technologies 
    you implemented to safeguard them from spam. Being open about your email operations helps build customer trust.

8. Manage message frequency. If you over- or under-email your customers, you run the risk of them unsubscribing. Send one or two 
    messages per month to keep them interested but not overwhelmed.

9. Shape customer experience. What you say and when you say it does more than informing a customer about your product: it helps 
    create a customer experience. Remember that for each email you send.

10. Integrate with social media. Don’t miss the opportunity to extend your relationship with guests. Add links to your social media 
    profiles on Facebook, Twitter and other networks. Collect “likes” and followers’ information from social sites, and funnel new guests 
    into your email program. Use social media publishing tools to post from a single platform and streamline your online marketing 
    activities.

This content was provided by National Restaurant Association partner Fishbowl. SCRLA members receive a FREE Fishbowl local
account and can send 500 email messages a month, no strings attached! Your free account includes over 500+ email templates to use, 
built in tacking system and automated loyalty emails. Fishbowl helps restaurants generate revenue with comprehensive, cutting-edge 
technologies that are designed specifically for the hospitality industry. Call 800-836-2818 or visit www.Fishbowl.com/southcarolina.

www.fishbowl.com/southcarolina
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Cultivating through interactive, professional training

Serving you 7 days a week to meet industry demands

Minimize RISK
Maximize PROTECTION

Why Choose HRBUniversal?

Over 3,500  certificates issued

@HRBUni

15% Special discount for SCRLA members on 
ServSafe® Food Manager training and on 
ServSafe® Products 

HRBUni.com/SCRLA | SC@HRBUni.net 

803.369.3472 | 843.628.6982
HRBUniversal is a proud member of the South Carolina 
Restaurant & Lodging Association. HRBUniversal works 
with the SCRLA to provide educational programs to the 
members and the industry utilizing the (NRAEF) National 
Restaurant Association Educational Foundation’s 
ServSafe® Programs and ManageFirst Programs®. 
HRBUniversal with satellite offices in the state Charleston, 
Myrtle Beach and Gilbert with active ServSafe® 
Instructors & Proctors.

Approved Proctor Registered Instructor

ServSafe, ServSafe Alcohol, ManageFirst, and Foodservice Management Professional (FMP) are a registered trademark of the National Restaurant Association Educational Foundation, 
used under license by National Restaurant Association Solutions, LLC, a wholly owned subsidiary of the National Restaurant Association. 

Registered Culinary 
Instructor

Registered ServSafe 
Proctor & Certified 
ServSafe Instructor 

Approved ServSafe Alcohol 
Instructor 

HRBUniversal

High Cotton recognized for being good neighbor 

Congratulations to SCRLA member High Cotton in Charleston, part of Maverick 
Southern Kitchens, for winning the 2013 Restaurant Neighbor Award from the 
National Restaurant Association. The award recognizes restaurants that 

exemplify a philanthropic spirit. 

High Cotton Charleston partners with the organization, Neighborhood House of Charles-
ton, and staff members prepare and serve meals for up to 200 people on a monthly basis.
The restaurant also provides staff and food for fundraisers for the Lowcountry Food Bank. 
High Cotton has also hosted a three-course luncheon for the past nine years, from which 
100% of the proceeds are donated to Communities in Schools in Charleston, a nonprofit 
dropout prevention agency.

Additionally, High Cotton’s general manager, Jill Maynard, has established a scholarship 
in her late husband’s name at the Culinary Institute of Charleston at Trident Technical 
College.

The Restaurant Neighbor Award honors charitable contributions in four categories (small 
business, mid-size business, large business/national chain, and Cornerstone Humanitar-
ian).  Each participating state restaurant association selects winners in their respective 

states that will be in the running for the national award. 

The National Restaurant Association Educational Foundation and Restaurant Neighbor Award founding partner American Express 
developed the award to raise awareness about the restaurant industry’s contributions in local communities across the country and to 
inspire other restaurant owners and operators to showcase their enormous contributions in their communities. 

From left to right: Ken Conrad, incoming chair 
of The National Restaurant Association; Jill 
Maynard, general manager of High Cotton; Dick 
Elliott, founder & owner of Maverick Southern 
Kitchens; John Durst, SCRLA president & CEO. 
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