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C I T Y  O F  G A F F N E Y ,  S O U T H  C A R O L I N A

Tourism as an Economic Driver
Giving travelers a reason to stop

James R. Taylor   ·   City Administrator
LeighAnn K. Moon   ·   Tourism Administrator

Heritage tourism, grants, and partnerships  ·  Carolina Rising  ·  America’s 250th

The information provided here is for informational and educational purposes and current as of the 
date of publication. The information is not a substitute for legal advice and does not necessarily 
reflect the opinion or policy position of the Municipal Association of South Carolina. Consult your 
attorney for advice concerning specific situations.
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GAFFNEY VISITORS CENTER  ·   210 WEST FREDERICK STREET
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RURAL TOURISM ACTION PLAN  ·   WHAT TO WRITE

Creating Your Own Tourism Action Plan

1 Vision, Mission, Project 
Description

Identify who you serve and why tourism exists. 
Gaffney’s vision: the past honored, the present 
engaging, the future inviting. The project 
description names the department or division 
that will carry the plan.

2 Identify the What and How of 
Tourism in Your Community

Identify what rural tourism is in your 
community, and how those experiences 
happen: heritage, trails, events, tables, rooms, 
meetings, etc.

3 Challenges and Opportunities

Write both. Distressed economy. Day visits that 
never become nights. Missing infrastructure. 
Partners already on the ground. Assets you 
have and money you do not.

4 Summarize the Action Plan

One tight statement of growth with principles: 
richer experiences, local return, assets 
protected, residents not burdened. This is the 
page a council, staff, or a grant panel can quote.

5 Identify Objectives

For every objective: challenges and 
opportunities, action needed, how you will 
measure outcome or success, and who the 
partners are. This the working part of the plan 
– your roadmap.

6 Appendix of Assets

Assets change. Keep the assets list in an 
appendix so the plan does not have to be 
rewritten every time a restaurant opens or a 
site comes online.
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Objectives Worksheet

Objective 1
Identify the Goal

Challenges & opportunities

What stands in the way, and what is already 
working.

Action needed

The specific work — not a wish.

Measure of success

A number or a condition you can check.

Partners

Who has to be in the room for this to move.

Objective 2
Identify the Goal

Challenges & opportunities

What stands in the way, and what is already 
working.

Action needed

The specific work — not a wish.

Measure of success

A number or a condition you can check.

Partners

Who has to be in the room for this to move.

Objective 3
Identify the Goal

Challenges & opportunities

What stands in the way, and what is already 
working.

Action needed

The specific work — not a wish.

Measure of success

A number or a condition you can check.

Partners

Who has to be in the room for this to move.
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Numbers, grants, and partners

Clemson University figures — and the partners and grants that made the stop possible.

PROJE C T E D  I MPAC T  OF  C AR OL I N A R I S I N G

Clemson University Regional Economic Analysis Laboratory

215,000

existing visitors to the county’s 
Revolutionary War sites

50%

of those visitors estimated to add a stop 
in Gaffney

12–15k

new visitors to the county each year

63–70

new jobs once open, 2024–2030

$6.7–7.5M

annual output from operations and 
visitor spending

$51.8–57.3M

cumulative county output by 2030

GRA N T S  A N D  PART N E R S

Partners

•  National Park Service
•  Overmountain Victory Trail Association
•  Drs. Bobby and Catherine Moss
•  Main Street Gaffney
•  Cherokee County School District

Grants

•  National Park Service Grants
•  EDA Federal Grant
•  State Grants
•  City of Gaffney
•  Cherokee County
•  Local Foundation Grants

Fundraisers

• Local 4th grade students adopted the museum project 
and began a fundraising campaign they title “Coin to 
Make a Difference”
• Adult and business communities participated in a 250 
Giving $250 Fundraising Campaign that took us just over 
$7.3 million
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Thank you.

Questions??


