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Introduction

Introduction
Main Street South Carolina (MSSC) is a comprehensive revitalization program that was
established in 1983 to encourage and support the revitalization of downtowns
throughout the state. MSSC accepted Fountain Inn as an Aspiring program fall 2021. Over
the course of three years Fountain Inn will receive valuable technical support and training
to assist in restoring downtown as the center of community and economic activity. Each
year thereafter training and support continues.
Benefits of a Main Street Community
When a community participates in a comprehensive revitalization effort, its downtown
can experience a return of economic vitality. Benefits of the Main Street program include:
Protecting and strengthening the existing tax base;
Increasing sales and returning revenues to the community;
Creating a positive community image;
Creating visually appealing and economically viable downtown buildings;
Attracting new businesses;
Creating new jobs;
Increasing investment in the downtown; and
Preserving historic architectural resources.
A Main Street Resource Team visited Fountain Inn January 4 – 6, 2022. The team consisted
of Jenny Boulware, Main Street SC Manager; Randy Wilson, President Community Design
Solutions; Tripp Muldrow & Ben Muldrow, Partners Arnett Muldrow and Associates Ltd.
The resource team extends a thank you to Kate Kizito for her support during the resource
team visit. Additionally, the resource team is indebted to stakeholder round table and
community input session attendees for their valuable insight.
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Introduction
THE MAIN STREET APPROACH™
The Main Street Approach™ is a time-tested framework for community-driven,
comprehensive revitalization. Every community and commercial district is different, with
its own distinctive assets and sense of place. The Main Street Approach offers communitybased revitalization initiatives with a practical, adaptable framework for downtown
transformation that is easily tailored to local conditions. The Main Street Approach helps
communities get started with revitalization and grows with them over time.
The Four Points
Transformation Strategies are implemented through comprehensive work in four broad
areas, known collectively as the Four Points:
Organization involves creating a strong foundation for a sustainable revitalization
effort, including cultivating partnerships, community involvement, and resources for
the district.
Economic Vitality focuses on capital, incentives, and other economic and financial
tools to assist new and existing businesses, catalyze property development, and create
a supportive environment for entrepreneurs and innovators that drive local
economies.
Promotion positions the downtown or commercial district as the center of the
community and hub of economic activity, while creating a positive image that
showcases a community’s unique characteristics.
Design supports a community’s transformation by enhancing the physical and visual
assets that set the commercial district apart.
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Introduction
Eight Guiding Principles
While the Main Street Approach provides the format for successful revitalization,
implementing it is based on Eight Guiding Principles that pertain to all areas of the
revitalization effort:
1. Comprehensive. Commercial revitalization is a complex process that cannot be
accomplished through a single project.
2. Incremental. Small projects and simple activities lead to a more sophisticated
understanding of the revitalization process and help to develop skills so that more
complex problems can be addressed, and more ambitious projects undertaken.
3. Community-Driven. Local leaders must have the desire and will to make the project
successful. The National Main Street Center, and Coordinating Programs, provide
direction, ideas, and training; but continued and long-term success depends upon the
involvement and commitment of the community.
4. Public-Private Partnership. Both the public and private sectors have a vital interest in
the economic health and physical viability of the commercial district.
5. Identifying and Capitalizing on Existing Assets. Business districts must capitalize on
the assets, such as architecture and business mix, that make them unique.
6. Quality. Quality must be emphasized in every aspect of the revitalization program
across the Four Points.
7. Change. Changes in attitude and practice are necessary to improve current economic
conditions. Public support for change will build as the program grows.
8. Implementation-Oriented. Activity creates confidence in the program and ever
greater levels of participation. Work plans are required to drive meaningful work for
downtown organizations.
National Accreditation Standards
Main Street America (MSA) communities use the Main Street Approach™ framework to
guide local revitalization efforts. To measure their progress, Main Street communities
participate in a regular accreditation process that requires them to meet a series of
rigorous standards. Achieving Accredited status is a mark of distinction and a powerful
advocacy tool that highlights a program’s work and achievements.
Main Street communities that receive National Accreditation are provided with an official
brand mark.
Decades of experience implementing the Main Street Approach in communities across
the country has demonstrated that building and sustaining a successful downtown or
neighborhood commercial district is not a project, but an ongoing process that requires
long-term commitment, continued focus, and strategic action. The accreditation process
ensures standard measurement of the complex nature of Main Street work. Fountain Inn
is encouraged to begin mapping and documenting their accreditation journey in advance
of their anticipated program review in January 2025.

I N T R O D U C T I O N | Fountain Inn Resource Team Report

Introduction
Building and maintaining a strong support system at various levels is crucial throughout
the revitalization journey. Main Street America's Accreditation process provides a direct
connection and collaboration among the local Main Street program, their respective
Coordinating Program, and Main Street America, and serves as an important tool for welldeserved recognition of community efforts.
The accreditation process includes an on-site Community Progress Visit (at least once
every two years), an Annual Community Self-Assessment, and standardized reporting
practices to understand local revitalization needs, celebrate wins, and assemble
assistance and support to continue to foster successful revitalization across the Main
Street America Network.
Accreditation Standards include:
1. Broad-Based Community Commitment to Revitalization. This Standard reaffirms
that at its core, the Main Street Approach is community-driven, and that revitalization
is only possible with active commitment from all sectors of a community.
2. Inclusive Leadership and Organizational Capacity. This Standard places a strong
value on people as Main Street’s greatest resource and on ensuring that a Main Street’s
organizational structure provides a welcoming environment for inclusive community
participation and leadership development.
3. Diverse Funding and Sustainable Program Operations. Through this Standard,
communities will demonstrate their financial investment of the district and its
revitalization program through a diversified mix of public and private sector funding
sources and appropriate financial management systems and operational best
practices.
4. Strategy-Driven Programming. As vitality grows, this Standard provides a tool to
assess and guide the Main Street program’s focus and process for identifying
purposeful community-informed, market-based strategies to continually move the
revitalization program to the next level.
5. Preservation-Based Economic Development. Through this Standard, communities
demonstrate their attention to achieving economic development through a strong
foundation in preservation and enhancement of unique historic and cultural assets.
6. Demonstrated Impact and Results. This Standard highlights the importance of
tracking, packaging, and demonstrating the qualitative and quantitative impact of the
program’s efforts and the district’s incremental revitalization.
How to use this report
The recommendations in this resource team report will help guide Main Street Fountain
Inn in implementing the Main Street Four Point Approach. All recommendations are
provided with the understanding that downtown Fountain Inn belongs to the entire
community and its development should be driven by local leaders and volunteers. The
Resource Team Report should be shared widely with Board Members, city representatives
and all partner organizations. This report should be used as a guiding document for the
downtown program.
Main Street SC’s assistance does not end with this Report. Main Street Fountain Inn staff
and city leadership should reach out to Main Street SC with questions about this report,
including specific ways to implement particular recommendations.
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Executive Summary
A key benefit of the Resource Team process is that it synthesizes downtown
revitalization initiatives into strategic recommendations that represent the
best wisdom of the local stakeholders and the expertise of the Resource
Team members. What follows are summaries of the four areas of focus that
were addressed for downtown Fountain Inn.
Organization
Partnerships are critical to successful downtown revitalization. Without an
organizational strategy that involves all partners, the best laid plans run the
risk of lying dormant. The community demonstrated a desire to foster
ongoing partnerships during the Resource Team process with strong
turnout, participation, and enthusiasm. Now is the time to achieve
unprecedented levels of collaborative success. Resource Team
recommendations, coupled with firm commitment from the city and its
residents, has the potential to substantially transform downtown.
Promotion
Fountain Inn's historic downtown is comprised of historic structures and the
history of Fountain Inn is full of intrigue, significance, and stories. These
characteristics and more have been woven into a brand identity that enables
Fountain Inn to tell its story in a compelling and professional manner. This
section of the report contains the branding and marketing collateral created
to highlight the best Fountain Inn has to offer.
Design
Historic Downtown Fountain Inn is the heart and soul of the community
from a physical planning point of view. The recommendations of this section
are intended to provide a vision for how downtown and its buildings and
streetscapes can become, once again, the heart and soul of Fountain Inn.
Economic Vitality
In order to make judicious recommendations for infrastructure,
beautification, and revitalization investments, it is necessary to understand
the economic factors that are affecting Fountain Inn. Additionally, Economic
Vitality seeks to find new uses for historic buildings that will capitalize on
Fountain Inn’s unique market dynamics. At the end of the day, one of the
fundamental purposes of any Main Street Program related to Economic
Vitality is to determine and create sustainable economic development
engines for downtown.
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Organization
“Organization involves creating a strong
foundation for a sustainable revitalization effort,
including cultivating partnerships, community
involvement, and resources for the district.”
– National Main Street Center

Organization
Main Street is a community-driven economic development approach. Every aspect of the Main
Street Approach™ depends on a proactive effort to work with downtown and community
leaders to address revitalization. Within the Main Street Four-Point approach, Organization
provides a solid base to bring the community together.
Main Street is economic development that is designed to take some of the heavy lifting off of the
city’s shoulders and to build a streamlined way to work together efficiently and effectively – with
real results. At the heart of a successful Main Street community is its Main Street Program.
A Main Street organization takes many forms. One of South Carolina’s most common local
program formats includes the model that Fountain Inn has adopted – a city department.
Introduction
Organization is often the point in the Main Street Approach that gets overlooked, because the
work involved with design, promotion, and economic vitality tends to be more exciting and yield
greater visibility for the Main Street organization. However, unless a local Main Street program
builds a robust and sustainable organization, the other activities will eventually fail.
Organization plays a key role in attracting people and money to the Main Street program.
Developing Main Street Fountain Inn into a program that has both the human and financial
resources necessary to undertake an aggressive ongoing revitalization is an essential aspect of
organization. Organization also focuses on building awareness of the revitalization effort
throughout the community. Great attention to the organizational details in the beginning sets
the stage for continued success. Organization also makes sure the program is a comprehensive
effort in all Four Points of the Main Street Approach and focuses on building collaboration
among a broad range of public and private sector groups and organizations.
At its core, Organization involves the following activities:
Community Engagement. Main Street organizations involve the community in activities,
educate the community on important initiatives, and encourage the community to
experience the Main Street district.
Fundraising. Main Street organizations depend on multiple sources of funding and must be
creative in their approach to raising money for the organization’s projects and activities. This
may include securing government funding, private investment, sponsorships, grant funding,
and program fee income.
Partnership Development. In order to be successful, Main Street organizations must develop
partnerships with local economic and community development organizations, including city
and county government, chambers of commerce, economic development organizations,
tourism agencies, local businesses, and other civic organizations.
Volunteer Management. The Main Street board and executive director cannot do all the
work alone. It is important for local Main Street programs to develop a program of recruiting,
training, and recognizing local volunteers.
Public Relations. Main Street programs must communicate their message to the public and
raise awareness of the organization’s mission, projects, events, and activities. This requires an
ongoing public relations effort that includes platforms such as email, social media, a website,
and other digital and traditional forms of communication.
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Organization
PROGRAM PHASES
Downtown revitalization efforts require a long-term focus, but all programs must start
somewhere. It is important to remember that all Main Street programs go through a
series of phases after they are established and continue to grow. Understanding this life
cycle will help a new program develop a path that leads to long-term success.

After several years at Main Street SC's Friends Level, Fountain Inn's Main Street is in Phase
1, the Catalyst Phase. Fountain Inn has already built tremendous momentum and has
begun early implementation work.

Management

Main Street
Organizational
success
is seen in three areas ->

Communication
Relationships
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ORGANIZATION RECOMMENDATIONS
Consider Formalizing the Steering Committee into an Advisory Board.
Typically, the board has five main responsibilities as a steering group that assists the
Main Street Director in:
1. Promoting the revitalization efforts to downtown interests and the public
(communication + outreach)
2. Overseeing volunteer activities by recruiting, supervising and rewarding good work
3. Encouraging investment in revitalization to operate the Main Street program and
implement goals
4. Walking, talking and advocating for the local program.
5. Being accountable for the successes of the organization and for the wise use of its
human and financial resources by planning for the long and short-term using
mission, vision and work plans.

Organizational chart example
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Organization
ORGANIZATION RECOMMENDATIONS
Plan and Prioritize.
Determine areas of focus with reasons for that focused effort. Every
initiative considered should pass the SMART test: (specific, measurable,
attainable, relevant, time-bound). Develop annual work plans. Work
planning is a participatory process led by the local leadership team.
Action plans are further teased out to identify who does what, when,
and what’s needed for the program budget. A larger strategic planning
process should be conducted every 2-3 years.
Focus on incremental successes. Change within downtown should be
implemented through a comprehensive, incremental approach that
encourages partnerships and a grass-roots community support, and
focuses on quality and local assets.

High level implementation chart. Use for comprehensive planning, tracking and partner alignment.
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ORGANIZATION RECOMMENDATIONS
Collaborate.
Downtown belongs to everyone and everyone has a stake in its health
and future, but limited and often competing resources (both human
and financial) present challenges. Find focus and align that focus with
community partners -- both groups and individuals. This approach
fosters a strong sense of ownership of the downtown revitalization
process and builds consensus for downtown’s vision. Everyone
participates. Everyone benefits from a vibrant downtown. The goal of a
Main Street program is to keep a strong focus on working WITH
downtown and the community and not just FOR downtown. It takes a
village.
Map local partnerships and clarify roles. Identify the specific
activities pursued by each of the 4 Points. Identify mission overlap
and areas for potential partnership growth. Coordinate to maximize
the talent and support offered by volunteers and partners. Confirm
and distribute planning and implementation roles for all involved to
maximize the impact and effectiveness of the program.
Coordinate promotional and marketing initiatives that confirm
downtown as the heart of community activity and identity.
Promoting the Main Street DISTRICT is the task of the Promotion
Committee but promoting the Main Street PROGRAM is the job for
the ORG Committee. Don’t assume everyone knows, understands,
and appreciates the work and mission.
Actively recruit volunteers to serve on the four committees. A Main
Street program’s success is directly correlated to the number of
volunteers and partnerships. Create a volunteer leadership
development and management plan that outlines the process and
opportunities for involvement. This should include defined roles for
task forces or teams that help organize and implement projects and
activities. Outline clear opportunities for volunteer and partner
engagement. Where and how can people and agencies participate?
Include a volunteer sign up on the program’s webpage.
Establish volunteer recognition initiatives and activities that
highlight the talent, contributions, and impact provided by
individuals and groups within the organization. This is essential to
building a strong and sustainable Main Street program. »
Develop a campaign to attract members of civic clubs, business
district stakeholders and private citizens.
Create volunteer job descriptions, define roles, track amount of
time volunteers participate and evaluate.
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Example of volunteer planning
and engagement: Volunteer
Fair hosted by Main Street
Walhalla.

Example of volunteer planning
and engagement: Get to Know
Main Street hosted by Main
Street Manning.

Organization
ORGANIZATION RECOMMENDATIONS
Communicate and Celebrate.
Continue to celebrate successes and use this resource team report to
showcase possibilities and plans.
Consider utilizing traditional communication methods like sandwich
board signs that identify activities or projects underway.
Post monthly times and locations for meetings/gatherings to create
transparency and volunteer engagement. Always think about
developing downtown ambassadors and future leaders.
Provide brief monthly or quarterly Main Street impact presentations at
Council meetings.
Example of traditional
Share this report widely – via web page and social media.
promotional signage.
Tell Downtown’s Story. Ensure that the mission and vision are highly
visible and promoted in the program’s communication, and during
projects and activities. Consider crafting messages like:
Top 10 things to do in Historic Downtown Fountain Inn
Reasons to open a business in Historic Downtown Fountain Inn
Educate the community about the Main Street Program. Ensure that
both the public and private sectors understand the relevance of the
Main Street program. Make annual presentations to community
agencies and organizations about Main Street Fountain Inn.
Develop a strong communication plan that includes the vision for
downtown with a solid message that connects regularly with the
community and promotes a sense of ownership with clear
opportunities for involvement and support.
Take credit where credit is due. Many Main Street programs have died
for lack of self-promotion. Develop ready-made Main Street material to
illustrate the vision, successes and the future.

Example of social media post highlighting Orangeburg's
downtown revitalization strategies..
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Example of poster that highlight's
Walhalla's Main Street program.
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Promotion
“Promotion positions the downtown commercial
district as the center of the community and hub
of economic activity, while creating a positive
image that showcases a community’s unique
characteristics.”
– National Main Street Center

Promotion
Introduction
The promotional aspect of the Four Point Approach™ to revitalization positions downtown as
the center of activity, culture, commerce and community life, while creating a positive image
that showcases the community’s unique characteristics. It takes many forms, but the goal is to
instill community pride and improve consumer and investor confidence in the commercial
district. Advertising, retail promotions, special events and marketing campaigns help sell the
image of Main Street to the community and surrounding region. Promotion communicates a
commercial district’s unique characteristics, business establishments and activities to shoppers,
investors, potential business and property owners and visitors.

More Than Just Festivals
The Promotions point of Main Street is targeted
at developing and refining a unified, quality
image of the downtown by marketing the
business district as a compelling place to shop,
live, work, invest and visit. Promotions fall in
either one of three categories:
Image Development activities change negative
impressions and reinforce positive perceptions
to promote the district as a cohesive unit.
Special Events bring EXCITEMENT and
POTENTIAL CUSTOMERS to your district.
Retail and Business Activities should attract
customers and "ring registers," thus making an
immediate impact on businesses.

Farmers Market attendees in
Gallatin, TN. Events like this help
the community feel ownership
over their downtown. It creates a
connection.
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Promotion

IMAGE
DEVELOPMENT
Downtowns go through ups
and downs. These efforts and
activities change negative
impressions and reinforce
positive perceptions to
promote the district as a
cohesive unit. This is where a
COMMUNITY BRAND is very
important. Parking, extended
hours, community pride,
safety, and community
cleanliness are all key here.

Pride in Place Merchandise is key
to creating connection between
your customer and your brand.

TYPES OF IMAGE BUILDING CAMPAIGNS
Brand Creation
Logos/Taglines/ Slogans/Wayfinding/Websites, etc.
Brand Communication
Develop Image Advertising (Newspaper, Radio,
Television, Magazines, Social Media, etc.)
Create Collateral Materials (T-shirts, Shopping Bags, etc.)
Produce Media Kits (Press Releases, Before and After
Photographs, Annual Reports, etc.)
Plan Image Building Events (Ribbon Cuttings, Annual
Meetings, clean-Up Days, etc.)

P R O M O T I O N | Fountain
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Promotion
SPECIAL
EVENTS

These are gifts to the community. Special events bring
excitement and potential customers to your district. They
create memories, celebrate holidays and passively re-enter
downtown into everyday life.
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Promotion
SPECIAL
EVENTS

These are gifts to the community. Special events bring
excitement and potential customers to your district. They
create memories, celebrate holidays and passively re-enter
downtown into everyday life.
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Promotion
RETAIL
PROMOTIONS

Make the cash registers ring! Retail and business
activities should attract customers and thus make an
immediate impact on businesses. This entails
reprogramming the retail market.

TYPES OF RETAIL PROMOTIONS
Cooperative Promotion - Cluster and promote stores in the same category to
grow downtown as a destination. (Business Directory / Rack Cards /
Downtown Passports, etc).
Cross Promotion – Group businesses with complementary goods into one
retail event/coordinated displays. (Coupon /Discount Cards, etc.)
Niche Promotion – Focuses attention not on the product mix, but on the
specific consumer group targeted through specially distributed flyers,
coupons, posters, and/or media ads. (Students/Seniors/Neighbors, etc.)
Special Event Development
Community Heritage (to enhance the unique cultures of the community
like music, foods, dance, art)
Special Holiday Events (national, state, or local holiday or celebration +
traditional: winter holidays, Easter, etc. and non-traditional: National
Preservation Month, Ice-Cream day, etc.).
Social Events - create reasons for the community or the region to come
downtown and be together. (Concerts, Farmers Markets, Car Shows, etc.)
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BrandTouch™
Manual
Order comes from simplicity. Inside, you will
find the simple rules that guide the Fountain
Inn Brand, and will help create equity as we
tell others about Fountain Inn.

PREPARED BY

316 West Stone Avenue
Greenville, SC 29609
ben@arnettmuldrow.com
arnettmuldrow.com

Brand guidelines should
be flexible enough for your
community to be creative, but
rigid enough to keep your brand
easily recognizable.
Consistency is key, especially if
you need the brand to extend
across multiple media platforms.

CONTENTS
1.0
2.0
3.0
4.0
5.0
6.0

Brand
Logo
Color
Typography
Expansion
Resources

Fountain Inn BrandTouch™ Manual

The Brand
Manual is
essentially a
set of rules
that explain
how your
brand works.
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1.0
The Brand

1.1
Brand Statement
The primary message
used to express the
brand promise. This
reflects the desired
position of the brand.

HISTORIC
TAGLINE
Your tagline should give people
an idea of what you offer and
provide some sort of hook to
stimulate interest. For example,
“a boutique PR agency that
specializes in launching hot
emerging tech companies” or
“an accounting firm that deals
exclusively with small-business
audits.”
Once you’ve got your tagline, go
back through your marketing
copy and make sure these
simple messages come through
loud and clear. You can also
use the tagline itself in your
marketing materials, on your
web site and social media
properties, and in conversations
with customers and prospects.

Fountain Inn BrandTouch™ Manual

#BESTINNSC
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1.2
Brand Message

A

Your community already
has a personality. The job of
the brand is to preserve that
personality while helping the
community to realize its vision
of its future.

A. LOGO
The logo is the combination
of the logomark and logotype
along with the tagline to
graphically convey the identity of
the community.

B. LOGOMARK
A logomark is an identifying
mark or symbol that doesn’t
contain the business name.

B

C

C. WORDMARK
A wordmark refers to words or
the name of a business that
is designed in a special way.
Examples include Pinterest,
eBay or Google.

Fountain Inn BrandTouch™ Manual
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1.3
Logo Variants
Choosing the right
dominant color for your
brand is crucial. This
color should appear
on all your materials,
including your logo
and signage.

MAIN STREET

LOGO USAGE
As much as possible, the color
you choose should set you apart,
work with your industry and
image, and tie to your brand
promise. It should also take
into account color psychology,
which is fairly complex. Colors
can mean different things
depending on the culture,
situation and industry.

Fountain Inn BrandTouch™ Manual

MAIN STREET
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1.4
Logo Sizing
A logo lockup refers
to the formalized
position/relationship
of the brand’s logo
(symbol) and its
wordmark (logotype).

Historic Small

powered by slug

Fountain Inn BrandTouch™ Manual

main stack

Main

Small

small stack
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1.5
Logo Spacing
The area that
surrounds the logo
known as “clear space”
is as important as the
logo itself.

WHAT IS
CLEARSPACE
The area that surrounds the
logo is as important as the logo
itself. The minimum area of A,
known as “clear space,” provides
breathing room to the logo and
eliminates visual clutter (text,
graphic elements or other logos)
that can compete with logo
legibility – thereby diminishing
the effectiveness of the logo.

Fountain Inn BrandTouch™ Manual

8

2.0
The Colors

2.0
The Colors

2.1
Color Palette
Color choices are used
to differentiate items,
create depth, add
emphasis, and help
organize information.

COLOR THEORY
Every time a consumer interacts
with a brand, an opportunity
exists for the company to
influence their audiences’
perceptions. It is up to the
marketer to decipher which
design and colors will influence
the consumer to purchase.
By educating oneself on the
psychology behind color
theory, marketers can further
tap into branding techniques
and better connect with their
market, leading to a stronger
brand-consumer relationship
and increased profit.

Almost 90% of people’s assessment on products or services
is based on colors alone.
Due to colors’ strong influence on moods and feelings, their
association with products can influence our attitudes and
affect purchasing power towards brands.

Pantone 654
CMYK
Pantone 3245CP

Pantone 7418CP

RGB 145 211 202
HEX/HTML 91d3ca
CMYK 42 0 24 0

RGB 211 84 89
HEX/HTML d35459
CMYK 13 82 62

Pantone 7758CP

Pantone 158CP

Pantone 7629CP

RGB 225 210 9
HEX/HTML e1d209
CMYK 0
0 97

RGB 245 127 41
HEX/HTML f57f29
CMYK 0 62 95

RGB 100 16 32
HEX/HTML 641020
CMYK 35 97 76

Pantone 302CP

RGB
0 58 93
HEX/HTML 003a5d
CMYK 100 48 12

58

1

Pantone 654
CMYK

14

0

51

Pantone 654
CMYK

Fountain Inn BrandTouch™ Manual

Pantone 164CP

Pantone 5753CP

RGB 232 120 58
HEX/HTML e8783a
CMYK 5 65 87 0

RGB 59 87 40
HEX/HTML 3b5728
CMYK 74 42 100

39
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3.0
The Type

3.1
Typography
Typography plays a
crucial role in the
design of your brand
identity. The typography
in your logo can be as
impactful as a graphic.

SWATCHES
Typography is the visual
component of the written word.
Text is any combination of letters,
numbers, or other characters. Text
stays the same no matter how it’s
rendered. Consider the sentence “I
like pizza.” I can print that text on
a piece of paper, or read it aloud,
or save it in a file on my laptop. It’ll
be the same text, just rendered
different ways—visually, audibly,
digitally.
But when “I like pizza” is printed,
typography gets involved. All visually
displayed text involves typography—
whether it’s on paper, a computer
screen, or a billboard.
Don’t infer from the highway-sign
example that typography is another
word for font. Fonts are part of
typography, but typography goes
beyond fonts.
www.practicaltypography.com
/what-is-typography.html

Fountain Inn BrandTouch™ Manual

Do not think
of type as
something
that should
be merely
readable.
It should
be beautiful.
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3.2
Primary Typeface
Adriane Text

Hello I'm:
Adriane
ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Fountain Inn BrandTouch™ Manual
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3.3
Secondary
Typefaces

Hello I’m:
CONNEQT
CONNEQT

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmn
opqrstuvwxyz
1234567890

Fountain Inn BrandTouch™ Manual
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3.4
Type Hierarchy
In order to guide the
reader, then, headings
are usually large,
sub-headings are
smaller, and body type
is smaller still.

Fountain Inn
H1

Fountain Inn
H2

LEADING
For legible body text that’s
comfortable to read, a general rule
is that your leading value should be
greater than the font size; from
1.25 to 1.5 times

TRACKING
The space between letters in a
block of text. In CSS this is defined
with the letter-spacing property

Fountain Inn
H3

Fountain Inn
H4

Fountain Inn
BODY COPY

WIDOWS &
ORPHANS
A single word at the end of a
column is a widow and if it’s at the
top of a new column it’s an orphan.
They look bad and can be hard to
read.

Fountain Inn
CAPTION

Fountain Inn
CC

Fountain Inn BrandTouch™ Manual
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4.0
The Extension

4.1
Collateral
Now is the time to
put your logo on
everything.
AND WE MEAN
EVERYTHING.

SHOPPING BAGS
Perfect for local businesses to use to show
that Fountain Inn is a shopping destination.

BUSINESS CARDS
Above all else, a business card is a tangible
object that you can use to provide your
contact information to potential customers.
Because of this, it’s essential not to sacrifice
clarity for design elements. Most business
cards contain your business name, your
name and title, your telephone number, an
email address, and a street address.
FASHION MERCHANDISE
Customers and citizens deserve the
opportunity to show their pride in their
hometown with fashionable merch
available from local organizations and
locally owned business.

Fountain Inn BrandTouch™ Manual
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5.0
The Resources

5.1
Logo Contact
Sheet

File Type: Encapsulated PostScript
Category: Vector Image Files

EPS

File Description: PostScript (.PS) file that
includes an embedded preview image in
bitmap format; often used for transferring
between different operating systems.
Program(s) that open EPS files:
Mac OS	Apple Preview, Adobe Illustrator,
Acrobat, Photoshop, or
QuarkXpress
Windows	CorelDRAW, Adobe Illustrator,
Acrobat, or Photoshop,
QuarkXpress

FILE FORMAT
GUIDE
All of the included graphic files
might not work on your machine,
but that does not mean that
the file is corrupted or that their
is something wrong with your
machine. These files address all of
the normal uses that a community
implemented design would
require. Always make sure to
inform vendors that you have these
different file formats available.

PDF

File Type: Portable Document Format

File Type: Adobe Illustrator File

Category: Vector Image Files

Category: Vector Image Files

File Description: Cross-platform document
created by Adobe Acrobat or a program with
the Acrobat plug-in; commonly used for
e-mail attachments or for saving publications
in a standard format for viewing on multiple
computers; usually created from another
document instead of from scratch.

File Description: Native file format created by
Adobe Illustrator; composed of paths, or lines
connected by points, instead of bitmap data;
may include objects, color, and text; often
referred to as a Illustrator drawing. Illustrator
documents can be opened with Photoshop,
but the image will be rasterized, meaning it
will be converted from a vector image to a
bitmap.

AI

Program(s) that open PDF files:
Mac OS	Adobe Reader to view (free),
Adobe Acrobat to edit
(commercial), Apple Preview

Program(s) that open ai files:
Mac OS	Adobe Illustrator, Acrobat,
Reader, Adobe Photoshop
(rasterized), Apple Preview

Windows	Adobe Reader to view (free),
Adobe Acrobat to edit
(commercial), Brava! Reader

JPG

Fountain Inn BrandTouch™ Manual

Windows	Adobe Illustrator, Acrobat,
Reader, Adobe Photoshop
(rasterized)

File Type: JPEG Image File

File Type: PNG Image File

Category: Raster Image Files

Category: Raster Image Files

File Description: Compressed graphic
format standardized by the JPEG (Joint
Photographic Experts Group) group;
commonly used for storing digital photos
since the format supports up to 24-bit
color; also a common format for publishing
Web graphics; compressed using lossy
compression, which may noticeably
reduce the image quality if a high amount
of compression is used. JPEG files do not
support transparency.

PNG

File Description: Portable Network Graphics
(PNG) is a raster graphics file format that
supports lossless data compression. PNG
supports palette-based images, grayscale
images (with or without alpha channel), &
full-color non-palette-based RGB images
(with or without alpha channel). PNG was
designed for transferring images on the
Internet, not for professional-quality print
graphics, & therefore does not support
non-RGB color spaces such as CMYK.
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Christmas.jpg

FI-Historic-4C.jpg

FI-Historic-Black.jpg

FI-Historic-Blue.jpg

FI-Historic-LtBlue.jpg

FI-Historic-Orange.jpg

FI-Historic-SC-4C.jpg

FI-Historic-SC-Black.jpg

FI-Historic-SC-Blue.jpg

FI-Historic-SC-LtBlue.jpg

FI-Historic-SC-Orange.jpg

FI-Historic-SC-White.jpg

FI-Historic-SC-Yellow.jpg

FI-Historic-White.jpg

FI-Historic-Yellow.jpg

Hashtag.jpg

MainStreet-4c.jpg

MainStreet-Black.jpg

MainStreet-Blue.jpg

MainStreet-Design.jpg

Fountain Inn BrandTouch™ Manual
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MainStreet-EV.jpg

MainStreet-LtBlue.jpg

MainStreet-Orange.jpg

MainStreet-Org.jpg

MainStreet-powered-4C.jpg

MainStreet-powered-Black.jpg

MainStreet-powered-Blue.jpg

MainStreet-powered-LtBlue.jpg

MainStreet-powered-Orange.jpg

MainStreet-powered-White.jpg

MainStreet-powered-Yellow.jpg

MainStreet-Promo.jpg

MainStreet-rev-4C.jpg

MainStreet-stack-4C.jpg

MainStreet-stack-Black.jpg

MainStreet-stack-Blue.jpg

MainStreet-stack-LtBlue.jpg

MainStreet-stack-Orange.jpg

MainStreet-stack-rev-4C.jpg

MainStreet-stack-White.jpg

Fountain Inn BrandTouch™ Manual
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MainStreet-stack-Yellow.jpg

MainStreet-vert-4C.jpg

MainStreet-vert-Black.jpg

MainStreet-vert-Blue.jpg

MainStreet-vert-LtBlue.jpg

MainStreet-vert-Orange.jpg

MainStreet-vert-rev-4C.jpg

MainStreet-vert-White.jpg

MainStreet-vert-Yellow.jpg

MainStreet-White.jpg

MainStreet-Yellow.jpg

Market.jpg

MerryMarket.jpg

Fountain Inn BrandTouch™ Manual
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5.2
Copyright
Copyright Transfer Statement
Ben Muldrow as the agent for Arnett Muldrow & Associates, located at 316 West
Stone Avenue, Greenville, SC, the owner of Copyright for this presented design(s)
hereby grants a full copyright license transfer to Fountain Inn, Here to utilize the
following designs as the new owner sees fit to do so.
For the purpose of Community Branding.
This license, attested to by the parties effectively immediately shall serve as notice
and agreement between the parties and may not be changed without written
permission from the Arnett Muldrow & Associates. Arnett Muldrow & Associates
retains the right to use the created material to self market and self promote.
This signed agreement also includes the transfer of rights to any variations of the
logo previously agreed and supplied as part of the initial proposal.
Example of these variations could include : multiple color versions, size and
dimensional variations – landscape and portrait, reversed out versions, social media
profile images, favicon etc.

Arnett Muldrow & Associates
864.233.0950
ArnettMuldrow.com
316 West Stone Avenue
Greenville, SC 29609
Is there anything missing on this Copyright Transfer Form
that was previously agreed? Let me know before accepting
this statement. It is critical the information shared here is
understood and accepted in whole.

Fountain Inn BrandTouch™ Manual
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6.0
The Action

BRANDTOUCH IMPLEMENTATION CHECKLIST

PHASE 1
Adopt Brand

Board/Council Adoption
Share Brand Link with Design Partners

Technical Integration

Install Fonts
Copy Brand Folder to Local Drive
Adopt Internal Toolbox with staff

PHASE 2

Social Media

Update Facebook Profile
Update Instagram Profile
Update Twitter Profile
Update Pinterest Profile
Load Photos as gallery in Facebook
Create Pinterest Board with Brand Elements

Online

Update Colors on Webpage
Add New Graphics
Update Favicon
Add Brand Statement to Website
Add Styleguide Request
Add Brand Resources Page

PHASE 3

Communication

Event Extension

Collateral

Wayfinding

Printing

Other

Update Email Signature
Adopt Powerpoint Template
Adopt Digital Letterhead
Upload Brand Materials to Email Newsletter
Adopt Envelope Template
Printer Updated Business Cards

Share Brand Resources
Share Merchadising Examples
Share Brand Partner Idea List
Create Volunteer Shirts
Create Staff Shirts
Vehicle Graphics
Police Badges
Bench,Trash Can, Public Space Integration

Shopping & Dining Guide
Organization Brochure
Parking Cards
Partner Banners
Visit Cards
Hours Signs

Logo Adoption
Social Integration
Marketing Integration
Merchandise Expansion
Signage
Volunteer Swag

Plan Strategic Banner Strategy
Plan Event Banner Strategy
Explore Partnering for Comprehensive Wayfinding System
Bike Sign System
Bike Lane Branding
Guerilla Pedestrian Signs
Parking Signs

How to be a

Brand
Partner
From here, it’s completely up to you, your community, your event, or your organization. There’s no proper order, only the things that make sense for you!

BRAND
MERCHANDISE

BRAND YOUR
DIGITAL PRESENCE

BRAND YOUR
PLACE

Hats

Add logo to website

Request interest icons

T-Shirts

Add logos to Facebook

Look for brand

Coffee cups

as a gallery

extension opportunities

Decals

Link from web to com-

Organizational logos

Bumper stickers

munity website

Street banners

Bags

Use hashtag

Wayfinding signage

Shopping bags

Share photos of

Open signs

Cycling jerseys

branded items

Store hours signs

Pint glasses

Tweet the web address

Shopping & dining

Guitar picks

Link google photo

guides

Water bottles

galleries to share

Advertising

Outdoor gear

Profile pics

Pocket folders

Polo shirts

Send other businesses

Visitor guides

Climbing chalk bags

and organizations to

Business cards

Hiking stick medallions

the web address

Brochures

Rain jackets

Instagram people

Annual reports

Guitar straps

having fun

Maps

Koozies

Trail guides

Socks

Shopping bags

Invent something

Loyalty cards

SHARE WITH US
We would love to hear from you about all the amazing things you
come up with to do with the brand. Please share images and
stories of the brand at work with us.

CHECK OFF ONE OF THE
SUGGESTIONS, AND YOU
ARE A BRAND PARTNER!

BRANDSCORE MAINSTREET

POINT

1. Do You Have A Defined Typeface?

5 points

2. Do You Have A Color Palette?

5 points

3. Do You Have An Organization Logo?

5 points

4. Do You Have An Destination Logo?

5 points

5. Do Your Committes Have Logos?

2 points

6. Do You Have A Styleguide?

5 points

7. Do You Have An Org Branded Presentation Template?

2 points

8. Do You Have An Org Branded Business Card, Letterhead & Envelope?

2 points/ 6 max

9. Is Your Org Logo On Your Website?

5 points

10. Do You Have An Org Brochure?

5 points

11. Is Your Org Logo Your Facebook Profile?

3 points

12. Is Your Logo Your Instagram Profile?

3 points

13. Do You Know What Twitter Is For?

3 points

14. Do You Have A Traditional Or Electronic Newsletter?

2 points

15. Do You Have A Uniform Hashtag?

2 points

16. Do Our Events Amplify Our Brand?

5 points/ 20 max

17. Does Your Gateway Include Your Logo?

5 points

18. Your Street Banners Feature Your Destination Brand.

3 points

19. Do You Make Your Volunteers Feel Part Of The Brand?

5 points

20. Do You Address Parking With Your Brand?

5 points

21. Is There Logo Apparel?

2 points

22. Member Or Investor Benefits

2 points

YOUR SCORE

TO DO

GOVERNMENT

VOLUNTEER

JUNE

PUBLIC

MAY

OWNER

APRIL

DONOR

MARCH

RETAIL

FEBRUARY

SPECIAL

JANUARY

IMAGE

STRATEGIC EVENT CALENDAR

GOVERNMENT

VOLUNTEER

DECEMBER

PUBLIC

NOVEMBER

OWNER

OCTOBER

DONOR

SEPTEMBER

RETAIL

AUGUST

SPECIAL

JULY

IMAGE

STRATEGIC EVENT CALENDAR

Earned Media
Press Releases
Web Updates
Blog Posts
Newsletters
IMPACT Tool

RELATION & PRESENTATION
Council Update
Council Presentation
Organizations Presentation
Volunteer Campaign
Donor Campaign
Sponsorship Single Ask
Building Owner Visits
Business Owner Visits

GOVERNMENT

Paid Print

VOLUNTEER

WEB/PRINT

PUBLIC

Tik Tok

OWNER

Pinterest Sweet Shot Catalog

DONOR

Pinterest Product Catalog

ANNUAL

Twitter

MONTHLY

Instagram Stories

WEEKLY

Instagram

ECONOMIC
VITALITY

Facebook Volunteer Group Page

PROMOTION

Facebook Merchant Group Page

DESIGN

Facebook Page

BOARD

SOCIAL

ORGANIZATION

MAIN5 COMMUNICATION CHANNELS
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Design
“Design supports a community’s transformation
by enhancing the physical and visual assets that
set the commercial district apart.”
– National Main Street Center

3. Design
3.0 INTRODUCTION
Design is the Main Street program area that concentrates on improving the appearance and
function of everything that is visual in downtown such as buildings, storefronts, windows,
sidewalks, lighting, landscape, signs, and streets. The primary goal of Main Street’s design
component is to encourage comprehensive visual improvements through good design that are
compatible with historic features, and, therefore, maintain the integrity of the downtown. Said
most simply, design strives to preserve and enhance the physical characteristics that make
downtown Fountain Inn unique so that it can look its best and function at the highest level.
Why are design and preservation important?
Design improvements are important to economic revitalization for several reasons. The appearance of the downtown is the first visual impression visitors receive – and that visual impression shapes visitor perceptions and experiences. Commercial district design affects buying
decisions as well – just as the packaging of consumer products affects purchasing decisions.
Design of public spaces affects mobility and safety. And design improvements – whether to
public spaces or private buildings – show new investment and provide tangible evidence that
downtown revitalization is happening and the Main Street program is leading the charge.
Good Main Street design should be paired with good historic preservation practices because it will help retain the authentic character of your community. Preservation, in practical terms, is often cheaper than building new. And most importantly, downtown Fountain
Inn’s historical architectural assets are the primary characteristic that distinguishes your
community from any other as many cities have the same retail stores, restaurant types, etc.,
but none share the exact same historic buildings that Fountain Inn enjoys.
However, as with any downtown, there are areas of improvement that could take downtown
Fountain Inn from ‘good to great.’ For example, while many buildings have been improved, others could benefit from thoughtful improvements. Similarly, certain sites and open spaces could
benefit from strategic infill opportunities. The recommendations that follow are presented as a
means to enhance downtown Fountain Inn’s positive aspects while addressing its shortcomings.
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3. Design: An Over-arching Goal
One of the most obvious conclusions that anyone paying a modicum of attention about
Fountain Inn would observe is that both the PACE and the QUALITY of development occurring
in and around the community is astounding! From new parks to new brew pubs, from new
schools to new retail centers, from unprecedented housing starts to new business openings, it is clear that the current leadership has created an environment whereby Fountain
Inn has positioned itself as the location of choice for those who desire a small town quality
of life, combined with excellent educational opportunities, while being in close proximity to
the Greenville metropolitan area. The over-arching sentiment, value, or goal for all design
recommendations that follow is that the same degree of targeted recruitment, strategic incentives, and thoughtful planning that went into landing the aforementioned developments
now be employed to benefit downtown Fountain Inn. Said most simply: Treat downtown as
the next major development project.
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3. Design
One of the ways that Fountain Inn can ensure that downtown is treated as the next major development is to formulate strategic downtown-specific incentives. Three incentives recommendations include, but are not limited
to: Interior construction grants to create micro-retail venues; a variety of facade grants; and, interior upfit grants.
3.1.1 INTERIOR CONSTRUCTION GRANTS FOR MICRO-RETAIL OPPORTUNITIES
Occasionally, large buildings can be an impediment
to start-up businesses due to the added expense associated with either buying and upfitting a historic
building or leasing a large building. In instances such
as this, the introduction of “Micro-Retail” (multiple,
smaller retail shops located within a single, large
building) can break this stalemate. Businesses such
as, but not limited to, ice cream shops, vintage clothing stores, custom food vendors, etc. benefit from
these types of smaller, micro-retail spaces. By utilizing
kiosks, or wall construction (commonly referred to as
‘demising walls’) these venues create what has been
described as, “a food hall for business.” Moreover, by
offering these smaller spaces for new business startups, these locations form what is essentially a business incubator. Once they establish themselves, these
micro-retail inhabitants become prime candidates to
“graduate” into larger buildings located downtown.

Demising Wall (Facade Component) Grants:
The diagram above was created to illustrate how a typical building in downtown could
be modified by the construction of a demising wall to achieve higher income from the
space for the property owner while accommodating retail micro-space along the street to
activate downtown.

Elba, AL (Existing Conditions): This former commercial building not only sits vacant but, regrettably features
a long, blank brick wall that greets the traveler as they
enter downtown along one of the major thoroughfares.

Elba, AL (Proposed Conditions): The building is quite wide, therefore, it is recommended that four bays be punched
through the side facade and demising walls be constructed on the interior to create four micro-retail venues. Consider using roll-up garage doors with glass inserts that can be rolled up during nice weather. When too hot or cold,
keep them rolled down but include a regular door to the side to access each retail space. Metal canopies, signage and
gooseneck lights all work together to break up the long, blank facade. Consider painting an intentionally distressed
sign like “Elba Market” as shown above to create a sense of age to the building.
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3. Design
3.1.2 FACADE GRANTS
The buildings that reside in downtown Fountain Inn are the primary distinguishing characteristic
between them and any place else in the world. Therefore, it is of consummate importance to
preserve, maintain, and enhance these priceless assets at all costs. One incentive approach to
help building owners offset the costs associated with owning and enhancing a historic building is
facade grants. The following pages outline three facade grant approaches that graduate in terms
of complexity. They include:
» 3.1.2.a Facade Component Grants
» 3.1.2.b Overall Building Grants
» 3.1.2.c Facade Master Plan
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3. Design
3.1.2.a FACADE COMPONENT GRANTS
Since many building owners are intimidated by overall façade renovations coupled with a
grant process, the Main Street program might consider simplifying the initial phases of the
façade grant program and focusing on individual façade elements --or components-- instead of expensive, overall façade improvement approaches. In other words, consider conducting an annual facade component grant program such as an awning grant program, or
a slipcover removal program, or a signage grant program. Once property owners become
familiar with individual façade component programs and the process of improving one’s
building is demystified, then consider moving on to entire-façade-based grant programs or
a comprehensive Facade Master Plan if needed or desired.
In the case of Fountain Inn, there are two particular facade components that should be emphasized in the early phases of the grant process: rear of building treatments and slipcover
removal. As noted previously, since Fountain Inn is a courthouse square town, that means
that anyone desiring to access the square area will necessarily pass by the rears of the
buildings facing the square. Therefore, it is critical that the rears of the buildings also be
addressed in some manner.
Rear of Building Treatment Component Grants

Example of Rear of Building Treatments from Lake City, SC (above): This row of buildings had all manner of unsightly items behind them ranging
from trash dumpsters to HVAC units to weatherheads to downspouts and much more. But since they fronted a town green it was imperative that these
items be concealed. The approach taken was to paint the buildings a common palette of autumnal colors, then erect a simple structure comprised of 4x4
posts with 1x strips screwed into them and painted gray. This lattice conceals the unsightly elements and unifies the entire row of buildings. Foreground
landscaping completes the rear of building treatments.
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3. Design
Aljlkjalajljldkjld

Conway, SC: This furniture company removed the
metal slipcover from their building to expose a beautiful
building underneath.

Conway, SC: The local government, in association
with the Main Street program, realized the positive impact slipcover removal made. Therefore, they
enacted a component facade grant program for slipcover removal and five other buildings in downtown
removed their slipcovers. The visual improvement to
their main street was remarkable!

Slipcover Removal Component Grants
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3. Design
Aljlkjalajljldkjld

Awning Component Grants

Beaufort, SC: Main Street Beaufort initiated a component grant program
featuring awnings.

Sprinkler Tap
Component Grants

Valley Junction, Iowa: While undergoing sidewalk repairs, the
city ran sprinkler taps to the base
of each building along their main
street. Any building owner who
desired to upgrade their building
with a sprinkler system merely
tapped into the adjacent stub out,
effectively cutting the cost of this
building improvement by a significant amount.
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3. Design
Signage Component Grants
As noted previously, a number of buildings that face the square have received inappropriate facade treatments, and one of the areas in which
this is self-evident is the design of many of the signs featured on those building. One of the quickest ways to make a positive first impression
from a design perspective is to have downtown buildings that feature quality, eye-catching signage. By coupling a public sector incentive
with a private sector investment, the building and/or business owners are able to design and install signs of a caliber and quality that might
otherwise be unaffordable. As part of the signage grant, a thoughtful review of existing sign ordinances is likely in order to ensure that quality
signs like those featured at right are not prohibited by an outdated code requirement.
Should the community lack local sign designers and fabricators to execute the kinds of signs depicted at right, they might consider participating with the CoSign project. CoSign is a program developed by the American Sign Museum that helps communities create unique signage for
revitalizing business districts. More information about this cutting edge program may be found at:

www.cosigncincy.com
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3. Design
3.1.2.b OVERALL FACADE GRANTS
Once the methodology for applying for component facade grants is established and the Main Street program has a proven track record for
administering them, consider ‘graduating’ up to overall facade grants that address the entire face of a building. This approach would be
reserved for more ‘troublesome’ buildings that require far more physical enhancement than a singular component approach could provide.
However, this approach requires far more financial capital and administrative oversight to execute than a component grant approach.

Lake City, SC: The owner of this building took
advantage of a matching facade grant to convert the vacant space into a photography studio
and office. The redesign featured a contemporary
paint scheme, bold awnings, creative lighting,
and professional signage.
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3. Design
3.1.2.c FACADE MASTER PLAN
At some point, a more ambitious approach to enhancing multiple façade in a relatively
short time period might be warranted. In this case, the Façade Master Plan approach as
developed by Community Design Solutions and other communities across America might
be appropriate. Unlike a traditional facade improvement program, the Façade Master Plan is a
comprehensive rehabilitation of many downtown buildings at once. The instrument that makes
this new approach to building enhancement possible is an easement. The property owner gives
the City, or local non-profit administering agent, a temporary easement on the facade of their
building allowing the local government to spend funds on its improvement. In exchange for this
temporary easement, the grant funds pay for the facade improvements. The advantages of this
type of façade program are that it allows for a single source of project management, a single
source of design, and a single source for construction.
Benefits: The single source of project management streamlines the project and removes the
burden of façade enhancement from each individual property owner. The single source of design,
used in conjunction with the Main Street Program’s Design Committee or a set of quality design
guidelines, ensures that all façade enhancements are sympathetic to the historic architectural
heritage of their place. The single source of construction allows for dramatic cost savings since
the contractor purchases all construction supplies for the entire enhancement project, rather than
each property owner having to buy their own sign, door, windows, paint, awnings, etc. However,
the biggest advantage to this approach is the ability for a downtown district to receive an overall
appearance facelift in a remarkably short amount of time. Moreover, when used in conjunction
with a grant source like federal CDBG funds, an individual state’s department of commerce grant,
or other federal, state, or local funding sources, the facade enhancements are realized with no
costs to the building owner or tenant. If the funding and/or grant source requires a match from the
property owner, the enhancements are still realized with nominal investment on their part that is
far less than if they improved their façade on their own using solely private sector funds.
Lessons Learned:
•

•

•
•
•
•

While design is important, it isn’t all-important. It is necessary to address the underlying
economy of the place –reflected in the retail vibrancy of the downtown buildings—at the
same time as façade enhancements are performed. Said simply, a comprehensive/holistic
approach to downtown revitalization must be utilized in the process of enhancing the exteriors of the buildings.
While it is appropriate to establish the overall project budget on a per façade basis, it should
NOT be the basis for actual improvements as each building has unique needs that will cost
more or less than others.
The administration of the façade master plan must be nimble. If the process for the owner
is cumbersome or there is no flexibility in the product, participation will be compromised.
Receive bids on an add-alternate basis to ensure you have a “buildable project” regardless
of the low bid.
There are good ways and frustrating ways to fund the Façade Master Plan.
There are good practices and frustrating practices for interfacing with your SHPO if required.
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The author of this report is pleased to offer all
the documentation necessary to promote and
execute such a plan to Jasper. A synopsis of
this approach is described herein. Additionally, a download link to these documents is
available at the following link:
http://www.communitydesignsolutions.com/
public/FacadeMasterPlanDocs.zip

3. Design
Process:
•
•
•
•
•
•
•
•
•
•
•
•

Apply for and receive grant funding for design and construction.
Develop guidelines for the administration of the grant funds.
Solicit RFQ for design professionals to develop the facade enhancement designs.
Negotiate and hire design professional.
Design professional photographs subject properties and interviews each property owner/tenant to ascertain appropriate enhancement approach.
Design professional develops renderings and technical recommendations for each facade.
Administrative party and design professional develop specifications and bid documents.
Prospective contractors pre-qualified.
Bid package submitted to pre-qualified contractors.
Negotiate with and hire low bidder.
Construction commences with oversight by administrative party and design professional.
Punch list and project close out.

Budget:
•
•
•

•
•
•
•

•

Design & Project Management: $1,500 - $2,000/facade
Construction Allowance: $5,000 - 15,000/facade depending on relative complexity
Scope: To be determined by the local government. Generally speaking, include at least 20
facades, but consider executing 40-80 so that the improvements can affect entire blocks of
downtown structures.
Total: As determined/multiplied by the number of facades being considered against the budget estimates noted above
Schedule: Begin phase one immediately upon receipt of grant or private funding.
Responsible Party: Local government or downtown revitalization agency.
Funding Source Design: TIF Funds, CDBG Grants, Department of Commerce grants, local
bank consortium funds/low-interest loans, fund raising, private sector investment, local
government budget.
Funding Source Construction: TIF Funds, CDBG Grants, Department of Commerce grants, local bank consortium funds/low-interest loans, fund raising, private sector investment, local
government budget, foundation grant funding.

Example of a Façade Master Plan
from Gulfport, MS
Actual Hurricane Katrina, Gulfport undertook
a Facade Master Plan that transformed more
than 80 facades in a little less than two years.
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3. Design

Example of a Façade Master Plan from Whitmire, SC.
Existing & proposed conditions rendering of the 100 block of East Main Street.
22 Facades were completed in 5 months.
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Example of a Façade Master Plan
from Union, SC.
Actual before and after photographs
from Main Street. 80+ facades were
	
   completed in 18 months.

3. Design
3.2 VIBRANCY AMENITIES
Another strategy to employ in making downtown active and enticing is through the use of vibrancy
amenities. Vibrancy amenities can activate downtown and create an atmosphere of activity and
exploration. A common theme voiced by the citizens who attended the Town Hall public input
meetings was, “Downtown needs things for people to do!” Vibrancy amenities are relatively inexpensive solutions to this sentiment as they populate the downtown area with myriad elements
that animate downtown with splashes of color and interactive features. These amenities, such
as bistro tables, colorful umbrellas, parklets, public art, etc. not only create a visually appealing
downtown, but are often implemented at far less cost than expensive streetscape projects or facade grants. Similarly, other vibrancy grants such as interactive art and games placed in public/
green spaces such as downtown parks, plazas, or wide sidewalk areas have the affect of making
downtown “sticky.” Stickiness refers to the quality of a downtown whereby there is something of
interest among multiple generations to ‘stick around’ and do, enjoy, see, and interact with. Creative vibrancy grant ideas could include, but would not be limited to: flower baskets, umbrellas,
sculpture, sun sails (shade devices), chairs, flags and banners, corn hole, miniature golf holes,
giant Jenga, giant checkers, giant chess, giant Scrabble, parklets, public art, bistro tables and
umbrellas, public art, creative benches and chairs, etc. Precedent imagery of a variety of vibrancy
amenities follow on the next few pages.

Vibrancy Amenities: One of the most strategic locations within the downtown district are the sidewalks where public and private
meet and human interaction happens naturally. Moreover, expenditures to activate the sidewalk realm are often far less expensive
than public streetscape projects or private facade improvement projects yet yield dramatic impact in terms of color, activity, and pedestrian interaction. Consider incentivizing ‘amenities’ such as Adirondack chairs, interactive public art installations, exterior dining
tables and chairs, colorful umbrellas, etc. to animate the downtown area.
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Ponce City Market: Atlanta, GA: This pop-up park resides in the middle of a parking lot at Ponce City Market. All the lawn area shown resides
within a raised bed that is populated with flamingos (of the plastic variety!), moveable furniture, and an “Eno Hotel” constructed of stage lighting
framing and covered with white plastic for shade. These elements could easily be replicated in Fountain Inn.

Lake City, SC: Student teams from the local high school created portable miniature golf holes that can be placed randomly throughout the downtown or congregated in a single location to create a 9-hole putt-putt golf experience. In this way they have both an artistic purpose as well as an
activity-generating purpose in the downtown. Best of all, it engages the students in the life of their downtown.
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Making Downtown “Sticky”
The photographs below illustrate various approaches other communities have utilized to
create ‘stickiness’’ within their downtowns. These various interactive games provide activities for people of all ages to enjoy while they are downtown. Downtown Fountain Inn’s parks,
pocket parks, parklets, open spaces, and green spaces should be populated with similar
activity-generating elements.
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A Place to Linger
Town Hall participants repeatedly mentioned a desire for interesting gathering spaces downtown. They simply wanted places to sit, dine,
interact with others, play games, and simply linger. There are a number of locations downtown that could afford this opportunity. The plaza
that hosts the splash pad is one clear option, as is the grassed area beside the Farmers’ Market pavilion. Another location downtown has
the ability to ‘kill two birds with one stone.’ There is an abandoned gas station at the intersection of S. Main and Jones Streets that is ideally
located and ideally suited for this purpose as it has an open area as well as covered canopy area. The photo-rendering below illustrates the
potential of this site for this use.

The Main Spot: (Existing Conditions: Topmost above) This site is ideal for the creation of a pop-up gathering space as it both enjoys shaded areas
under the canopy as well as open spaces at the prime intersection downtown. (Proposed Conditions: Above) By repainting and rebranding the
canopy and site signage the ‘Main Spot’ becomes known as the gathering spot downtown. The use of shade sails and string lights add pops of color,
illumination and additional shaded areas for dining and game playing underneath. Green Astroturf provides a ‘softer’ surface visually and texturally and games and tables can be placed upon it for pop-up activity and dining opportunities. Food trucks and an option Food Hall located in the
back building could provide either temporary or permanent dining options. Every element shown above can be relocated to another site at any time.
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3.3 SAFEGUARD THE PRICELESS THROUGH DESIGN GUIDELINES
Description:
As momentum builds for rehabilitating Fountain Inn’s downtown buildings, the work should be
guided in a manner that honors the existing architectural precedent downtown. Architectural
design guidelines, when developed and used properly, simultaneously honor the architectural
character of a community while safeguarding subsequent development investment. However, in
many instances design guidelines have been written in such a way as to be difficult to understand
and interpret and, therefore, have been viewed as an impediment to development, or worse still,
merely a local government telling the property owner what they cannot do.
Distinctions:
Illustrative design guidelines vary from those forms of design guidelines in two distinct ways. The
first distinction of illustrative design guidelines is how they are developed. In the traditional way,
a design professional would simply write the guidelines --often using highbrow design and planning language that the common citizen cannot understand-- and they are adopted by the local
government and subsequently enforced by a design review board. In the illustrative design guideline approach the guidelines are actually developed with input from the property owners that will
be affected by them. The design professional shows participants photographs of buildings from
their downtown and asks a series of questions that unveil an understanding of the design and
planning characteristics of the community itself. These characteristics, such as, but not limited
to, building height, dominant building materials, levels of detail, degree of ornament, kinds of
doors and windows, etc. establish the baseline of architectural character for the guidelines. Said
simply, the goal of the guidelines is to simply safeguard the architectural character that already
exists within a place, and NOT to impose an external style or standard of care beyond what is
already there.
The second distinction is that illustrative design guidelines feature
copious photographs and minimal text. People intuitively understand
photographs, while trying to use words to describe design criteria can
lead to misunderstanding and multiple interpretations. Therefore, with
illustrative design guidelines, the topic of windows be handled in this
manner: a simple statement of intent would be crafted that articulates
key goals pertaining to windows...perhaps limited to the desire to use
windows that are to scale and in a style that is compatible with the
dominant window forms in the downtown. Thereafter, dozens of photos
of acceptable windows would be featured. If necessary, a few photos of
inappropriate windows might also be featured to highlight the contrast
between the two types of appropriate and inappropriate windows.
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Aiken, SC: (below, top) Conducting property
owner workshop to determine the architectural
characteristics of downtown Aiken before drafting the guidelines. (below, bottom) Photo-montages of typical blocks in downtown Aiken that
became the objective standard for typical design
issues such as building height, setback, massing,
materials, etc.

3. Design
Benefits: Illustrative design guidelines have two significant benefits. The first is that the resultant document features hundreds of “can do” solutions to common design issues facing a property owner. The tone of the document turns on its head the sentiment that design guidelines tell
a property owner what they cannot do to their buildings to an educational document that portrays
hundreds, if not thousands, of appropriate things they can do with their building. Moreover, given
the fact that the property owners had a voice in their formation, they do not feel like an external
standard is being imposed upon them from without, but rather a self-imposed standard to ensure the architectural character of their place has been maintained and their investment in their
building is safeguarded. Their investment in their building is safeguarded by the understanding
that there is an agreed-upon standard of design care that all property owners now share. Said
simply, an investor has no fear that his neighbor can do the wrong thing an adjacent property and
thereby adversely affect the value of their property.
The final benefit of illustrative design guidelines is that they are good for business. Study after
study has demonstrated that properties within areas that are governed by design review and
objective design criteria such as illustrative design guidelines appreciate at a rate significantly
higher than their non-regulated counterparts. The study illustrated below was performed in South
Carolina and revealed that districts that had design review and design guidelines appreciated at
a rate between 16-26% higher than non-regulated districts.

Economic Impact: The document at left is one of many studies that
have demonstrated the economic benefit of design review and design guidelines that result in higher appraised real estate values.
A copy of the report at left may be found at the following URL:
http://shpo.sc.gov/pubs/Documents/hdgoodforpocketbook.pdf
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Aiken, SC: A sample page from the Aiken design guidelines
illustrating multiple acceptable balcony solutions for buildings in the downtown area.

Starkville, MS: A sample page from the Starkville form-based code that
illustrates multiple solutions to appropriate setback and building footprint configurations.
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3.4 THE ‘P’ WORD: PARKING (Dealing with reality rather than perception)
It is a rare community that does not complain about parking. Thoughtful planners are quick to point out a balancing truth: To a degree you WANT a parking problem downtown, because if you don’t have a parking problem then it is likely that you have a downtown problem. And downtown problems are
infinitely more difficult to address than parking problems. Moreover, when addressing parking “problems” it is critical to identify whether the problems
are real or perceived, whether they involve quantity or management, or whether it is merely a consumer convenience issue.
As pertains to that latter, the graphic below summarily dismisses the convenience argument to the perceived parking problem downtown. The first aerial
photograph features downtown Fountain Inn. The second aerial photo features the Walmart Supercenter in Simpsonville, SC at the exact same scale. The
final graphic below superimposes the Walmart and associated parking lot atop downtown Fountain Inn. What becomes self-evident is that one would
walk farther to park, go inside the Walmart and visit two departments and return to one’s car than ANY distance possible in downtown Fountain Inn!

Downtown Fountain Inn at 1:200 scale

Walmart Supercenter: Simpsonville, SC at 1:200 scale

Simpsonville Walmart superimposed over downtown Fountain Inn at the same scale!
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Parking Management Recommendations
The previous page graphically dismisses the convenience argument to the perceived parking problem downtown. However, there does remain the reality
of a parking management issue downtown. Six (6) progressively aggressive tactics are recommended for dealing with the parking management issue.
1. Self-Regulation
As long as business owners and their employees continue to park in front of their stores, there is nothing that can be done to dispel either the parking
convenience or quantity perception. It is imperative that business owners and employees park behind their stores or in remote parking resources to free
spaces for customers. Consider hosting a merchants meeting to communicate this message and brainstorm parking resource solutions.

Self-Regulation: Consider hosting a property/business
owner and employee meeting to discuss how they can be
‘customer friendly’ and self-regulate themselves and park in
remote locations to provide prime parking for customers.

2. Signage
Ensure all public parking lots are clearly marked with signage that denotes any time limitations. The Main Street program could take the lead on erecting
either temporary or permanent parking signs that signal lots that are available to the general public, what the costs are, if any, and the duration that
one may remain parked there.

Signage: (Clockwise)Example of downtown
parking signs by Conway, SC Main Street
program. These signs clearly indicate this parking
lot is available to the general public, it is free of
charge, an the duration one may remain parked is
clearly indicated.
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3. Create Shared Parking Resources via Memorandums of Agreement
Work with entities such as the courthouse, local banks, and downtown churches to formulate MOA’s to use their parking resources when they are not being
used. In fairness to these entities, sharing the costs associated with signage and maintenance of their parking lots is reasonable and is still infinitely
less expensive that building similar, new parking resources (assuming there was available property to even do so).

Shared Parking Resources: Work with downtown
entities with parking resources such as churches and
banks that have limited weekday use to share resources
via Memorandums of Agreement.

4. Create New Parking Resources in Obvious Downtown Locations
Conduct a survey of downtown to ascertain whether there are empty, available, or under-utilized lots that could be devoted to parking.

New Parking Resources: Perhaps areas such as the
soon-to-be-relocated public services site, adjacent
grassed area, or eventual brewery locations near the
gin buildings could be converted into public parking
on either a temporary or permanent basis.
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5. Friendly Parking Enforcement
In conjunction with recommendation #1, should new business owners or employees not know, or forget, to park properly, ‘friendly’ parking reminder cards
like these from Aiken, SC can be used to remind them of the importance of putting customers first in their choice of parking locations.

WALK

the

WALK

We pride ourselves on putting in a little
extra effort so more of our visitors can find
parking. Please consider doing the same.

Reminder Cards: These cards from Aiken, SC are friendly
reminders to put customers first.

6. Timed Parking
This recommendation is saved for last because it is the most drastic, could easily backfire, and would require enforcement after adoption. Before adopting timed parking consider convening merchants, customers and the general public to weigh the pros and cons of such an approach. If it is determined
that timed parking will benefit downtown Fountain Inn, then consider notifying customers via attractive signage as demonstrated below.

Conway, SC

Lancaster, SC
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3.5 THE NEXT LEVEL: OUTLYING AREAS
While the primary focus of the Main Street Resource Team was necessarily downtown, the team members understand that downtown Fountain
Inn does not exist in a vacuum. Rather, downtown is the core, the heart and soul, of the overall Fountain Inn community and environs. Moreover, to access downtown, one must necessarily travel through those outlying areas. During the course of the Resource Team it was noted by
citizens that there is a desire to make a good first impression by installing attractive gateway treatments at the Interstate interchanges as
well as thoroughfare enhancement to major arteries into downtown such as Highway 418. Finally, a great deal of attention has been placed on
the spaces and edges to the south of Main Street. It is recommended that an equal amount of attention be paid to the spaces and edges to the
north of Main Street. This is particularly relevant for Weston Street that serves as a transitional edge from traditional commercial downtown
architecture to adjacent residential neighborhoods.

I-385 Exit at Highway 418: The consideration of a creative interchange treatment at all Fountain Inn exits should be considered.

Highway 418 Thoroughfare: Haphazard parking and unsightliness need to be addressed so that the visual appeal of this thoroughfare
doesn’t prejudice what one might experience downtown.

Weston Street: Better edges and buffering on the south side of Weston
Street would provide a better visual transition from downtown’s commercial district to its adjacent residential district.
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Econmic Vitality
“Economic Vitality focuses on capital, incentives,
and other economic and financial tools to assist
new and existing businesses, catalyze property
development, and create a supportive
environment for entrepreneurs and innovators
that drive local economies.”
– National Main Street Center

Economic Vitality
INTRODUCTION
Main Street Economic Vitality focuses on strengthening the downtown district’s existing
economic base:
Economic Vitality is economic development within the context of historic preservation.
Fountain Inn’s historic and cultural resources are significant assets which set it apart and help
to distinguish downtown Fountain Inn in the market.
Unlike textbook economic development, downtowns have an existing infrastructure and
economy to work within. Economic Restructuring strategies see to capitalize on prior
investments made by the private and public sectors in the downtown’s built environment,
maximize space, and accommodate contemporary, market-driven uses and businesses. •
Effective Economic Vitality for Main Street includes strategies and actions for business
retention, expansion and recruitment. Working with existing businesses to identify
opportunities, grow and capture an increased market share is among the very best economic
development strategies, and sets the stage for long-term business recruitment success.
Economic development plans and strategies should consider the full range of uses that
make for a vibrant downtown. Business development and clustering strategies must extend
beyond retail and promote the many different types of commercial, civic, residential and
recreational uses that are comprised in a healthy, sustainable and vibrant downtown
community and economy.
The key to improving the economic performance and prosperity of the Fountain Inn downtown
business district ultimately lies in the development and implementation of market-driven
business development and marketing strategies that capitalize on the community’s assets and
emerging opportunities. Identifying trends, capitalizing on assets and promoting business and
investment opportunities within an ever-changing and evolving economy will be critical to the
success of the Fountain Inn Main Street program and the community’s downtown revitalization
initiative.
Three strategic recommendations were made for the Economic Vitality of Historic Fountain Inn
going forward:
1. Develop a business start-up guide
2. Formulate business recruitment & retention plan
3. Develop downtown inventory database
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Economic Vitality
E.V. RECOMMENDATIONS

Develop a Business Start-Up Guide.
Create and distribute a “How to Start a Business in Historic Downtown Fountain Inn” step-by-step
guide or checklist to help prospects and entrepreneurs navigate the process and find help.
Provide this in both print and electronic formats.
Package and promote resources, technical assistance and incentives to both support and
promote opportunities for new or existing businesses to reposition themselves in the market or
to expand, and to incentivize and enhance the feasibility of new business ventures. Inventory and
include information on business assistance resources, technical assistance providers and
financial assistance and incentives available at the local, regional, state and federal levels, along
with existing or future programs and incentives available or developed at the local level.
Create fact sheets for distribution to existing businesses and prospects, and as downloads from
the City of Fountain Inn’s website.

Starting a Business Guide from
Biddeford, Maine Main Street Program
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Business Start-Up and Investment
Guide from Emporia, Kansas
Main Street

E C O N O M I C V I T A L I T Y | Fountain Inn Resource Team Report

Economic Vitality
E.V. RECOMMENDATIONS

Formulate Business Recruitment & Retention Plan.
Retail retention and recruitment are some of the primary roles of the Main Street program in
collaboration with the local municipality and any economic development entities. While most of
the focus is on retail recruitment, the importance of retention cannot be understated. It is far less
expensive and labor intensive to retain an existing downtown business than it is to recruit a new
business to downtown. However, retail recruitment is also important because it affords the
opportunity to re-calibrate the downtown retail mix and to create appropriate retail clusters to
reflect the needs of the community and its supporting market dynamics.
Create a list of available retail sites has been created the next step is to go back through the
earlier research and look for gaps in the market.
Pinpoint certain types of retailers and try matching those retailers or restaurants to the
available properties in your downtown district.
Create a marketing package directed specifically at that retail user. In most Main Street
markets approaching national restaurant or retail groups is a waste of time. Instead, look for
regional users in surrounding markets. Retailers who are already having success in a nearby
market are the most likely targets. The people that own those shops are easy to find and
contact one-on-one.
Identify spaces to showcase. Make sure the space you are offering has the ability to fit specific
needs. The following list is just a general guideline for the minimum square feet most
downtown retailers need. It is just a general guide and will vary for each use.

Available real estate
listings (online) for
Tuscon, Arizona's
downtown district.
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As Fountain Inn's data tracking becomes more
regular, begin sharing trends.

Consider offering public surveys for properties ready
for development.
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E.V. RECOMMENDATIONS

Develop downtown inventory database.
Developing an inventory of downtown buildings, properties and parcels is important to market
awareness and market understanding. Having information that is up-to-date and readily
available shows that Fountain Inn means business. Missoula, Montana has developed a
substantial inventory tracking system: https://www.missouladowntown.com/wpcontent/uploads/2018/01/DT-InventoryOverview-5_25_12.pdf.
An inventory provides:
a better understanding of the vacant properties in downtown;
a management plan to address downtown's needs;
a visual representation and location of downtown properties that are for sale or for lease;
measurement of successful recruitment and retention initiatives.

Page 2 of a sample log
for building inventories.

Digital inventory
highlighting specific
building categories in
Cleveland, Indiana.
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One of the key tasks of any plan for downtown is to examine the retail market for the district and
the community. Understanding the local market through existing economic and demographic
conditions provides a solid foundation for physical and marketing recommendations.
This market study is an effort to identify retail development opportunities for Fountain Inn’s
downtown that will enhance its appeal to a local, regional, and visiting shopper. This report
presents the findings of the market research for Fountain Inn and provides baseline data that
can be used to help existing businesses target customers, recruit new businesses, target public
investment to best yield economic development return, and provide ongoing guidance on
implementing a comprehensive marketing strategy.
Trade Area Definition
A key way to evaluate customer loyalty in a market is to establish retail trade areas for a
community, which requires analyzing market penetration rather than just a market area.
Consequently, the analytical method defines a 5, 10 and 15-minute drive time retail trade area for
Fountain Inn. This primary trade area is the 10-minute drive time which includes the geography
where the most loyal and frequent customers to Fountain Inn reside and forms the foundation of
the retail market study that follows.
The population of Fountain Inn has been growing at a rapid pace in reflection of the growth
across Greenville County. This growth is most pronounced within the 10 minute drive time of
downtown Fountain Inn where the population grew from 26,132 in 2010 to an estimated 31,988
in 2022. Within a fifteen-minute drive of downtown Fountain Inn, the population now exceeds
100,000 people up from over 87,000 in 2010. This robust growth is fundamental for the ongoing
success of downtown as a collection of independent retailers, restaurants, services, and activities.
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The growth of the market is expected to continue well into the future with the five-minute
drive time to approaching 8,000 residents, a ten-minute drive time 33,695 residents, and a
fifteen-minute drive time at 115,672 residents.It is notable that the population of the entire City
of Fountain Inn was only 6,348 in 2000 and the fifteen-minute drive time population has
grown by over 44,000 residents since 2000.
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The median household income in and around Fountain Inn is significantly higher than
Greenville County and South Carolina. The five-minute drive time income level is slightly
higher than that of the United States as a whole. The income increases as households in the
greater area are included in the market to $82,741 within fifteen-minutes of downtown. It is
critical that the community market to the greater area as a charming destination to attract
households with disposable income looking for alternatives to traditional chain retail that
proliferates in Simpsonville and Greenville.
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Downtown Fountain Inn is serving the market described in the sections above. In this section, the
retail market of this area will be examined to identify potential opportunities for new retail
development by examining retail trade patterns. This will allow the community to assess what
kind of additional stores might be attracted to downtown Fountain Inn. This data will also help
individual existing businesses understand how they might diversify product lines to be attractive
to more customers.
It is important to recognize, however, that pent-up retail demand is but one reason why a store
might be successful in a setting, there are many reasons why a store may succeed or fail beyond
market forces alone. This research should be used as a resource to incorporate into a thorough
business plan for store expansions or new store locations. It is also important to note that the
figures shown below represent a macro view of the market forces at work in the region.
The opportunities presented below represent a conservative look at retail market potential for
Fountain Inn for two important reasons. First, these figures reveal local retail trade patterns and not
the potential for Fountain Inn to attract more regional customers and visitors. Second, this
information is a “snapshot” in time and does not account for the significant growth in number of
households or household spending that will continue to occur in the area.
Trade Area Retail Leakage
“Retail leakage” refers to the difference between the retail expenditures by residents living in a
particular area and the retail sales produced by the stores located in the same area. If desired
products are not available within that area, consumers will travel to other places or use different
methods to obtain those products. Consequently, the dollars not spent in local stores in the
designated area are said to be “leaking.” If a community is a major retail center with a variety of
stores it may be “attracting” rather than “leaking” retail sales. Even large communities may see
leakage in certain retail categories while some small communities may be attractors in certain
categories.
Such an analysis is not an exact science and should be viewed as one tool to evaluate trade
potential. In some cases, large outflow may indicate that money is being spent elsewhere (drug
store purchases at Wal-Mart or apparel purchases through Amazon). It is important to note that
this analysis accounts best for retail categories where households (rather than businesses) are
essentially the only consumer groups. For example, lumberyards may have business sales that are
not accounted for in consumer expenditures. Stores such as jewelry shops and clothing stores are
more accurately analyzed using this technique. Claritas Inc., one of two leading market analysis
companies in the United States, is the supplier of this market data.
With these considerations understood, the following shows the snapshot of the retail trading
patterns for Fountain Inn:
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10 Minute Drive Time
Primary trade area retailers in selected store types
sold $600.5 million in goods in 2022.
In 2022, consumers in the 10 Minute Drive Time
spent $595.2 million in retail goods.
Consequently, the Fountain Inn downtown trade
area gained $5.3 million in sales in 2022.
However this overall net gain does not run across all
retail categories.
Future Market Demand
By 2026 Market Demand in the 10 Minute Drive Time
will increase to switch Fountain Inn’s 10-minute
market from a gain market to a market that leaks
$93.4 million. This presents prime opportunity for
Fountain Inn’s downtown to capitalize on its position
as a charming location, proximity to the region, and
strong economic base in the local and regional
population.
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MARKET STRATEGY OPPORTUNITIES
Conservative estimate.
Based on low capture rates and sales per square foot numbers.
Does not account for population growth.
Does not account for visitors outside of the Primary and Secondary Trade Areas.

Dining
PTA Gain: $1.3 million/year
Opportunity to build on existing dining
cluster with a mixture of dining options.
While there is overall gain in the restaurant
market in Fountain Inn, the small gain will be
quickly absorbed as growth continues to
occur. Furthermore, downtown is an ideal
setting for additional restaurants as a preexisting cluster of dining already exists.

Grocery/Specialty Food
PTA Leakage: $21.9 million/year
Opportunity: Full Line Grocery Store Plus
Specialty Foods in Downtown
The market leakage for Groceries/Specialty
Food is a key opportunity not only for
downtown Fountain Inn as the home of
specialty food outlets but for the City of
Fountain Inn to have the potential for an
additional full line grocer in the coming years.
These two options are not mutually exclusive
but do account for opportunities for residents
to remain in the community for their grocery
shopping needs.
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MARKET STRATEGY OPPORTUNITIES
Conservative estimate.
Based on low capture rates and sales per square foot numbers.
Does not account for population growth.
Does not account for visitors outside of the Primary and Secondary Trade Areas.

Clothing
PTA Leakage: $8.1 million/year
Opportunity: Curated Clothing/Accessory
Stores
Clothing is nearly always a leaking market for
communities as most consumers gravitate to
large retail centers for apparel shopping.
However, downtown can carve out a niche
with highly curated clothing and accessory
stores that create a cluster of shopping
options.
Lodging
Market study indicates potential for a hotel
in the market.
Covid 19 has impacted hotels but the
rebound will happen.
Fountain Inn is strategically placed for a
mid scale select service hotel.
The market for hotels is greatly diversifying
and the options for lodging are increasing
even amidst the disruption caused by the
Covid19 pandemic.The community’s position
close to Interstate 385 in a fast-growing
corridor allows it the opportunity to explore a
hotel concept close to both the interstate and
downtown.
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PUBLIC SURVEY RESULTS
Prior to the site visit, the resource team developed a survey to gather input on
downtown and the market. During a three-week period, 170 surveys were
completed. Twenty questions were posed to address downtown’s character,
environment and needs. This section presents key survey findings that help to
quantify the Market Research.
Note: survey responses are available as a separate document. These are important to
consider when planning next steps.
Three Favorite Places Downtown
The first survey prompt related to the atmosphere of downtown. The word cloud
below displays responses. The larger the word, the frequently the word was
submitted. Favorite places reflect primarily public spaces & dining.
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Downtown Functionality
Respondents ranked the issues facing downtown Fountain Inn. Buildings in need of
repair was the most top ranking issue. Store variety and inconsistent store hours
were the next highest issues noted.
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Top Desires for Downtown
Respondents were asked open ended questions about their wants and desires for
downtown and the number one response was more restaurants. On the whole
residents desire additional shopping and dining in a pedestrian friendly downtown
environment. Responses to the top 3 wants or needs support demand data. Top
responses include:
Fine dining
Bookstore
Art/Craft
Grocery
Clothing
Pub/Restaurant
Entertainment

What time of day do you
most typically shop?

What time of day do you
most typically shop?
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Downtown Atmosphere
The first survey prompt related to the atmosphere of downtown. The word cloud
below displays responses. The larger the word, the more frequently the word was
submitted.

The final open-ended prompt asked respondents to describe downtown of the
future in one sentence. Here are a few notable responses:
A very special place that has been carefully developed with special attention
paid to the original residents, history and culture of old Fountain Inn.
A place where you’re proud to show off and people want to come visit.
A charming, small town downtown with a variety of shopping, dining, and
entertainment options with consistent business hours, including weekends.
A place for families to go and be part of a community.
A charming walkable community with rich history, great shops, great food and
great people.
A vibrant, family-friendly community where all are welcome and there is
something for everyone to enjoy.
A historically revitalized city full of small-town charm and flooded with unique
small businesses.
With a good pair of shoes and a good group of friends, there's no where else I
need to be.

E C O N O M I C V I T A L I T Y | Fountain Inn Resource Team Report

