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The Downtown Revitalization Committee 

During initial efforts to determine the path forward to revitalize downtown Liberty, key stakeholders 

were engaged to discuss the future growth and development of Liberty, as well as opportunities to 

attract a growing market. The City of Liberty, citizens, and business owners began the process of 

exploring ways for promoting a revitalization effort in the downtown area of the community through a 

SWOT analysis that helped identify objectives and actions for moving forward. The process included 

input with business owners, residents, and local officials to help determine ways to improve downtown.  

Strengths  

(to maximize) 

Atmosphere & Small 
Town Charm (8) 

Downtown Layout (6) 

Advantageous Location (6) 

Great Restaurants (3) 

 

Weaknesses  

(to minimize) 

Appearance (7) 

Empty Buildings (7) 

Not “Business Friendly” (zoning, 
standards, signage, lighting, unity) 

(5) 

Parking & Infrastructure (5) 

 

Opportunities  

(to take advantage of) 

Downtown Marketing & 
Events (8) 

Business Recruitment & 
Diversification (6) 

Beautification, Building Renovation 
and Planning (4) 

Fill Empty Buildings (4) 

Hospitality Tax Revenue (1) 

Threats 

(to eliminate) 

Lack of United Vision and 
Direction (7) 

Loss of Appeal and Interest 
in Downtown (7) 

Reputation of Dying Businesses (5) 

Deteriorating Infrastructure and 
Buildings (4) 

The SWOT analysis revealed many common issues and concerns that residents have about Downtown 

Liberty as well as agreement on the strengths of the community.  
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Strengths 

The biggest strength was what the group considered the distinct downtown core and the sense of place 

that it provided for Liberty. The advantageous location between Clemson and Greenville in the region as 

well as proximity to residential areas and the County Commerce Park were all identified as strengths 

that should be used as leverage for building a better downtown. The presence of several quality 

restaurants is another strength that the community can build on as it looks to recreate itself as a 

destination for area residents.  

Weakness 

The biggest weakness of downtown were issues associated with image. The group felt that the overall 

image of downtown lacked character and the appearance of the district suffered. Deteriorating 

infrastructure was a key issue with residents. The need for sidewalk repair and improved lighting was 

noted. The condition of Commerce Street was also identified as a problem the community needed to 

address. The street has had some deterioration due to erosion of the road bed below the pavement that 

the City has had to patch over time.  

Empty storefronts and the lack of upkeep was  also mentioned as a reason for the negative image of 

downtown. The lack of parking downtown was seen as a weakness as well. Business owners and 

residents also noted that the city has not been "business friendly" in several ways. One concern was the 

lack of effectiveness of local zoning regulations that dealt with signage, lighting, and other development 

standards.  

Threats 

The group acknowledged the primary threat to improving downtown was the lack of a unified vision. 

The revitalization committee was formed in large part to address the need for a common vision. The lack 

of a unified focus for business recruitment has caused confusion and hindered recruitment into 

downtown. The lack of a cohesive plan for improvements also threatens to contribute to the decline of 

the district. 

The lack of progress in improving downtown has occurred at the same time other communities have 

revitalized their downtowns. As other communities continue to revitalize their downtowns the threat of 

becoming the forgotten community is a major concern. Apathy from residents and businesses leaving 

has created a reputation for the Liberty Downtown as a dying place. These threats all contribute to an 

decline in the appeal of the district and overall interest. 

Opportunities 

Although there are many factors that have prevented Downtown Liberty from flourishing there are 

many opportunities for improvement. Improvements needed downtown have an excellent chance of 

improving downtown Liberty because of the many buildings available for use by businesses. The 

infrastructure improvements such as streetscaping, lighting, sidewalk improvements and road repairs 

would immediately make the downtown more attractive to businesses and residents which are the basis 

for revitalizing downtown. Additional opportunities for revitalization include the potential for a 
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marketing plan for downtown to create an image and brand for Liberty's downtown. The creation of 

downtown festivals and events could take advantage of Liberty's central location in the County and close 

proximity to universities. 

Steps Forward 

The group identified both short term and long term goals for revitalizing downtown. The short term 

goals identified were with the specific purpose of giving credibility to this downtown revitalization 

movement and to establish momentum. Possible events should be considered carefully to ensure they 

are a success and achieve the desired effect. Ensuring good crowds will be essential to getting buy in 

from downtown businesses that are supportive of any efforts that lead to higher customer traffic and 

visibility for their storefronts. 

The long-term goals noted addressed the issues of creating a cohesive vision for downtown, outlining 

the necessary improvements to support the rebirth of Downtown Liberty. The initial long term goals 

include: 

 Development of a downtown master plan to include business plan and marketing in addition to 

physical improvements. 

 Identify physical design and planning projects that support economic and branding efforts and 

help develop the character of Liberty 

 Develop a relationship with students/interns from Clemson University that can help with 

designing facade improvements, improving ordinances, and development standards. 
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Liberty Retail Market Profile 

The Town of Liberty lies in the Center of 

Pickens County with convenient access to 

Greenville, Clemson and the I-85 corridor 

through the Upstate of South Carolina. 

The map below shows three areas that are 

related to the 5, 10, and 20 minute drive 

time radius from downtown Liberty. These 

areas represent the populations that 

Liberty can consider within their market 

area and from which the majority of 

people that Liberty will target to live, 

work, shop, and eat in their downtown.  

There are detailed reports attached with 

this document that provide demographic 

information on each of the three areas 

depicted on the map. From those reports 

it shows that within a 5 minute drive time 

of Liberty’s downtown there are 3,706 residents and 1,518 households. Looking further out at the 10 

minute drive time radius there are just over 19,000 people and over 54,000 within a 15 minute drive. 

That is a significant market from which Liberty can draw patrons. There is also a lot of competition for 

these residents which is a challenge for the community. The opportunity it presents though is 

tremendous because you only need to attract a relatively low percentage of these people to make a 

significant improvement in patronage of downtown Liberty. 

This shows a stable population base within a 10 minute drive of downtown that establishes a strong 

core for Liberty to market to. These residents could be the focus of efforts to attract more activity 

downtown as they are in close proximity and will be the people most likely to use downtown businesses 

on a regular basis.   

This section presents the findings of the market analysis for the Town of Liberty. The market definition 

section of this report provides a description of the geography of Liberty’s customer base, and the 

individual market studies present specific business recruitment and development opportunities. The 

data will prove to be useful to Liberty, its partners, as well as to individual businesses and property 

owners looking to make investments in the community. 

Market Definition 

The market definition exercise establishes the geography of the retail trade area for Liberty and provides 

the baseline data for the subsequent analyses. In order for the conclusions to be accurate, it is 

important that the market analysis reflect the consumer habits within Liberty’s trade areas rather than 

arbitrary study areas such as political boundaries and concentric circles. Therefore, the process began 
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with a population defined by relative drive times from downtown Liberty to determine the market base 

relevant to Liberty and its businesses. This includes determining its place within the larger region and 

nearby competitive markets. 

In addition to defining the geographic market area, residents lifestyles also define market potential. 

People who share the same demographic characteristics often have widely divergent desires and 

preferences. Using Community Tapestry data (developed by ESRI Business information Solutions) we are 

able to define lifestyle segmentations that identify buying habits and preferences of consumers in 

geographic areas. Community Tapestry descriptions help bring to life demographic variables by sharing 

information on consumer spending habits, household types, hobbies and preferences of local market 

segments. 

Tapestry Segmentation classifies US neighborhoods into 67 distinct market segments. Tapestry 

Segmentation combines the “who” of lifestyle demography with the “where” of local neighborhood 

geography to create a model of various lifestyle classifications, or segments, of actual neighborhoods 

with addresses—distinct behavioral market segments. Below is a table showing the Tapestry market 

segments identified for each of the three drive time areas which are used to identify Liberty’s market 

areas.  

City of Liberty Market Segmentation 

5 Minute Drive Time             
Top Tapestry Segments Percent   Demographic Summary 2016 2021 

Heartland Communities (6F) 93.2%   Population 3,761 3,770 

Southern Satellites (10A) 6.9%   Households 1,518 1,512 

Top Tier (1A) 0.0%   Families 1,033 1,024 

Professional Pride (1B) 0.0%   Median Age 40.0 41.5 

Boomburbs (1C) 0.0%   Median Household Income $40,753 $40,376 

10 Minute Drive Time             
Top Tapestry Segments Percent   Demographic Summary 2016 2021 

Southern Satellites (10A) 32.3%   Population 19,090 19,357 

Heartland Communities (6F) 30.4%   Households 7,314 7,370 

Traditional Living (12B) 13.6%   Families 5,175 5,195 

Down the Road (10D) 12.2%   Median Age 38.6 39.8 

Salt of the Earth (6B) 3.6%   Median Household Income $38,338 $38,825 

15 Minute Drive Time             
Top Tapestry Segments Percent   Demographic Summary 2016 2021 

Heartland Communities (6F) 22.3%   Population 54,558 55,929 

Southern Satellites (10A) 17.6%   Households 21,668 22,062 

Middleburg (4C) 8.0%   Families 13,666 13,815 

Dorms to Diplomas (14C) 7.4%   Median Age 36.5 37.5 

Traditional Living (12B) 4.9%   Median Household Income $38,082 $39,187 
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Tapestry Segmentation  

The chart below represents a breakdown of all the segments in the overall market base broken into 

primary, secondary, and outlying trade areas based on drive times. This table below breaks down the 

counts and percentages of social group cluster identified in the Market Segmentation table. The 

Tapestry Segments are centered on two primary groups: Heartland Communities and Southern 

Satellites. There are 1,518 households in Liberty’s primary trade area, the 5-minute drive time market, 

which is classified as 93.2% Heartland Communities. Heartland Communities and Southern Satellites 

make up the two largest segments of the secondary market defined by the 10 drive time radius. The 

secondary market has 7,314 households and Southern Satellites (32.3%) and Heartland Communities 

(30.4%) account for over 62% of the total market.  

2016 Households 
Primary Trade Area  
5 Minute Drive Time 

Secondary Trade Area 
10 Minute Drive Time 

Outlying Market 
15 Minute Drive Time 

Tapestry Segment Pop Pct Rank Pop Pct Rank Pop Pct Rank 

Heartland Communities (6F) 3,505  0.93% 1 6,166  30.4% 2  12,166  22.3% 1 

Southern Satellites (10A) 256  0.07% 2 5,803  32.3% 1  9,602  17.6% 2 

Traditional Living (12B)       2,596  13.6% 3  2,673  4.9% 5 

Down the Road (10D)       2,329  12.2% 4  -        

Salt of the Earth (6B)       687  3.6% 5  -        

Middleburg (4C)             4,365  8.0% 3 

Dorms to Diplomas (14C)             4,037  7.4% 4 

Total Count/Pct of Area 3,761  100%   17,582  92.1%   32,844  60.2%   

 

Additional segments of note include Traditional Living, Middleburg, and Dorms to Diplomas. Each 

Tapestry Segment is described below to provide a better understanding of the habits of persons in these 

categories.  
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Retail Market Analysis 

Liberty and its commercial offerings serve the market defined in the previous section. The primary and 

secondary trade areas in particular are the basis for the analysis below. In this section, Liberty’s retail 

market is examined to identify potential opportunities for retail growth through a retail leakage gap 

analysis. “Retail Leakage” refers to the difference between the retail expenditures by residents living in a 

particular area and the retail sales produced by the stores located in the same area. If desired products 

are not available within that area, consumers will travel to other places or use different methods to 

obtain those products. Consequently, the dollars spent outside the area are said to be “leaking.” If a 

community is a major retail center with a variety of stores, it will be “gaining” rather than “leaking” 

retail sales. Even large communities may see leakage in certain retail categories. This section will look at 

the primary and secondary trade areas to see how much money is “leaking” from the area to stores in 

other areas. 

Retail Market Performance 

Esri's Retail MarketPlace data provides a direct comparison between retail sales and consumer spending 

by industry. To capture a snapshot of an area's retail market place, the leakage and surplus factor 

summarizes the relationship between supply (retail sales by businesses) and demand (consumer 

spending by household). Deviations from potential sales may reveal areas of opportunity in the trade 

area’s retail sectors, keeping in mind any extenuating circumstances that may be driving the results. 

Esri uses the North American Industry Classification System (NAICS) to classify businesses by their 

primary type of economic activity. Retail establishments are classified into 27 industry groups within 

Retail Trade sector, and four industry groups within the Food Services & Drinking Establishments 

subsector. To estimate sales, the Retail MarketPlace database combines a number of data sources, 

including 

 ► Census Bureau's Census of Retail Trade (CRT) and Monthly Retail Trade (MRT) 

 ► Census Bureau's Nonemployer Statistics (NES) 

 ► Esri's demographic data 

 ► Infogroup 

 ► Consumer Expenditure surveys from the Bureau of Labor Statistics 

All estimates of actual sales (supply) reflect current dollars derived from receipts of businesses primarily 

engaged in selling merchandise. Potential sales (demand) is estimated by using Esri's consumer spending 

data which provides estimated expenditures for more than 700 products and services that are 

consumed by U.S. households. The estimate of a trade area’s demand is based upon estimated 

expenditures by households within the trade area. Leakage within a specified trade area represents a 

condition where supply is less than demand. Retailers outside of the trade area are fulfilling demand for 

retail products. Surplus within a specified trade area represents a condition where supply exceeds the 

area's demand. Thus retailers are attracting customers that reside outside the trade area. 
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Sales Surplus and Leakage Estimates 

Total Retail Trade and Food & Drink demand versus sales estimates for the study areas show sizable 

sales leakage at the primary and secondary market levels, ranging from about $14.4 million for the 5-

minute drive time to nearly $80 million for the 10-minute drive time area. 

5 Minute Drive Time (Primary Market) 

  
Industry Summary 

Demand 
(Retail 

Potential) 

Supply 
(Retail Sales) 

Retail Gap Leakage/ 
Surplus  
Factor 

# of 
Businesses 

Total Retail Trade 
and Food & Drink  
(44-45,722) 

$42,879,733 $28,428,783 $14,450,950 20.3 38 

Total Retail Trade 
(44-45) 

$39,231,205 $24,736,518 $14,494,687 22.7 26 

Total Food & Drink 
(722) 

$3,648,528 $3,692,266 -$43,738 -0.6 12 

10 Minute Drive Time (Secondary Market) 

  
Industry Summary 

Demand 
(Retail 

Potential) 

Supply 
(Retail Sales) 

Retail Gap Leakage/ 
Surplus  
Factor 

# of 
Businesses 

Total Retail Trade 
and Food & Drink  
(44-45,722) 

$213,316,139 $125,860,949 $87,455,190 25.8 116 

Total Retail Trade 
(44-45) 

$194,377,353 $114,980,731 $79,396,622 25.7 86 

Total Food & Drink 
(722) 

$18,938,786 $10,880,218 $8,058,568 27.0 30 

15 Minute Drive Time (Outlying Market) 

  
Industry Summary 

Demand 
(Retail 

Potential) 

Supply 
(Retail Sales) 

Retail Gap Leakage/ 
Surplus  
Factor 

# of 
Businesses 

Total Retail Trade 
and Food & Drink  
(44-45,722) 

$659,595,644 $899,527,447 -$239,931,803 -15.4 529 

Total Retail Trade 
(44-45) 

$600,046,842 $815,907,555 -$215,860,713 -15.2 370 

Total Food & Drink 
(722) 

$59,548,801 $83,619,892 -$24,071,091 -16.8 159 

 

Within both these areas the driving source of the leakage is in Retail Trade. Retail Trade sales surplus 

figures reported for the 5-minute drive time area are the sole source of leakage as total food and drink 

has a surplus in the primary market area. However, within the secondary market there is a gap of just 

over $8 million that creates significant leakage within a 10-minute drive time of Liberty.  
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Leakage/Surplus Factor by Industry SubsectorLeakage/Surplus Factor by Industry Subsector

Food Services & Drinking Places   

Nonstore Retailers   

Miscellaneous Store Retailers   

General Merchandise Stores  

Sporting Goods, Hobby, Book, and Music Stores   

Clothing and Clothing Accessories Stores 

Gasoline Stations   

Health & Personal Care Stores   

Food & Beverage Stores   

Bldg Materials, Garden Equip. & Supply Stores   

Electronics & Appliance Stores   

Furniture & Home Furnishings Stores   

Motor Vehicle & Parts Dealers   

Leakage/Surplus Factor

1009080706050403020100-10-20

Primary Market Analysis 

The following table presents a breakdown of sales surplus and leakage estimates for 13 subsectors in 

the Retail Trade and Food Services & Drinking Places industry groups for the primary market area for 

Liberty. There are several categories that show significant leakage which means that residents are 

spending more for products than local businesses capture. Retail sales leakage suggests that there is 

unmet demand in the trade area and that the community can support additional store space for that 

type of business. 

5-Minute Drive Time Sales Potential 

Industry Group NAICS 
Demand 
(Retail) 

Supply (Retail) Retail Gap 
Leakage/Surplus 

Factor 
Number of 
Businesses 

Motor Vehicle & Parts 
Dealers 

441 $9,593,731 $2,216,365 $7,377,366 62.5 2 

General Merchandise  452 $6,638,933 $2,161,800 $4,477,133 50.9 3 

Food & Beverage Stores 445 $7,160,773 $3,804,457 $3,356,316 30.6 5 

Electronics & Appliance  443 $1,554,179 $0 $1,554,179 100.0 0 

Clothing & Clothing 
Accessories Stores 

448 $1,377,891 $0 $1,377,891 100.0 0 

Miscellaneous Retailers 453 $1,854,263 $656,830 $1,197,433 47.7 4 

Nonstore Retailers 454 $868,995 $0 $868,995 100.0 0 

Sporting Goods, Hobby, 
Book & Music Stores 

451 $947,467 $242,243 $705,224 59.3 1 

Food Services & Drinking 
Places 

722 $3,648,528 $3,692,266 $43,738 -0.6 12 

Furniture & Home 
Furnishings Stores 

442 $1,134,871 $1,470,522 $335,651 -12.9 2 

Bldg Materials, Garden 
Equip. & Supply Stores 

444 $2,569,319 $4,035,796 $1,466,477 -22.2 3 

Health & Personal Care  446 $2,490,759 $4,469,621 $1,978,862 -28.4 3 

Gasoline Stations 447 $3,040,024 $5,620,698 $2,580,674 -29.8 4 
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Leakage/Surplus Factor by Industry SubsectorLeakage/Surplus Factor by Industry Subsector

Food Services & Drinking Places   

Nonstore Retailers   

Miscellaneous Store Retailers   

General Merchandise Stores  

Sporting Goods, Hobby, Book, and Music Stores   

Clothing and Clothing Accessories Stores 

Gasoline Stations   

Health & Personal Care Stores   

Food & Beverage Stores   

Bldg Materials, Garden Equip. & Supply Stores   

Electronics & Appliance Stores   

Furniture & Home Furnishings Stores   

Motor Vehicle & Parts Dealers   

Leakage/Surplus Factor

1009080706050403020100

 

Motor Vehicle & Parts Dealers, General Merchandise, and Food & Beverage stores present the greatest 

sales potential with a combined $15 million in unmet sales demand in the market area. Two other areas 

of note are the Electronics & Appliance stores and Clothing stores which together have just over $1.9 

million in unmet demand but have no stores in the Primary Market area to serve that need. One positive 

for the Primary Market area is that several categories have sales that exceed expected demand. This 

means the City is drawing customers from surrounding markets which benefits the City.  

Secondary Market Analysis 

The following table presents a breakdown of sales surplus and leakage estimates for the Secondary 

Market area for Liberty which is the 10 minute drive time area. The Secondary Market shows unmet 

retail potential in all categories except Building Material and associated businesses. There is 

considerable leakage in several categories. The two largest are consistent with the Primary Market with 

Motor Vehicle & Parts Dealers and General Merchandise accounting for roughly $48 million of unmet 

sales. Retail sales leakage in the broad range of categories suggests that there are many opportunities to 

take advantage of unmet demand in the trade area and that the community can support additional 

store space for that several businesses. 

Other categories of note include Food Services and Drinking Places which show a significant retail gap of 

$8 million in the Secondary Market. While Liberty’s Primary Market showed virtually no gap this 

suggests that Liberty could still support additional restaurants if they are able to attract customers from 

the Secondary Market and beyond. In addition, the Clothing and Electronics categories shows additional 

demand in the Secondary Market that Liberty could take advantage of since they currently don’t have 

any stores in their Primary Market area. Overall the unmet needs within the 10-minute driving radius of 

Liberty provide ample demand to support additional business to their downtown area. 
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10-Minute Drive Time Sales Potential 

Industry Group NAICS 
Demand 
(Retail) 

Supply 
(Retail) 

Retail Gap 
Leakage/Surplus 

Factor 
Number of 
Businesses 

Motor Vehicle & Parts 
Dealers 

441 $46,761,287 $18,863,515 $27,897,772 42.5 16 

General Merchandise 
Stores 

452 $33,812,960 $13,618,566 $20,194,394 42.6 8 

Food Services & 
Drinking Places 

722 $18,938,786 $10,880,218 $8,058,568 27.0 30 

Food & Beverage Stores 445 $35,718,690 $28,509,319 $7,209,371 11.2 10 

Miscellaneous Store 
Retailers 

453 $8,892,100 $3,127,544 $5,764,556 48.0 13 

Nonstore Retailers 454 $3,910,093 $0 $3,910,093 100.0 0 

Clothing & Clothing 
Accessories Stores 

448 $7,177,426 $3,428,382 $3,749,044 35.3 5 

Gasoline Stations 447 $15,077,681 $11,879,954 $3,197,727 11.9 7 

Sporting Goods, Hobby, 
Book & Music Stores 

451 $4,766,093 $1,842,695 $2,923,398 44.2 4 

Furniture & Home 
Furnishings Stores 

442 $5,876,211 $3,196,034 $2,680,177 29.5 4 

Electronics & Appliance 
Stores 

443 $8,013,442 $5,402,247 $2,611,195 19.5 3 

Health & Personal Care  446 $12,136,253 $10,371,639 $1,764,614 7.8 6 

Bldg Materials, Garden 
Equip. & Supply Stores 

444 $12,235,116 $14,740,835 -$2,505,719 -9.3 11 
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Economic Development Strategies 

The stakeholder input, as well as data and conclusions of the retail market analysis, were 

used to develop “emerging themes”. Based on further input from community stakeholders 

and additional market research, these themes were broken into four economic development 

strategies. Each of these strategies is described in detail below. 

Strategy One: Business Recruitment and Retention  

Issues  

Key issues regarding business recruitment and retention are as follows:  

 The Liberty market has a local market base but also experiences a considerable amount of retail 

spending leakage to markets outside of Liberty.  

 There is a lack of critical mass for some types of retail establishments that would attract 

customers to downtown.  

 Several market gaps and key opportunities have been identified in the retail leakage study.  

Goal  

“By 2020, the City of Liberty will recruit the restaurants, specialty shops, and customer base 

to support a vibrant downtown core and a robust retail corridor along U.S. 178 & Main 

Street.”  

Recommendations  

Encourage the development of a downtown specialty shopping and dining district. Opportunities to 

market shopping and dining should focus on two primary desired markets:  

The local resident. Liberty residents comprise the largest market share for local businesses. The 

local customer must remain engaged and be a marketing target for any business to be 

sustainable.  

The regional customer. Liberty should work to establish themselves as a regional draw. As the 

retail base matures in Liberty, the community should be able to broaden its appeal as a regional 

shopping destination.  

In the short term, the objective should be to create critical mass of retail and food offerings. In 

the medium-term, the focus should shift to nights and weekends as opportunities to activate 

the downtown core in the evenings and weekends. Promoting existing special events and 

developing ongoing programming at the McKissick Center are an important part of activating 

the downtown. In general, the City should leverage the existing festivals and local events to do 

much of the heavy lifting in terms of attracting people to downtown.  

 

Continue existing and launch new marketing assistance initiatives for retailers and restaurateurs. 

Liberty should explore a variety of ways to promote local businesses through print material, collateral 

items, and online resources. Some suggestions to improve the marketing material include the following:  



 

 
February 12, 2017 

20 City of Liberty 

Develop a new shopping and dining guide to the community in both print and online forms. This 

guide might include special events, a directory of shops and dining establishments, and other 

information for visitors. This could be distributed at the McKissick Center, Clemson University, 

and in shops and restaurants in Liberty as well as nearby community centers.  

Create a link-to-link program among businesses in downtown Liberty to elevate both the 

businesses and the district on Google searches. Each business would link to others in the district 

as well as to a website. Google’s search algorithms strongly elevate businesses and districts that 

are linked.  

Recruit appropriate businesses and attractions into downtown based on retail market data. This 

report provides a solid basis of data to use to recruit desired businesses to Liberty. One way to start the 

recruitment process would be for the Liberty Chamber of Commerce to host an open house to provide 

information to potential business owners, connect them with property owners,  

Launch a volunteer-based business recruitment team. Many communities have formed 

programs that involve grassroots recruitment of retailers interested in expanding into new 

markets. Liberty should consider a similar group that could share economic information about 

this study with potential retailers interested in expanding in the community. This effort could be 

spearheaded by the Liberty Chamber of Commerce, and could “lead the charge” to recruit 

additional businesses to the City.  

Develop a local loyalty program for restaurants and shops. To encourage greater exploration of 

local businesses and to spur customer browsing, the City and Chamber could partner with a high 

school or college-level marketing class to develop a loyalty program that helps local businesses 

feed off of one another’s customer base.  

Develop a facade grant program. A façade grant program can leverage public monies to spur 

private investment in downtown’s building stock. The program could be extended to downtown 

commercial properties to improve their appearance and improve the overall attractiveness of 

downtown Liberty.  

Strategy Two: Managing Infill Development  

Key issues regarding infill development in Liberty are as follows:  

 Streetscape improvements have set the table for development, yet work remains to be done on 

Main Street as well as on key arterial roads.  

 The City needs to take a closer look at incentives, marketing tools, and guidelines/expectations 

for property owners and future investors.  

 Derelict properties remain a problem throughout the City, especially along key corridors and at 

major intersections.  

 Unless the City has a proactive strategy for infill development, City leadership will have to react 

to what others propose.  
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Goal  

“TLiberty will continue to develop as a complete community, filling in vacant sites, rehabilitating existing 

buildings, and improving its streetscape.”  

Recommendations  

Examine the regulatory environment to encourage property upkeep. The City should examine its 

current code enforcement regulations in order to streamline processes to more easily allow for 

proactive code enforcement. Proactive code enforcement will help protect business and residential 

investments and also create a Liberty that is more desirable for potential investors and residents.  

Continue to implement citywide streetscape improvements. The City’s recent downtown streetscape 

project has been a remarkable success and should be continued in the coming years. The City should 

focus on arterial corridor improvements.  

Create and maintain an “Available Properties” database. Establish a baseline for a database of 

available commercial properties that can be provided to prospective entrepreneurs. The Liberty 

Chamber of Commerce may be the ideal group to take ownership of this inventory, as it would help with 

business-to-business relationships and recruitment initiatives.  

Strategy Three: Cultivating the Destination  

Issues  

Key issues related to cultivating Liberty as a destination are as follows:  

 Downtown Liberty is practically closed in evenings and on Sunday afternoons. This represents 

both a significant challenge and an opportunity for downtown retailers.  

Goal  

“Liberty will work to develop a pedestrian-friendly shopping and dining destination in their downtown 

that provides a high-quality of living for residents and visitors.”  

Recommendations  

Continue to host large-scale events like seasonal festivals. Events like downtown festivals draw visitors 

to the area, create awareness of local offerings, and provide an opportunity to foster community pride 

and promote the Liberty brand.  

Consider a weekly event series to attract people downtown on a regular basis. Sometimes small 

regularly held events can be more valuable than extravagant annual events. The events should always 

be located in an area where participants can see the retail shops and should, whenever possible, 

actually involve the local shopkeepers. Sundays in warm-weather months may be a good time to capture 

a family audience, and well-attended events would signal to local businesses that Sundays are viable. 

The City could work with area restaurants as well as chain restaurants to provide family-friendly food 

options.  
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Strategy Four: Organization and Partnerships  

Issues  

Key issues regarding organization and partnerships in Liberty include the following:  

 The City enjoys many strong partnerships, and has potential for even more.  

 There is no protocol or staffing strategy for engaging potential investors.  

 There are many different ways to address such issues.  

Goal  

“The City, Chamber of Commerce, and other partners will unite to implement economic development 

initiatives and ensure ongoing activity and growth in the community.”  

Recommendations  

Organize a committee to promote the findings of this study. This data and recommendations are only 

as valuable as they are known in the community and region. The City and Liberty Chamber of Commerce 

should present this information to civic groups, regional partnerships, developers, and property owners 

to ensure that many people know the efforts that are about to take place.  

Develop a “Go Team” for economic development initiatives. There are a number of groups that may 

play a role in development activity in Liberty. This is particularly true of large-scale commercial 

development and the creation of catalyst projects in the community. Liberty should be poised to have a 

development team in place that involves the City, Chamber, and other partners as needed.  

Explore ways to foster downtown investment. There are many creative ways that an innovative 

community can explore to foster investment in downtown. The conventional wisdom has been that a 

community must recruit or wait for a developer to assemble capital and invest in a building. Several 

evolving models are turning the traditional thinking upside down. Some options to consider might be: 

Downtown Renovation Corporation. This would be a private sector investment “club” to buy, renovate, 

and repurpose downtown buildings. The most direct way of raising capital to ensure that downtown is in 

a position for investment is through a capital campaign that could be dedicated to purchasing and 

renovating buildings. As a donation effort, the return on investment is the overall health of downtown 

allowing the maximum flexibility to find the right investors, tenants, and owners for buildings. Greer, 

South Carolina has succeeded in raising nearly $7 million in ten years through capital campaigns. This 

investment has transformed their downtown from a near empty declining district into one of the most 

successful small towns in the Upstate.  

Strengthen relationships between community partners. The City should work to enhance working 

relationships between the Liberty Chamber of Commerce, the Alliance Pickens, Meals on Wheels of 

Pickens County, and Pickens County. While many of these organizations are already strong community 

partners, the City of Liberty stands to gain from enhanced working relationships with these parties. 

Many of the recommendations in this report provide examples of how these partners can work together 

on various projects.  
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