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AGENDA 
FINANCE COMMITTEE 

Monday, July 20, 2015 
1:00 p.m.  

Executive Conference Room, Administration  Builidng 
Beaufort County Government Robert Smalls Complex 

100 Ribaut Road, Beaufort 
 
 

Committee Members:  Staff Support: 
Jerry Stewart, Chairman   Suzanne Gregory, Employee Services Director  
Steve Fobes, Vice Chairman   Alicia Holland, CPA, Assistant County Administrator, Finance 
Cynthia Bensch    Chanel Lewis, CPA, Controller    
Rick Caporale    
Brian Flewelling 
William McBride  
Stu Rodman  
 
1. CALL TO ORDER – 1:00 P.M. 
 
2. CONSIDERATION / FISCAL YEAR 2016 CONTRACT RENEWALS (backup) 

A. Republic Services - $850,000 
B. A & B Cleaning Service, Inc. - $585,828 
C. Clarke Mosquito Control Products, Inc. - $315,000 
D. CompuCom - $186,677 
E. South Coast Logging - $180,000 
F. Manatron (Aumentum) - $177,975 
G. Taylor Technologies - $85,381 
H. Hilton Head Humane Association - $85,000 
I. Care Environmental Corp. - $80,000 
J. Pictometry International Corporation - $70,444 
K. South Carolina Judicial Department - $60,000 
L. Strickland Electric Recycling - $60,000 
M. Hewlett-Packard Company - $54,022 
N. New Vision System - $51,028 
O. Republic Services - $50,000 
 

3. CONSIDERATION / CONTRACT AWARDS 
A. Mosquito Control Department Two New 2015/2016 Chevrolet 4x4 ½-Ton Trucks from State 

Contract (backup) 
B. Bluffton Township Fire District Fire Apparatus Trucks (backup) 
C. Benefits Consulting Services (backup) 

http://www.bcgov.net/departments/Community-Services/county-channel/index.php
http://www.google.com/imgres?imgurl=http://www.clker.com/cliparts/7/1/c/a/12428121541383173175Wheelchair_symbol.svg.med.png&imgrefurl=http://www.clker.com/clipart-28636.html&h=298&w=261&sz=8&tbnid=vP8l0O1ojVr4HM:&tbnh=116&tbnw=102&prev=/search%3Fq%3Dwheelchair%2Blogo%26tbm%3Disch%26tbo%3Du&zoom=1&q=wheelchair+logo&hl=en&usg=__WP8l1w5hSgZVkWLaDHoGuZoeHjc=&sa=X&ei=Eis4Tt6RLIm4tgf6tqGTAw&ved=0CB0Q9QEwAg
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4. CONSIDERATION / PROPOSED HANGAR RATE INCREASES AT HXD 3% AND ARW 5% 

 
5. SOUTHERN BEAUFORT COUNTY CORRIDOR BEAUTIFICATION BOARD /  REQUEST TO 

USE TREE REFORESTATION FUNDS FOR U.S. 278 BEAUTIFICATION PROJECTS 
(backup) 

 
6. PRESENTATIONS / DESIGNATED MARKETING ORGANIZATIONS’ 2015-2016 BUDGET OF 

PLANNED EXPENDITURES (beaufort)  (hilton head island/bluffton) 
 
7. CONSIDERATION / LOCAL 3% ACCOMMODATIONS TAX  

 
8. DEMONSTRATION / NEW CITIZEN TRANSPARENCY INTERACTIVE WEBSITE 

 
9. CONSIDERATION OF REAPPOINTMENTS AND APPOINTMENTS 

A. Airports Board 
B. Tax Equalization Board 

 
10. ADJOURNMENT           
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
        

                                                                      2015 Strategic Plan Committee Assignment 
Business License:  Direction on Funding Source for Economic Development 



TO: 

FROM: 

SUBJ: 

DATE: 

COUNTY COUNCIL OF BEAUFORT COUNTY 
PURCHASING DEPARTMENT 

106 Industrial Village Road, Building 2 
Post Office Drawer 1228 

Beaufort, South Carolina 29901-1228 

Councilman Jeny W. Stewart, Chairman, Finance Committee 

Dave Thomas, CPPO, Purchasing Director Plf 
Recommendation for Beaufort County Departmental Contract Renewals 

July20,2015 

ln order to improve our process for renewing annual contracts I have provided a summary sheet (see the 
attached excel sheet) for your committee's review and approval. The summary sheet provides the vendor name, 
purpose, department , account name and number, prior and current contract cost, term, and remarks. The 
department head responsible for the contract or their representative will be available for questions during the 
Committee meeting. 

FOR ACTION: Finance Committee meeting occurring July 20, 2015. 

RECOMMENDATION: The Purchasing Department recommends that the Finance Committee approve and 
recommend to County Council, approval of the contract renewals (Items 1 - 6) as stated in the attached 
summary. The Purchasing Department also recommends that the Finance Committee approve the contract 
renewals (Items 7- 15) as stated in the at~ht~~ary. 

CC: Gary Kubic, County Adminisri?tdr rfJ\:. 
Josh Gruber, Deputy Administrator 
Alicia Holland, Asst. Co. Administrat r, Finance $ 

Att: Contract Renewal Summary and Pricing lnfonnation Backup 



Vendor I 
1 Republic ~tvlces 

Beaufort, South carolina 

Purpose 

Beaufort County, South Carolina 
fiscal Year 2016 ContraC1 Renewals 
Finance Committee, July 20, 2015 

Dep1rtment Account 
Hauling Services for Solid Waste Solid Wute Hauling Services 
Department Solid Waste 10001340.51165 

Not.e: Increase of $1.00 per haul as compared to flscal Year 2015. 

2 ~~ & B Cleaning Service, Inc. Janitorial Services for County I Cleanmg servrces 
Greenville, North Carolina Fadllties Facilities Management 10001310.51210 

lady's Island Airport 51000011·51210 
Hilton Head Island Airport 54000011-51210 

3 Clarke Mosquito Control Produm. Inc. Public Health tnsectidde for Public Health Producu 
St. Charles Illinois Mosaui to Control Mosquito Control 100014()()-52320 
Note: The State ContraCt unit pridng has not increased as compared to Fiscal Year 2015. 

4 CompuCom I Microsoft Ucensing including SQL 
Dallas, Texas 

1

server licenses for Beaufort County Maintenance Contracu 
MIS 10001150·51110 

Note: State Contract vendor · the price Increase Is attributable to an increase in servers and enterprise products. 

5 South Coast Logging I Solid Waste Disposal olld Waste Disposal 

Savannnah, Georgia Solid Waste 10001340.51166 

6 Manatron (Aumentum) Property Assessment and Tax 
Chicago, Illinois Software and Support for the 

Ass6sor, Audi tor and Treasuret's Assessor, Auditor and Maintenance ContraCts 

Offices !treasurer 1000115().51110 

7 Tyler Techologjes Annual support and license Mlilntenance--contraets 

Dallas, Texas agreement for Munis Finance 10001111·51110 
Purchasin& 10001116-51110 

Busine.ss License 10001134·51110 
Employee Servic6 1000116().51110 

Bulld1ng Codes 1000126().51110 
Local Accomm. Tax 20010011·51110 

Hospitality Ta>t 20020011·51110 
Admissions Fees 20100011·5111D 

8 Hilton Head Humane Association Provld6 Veterinary and Protess1onal ~rvlces 

Hilton Head Island, South Carolina Spay/Neuter Services for the Spay/Neuter 

County Animal Shelter 10001270.51160 
Animal Services 10001270.51165 

9 Care Environmental Corp. j Hazardous Waste Collection Profess1onal Services 

Dover, New Jersey Services Solid Waste 10001340.51160 

10 Pictometry International Corporation I Ucense Image Software/Aerial Aerial Photos 

Rochester, New York Photos GIS 10001152·512SO 

u r outh carolina Judicial Department Court Management System 

l 
Maintenance Contracts 

Columbia, South Carolina Support Clerk of Coon 10001030.51110 
Magistrate 10001081·51110 

121Strlddand Electric Recycling Eleroonic Wane Recyding Services I Ewaste 

North, South Carolina Solid Waste 10001340.51164 

13 Hewlett-Packard Company Hardware and Software Support Malntenanc~ontraets 

Roseville. California land Training MIS 10001150·51UO 

14 New VIsion Systems Official Records Software and I Maintenance Contracts 

New Canaan, Connecticut Maintenance Suppon Register of Deeds 10001122·51110 

15 Republic Services Hauling Services for Solid Waste Solid Waste Hauling Services 

Be~fort, South Carol1na Department (Daufuskie) Solid Waste 1000134().51165 
Note: Increase of $1.00 per haul as compared to Rscal Year 2015. 

FY 2016 Cost FY 2015Cost Term (Be&JEnd) 

$ 850,000 $ 818,100 7/1/2015 thru 
6/30/2016 

$ 585,8281 s 58$,828 7/1/2015 thru 
6/30/2016 

I 
$ 315,000 $ 315,676 8/1/2015 thru 

7/31/2016 

$ 186,677 s 139,468 7/1/2015 thru 
6/30/2016 

$ 180,000 s 153,195 7/1/2015 thru 
6/30/2016 

$ 177,975 s 163,630 7/1/2015 thru 
6/30/2016 

s 85,381 s 78,744 7/1/2015 thru 
6/30/2016 

$ 85,000 s 85,000 7/1/2015thru 
6/30/2016 

s 80,000 $ 82,957 7/1/2015 thru 
6/30/2016 

$ 70,444 s 67,819 , 7/1/2015thru 
6/30/2016 

Is 60,000 s 60,000 7/1/2015 thru 
6/30/2016 

Is 60.(l00 Is 45,213 1 9/l/2015thru 
8/31/2016 

s 54,022 1 s 67,262 9/1/2015 thru 
8/31/2016 

s 51,028 1 $ 51,028 7/l/2015thru 
6/30/2016 

s 50.000 Is 43,650 7/1/2015 thru 
6/30/2016 

I I 

Note: Items 1. 3, 5, 8, 9, 12 and 15 are estimated costs. The volume demanded of these services depends on various fae1ors throughout each fiscal year. 

MIS· Management Information Systems 
GIS· Geographical Information Systems 



Dill'(! T!UI/1/IIl, CPPO. Cl )l'fl 
Purchn~ing ()ircctor 
E-Mail: tHhomas@bcgo\'.ncl 

May 2~. 20 15 

Republic .' cn·ices. Inc. 

COUNTY COlJNCIL OF BEAUFORT 
Bcaufon Count~· Purchusing Department 

Po 1 Orricc Drawer 1228 
Beaufort. South Carolinn 19901-1228 

TC!Ieplume (.1143) 155-1353 • /·:·1.-\ ' (841) 25S-94J 7 

Mr. Randy Dixon. Municipal S~.:rv iccs tvlanagcr 
425 CiA ll\\'y 292 
Vidalia. GA 30474 

Rc: Contract Renewal for RFP 3962/1 10442. llauling. "cn•ices for Beaufort Count) Solid 
Waste Department 

Dear Mr. Dixon. 

\Ve han: reviewed your request and would like to counter offer your compan) with an 
adjustment of $1.00 per haul increase to reflect in the contract renewal. /\II other terms and 
conditions remain the same. The contmct renewal period wi ll commence on July I. 2015. ami 
extend through June 30. 2016. Please sign belm' and return to this office ns soon as possible. 

1\ l o. kindly fonvard an updah.:d Certi ficate or Insurance at your earl iest convenience. 

Please let me knO\\ of an) questions or concerns. We look fonvard to your continued success 
during the contract period. 

Respectfull y. 

-Onr1r /7'lf?-l/ll'l<l 

Dave Thomas. CPPO. CPPI3 

The si~lw/ure heluw aulhori:es !he rem•walt!f rhe afimm~emicmctl ( 'cmtracljor an udditional 
IIIII! (/ J year term 11·irh WI m(iustment (~f'S/ . 00 per haul incn:a\·e. All other terms ami conditio11s 
foullt! in !he original co/11rm:r remai11 the sl/1111.' . 

Sig•/u(dDmc 

cc: 'Jim ivtinor 

.- I'Vfi..Nt ( ( ,P/1 '-1'/(vfN~ 

und Title 1.9J3i~ompany 

I -
I /I 

1 



• Dave Thomas, CPPO, CPPB 
Purchasing Director 
E-Mail: dthomns@bcgov.nct 

May 26,2015 

A & B Cleaning Services, Inc. 
Attn: Mr. Marvin McKesson 
61 0-B Lynndale Court 
Greenville, SC 27858 

COUNTY COUNCIL OF BEAUFORT 
Benufort County Purchasing Department 

Post Office Drawer 1228 
Beaufort, South Carolina 29901-1 228 

Telephotre (843) 255-2353 • FAX (843) 255-9437 

Re: Contract Renewal for RFP 140305, Janitorial Services for Beaufort County 

Dear Mr. McKesson, 

It is with great pleasure to infonn you that Beaufort County wishes to renew the above 
mentioned contract with you in accordance wiU1 the original contract for RFP 140305, Janitorial 
Services for Beaufort County. The contract renewal period wil l commence on July I, 2015, and 
extend through June 30, 20 16, and will include approved amendments and compensation based 
on your last contract tem1. Please sign below and return to this office as soon as possible. 

Also, kindly forward an updated Certi ficate of Insurance at your earliest convenience. 

We look forward to your continued success during the contract period. Please contact Linda 
Maietta at 843-255-2353 or lmaienat@.bcgov.net if you have any questions. 

Sincerely, 

Z)AdU' ~-"1/AU 
Dave Thomas, CPPO, CPPB 

The signature below authorizes the renewal of !he aforementioned Contract for an addilional 
one (1) year lerm pursuanr to amendments. original con/rae/, and Terms and Conditions found 
in the original solicitation. 

Authorized Printed Name and Title to Bind Company 

7Yia,_ -~b S:2t..-/~~ 
Signature/Date 

cc: Mark Roseneau 

2 



Non-Competitive Purchases Form - New Form 

Non-Competitive Purchases Form 

This form shall be completed for any non-competitive purchase over $2,500 that Is not exempt. 

(o}A County contract may be awarded without competition when the Purchasing Director determines in writing, after conducting a good faith review of 
available sources, thor there Is only one source for the required supply, service, or construction item. The Purchasing Director shall conduct negotiations. as 
appropriate, as to price, delivery, and terms. A record of sole source procuremenu shall be maintained as public record and shall list each contractor's name, 
the amount and type of each contract, o listing of me i tems procured under each concroct and the identification of each contract file. 
(b)Sole source proc.vrement of a used Item from the open marker may only be considered, provided that: 

(1) The using agency recommends purchase; (2) condition of the Item is verified by appropriate County official; and (3) price analysis justifies purchase 
when the fa/towing factors ore considered: (a} new acquisition price; (b) current book valve; and (c) maintenance costs. 

Code 1982 SS 12-19 Sec. 2·518 Sole source procurement 

The County Council may by resolution, exempt specific supplies or services f rom the purchasing procedures required In the Code. The following supplies and 
services shall be exempt from the purchasing procedures required In this division; however, the Purchasing Director for just cause may limit or withdraw any 
exemption provided for in this section. (1} Works of art for museum and public display (2) Published books, library books, maps, periodicals, technical pamphlets 
(3} Copyrighted educational films, filmstrips, slides and transparencies (4} Postage stomps and postal fees (5} Professional dues, membership fees and seminar 
registration fees (6} Medicine and drugs (7} Utilities Including gas, electric, worer and sewer (8} Advertisements in professional publications or newspapers {9) 
Fresh fruit, vegetables, meats, fish, milk, bread and eggs (10} Oil company credit cords (11} Articles for commercial sole by all governmental bodies 
Code 1982 SS 12-14 Ord. No. 20QO.l S 1, 1·l·D-2000Sec. 2-514 Exemption from procedures 

Notwithstanding any other section of this division, me Purchasing Director may make or authorize others to make emergency procurements of supplies, services. 
or construction items when there exists a threat to the functioning of county government; for the preservation or protection of property; or for the heolth, 
welfare or safety of any person, provided that such emergency procurements shall be made with such competition as is procticoble under the clrcumsconces. A 
written determination of the bosls for the emergency ond for the selection of the particular contractor shall be included in the contract file. As soon os 
practicable, o record of eoch emergency procurement shall be mode and shall sec forth the contractor's nome. the amount ond type of the contract, o listing of 
the items procured under the contract, and the idenrificotion number of the contract file. 
Code 1982 55 12-20 Sec. 2-519 Emergency procurements 

Requesting Department: Mosquito Control Requested Account Code: 10001400-52320 

Description of Requested Services: 

Please provide a listing of the items purchased, if additional pages are necessary please attach to this form: 

iuP TO FIVE (S) 275-GALLON TOTES OF ANVIL 10+10 MOSQUITO ADULTICIDE 

Requested Vendor Name: CLARKE MOSQUITO CONTROL 

Requested Vendor Address: 159 NORTH GARDEN AVE, PO BOX 72197, ROSELLE ll 60172 

Requested Vendor Phone Number: (704) 756-5837 Requested Vendor Email Address: JOESTRICKHOUSER@CLA ... 

Type of Service Requested (Please check one) Construction L Service 0 Supply/Good 21 

Please attach any documentation provided by the vendor that provides back up for the claims in this document. 

Non-Competitive Purchases Form 

3 



Non-Competilive Purchases Form - New Form 

Please select a reason below as to why this is a non-competitive purchase and provide a brief explanat ion. 

0 It is not possible to obtain competition. There is only one source ovolloble for the supply, service, or construction 
item. 

0 The procurement is foro used item from the open market. The item may only be considered it (1) the using 

agency recommends purchase, (2) condit ion of the item is verified by appropriate County official, (3) Price 
analysis justifies purchase when the following factors ore considered: (a) new acquisition price; (b) current book 
value; and (c) maintenance costs. 

0 The item is a single source purchase. Other sources may be available but purchases are directed to one source 

because of factors unique to Beaufort County. Please select an option below: 

0 Standardization 

0 Warranty 

g Other, if selected please specify below. 

STATE CONTRACT PRICING: STATE CONTRACT 114400003968 

C1 An emergency exists that threatens the funct ioning of County government. 

0 An emergency exists that threatens the preservation or protection of County property. 

What steps have been taken to verify that these features are not available elsewhere? 

0 Other brands/manufacturers were examined (please list names and contact information, and explain why they 
are not suitable for use by the County-attach additional pages as necessary): 

lJ Other vendors were contracted (please list names and contact information and explain why those contacted 
did not meet the needs of the County-attach additional pages as necessary): 

Requester Name: GREGG J. HUNT Requester Signature: Date: 6/19/2 ... 

Department Hea~~~ ~ ~Department Head Slgnat~~at., C<Q-~~ -Is; 

Non-Competitive Purchases Form 
For Purchasing Completion only: 

Date Received in Purchasing Department: -----------------

0 Reviewed by Purchasing Department for completeness 

Date: -----------------------------------------



Non-Competitive Purchases Form- New Form 

Reviewed by: --------------------------

Verified that this is the only source: Yes 0 No 0 

Comments: ________________________________________ ___ 

Purchasing Director or His Designee Approval Signature: --------------------­

Associated Purchase Orders Number: ---------------------------­

Associated Contract Number: ---------------------------------



COMBINED VENDOR LIST OF MOSQUITO CONTROL PESTICIDE PRODUCTS FOR 
2011 CONTRACT BID SUBMISSION 

Item No. Percentage of active ingredient Size of container Adapco, Inc Clarke Gil Manufacturing Univar USA 

100'Y. Poly (oxy-1.2-ethan~diyl), a-(C16-20 

130 bronch~d and linear olkyl)-w-hydroxy (lOO'Y.) Zx2.5 gl $214.27 AGN!QUE MMF LIQUID 

100'Y. Poly (oxy-1,2-etha~diyl). a-(CI6-20 

131 branched and linear alkyl)-w-hydroxy (100'Yo) 12 x I L TR $213.53 AGNIQUE MMF LIQUID 

100'Yo Poly (oxy-1,2-ethanediyl). a-(C16-20 

132 branched and linear alkyl)-w-hydroxy (lOO'Y.) 53 gl DR $2,109.41 AGNIQUE MMF LIQUID 

JOO% Poly (oxy-1.2-et honed•yl), a-(C16-20 

133 branched and 1ine4r alkyl)-w-hydroxy (1007.) 263 gl TOTe $10,331.19 AGNIQUE MMF LIQUID 

134 57. PYRCTHRIN; 257. PBO 5gl PL $1,357.70 PYROCIDE 706 7 5+25 

135 57. PYRETHRIN; 257. PBO 30 gl DR $6,903.60 PYROCIDE 7067 5+25 

136 5% PYRETHRIN; 25'Yo PBO 55 gl DR $12,087.90 PYROCIDE 706 7 5+25 
137 57. PYRETHRIN; 25'Y. PBO 275 gl DR 

138 4.141. RESMETHRIN; 12.427. PBO 5 gl PL $558.26 SCOURGE 4-12 
139 4.14'i'. RESMETHRIN; 12.42% PBO 55 gl DR $6,065.93 SCOURGE 4-12 

140 4.141. RESMETHRIN: 12.42'>'. PBO 275 gl TOTe $30,207.39 SCOURGE 4- 12 

141 18 'Y. RESMETHRIN: 541. PBO 5gl PL $2,293.69 SCOURGE 18-54 

142 187. RESMETHRI N: 547. PBO 55 gl DR $24,361.78 SCOURGE 18-54 

143 2'Yo Sumet hrin 2X2.5 gl Case $256.16 

144 2% Sumethrin 30 gl drum $1,531.00 

145 2'1. Sumethrin 55 gldrum $2,806.82 

146 27. Sumethr.n 275 gl tote $14,034.10 

147 10'Yo Sumethnn 2X2.5 gl Case $1 ,069.55 

148 10'Y. Sumethr•n 30gldrum $6,366.52 

149 101. Sumethrin 55 gl drum $1 1,589.80 

150 10'Yo Sumethrin 275 gl tote $53,576.01 Anvil10+10 ULV 

151 5'Yo Sumethrin + 17. Prolethrin 2X2.5 gl Case $972.06 

152 5% Sum~thrin • 1'7. Pralethrin 30gl drum $5,609.11 

153 57. Sumethrin + l 'Y. Prolethrin 55 gl drum $9,768.93 

154 57. Sumethrin • 1'1. Prolethrin 275 gl tote $48,871.09 

155 0.57. Spinosad 40 lb bog $219.64 

156 2.5'Yo Sp•nosod 40 lb bog $537.43 

157 6.25'Yo Sp.nosad 220 Tablet Case $862.27 

158 8.331. Spinosad 400 Tablet Case $648.05 

159 20.61. Sp1nosad 2X2.5 gl Case $4,038.94 

160 22.31. TAU-FLUVALINATE 12x80ZCS $365.39 MAVRIK PERIMETeR 



Kristen Gordon. Procurement Manager 
E-Mail: l,.gl)n.lon ii mmo.sc.go" 
Telephone: {803) 737-2772 

Contractor: 
Contact: 
E majJ: 
Address: 

T elephone: 
Fax: 
Vendor #: 
FEIN #: 
Contract #: 

ADAPCO, INC. 
Kathy Russell 
lmh a n1\adapct1.COI1l 
550 Aero Lane 
Sanford , FL 32771 
(800) 367-0659 
(866) 330-9888 
7000073003 
59-2574523 
4400003967 

2~ Hour Emergency Number 
(800) 152-8500 

Oist ri butor: 
Contact: 
TciCJlhonc: 
Email: 

ADAPCO. INC. 
Trc~ English 
(866) 829-027~ 
tcn~;d ish m lll)':ldapco.cf\111 

Materials Management Office 
1201 Main Street, Suite 600 
Columbia, South Carolina 2920 I 

Section: 
Page: 
Date: 

Contractor: 
Contact: 

Cla rke Mosquito Control Products, Inc. 
Gabriela Simone 

E-Mail: 
Address: 

Telepbone: 
Vendor #: 
FEIN#: 
Contract # 

G-.imnnl' 'tl cl:~ rl..em<NJUIIn.c<'lll 
II 0 E. Irving Park Road. 4'h Fl 
Rose lle. IL 60 I 72 
(630) 671 -3 187 
7000033604 
36-3672438 
4400003968 

2~ Hnur Emergency ~umhcrs 
(800) 535-5053 

Distributor: C larke Musquito Co ntrol 
PrCiducl'!. lm:. 

Contact: Gabricln Simone 
E-Mail: Gs imnncra c la r kcmnsiJ uitu.cnm 
Telep hone: (630) 67 1-3 187 
F~tx: (630)89~-177~ 

Cont•·ol C onsultant: 
Joe Stdckhouscr 

Telephone: (70~) 756-5837 
Emai l : J strick house r f a ·cia r kt.' .com 

p 
53 
8/0 1/06 



Compucom. 
The Leading IT Outsourcing Specialist 

CompuCom Systems, Inc. 

7171 Forest Lane 

Dallas, TX 75230 

Client: 

Qty 

Mike Devore 

Beaufort County M IS 

100 Ribaut Road 

Beaufort, SC 29902-4453 

(843) 255-7006 

mdevore@bcgov.net 

Enrollment 116504128 (7/01/2012 - 6/30/2015) 

Part # Item Name 

Microsoft EA Renewal Estimate: 

1,550 76A-00034 EntCAL ALNG SA M VL UsrCAL wSrvcs 

4 312-02257 ExchgSvrStd ALNG SA M VL 

1 5HU-00216 LyncSvr ALNG SA MVL 

1 H04-00268 SharePointSvr ALNG SA MVL 

1 228-04433 SQLSvrStd ALNG SA MVL 

Offering 

Enterprise 

Additional Product 

Additional Product 

Additional Product 

Additional Product 

30 7NQ-00292 SQLSvrStdCore ALNG SA MVL 2Uc CoreUc Additional Product 

1 9JD-00053 VSUitwM5DN ALNG SA MVL Addit ional Product 

10 6VC-01254 WinRmtDsktpSrvcsCAL ALNG SA MVL Usr• Additional Product 

10 P71-07282 WinSvrDataCtr ALNG SA MVL2Proc Additional Product 

Microsoft Subscription Pricing: 

120 4ZF-00019 VOA ALNG SubsVL MVL PerDvc Additional Product 

level Product Type 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

Softw are Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Software Assurance 

Monthly Subscriptions­

Volumellcense 

Notes: 1. CompuCom reserves the right to amend pricing subject to changes in the publisher's discounts, pricing or programs. 
2. Sales tax is not included on quotes. Please add the approriate sa les tax to your Purchase Order, If applicable. 

> If your order is exempt from SC Sales Tax, please indicate 'ESD - Electronic Software Delivery' on your Purchase Order. 
3. Please address your PO 10 CompuCom Systems, Inc., and email ilia David. Wll/iams@compucom.com 

4. SC State Contract Number: 4400003937, CompuCom Vendor U 7000040970 

BCGOV _EA_Renewal_Estimate_FINAL 

Product Family 

Enterprise CAL 

Exchange Server - Standard 

lync Server 

SharePoint Server 

SQL Server Standard Edition 

SQL Svr Standard Core 

Visual Studio Ultimate w/MSDN 

Win Rmt Dsktp Svcs CAL 

Windows Server Datacenter 

VDA 

Quote;: 
Quote Date: 

Valid Through: 

Prepared by: 

David Williams 

4021337 

4/ 3/ 2015 

7/ 31/ 2015 

CompuCom Systems, Inc. 

Software Solutions Specialist 

(704) 469-5103 

David. Wllliams@CompuCom.com 

Unit Price Extended Price 

$94.88 $14 7,064.00 

$114.68 $458.72 

$590.70 $590.70 

$1,100.55 $1,100.55 

$145.20 $145.20 

$580.80 $17,424.00 

$1,852.95 $1,852.95 

$18.98 $189.80 

$997.43 $9,974.30 

$65.64 $7,876.80 

Total: $186,677.02 

5/14/2015 



,\' . 

• Dave Thomas, <;PPO, CPPB 
Pan:hasiilg Director 
E-Mail: dfhomas@~cgov.net 

Apri129~ 2015 

South Coa.st Loggmg,, Inc. 
Mr. Larry' P. Siinpson: 
P. 0. Box 14419' 
Savannah, GA 31416 

COUNTY' COUNCIL OF BEAUFORT 
B~aufort County ~urchasing Department 

Post Office DraweJ:I 1223 
Beaufort, South CarQiina 29901-1218 

Telephone (843) 255-2353 • FAX (8~3) 255-9./37 

5 

--.--.. ·-·-- ·- ~-------~-- _ ,_ ,. . -~---,--,---~----····. ~ ·· ~~-- --·· 

Re: Contract Renewal f9r RFP .1333290010913, Disposal and R~cycling Services . . . . . ' 

Dear Mr. Simpson, · 

It is a great pleasure to inform you that Beaufort Cqunty wishes to renew the above mentioned 
contract with you in aCCQrdance with the original contract for RFP 133329001091, Disposal and 
Recycli.o.g Services. The cont;ract renewal period wijl commence on July 1, 2015, and e:~etend 
through June 30,2016, and will include approved amendments and compensation based on your 
last _contract term. Please sign below ~d return to this office as soon as possi~le. · 

Also, kindly forward an updated C~Cate of Insurance at your earliest convenience. 

We look forward to your con~inued success .during the contract period.. Please contact Linda 
Maietta at 843-255-2353 orlmaietta($bc,gov.n~t if you have any questions. 

Sincerely, 

·z;~~ 

Dave Tho.mas; CPP.O, .CPPB.. . _. 
_. 

The $ignature below authorizes the renewal of the aforementioned Contract for an additiana/ 
one (1) year term pursuant tQ ametuiments, original contract, and Terms and Conditi~ms found 
'in the original solicitation. ' 

Lo.rry ? 
Authorized Printed. Name and Title to Bind. Company 

Sf?-1/!.s-

cc: Jim Minor 



MANATR N. 
1\ rhornSO(l f\;utcls BusillL;SS 

Maintenance and Support Schedule 
and/or Note Schedule 

ACCTil 4007000 

For Interna~ Use Only 
0019705 

7/15/2015 

MAN07ANN-Y 

6 

BBJ\UPORT COUNTY ADMINISTRATION 

P.O. DRAWER 1228 THIS IS NOT AN INVOICE! 
100 RIBAOT ROAD 

BEAUFORT SC 29901-1228 

JULY-JUNE 

1. 00 SY 

1. 00 PER 

l. 00 CON 

l. 00 PAPP·S 

1. 00 AUMTAX-S 

1.00 AUMRECEE-S 

1.00 AUMAA-S 

1. 00 AUMPP-S 

1.00 PROPERTY!~ - $ 

1.00 WEBHOSTPROPERTY -S 

1.00 PROPERTY~AX-DATA·S 

l. 00 COLLECTMAX-S 

l. 00 WEBHOSTCOLLECT-S 

l. 00 COLLECTMAX·DATA-S 

l. 00 GEOAJ\ALYST-S 

ANNUAL ,..JL.NTENl\NCf:: 6. SUPPORT 

TnE PERlOO 7/1/15·6/30/ 16 FOR 

CONTRACT ~SC2007.00l.Ol FOR 

PROVAL PLUS SUPPORT 

Aument urn Tax System Support 

Aument urn Records Admin Enterprise Spt 

Aument urn Assmt Admin Spt 

Aumentum Personal Prop Admln Sys Spt 

valuation eGOV Sys~cm SpL 
\~EBHOSTII\G OF PROPERTY SITES 

PropertyMax Data Extt·act Spt 

TAX EGOV System SpL 

TAX EGOV HOSTING SPT 
CollectMax Data Extract Spl 

PV GeoAnalyst supporL 

$0 . 00 

so.oo 
$0.00 

$33.198 . 72 

$96,940 . 31 

• Includ $0 . 00 
$0.00 

$0.00 

$7,529.48 

$4,183.04 

$5,019 . 65 

$7,529.48 

$4,127.60 

$5 , 019.65 

$6,627 . 10 

Subtot.al 

Tax 

Total 

so.oo 
so.oo 
$0.00 

$33,198.72 

$96,940.31 

$0.00 

$0.00 
$0.00 

$7,529.48 

$4,183.04 

$5,019 . 65 

$7,529.'i8 

$4.127.60 

$5,019.65 

$6,627.10 

170.175.03 

$0.00 

$170,175.03 



For Internal Use Only 
0028397 

Maintenance and Support Schedule 
and/or Note Schedule 

ACC'l'l# 4007000 

1/15/2016 

MAN14 710QTR 

BEAUFORT COUN'l'Y ADMYNXSTRATION 
P.O. DRAWER 1228 
100 RIBAUT ROAD 

THIS IS NOT AN INVOICE! 

BEAUFORT SC 29901-1228 

JAN-DEC 

1. 00 SQ QUARTERLY MAINTENANCE & SUPPORT $0. 00 
1.00 PER THE PERIOD 1/1/16-3/31/16 for $0.00 
1.00 CON CONTRACT #SC2007.00l.02 for $0.00 
1.00 MANAGED SUPPORT SERVICES-Managed Support Services Aumentum/PV for $7,800.00 

One {1) instance/seven (7) servers - application 
patching and DB requests covered for test servers 

Subtotal 

Tax 

Total 

$0.00 
$0.00 
$0.00 

$7,800.00 

$7,800.00 

$0.00 

$7,800.00 



•• ••••• ••• • • 
tyler 

t.:., tmologu~~ 
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2015 HAY 26 PM 2: 43 One Tyler Drive 
Yarmouth, ME 04096 

Greetings: 

Enclosed is your Annual Support Agreement and License Agreement for Munis® 
Software for the upcoming renewal period. 

P: 800.772.2260 
F· 207.781.2459 

You will note that this renewal form is different from the forms you may have 
received in the past. The biggest change we have made is to a lign you with our 
current, Tyler-wide practice of setting the term for maintenance and support as 
automatically renewable, in one-year increments. That means that, after you sign 
this renewal form, in subsequent years you wi ll only receive an invoice from us 
reflecting our then-current maintenance and s upport fees. 

We are taking this step to simpli fy the administration of your contract- a change we 
believe benefits us both. This change does not mean, though, that you are forever 
bound to a maintenance and support agreement with Tyler. If you choose to, you 
may terminate the agreement, effective as of the last date of the then-current term, 
by providing us at least fifteen days' notice of your intent to do so. 

Please do not hesitate to contact Nicole Beaudette, Revenue Specialist, at (800) 772-
2260 extension 4692 or nicole.beaqclette@t;ylertech.com with any questions or 
concerns. 

Sincerely, 

Abigail Diaz 
Associate General Counsel 

Enclosure 



Annual Support Agreement and License Agreement for Munis® Software 

This Annual Support Agreement and License Agreement for Munis® Software ("Support Agreement") is made by and 
between Tyler Technologies, Inc. with offices at One Tyler Drive, Y annouth, Maine 04096 ("Tyler") and the client 
named in the attached invoice ("Client"). 

WHEREAS, Tyler and Client are parties to an original agreement ("Agreement"); and 

WHEREAS, Tyler and Client desire to renew the maintenance services term under the Agreement; 

NOW THEREFORE, in consideration of the mutual promises hereinafter contained, Tyler and Client agree as follows: 

I. Tyler shall provide maintenance services to Client, as specified in the Agreement and Tyler's then-current 
support call process, during the period set forth in the attached invoice. 

2. Client shall remit to Tyler maintenance fees in the amount set forth in the attached invoice. Tyler reserves the 
right to suspend Client access to maintenance services in the event the Client fails to pay undisputed 
maintenance fees within thirty (30) days of the payment due date. 

3. Maintenance services will renew automatically for additional one (I) year terms at Tyler's then-current 
maintenance fees unless terminated in writing by either party at least fifteen (IS) days prior to the end of the 
then-current term. 

4. This Support Agreement shall be governed by and construed in accordance with the tenns and conditions of 
the Agreement. 

5. All other tenns and conditions of the Agreement shall remain in full force and effect. 

IN WITNESS WHEREOF, the parties hereto have executed this Support Agreement as of the dates set forth below. 

Tyler Technologies, Inc. 
ERP and School Division 

Name: Christopher P. Hepburn 

Title: Senior Vice President 

Client:--------------

By: _____________ _ 

Name:, ______________ _ 

Title: ______________ _ 

Date: ______________ _ 



• Remittance: 
• e•e tyler TylerTechnologies, lnc. 

-~"<{'\~.- · ••• (FEIN 75-2303920) 
#~' e • . P.O. Box 203556 

l c£1'/£\) technologies Dallas TX 75320-3556 
Y~ mn '< f lhfl.HI;t. • 

Empo't¥.~Ui@~'i!&8re who serv~ the public~ 
~ 4'" 

Invoice No 
045-134788 

Invoice 
Date 

06/01/2015 
Page 
1 of 3 

1
n\b ~~~ 2.& Pl'\ 2· Questions: 
u Tyler Technologies- ERP & Schools 

~ 111111 1111 1 11~ ~1111 I 
Phone: 1-800-772-2260 Press 2, then 1 
Fax: 1-866-673-3274 
Email: ar@tylertech.com 

Bill To: BEAUFORT COUNTY Ship To: BEAUFORT COUNTY 
ATIN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

ustomerNo. 
1033 

Date 

OrdNo 
65414 

Description 
Contract No.: BEAUFORT COUNTY, SC 

PO Number 

SUPPORT & UPDATE LICENSING- ACCTG/GUBUDGET/AP 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- ACCOUNTS RECEIVABLE 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No. : BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- BID MANAGEMENT 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- BUSINESS LICENSES 

Maintenance: Start: 01/Jul/2015. End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- CONTRACT MANAGEMENT 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- FIXED ASSETS 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- GENERAL BILLING 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- HUMAN RESOURCES MANAGEMENT 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- CRYSTAL REPORTS 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- MUNIS OFFICE 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- PAYROLL 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- PURCHASE ORDERS 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- REQUISITIONS 

ATIN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

Currency 
USD 

Units 

Terms 
NET30 

Rate 

14,589.62 

3,071 .50 

1,675.13 

2,792.76 

1,646.98 

3,350.24 

1,396.38 

5,584.18 

3,627.63 

2,373.32 

9,214.50 

3,350.24 

2,792.76 

Due Date 
07/01/2015 

Extended Price 

14,589.62 

3,071 .50 

1,675.13 

2,792.76 

1,646.98 

3,350.24 

1,396.38 

5,584.18 

3,627.63 

2,373.32 

9,214.50 

3,350.24 

2,792.76 



•• ••• •• ••••• • 
Remittance: 
Tyler Technologies, Inc. 
(FEIN 75-2303920) 

Invoice 

Empowering people who serve the public~ 

P.O. Box203556 
Dallas, TX 75320-3556 

Questions: 
Tyler Technologies - ERP & Schools 
Phone: 1-800-772-2260 Press 2, then 1 
Fax: 1-866-673-3274 
Email: ar@tylertech.com 

Invoice No 
045-134788 

Bill To: BEAUFORT COUNTY Ship To: BEAUFORT COUNTY 

Date 
06/01/2015 

Page 
2 of 3 

ATTN: FINANCE DEPARTMENT 
PO DRAWER 1228 

ATTN: FINANCE DEPARTMENT 
PO DRAWER 1228 

BEAUFORT, SC 29901-1228 

!Customer No. 
1033 

OrdNo 
65414 

Date Description 

PO Number 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
TYLER FORM PROCESSING SUPPORT 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- EMPLOYEE SELF SERVICE 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- TYLER CONTENT MANAGER SE 

Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- ROLE TAILORED DASHBOARD 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- CITIZEN SELF SERVICE 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING· MAPLINK GIS INTEGRATION 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING- PERMITS & CODE ENFORCEMENT 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING -APPLICANT TRACKING 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

Contract No.: BEAUFORT COUNTY, SC 
SUPPORT & UPDATE LICENSING· TYLER CASHIERING 
Maintenance: Start: 01/Jul/2015, End: 30/Jun/2016 

BEAUFORT, SC 29901-1228 

Currency 
USD 

Units 

Terms 
NET30 

Rate 

3,102.33 

3,375.63 

4,725.89 

1,771.17 

1,375.26 

1,771.17 

5,093.55 

1,833.68 

4,167.45 

DueDate J 
07/01/2015 

Extended Price 

3,102.33 

3,375.63 

4,725.89 

1,771.17 

1,375.26 

1,771.17 

5,093.55 

1,833.68 

4,167.45 



•• ••• •• ••••• • 

Remittance: 
Tyler Technologies. Inc. 
(FEIN 75-2303920) 

Invoice 
P.O. Box 203556 
Dallas, TX 75320-3556 

Invoice No Date Page 
3 of3 045-134788 06/01/2015 

Empowering people who serve the public• 
Questions: 

Tyler Technologies- ERP & Schools 
Phone: 1-800-772-2260 Press 2, then 1 
Fax: 1-866-673-3274 
Email: ar@tylertech.com 

Bill To: BEAUFORT COUNTY 
ATTN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

f~ustomer No. 
1033 

Date 

OrdNo 
65414 

Description 

**ATTENTION** 

PO Number 

Order your checks and forms from 
Tyler Business Forms at 877-749-2090 or 

tylerbusinessforms.com to guarantee 
100% compliance with your software. 

Ship To: BEAUFORT COUNTY 
ATTN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

Currency 
USD 

Terms 
NET30 

Units Rate 

Subtotal 

Sales Tax 

Invoice Total 

Due Date 
07/01/2015 

Extended Price 

82,681.371 

o.oo I 
82,681.371 



•• ••• •• ••••• • 
Empowering people who serve the public" 

Remittance: 
Tyler Technologies, Inc . 
(FEIN 75-2303920) 
P.O. Box 203556 
Dallas, TX 75320-3556 

Questions: 

Invoice No 
045-134787 

Invoice 
Date 

06/01/2015 
Page 
1 of 1 

Tyler Technologies- ERP & Schools 
Phone: 1-800-772-2260 Press 2, then 1 
Fax: 1-866-673-327 4 1111 ~~II ~ llllli~ll ~~ ~I Email : ar@tylertech.com 

Bill To: BEAUFORT COUNTY 
ATIN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

ustomerNo. 
1033 

Date 

OrdNo 
65141 

Description 
Contract No.: BEAUFORT COUNTY, SC 

MUNIS GUI SITE LICENSE SUPPORT 

PO Number 

Maintenance: Start: 01/JuU2015. End: 30/Jun/2016 

...., 
:.:I N :z:: ..3 
<! ... .r. ~ 
!.:... 

0 >- 2: 
UJ:r- a.. 
>:z: 
~=- \.0 us N l.LJ 
XI- >-
~ ex: 
0 2: 
~ 
~ ~ <t 
~ u..J 

::Q 

**ATTENTION** 
Order your checks and forms from 

Tyler Business Forms at 877-749-2090 or 
tylerbusinessforms.com to guarantee 
100% compliance with your software. 

Ship To: BEAUFORT COUNTY 
ATIN: FINANCE DEPARTMENT 
PO DRAWER 1228 
BEAUFORT, SC 29901-1228 

Currency 
USD 

Terms 
NET30 

Units Rate 

2,700.00 

Subtotal 

Sales Tax 

Invoice Total 

Due Date 
07/01/2015 

Extended Price 

2,700.00 

2,700.00 . 

0.00 . 

2,700.00 . 



May 19,2015 

County Council of Beaufort County 
Attn: Mr. Philip A. Foot 
Public Safety Director 
P.O. Drawer 1228 
Beaufort, SC 29901 

Re: Contract renewal/Veterinarian Services for Beaufort County Animal Services 
Department contract #13431800712011201. 

Dear Mr. Foot, 

This letter is to confirm the renewal of our contract for the 2015-2016 periods. 
The contents of the contract may remain the same except for the number of 
hours billed to the county involving onsite veterinarian visits. 5 hours per week 
was allocated; 3 hours is sufficient moving forward, with exceptions for 
emergencies. 

Thank you. 

'"""rtner 
Executive Director 
Hilton Head Humane Association 

P.O. BOX 21790 • HILTON HEAD ISLAND, SC 29925 • (843) 681-8686 • WWW.HHHUMANE.ORG 

8 



t~ECE!VEO " 
·· · FOI-l f CQIJ>HY Flht\NGc. 

(I 
Dave Thomas, CPPO, CPPB 
Purchasing Director 
E-Mail: dthomas@bcgov.net 

April 29, 2015 

Care Environmental Corporation 

COUNTY COUNCIL OF BEAUFdRtlJ. I 

Beaufort County Purchasing Departme!fl iS HAY 26 
Post Office Drawer 1228 

Beaufort, South Carolina 29901-1228 
Telephone (843) 255-2353 • FAX (843) 255-9437 

Mr. Frank J. McKenna, Jr. . 
10 Otben Drit;te 4ct'1C1 Co.-ro\ u·"'lo..- -~'les-t '"8\'Jd · 

Landing, NJ 07850 ~U:.~~~~ ~c.h , SC- dCj S~q 

PM 2: 20 

Re: Contract Renewal for IFB 022614, Household Hazardous Waste CoUection Services for 
Beaufort County, Public Works, Solid Waste Disposal 

Dear Mr. McKenna, 

It is with great pleasure to inform you that Beaufort County wishes to renew the above 
mentioned contract with you in accordance with the original contract for IFB 022614, Household 
Hazardous Waste Co11ection Services. The contract renewal period will commence on July 1, 
2015, and extend through June 30, 2016, and will include approved amendments and 
compensation based on your last contract term. Please sign below and return to this office as 
soon as possible. 

Also, kindly forward an updated Certificate of Insurance at your earliest convenience. 

We look forward to your continued success during the contract period. Please contact Linda 
Maietta at 843-255-2353 or lrnaietta@bcgov.net if you have any questions. 

Sincerely, 

Z)AUU' ~/UUI 
Dave Thomas, CPPO, CPPB 

The signature below authorizes the renewal of the aforementioned Contract for an additional one (1) year 
term pursuant to amendments, original contract, and Terms and Conditions found in the original 
solicitation. . 

£ co..oc.i.:s J . mC-Kenna 1;Jr . I Pt--e..s~d€11+ 
Authoriz Printed Name and Title to Bind Company 

A' 

9 

- ----------------- - - - ----------- --- - ----.. -· .... -



~ictornet;r::J 

Proj Name: 

Pictometry International Corp. 
100 Town Centre Drive, Suite A 
Rochester. NY 14623 
Phone 585.486.0093 Fax 585.486.0098 

Beaufort County, SC 
Arthur Home Buildmg 
104 Ribaut Road 
Beaufort, SC 29902 

2015 Beauron. SC 
Proj Dascription: 

PO Number Payment Terms Salesperson 

YEAR2 Net 365 EF 

Item 

Image Library - L1censed Images/Software, etc ... 
License payment 2 of 2 per the Image L1brary License 

Shipping Method 

PICTOMETRY 

Due at First Anniversary of Shipment of Imagery - 03126/2016 f-~· y / {p 

Due This Project: 

Tax: 
Subtotal: 

Total Tax This Invoice: 
Freight: 
Miscellaneous: 

Total Due This Invoice: 

VIA 

Pictometry 

10 
INVOICE 

Invoice#: INV013713 
Invoice Date: 3126/2015 

Project 

158EAUSC001 

I Extended Price 

570.443.75 

so.oo 

570,443.75 

so.oo 
570,443.75 

so.oo 
SO.OO 
so.oo 

570,443.75 



Maietta, Linda 

From: 
Sent: 
To: 
Subject: 
Attachments: 

Linda, 

Morgan, Daniel 
Friday. May 22, 2015 9:34 AM 
Maietta, Linda 
RE: FY 2016 Renewals 
SC Judiciallnvoice_FY15.pdf 

1 1 

Attached you wil l find the SC Judicial Invoice for FY15. In speaking with the Technology Department yesterday they do 

not send out the invoices until the end of July. She did state that amount will stay the same for FY16. 

If you have any further questions please let me know. 

Best regards, 
Dan 

Daniel R. Morgan 
Mapping and Applications Director 
Beaufort County Information Technology 
(843) 255-2535 (Office) 

(843) 597-8201 (Mobile) 

da nie lm@ bcgov. net 

From: Maietta, Linda 
Sent: Friday, May 15, 2015 1:26 PM 
To: Morgan, Daniel 
Subject: FW: FY 2016 Renewals 

Dan: 
Just a reminder- the written estimates are due to Purchasing on May 22, 2015. Already received CompuCom from 

Andrew. 

Linda Maietta 
Administrative Tech 

Finance Department 
255-2297 
lmaietta@bcqav.net 

From: Maietta, Linda 
Sent: Thursday, April 23, 2015 12:03 PM 
To: Dalkos, Andrew; Morgan, Daniel 
Cc: Polite, Shakeeya 
Subject: RE: FY 2016 Renewals 

Andrew, Dan: 

I also need to ask you to forward a WRITIEN estimate for FY 2016 from the companies you want renewed: 

1 



r h /s w ,' b( /u. ft._ Sew-a-~14r fV FYI It; . 
Cf2__ 

Mail To: 
BEAUFORT COUNTY 
PO Box 1228 
BEAUFORT SC 29901-1228 

- . 
I'< II;•;:~;, ~ ! • 

' '• 

( 
• l:'f-;• • • I : .I \ 

.S ' ' I , ~f •. ) 
\; . ~ .... 

' !· :.: ./ . 

State of South Carolina 

Invoice 
Jnvo;ec O;.lc 

07/30/2014 

Remit To: 
JUDICIAL OE:.P"'l11.1!:N I 

rtNMICE ~ PERSONNEL 

lCI!>Su:.III:HSIR!:t:l SUIII: 101 

COLUI.\OJf, 5C 2!1?01 

US:· 

S lof• h i'IOtCI" Numbo:t 

2000292817 
Legncy lnloctnll,on 

2000292817 

Cuslome• Uum:wr 
1007007 
Amouu: 

60.000 00 

ITEM ITEM DESCRIPTION I AMOONI -

001 Court CMS Support July 1. 201 4- June 30. 2015 60,000.00 

----------+'_,.~~~~---
lo;:J' t.£3 aoo 

·~ .... , ., ... ,_,_! -- I Y" ro •• ,.- '(b t1 f 
_/ 

:.,.. I • ~ "' t 1. • •- i • - "' : 
!: .. • :: ''· l;.'C>lf "'£ ' , · 

I 

I 
_j 

:- ' . • ·- • ='u•• · FP 1 OOC5254976 
________ .....,J 

=c• . ... ,,. ..... 

PAYMENT TERMS 
Pay immedia tely w/o deduc tion 

TOTAL 
60,000.00 



CONTRACT FOR SERVICES FOR BEAUFORT COUNTY 

THIS AGREEMENT (the .. Agreement") is made this ...2_ day of September. 2014. by 
and between Beaufort County. a political subdivision of the State of South Carolina (hereinafter 
referred to as "County") and Strickland Electronic Recycling. LLC (hereinafter referred to as 
.. Contractor"). 

WITNESSETH: 

WHEREAS. the Contractor and the County desire to enter into an agreement relating to 
the Electronic Waste Transponation and Recycling Services for Beaufort County's Solid Waste 
Depanment. subject to the terms, specifications, conditions and provisions of the Invitation to 
Bid # 080614 as heretofore mentioned. 

NOW, THEREFORE, the Contractor and the County agree to all of these terms. 
conditions. specifications, provisions and the special provisions as listed below: 

A. This A~:,'I'eement is deemed to be under and shall be governed by and construed 
according to the laws of the State of South Carolina. 

B. Any litigation arising out of this Agreement shall be held only in a circuit court of 
Beaufort County, Beaufort. South Carolina in the Fourteenth Judicial Circuit. 

C. The Contractor shall not sublet, assign. nor by means of a stock transfer sale of its 
business, assign or transfer this Agreement without the '\\Titten consent of the 
County. 

D. This Agreement, including the tcnns, conditions, specifications and provisions 
listed herein makes up the entire agreement between the Contractor and County. 
No other Agreement, oral or othernise, regarding the subject matter of this 
Agreement shall be deemed to exist or bind either party hereto. 

E. It is Wlderstood that this Agreement shall be considered exclusive between the 
parties. 

F. Any provisions of this Agreement found to be prohibited by Jaw shall be 
ineffective, to the extent of such prohibition. without invalidating the remainder 
of this Agreement. 

NOW, THEREFORE, in consideration ofthc mutual covenants contained herein. the 
parties agree as fo11ows: 

ARTICLE 1 
DESCRIPTION 

The Contractor has made an offer to the County for the purpose of providing the Services 
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as contained and described in this Agreement. This Agreement hereby incorporates herein by 
reference the tenns, conditions, scope of work, specifications and provisions contained in IFB # 
0080614 (not otherwise modified by this Agreement or Appendix B). which is attached hereto as 
Appendix A. and Contractor"s Bid dated August 6, 2014. which is attached hereto as Appendix 
B. In the event of an inconsistency or a conflict between this Agreement and any of the terms 
contained in Appendix A or Appendix B, the tenns and provisions of this Agreement shall 
control. The provisions and language contained in Appendix B shall supersede and replace the 
provisions contained in Appendix A to tbe extent of an inconsistency or a contlict. 

ARTICLE2 
DEFINITIONS 

RECYCLABLE MATERIALS See the description on page 3 of IFB under tbe General and 
Scope of Work paragraphs. 

EXCLUDED MATERIALS shall mean hazardous waste or other waste that is prohibited from 
being received, managed or disposed of at a transfer, storage or disposal facility or Recyclables 
Materials processing facility by federal, state or local law. regulation, ordinance. permit or other 
legal requirement. 

FORCE MAJEURE shall have the meaning set forth in Appendix B. 

UN ACCEPT ABLE MATERIALS shall mean any materials that are not included in the 
definition of Recyclable Materials above, or any material that, as delivered to a Recyclable 
Materials processing center, cannot otherwise be. re-used, re-purposed. recovered. sold, 
marketed or processed as a Recyclable Material. 

ARTICLE3 
LIABILITY 

The County and Contractor shaH not be responsible to each other for any incidental, 
indirect or consequential damages incurred by either Contractor or County or for which either 
party may be liable to any third party which damages have been or are occasioned by the 
Services performed or reports prepared or other work performed hereunder. 

ARTICLE4 
INDEMNIFICATION AND HOLD HARMLESS 

A. GENERAL INDEMNITY. The Contractor does hereby agree to indemnifY and 
save hannless the County, its officers, agents and employees from and against any and all 
liability. claims, demands. damages, fines. fees, expenses, penalties, suits, proceedings, actions 
and cost of actions, including attorney's fees for trial and on appeal (collectively. "Liabilities") 
which the County may hereafter suffer. incur. be responsible for or pay out for personal, bodily 
injury (including death) of any County officer, agent or employee, or damage to property owned, 
leased. rented or hired by the County, to the extent caused by the negligent perfonnance of the 
Agreement. by Contractor. its agents. servants or employees. Proposer hereby agrees to 



indemnify. hold hannless and defend the County, its officers, agents, and employees, from and 
against any and aU liabilities. penalties, fines. forfeitures, fees, demands, claims, causes of 
action. suits, judgments and costs and expenses incidental thereto, including attorneys' fees 
(collectively. "Liabilities"), which the County may hereafter suffer. incur, be responsible for or 
pay out for personal, bodily injury (including death) of any County officer, agent or employee, or 
damage to property owned, leased, rented or hired by the County, to the extent caused by: (i) the 
Contractor's breach of any representations, covenants or warranties set forth in this Agreement: 
or (ii) the Contractor's or its employees', agents' or subcontractors' (and their subcontractors at 
any tier) negligent acts or omissions, willful misconduct or violations of an obligation imposed 
by law in the performance of the contract. 

Notwithstanding anything stated herein, the County. its officers, agents and its 
employees shall not be entitled to the benefits of this indemnity with respect to any Liabilities to 
the extent they arise as a result of any gross negligence or willful or reckless misconduct of the 
County, its ofticers, agents or employees. 

B. ENVIRONMENTAL INDEMNITY. Contractor agrees to indemnify. hold 
hannless and defend the County, its officers, agents, and employees from and against any and 
all Liabilities which any or all of them may hereafter suffer. incur, be responsible for or pay out 
as a result of contamination or adverse effects on the emironment including any Liabilities ibr 
removal or remedial actions under the Comprehensive Environmental Response, Compensation 
and Liability Act of 1980 (also known as Superfund) or comparable state law, caused by the 
Services provided by the Contractor under this Agreement with respect to the County"s 
conforming waste materials; provided, however, the obligation of the Contractor to indemnify 
the CoWlt)' shaH not apply to any Liabilities relating to Excluded Materials or involving waste 
products disposed of or handled in facilities that are designated for use by the County or 
designated by state. county or local law or ordinance. 

ARTICLES 
ASSIGNMENT 

Contractor shall not assign or subcontract any its rights or duties of this Agreement. 
except to an affiliated company, without the expressed written consent of the County. which 
consent shall not be umeasonably withheld. conditioned or delayed. Any assignment or 
subcontract without the ·written consent of County shaH be void and this Agreement shaU 
terminate at the option of the County. 

ARTICLE6 
TERM 

The initial tenn of this Agreement shall be one year ( 1) year beginning September 1. 
2014 and ending August 31.2015, with four additional one year terms not to exceed five (5) 

years ; provided however. that the tem1 of this Agreement shall automatically extend without 



additional terms of one ( 1) year each, maximum five ( 5) year renewals, unless. not less than sixty 
( 60) days before the tennination of the then current term. one party advises the other in writing 
ofits desire to terminate the Contract at the conclusion of the then current term of the Contract. 
In no event shall the total term of this Agreement (including all renewals or extensions) extend 

beyond that allowed by applicable State law. 

ARTICLE7 
COMPENSATION 

Compensation is based on Contractor's proposed fee as outlined in their bid. The County shall 
pay the container rental fee set forth in Appendix B. The County agrees to pay the Contractor 
for Services rendered monthly, in arrears, within thirty (30) days of receipt of Contractor's 
invoice. The County's total estimated cost of this Agreement through the first year will not 
exceed $34.000. subject to the tenns and conditions of this Agreement, varying Recyclable 
Services at the contractor's annual cost of$33,744*. (•Cost based on estimated cost which may 
vary based on actual tonnage of material handled.) 

ARTICLES 
INSURANCE 

Contractor does hereby covenant. agree and hereby represent to the County that it has 
obtained workmen's compensation insurance, general liability and automobile liability immrance, 
as well as providing coverage against potential liability arising from and in any manner relating 
to the Contractor's use or occupation of the premises during the course of performing the 
contracted Services, an in accordance with and as described in the County's IFB # 080614. 

ARTICLE9 
DEFAULT 

In the event of default or breach of any condition of this Agreement resulting in litigation. 
the prevailing party would be entitled to reasonable attorneys' fees fixed by the Court. The 
remedies herein given to County shall be cumulative, and the exercise of any one remedy by the 
County shall not be to the exclusion of any other remedy. 

ARTICLEIO 
TERMINATION 

In the event that Contractor fails to perform (or fails to commence the cure of any breach. 
which shall be diligently prosecuted in good faith) the Services described within five (5) business 
days of its receipt of a written demand from the County, County may tenninate the contract 
immediately upon notice provided such notice is at least five (5) business days following the 
County's notice ofnonperfonnance. In the event that the County breaches any oftbe terms of 
this Agreement including, but not limited to. non-payment, and fails to cure such breach within 
fifteen (15) business days ofits receipt of a ·written demand from the Contractor, Contractor may 
tenninatc the contract immediately upon notice, provided such notice is at least fifteen ( l 5) 
business days following the Contractor·s notice of breach .. 



ARTICLE 11 
COUNTY RESPONSIBILITIES 

The County \\oilJ be responsible to provide the Contractor reasonable access to County 
locations when necessary. ensure cooperation of County employees in acthities reasonable and 
appropriate under the project, and obtain authorization for access to third party sites, if required. 

ARTICLE 12 
FORCE MAJEURE 

Should Contractor·s performance of the Services be materially affected by causes beyond 
its reasonable control, a Force Majeure results. Force Majeure includes, but is not restricted to, 
acts of God. acts of a legislative, administrative or judicial entity. acts of Contractors other than 
subcontractors of Contractor, fires, floods. labor disturbances, and unusually severe weather. 
Contractor will be granted a time extension and the parties will negotiate an adjustment to the 
fee, where appropriate, based upon the effect of the Force Majeure upon Contractors 
performance. 

ARTICLE 13 
SEVERABILITY 

Every term or provision of this Agreement is severable from others. Notwithstanding any 
possible future finding by a duly constituted authority that a particular term or provision is 
invalid. void. or unenforceable, this Agreement has been made with the clear intention that the 
validity and enforceability of the remaining parts. terms and provisions shall not be affected 
thereby. 

ARTICLE 14 
INDEPENDENT CONTRACTOR 

The Contractor shall be fully independent in performing the Services and shall not act as 
an agent or employee ofthe County. As such, the Contractor shall be solely responsible for its 
employees. subcontractors. and agents and for their compensation. benefits, contributions and 
ta.xes, if any. 

ARTICLE15 
NOTICE 

The Contractor and the County shall notify each other of service of any notice of 
violation of any law. regulation, permit or license relating to the Services; initiation of any 
proceedings to revoke any pem1its or 1icenses which relate to such Services; revocation of any 
pem1its, licenses or other governmental authorizations relating to such Services; or 



commencement of any litigation that could affect such Services. Such notice shall be personally 
delivered or sent by U.S. Mail, Certified Mail. Return Receipt Requested with proper postage 
affixed thereto. or by nationally recognized courier and addressed as follows: 

County: 

Contractor: 

Beaufort County Administrator 
P. 0. Drawer 1228 
Beaufort, SC 29901-1228 

Beaufort County 
Attn: Beaufort County Purchasing Director 
P. 0. Drawer 1228 
Beaufort, SC 29901-1228 

Strickland Electronic Recycling. LLC 
1009 Bedford Ave 
North, SC 29112 
Attention: Mr. Blake Strickland 
Phone: 803-860-2233 
Email: SERLLC@yahoo.com 

ARTICLE16 
INVOICES 

All invoices for work done under this contract should be directed to the County 
Representative. electronically or by mail to: 

Public Works Department 
Solid Waste & Recycling Section 
120 Shanklin Rd. 
Beaufort, SC 29906 

Invoices should include: 
a) Period of time covered by the invoice 
b) Detail of work performed 
c) Purchase order and Contract Number 
d) Ta.x Identification Number 

ARTICLE17 
HOLIDAYS 

The Contractor may observe any or all of the following. holidays by suspension of the Services 
on the holiday: 

New Year's Day 
Memorial Day 
Independence Day 

Labor Day 
Thanksgiving Day 
Christmas Day 



In the event that any scheduled Services fa ll on a hol iday, Contractor shall provide the Services 
on the next business day following the holiday. 

ARTICLE 18 
ENTIRE AGREEMENT 

This Agreement constitutes the entire agreement between the parties hereto. No 
representations. warranties or promises pertaining to this Agreement have been made or shall be 
binding upon any of the parties, except as expressly stated herein. 

This Agreement shall be construed in accordance and governed by the Jaws of the State 
of South Carolina. 

IN WITNESS WHEREOF, the parties hereto have executed this Agreement on the day 
and year first above writ1en. 

WITNESSES: 

WITNESSES: 

BEAUFORT COUNTY, a political 
sub-division of the State of South Carolina 

_6 
~~e: GaryK~r au-- r' ·.ed ·~ 
representative 
Title: County Administrator 
Address: P.O. Drawer 1228 

Beaufort. SC 29901- 1228 
Phone: (843) 255-2026 
Fax: (843) 2~5-9403 
Date: 9/J-v-;..l.ulf 

STRICKLAND ELECI'RONIC 
RECYCLING, LLC 

~~!11Mb 
Title: fLUtj)flf . 
Address: _j_Qjq 6Pdlr.rt.l }{JJe, A-tlf~-

SL _ _:;_jj I~ I 

Phone: /-~·c1 - 2 1t7- s·;tj(J 
Fax: 1-w·;- ? l.£7- 5lti 1f 
Tax JD Number: 46-1707889 
Date: q- .5- lb 



HEWLETI -PACKARD COMPANY 

8000 Foothills Blvd, MS SS09 

ROSEVILLE CA 95747 

ANDREW DALKOS 
Beaufort County 
Management Infonnation Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Support Account Reference: BEAUFORT6363065696 
HP Reference Number: 46215060 

Dear ANDREW DALKOS: 

(li.. 13 

05/08/2015 

Enclosed is a Hewlett-Packard support service quote for your products. Review the services, support items, coverage 
dates, addresses, and company contacts for accuracy. Please advise HP of any changes prior to submitting your 
purchase order or authorization. To order support services detailed in this package, please return billing 
authorization by choosing one of the following convenient options. Subject to HP Single Order Tenns for Support or 
purchase agreement with HP and if applicable, Exhibit E24. 

Option 1: Provide an open-ended purchase order. An open-ended purchase order allows HP to add products to your 
agreement as necessary, as well as renew your support from year to year. Cancellation of the support service 
agreement requires a 30-day written notice. 

Option 2: Provide a PO for the coverage dates specified in the enclosed referenced proposal. 

Your PO must note at least one of the following, along with the support coverage period: 
l. HP Reference (quote) number(s), 
2. Support Account Reference(s) (SAR) 
3. Service Agreement ID(s) (SAID) 
4. AMP ID(s) 

*If there is an approval signature section on your PO then it should be signed/approved before sending to HP. Please 
indicate if you are taxable or tax exempt. If your organization is Tax Exempt, please send a copy of your Tax 
Exemption Certificate with your PO. Include your billing frequency and current invoice-to address. 

Option 3: Sign and return the attached Signature Authorization Fonn (SAM). 
* If you provide authorization via the SAM fonn (Signature Authorization Method), please insure that all of the 
applicable boxes are checked on the fonn, along with the printed name and signature of the authorizing party. 

Note: If the infonnation in Options I through 3 is not included in your PO or SAM Fonn then HP will need to 
contact you to collect this missing data, which will cause a delay in activating your support contract(s). HP requires 
these details for audit purposes. 

Hewlett-Packard values your business and looks forward to providing you with continued support. If you require 
further assistance, please contact your Contract Administrator at I 800 386 1115 OPT -4-4-2. You can send your PO 
or SAM to your Support Services Representative, or FAX it to I 800 307 0361. 

Sincerely, 
Public Sector Contractual Services 
Contract Admin. 



SIGNATURE AUTHORIZATION METHOD (SAM) 

The Signature Authorization Method (SAM) may be used to order Hewlett-Packard Company (HP) Support Services ONLY IF A 
PURCHASE ORDER IS NOT REQUIRED TO AUTHORIZE SERVICE DELIVERY AND REMIT PAYMENT. This SAM 
form, including the quotation(s) and governing terms referenced herein shall be referred to collectively as the "Support Agreement." 

(1) Customer Information: 
Company Name Invoice to Address 
Beaufort County Management Information Systems 

Beaufort SC 29901-1228 

(2) Contract Information: Unless otherwise notified aU quotes under the AMP ID below will be renewed: 
I I Initial Quote Number:46215060 I I** AMP ID: 13513076001FCP 
Support Account Reference: BEAUFORT6363065696 Coverage Period: 09/01/2015-08/3112016 
***The enclosed Support Account Overview dated 05/08/2015 summarizes the quotes contained within the above AMP ID. 
This quote bundle is valid until: 08/3112015 

I] Check as applicable if your authorization is open-ended. 
The following term applies only to open--ended support agreements. This Support Agreement is for the period stated on HP's quote. It 
will be extended without modification by consecutive terms of 12 months unless one of the parties gives written notice in accordance with 
the underlying business terms prior to the end of the respective 12 months. If modifications of the Support Agreement are necessary, HP 
will notify Customer in writing 60 days before the modifications are effective. Customer may terminate this Support Agreement within 30 
days from receipt of notice. If Customer does not exercise this right of termination, this Support Agreement will be continued to the end 
of the current term with the modifications, and extended by consecutive 12-month terms. Re-pricing will occur automatically without 
further authorization. 

(3) REQUIRED- Tax Information: 
II Taxable OR II Tax Exempt Exemption# _______ (Attach copy of exemption certificate) 

(4) REQUIRED- Billing Frequency: Do not enclose Payment. Please select one of the following: 
Please bill me: [ ] Pre-Pay up front for the entire coverage term 

[]Annually 
[ ] Quarterly (Total annual amount must exceed $2400) 
[ ] Semi-Annually (Total annual amount must exceed $2400) 
[ ] Monthly (Total annual amount must exceed $2400) 
[ ] Charge my credit card. Check one: [ ]Visa [ ]MasterCard [ ]American Express 

For your protection, please call your HP Sales Representative or Contract Admin with the credit card number. 

Cardholder Name (Print)---------------
Cardholder's Signature ______________ _ 

Credit Card Invoice-To Address---------------------------

(S) REQUIRED- Service Authorization and Terms and Conditions: 
Customer's signature on this form constitutes authorization for HP to invoice Customer for the HP support services represented in this 
Support Agreement. This support agreement will be governed by the following: i) The purchase agreement currently in effect between 
Customer and HP that includes the delivery of Support Services, or if none, the HP Customer Terms-Support (CTSPO I), the 
Supplemental Data Sheet (CTDSO I); and ii) any applicable Transaction Documents thereto. 

Authorized Signature and Date 

Printed Name, Title and Phone Number 

(6) Completed form should be returned to: 
Hewlett-Packard Company 
Public Sector Contractual Services 
8000 Foothills Blvd, MS 5509 
ROSEVILLE, CA 95747 

TEL: I 800 386 IllS OPT -4-4-2 
FAX: I 800 307 0361 



Support Account Overview 

AMP ID: 13513076001FCP 
Special Terms and Conditions No: 5000008963 

Customer Address: 
Beaufort County 
Management lnfonnation Systems 
104 RIBAUTRD 
BEAUFORT SC 29902 

Customer Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 
E-mail andrewd@bcgov.net 

This quote Is valid until 08131/2015 

Hewlett-Packard Address: 
HEWLETT -PACKARD COMPANY 
8000 Foothills Blvd, MS 5509 
ROSEVILLE CA 95747 

HP Contact: 
Public Sector Contractual Serv 
Tel: 1 800 386 1115 OPT-4-4-2 
Fax: 1 800 307 0361 
E-mail ams.supportcontracts@hp.com 

This order is governed by the specific agreement referenced below in the comment section. If none is identified, 

then HP's standard terms, as indicated below for the services you purchased will apply. Either one is the 

"Agreement". Multi-year support renewals arc governed by the Exhibit E24 in addition to the Agreement unless 
otherwise specified. 

HP Standard Tenns: 

For HP Software Support terms and datashects, visit http:l/support.opcnvicw.hp.comlsupport_options.jsp 

For HP terms for Software-as-a-Service, visit http:lllink.hp.comlulj50 
For all other support terms and datashccts, including information on the format of this document, visit: 

http://b20219.www2.hp.comlscrviccs/w 1/cn/always-onlbo.rdwarc-support-documentation.html 

Your Support Access Options for Senic:e Agreement Customen: 

.Support Contraet Asslstant(SCA) - manage your service agreement online, visit www.csea.hp.com 

.tiP Support Center- http:l/www.hp.cornlgolbpse 
eHP Software Support Online http:l/support.openvicw.hp.com/ 

Plco.sc have your Service Agreement ID and Product/Serial available to expedite your support experience. 
For Support, please call: 800-633-3600 

Support Account Reference Service Coverage Period Description 

Agreement ID From: To: 

BEAUFORT6363065696 10407915 6829 09/0112015 0813112016 8-6363065696 
BEAUFORVMWARE 1039 7858 9399 09/01/2015 08/3112016 BEAUFORVMW ARE 
BEAUFORVMWAREOI 1039 7858 9459 09/01/2015 08/3112016 BEAUFORVMWAREOI 
BEAUFORVMW ARE02 I 040 4408 9448 11/01/2015 08/3112016 BEAUFORVMW ARE02 
BUFRTCNTVMISVMW AREOS 1038 2028 5957 09/01/2015 08/3112016 BUFRTCNTYMISVMW AREOS 
SGA947025W-EDU 1036 5194 4994 09/0112015 0813112016 EDUCATION 
USE91119WR 1035 5521 2400 09/0112015 0813112016 USE91119WR 

Total Excluding Tues 104 Rlbaut Rd Beaurort 

I ft" • • t 

Contract Totai/USD 

19,270.80 

1.402.43 

1,402.43 

346.40 
20,361.60 

4,704.36 

3,476.16 

50,964.18 

Paael /71) 



Support Account Overview 

AMP ID: 13513076001FCP 

Customer Address: 
Beaufort County 
Management Infonnation Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Support Account Refen:nc:c Coverage Period 
From: To: 

Hewlett-Packard Address: 
HEWLETT-PACKARD COMPANY 
8000 Foothills Blvd, MS 5509 
ROSEVILLE CA 95747 

Dcsc:ription 

Summary of Charges 

Hardware Support 
Software Helpdcsk Serviecs 

Software Support-Labor 

Software Support-Materials 
Training 
Total Excluding Taxes 

Total excludes all taxes. If applicable, taxes will be added at the time of invoicing at the current tax rate. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 
Refer to the detail document for any applicable state & local tax 

I ft • • • t 

Contnu:t TotaVUSD 

20,583.36 

1,549.44 

11,668.32 

12,458.70 

4,704.36 

50,964.18 

Poge%/20 



Support Account Detail 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0407915682 

Equipment Address: 
Beaufort County 
Management Information Systems 
104RIBAUTRD 
BEAUFORT SC 29902 

Hardware Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

This quote is valid until 08/31/2015 
Coverage from: 09/01/2015 to: 08/31/2016 

Support Account Reference: 
BEAUFORT6363065696 

HP Reference Number: 46215060 

Software Update Address: 
Beaufort County 
Management Information Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Software Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

Service Agreement ID: 1040 7915 6819 For Support, please call: 800-633-3600 

Product No. Description Scrial.No. 

Comment: WSCAIII Master Price Agreement ( 5000008963 ) must be eitc:d on purchase order. 

For detailed information on service delivcrablcs in zoning refer to www.hp.eomlhpslcustdocslus 

H7J34AC HP Foundation Care 14x7 Service 

*** Hordware Support *** 

399524-821 

399524-821 
399524-821 

399524-821 

391835-821 
399524-821 

A0815B 

399524-821 

391835-821 

391835-821 

Prialcd""' 0$10&'2015 

HP Hardware Maintenance Onslle Support 
Hardware Problem Diagnosis 

Onsitc Support 
Parts and Material provided 

4 Hr Onsite Response 

24 Hrs Std Office Days 

24 hrs, Day6 

24 hrs, Day 7 

Holidays Covered 
Travel Zone 4 

HP DL360G5 4M CTO Chassis 

HP DL360G5 4M CTO Chassis 
HP DL360G5 4M CTO Chassis 

HP DL360G5 4M CTO Chassis 

HP 01.38005 CTO Chassis 

HP 01.36005 4M CTO Chassis 

HP 01.380 05 Base Storage Server 

USE810N3BR 

USE838NOHR 
USE810N3BT 

USE825N8LX 

USE810N7PS 

USE752NI87 

2UX83504XB 

Please note HP can no longer support this Item from: I:Z/3112016 
HP Dl36005 4M CTO Chassis USE752NI86 

HP DL38005 CTO Chassis 

HP DU80G5 CTO Chassis 

USE815NON8 

USE823N5ZQ 

For more Information on the format of this document Visit www.hp.c:om/go/hpsdocs 

Coverage Period 
from: to: 

Qty ·PriceJQSD 

44.87 

44.87 
44.87 

44.87 

63.76 

44.87 

60.61 

44.87 

63.76 

63.76 

P.oae; 3 /20 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0407915682 

1-.. No 
Description 

399524-821 HP 01.36005 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 
391835-821 HP DL380G5 CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 

391835-821 HP 01.38005 CTO Chassis 

494329-821 HP OEM 01.38006 CTO Server 
494329-821 HP OEM DL380G6 CTO Server 
484184-821 HP OEM DL360G6 CTO Server 

494329-821 HP OEM DL380G6 CTO Server 

494329-821 HP OEM DL380G6 CTO Server 

583914-821 HP DL380G7 SFF CTO Server 

583914-821 HP DL380G7 SFF CTO Server 

HP Collaborative Remote Support 
Basic Software Phone Support 
Collaborative Call Managemnt 

24 Hours, Day 1-7 Phone Supp 
Standard Response Time 

399524-Bll HP DL360G5 4M CTO Chassis 

399524-Bll HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 

391835-821 HP DL380G5 CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 

391835-821 HP DL380G5 CTO Chassis 

391835-821 HP DL380G5 CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360GS 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 

399524-821 HP DL360G5 4M CTO Chassis 
391835-821 HP DL380G5 CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 
399524-821 HP DL360G5 4M CTO Chassis 
391835-821 HP DL380G5 CTO Chassis 
494329-821 HP OEM DL380G6 CTO Server 
494329-821 HP OEM DL380G6 CTO Server 
484184-821 HP OEM DL360G6 CTO Server 

Primedoa: 05111812015 

Serial No. 

USE723NI04 
USE810N3BN 
USE719NII7 
USE719NII5 

USE719NII8 
USE719NII6 
USE719N5XH 

USE810N3BP 
USE825N5TX 
USE810N3BQ 
USE949NOQI 
USE947NBDM 
USE007NI79 

USE943N93A 
USE003N3S6 
USE003N3S7 

USE038NF55 
USE038NF54 

USE810N38R 

USE838NOHR 
USE810N38T 
USE825N8LX 
USE810N7PS 
USE752NI87 
USE752N186 

USE815NON8 
USE823N5ZQ 
USE723N104 

USE810N3BN 
USE719Nll7 
USE719Nll5 
USE719N118 
USE719Nll6 
USE719NSXH 
USE810N38P 

USE825NSTX 
USE810N38Q 
USE949NOQ1 
USE947N8DM 
USE007N179 
USE943N93A 

For more IDformatioa oa the format orthls document visit www.hp.com/golhpsdoes 

I • • • • t 

Coverage Period QtY -.mol 
fiom: to: 

44.87 
44.87 
44.87 
44.87 

44.87 

44.87 
63.76 
44.87 
44.87 
44.87 
63.76 

55.89 
55.89 
45.66 
55.89 

55.89 
68.49 
68.49 

3.94 

1 3.94 

1 3.94 
3.94 
4.72 

3.94 
3.94 
4.72 

4.72 
3.94 

3.94 
3.94 
3.94 
3.94 
3.94 
4.72 
3.94 
3.94 
3.94 
4.72 
4.72 
4.72 
3.94 

Piac:4 /20 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0407915682 

494329-821 
494329-821 

583914-821 
583914-821 

Discounts 

Description 

HP OEM DL380G6 CTO Suvrr 
HP OEM DL380G6 CTO Server 

HP DL380G7 SFF CTO Server 
HP DL380G7 SFF CTO Server 

Government Header Discount% -18% 
Pre Payment HdrDisc% -4% 

••• Software Support ••• 

Serial No. 

USE003N3S6 
USE003N3S7 
USE038NF55 
USE038NF54 

HP Software Technical Unlimited Support 
SW Tcchnieul Support 

AG815B 

Discounts 

SW Electronic Support 
24 Hrs Std Office Days 
24 Hrs Day6 

24 HrsDay7 
Holidays Covc:rcd 

Standard Response 

HP DL380 GS Base Storage Server 2UX83504XB 

Please note HP can no longer support thlsltem from: 12/3112016 

HP Software Updates Service 
License to Usc & SW Updates 
HP Recommended SW Upd Method 

HP Recommended Doc Upd Method 

Government Header Discount% -18% 
Pre Payment HdrDisc% -4% 

Summary of Charges 
HIU'dware Support 

Hardware Support Tax SC 
Software Hclpdcsk Services 
Software Hclpdesk Services Tax SC 
Software Support-Labor 
Software Support-Labor Tax SC 
TOTAL INCLUDING TAX 

Covcraac Period 
ftom: to: 

Taxes have been added at current mte, however, tax mtes will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

Printed en: OS/0812015 

For more Information on the format ortbls document visit www.hp.com/golhpsdoa 

Qty 

Ill w • II f 

~D~ 
4.72 
4.72 

4.72 
4.72 

359.82-

65.56-

32.28 

7.38-

1.34-

1,458.66 

0.00 
114.96 

0.00 
32.28 

1.94 
1,607.84 

hgo:5 /20 



Support Account Detail 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0397858931 

Equipment Address: 
Beaufort County 
Management Infonnation Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Hardware Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

This quote is valid until 08/31/2015 
Coverage from: 09/01/2015 to: 08/31/2016 

Service Agreement ID: 1039 7858 9399 

Product No. Description 

Support Account Reference: 
BEAUFORVMWARE 

HP Reference Number: 46337016 

Software Update Address: 
Beaufort County 
Management Infonnation Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Software Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

Serial No. Coverage Period 
from: to: 

Comment: WSCAIII Master Price Agreement ( 5000008963 ) must be cited on purchase order. 

H7J34AC HP Foundation Care 24x7 Servic-e 

*** Software Support *** 

BD71SAAE 

BD71SAAE 

BD71SAAE 

BD71SAAE 

Prii!Ud 011: 0510812015 

HP Software Teehnltal Unlimited Support 
SW Technical Suppon 

SW Electronic Suppon 
24 Hrs Std Office Days 
24 HrsDay6 

24 HrsDay7 
Holidays Covered 

Standard Response 

VMw vSphcrc EntPius I P Jyr E·L TU 

VMw vSphcrc EntPius IP 3yr E-LTU 

HP Software Updates Service 
License to Usc & SW Updates 
HP Recommended SW Upd Method 
HP Recommended Doc Upd Method 

VMw vSphcrc EntPius I P 3yr E·L TU 

VMw vSphcrc EntPius IP 3yr E-LTU 

S 122Q-4JK VN-P8L6C·9T I OP·OEOLM 

S 122Q-4JK VN-P8L6C-9T I OP·OEOLM 

SI22Q-4JKVN-P8L6C-9TIOP-OEOLM 

S 122Q-4JKVN-P8L6C·9TI OP-OEOLM 

For more Information on the format of this document visit www.hp.com/golhpsdocs 

Qty Price/USD 

21.96 

21.96 

24.40 

24.40 

Pasc:6 /lO 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0397858931 

Description 

Discounts 

Government Header Discount% ·18% 
Pre Payment HdrDisc% -4% 

*** Software Support *** 

Serial No. 

HZ84SAC VMware SW Upd and STS Return to Supp 
Return to support has been charged from 06/01/2015 to 08/31/2015 

Discounts 
Government Header Discount% -18% 

Summary of Charges 
Software Support-Labor 

Software Support-Labor Tax SC 
Software Support-Materials 
Software Support-Materials Tax SC 

TOTAL INCLUDING TAX 

Coverage Period 

·from: to: 

09/30/2015 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

Printed on: OSI08/2015 

For more lnformadon on the format oftbis document visit www.hp.com/golbpsdocs 

Qty 

2/.2(). 

3.88-

289.79 

63.61· 

43.92 

2.64 
338.59 
20.31 

405.46 

Pap:7/l0 



Support Account Detail 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0397858941 

Equipment Address: 
Beaufort County 
Management Information Systems 
104 RIBAUTRD 
BEAUFORT SC 29902 

Hardware Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

This quote is valid until 08/3112015 
Coverage from: 09/01/2015 to: 08/31/2016 

Service Agreement ID: 1039 7858 9459 

Product No. Description 

Support Account Reference: 
BEAUFORVMW AREOl 

HP Reference Number: 46337017 

Software Update Address: 
Beaufort County 
Management Information Systems 
104RffiAUTRD 
BEAUFORT SC 29902 

Software Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

Serial No. Coverage Period 
from: to: 

Comment: WSCAIII Master Price Agreement ( 5000008963 ) must be cited on purchase order. 

H7J34AC HP Foundation Care 24x7 Service 

*** Software Support *** 

BD71SAAE 

BD715AAE 

BD715AAE 

BD715AAE 

PrilllcdCII! 05101112015 

HP Software Technical Unlimited Support 
S\V Technical Support 
S\V Elc:c:tronic Support 
24 Hrs Std Office Days 

24Hrs Day6 
24 Hrs Day7 
Holidays Covered 

Stand11rd Response 

VMw vSphcrc EntPius I P 3yr E·L TU 

VMw vSphcrc EntPius IP 3yr E-LTU 

HP Software Updates Service 
License to Use & S\V Updates 
HP Recommended SW Upd Method 

HP Recommended Doc Upd Method 

VMw vSphcrc EntPius IP 3yr E-LTU 

VMw vSphcrc EntPius IP 3yr E-LTU 

506C7-4JKPQ-K8V6A • 

112CQ-4JKP5-28K63• 

S06C7-4JKPQ-K8V6A• 

112CQ-4JKPS-28K63• 

For more Information on the format of this document visit www.hp.com/golbpsdoes 

I awe a I 

Qty PriceiUSD 

21.96 

21.96 

24.40 

24.40 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0397858941 

Product No. Description 

Discounts 
Government Header Discount % -18% 
Pre Pn)'lllent HdrDisc% -4% 

*** Sortware Support *** 

Serial No. 

HZ845AC VMware SW Upd and STS Return to Supp 
Return to support has been charged from 06/01/20 IS to 08/31/20 IS 

Discounts 
Government Header Discount% -18% 

Summary of Charges 
Software Support-Labor 

Software Support-Labor Tax SC 
Software Support-Materials 

Software Support-Materials Tax SC 
TOTAL INCLUDING TAX 

Coverage Period 

ftom: to: 

09/30/2015 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

Pririled on: 05/G81201$ 

For more Information on the format of this doc:ument visit www.bp.com/golhpsdoc:s 

Qty 

I a • • e t 

Price/USD 

21.20-

3.88-

289.79 

63.6/-

43.92 

2.64 
338.59 

20.31 
405.46 



Support Account Detail 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0404408941 

Equipment Address: 
Beaufort County 
Management Information Systems 
104 RIBAUTRD 
BEAUFORT SC 29902 

Hardware Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

This quote is valid untili0/3112015 
Coverage from: 11/01/2015 to: 08/31/2016 

Service Agreement JD: 1040 4408 9448 

Description 

H7J34AC HP Foundation Care 24x7 Service 

*** Hardware Support *** 

HP Hardware Malntenanee Onslte Support 

Hardware Problem Diagnosis 

Onsite Suppon 
Pans and Material provided 

4 Hr Onsite Response 
24 Hrs Std Office Days 
24 hrs, Day6 
24 hrs, Day7 
Holidays Covered 

HP Collaborative Remote Support 

Basie Software Phone Suppon 
Collaborative Call Managcmnt 
24 Hours, Day 1-7 Phone Supp 

Standard Response Time 

*** Software Support *** 

l'rildcdGII! 0510812015 

HP Software Teehnleal Unllmlted Support 

SW Teehnieal Suppon 
SW Eleetronic Suppon 
24 Hrs Std Offiee Days 
24 Hrs Day6 
24 Hrs Day7 
Holidays Covered 
Standard Response 

Support Account Reference: 
BEAUFORVMW ARE02 

HP Reference Number: 46336356 

Software Update Address: 
Beaufort County 
Management Information Systems 
104RffiAUTRD 
BEAUFORT SC 29902 

Software Contact: 
Mike DeVore 
Tel: 943 255 7006 
Fax: 

Serial No. Coverage Period 
from: to: 

For more Information on the fonnat orthls document visit www.bp.eomlgolhpsdoea 

I a • • • I 

l'llglo: 10120 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0404408941 

Description 

BD690AAE VMw View Pnn Str Kt IOPk 3yr E-LTU 

Serial No. Coverage Period 

from: to: 

N568L-OXKLI-78A93-90200-CWYH4 

Please note HP can no longer support this Item from: 09/3012016 

BD690AAE 

Discounts 

HP Software Updates Service 

License to Usc & SW Updates 
HP Recommended SW Upd Method 

HP Recommended Doc Upd Method 

VMw VIew Prm Str Kt IOPk 3yr E-L TU 
N568L-OXKLI-78A 93-90200-CWYH4 

Please note HP can no longer support this Item from: 09/3012016 

Government Header Discount% -i8% 

Pre Payment HdrDisc% -4% 

Summary of Charges 

Software Support-Labor 
Software Support-Labor Tax SC 
Software Support-Materials 
Software Support-Materials Tax SC 
TOTAL INCLUDING TAX 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

PriDied OD: 051081201 s 
For more Information on tbe format or tbls document visit www.bp.com/golbpsdocs 

Qty 

17.32 

i7.32 

7.92-

1.44-

17.32 
1.04 

17.32 
1.04 

36.71 

Pqe: 11120 



Support Account Detail 

Spcc:ial Terms and Conditions No: 5000008963 
Your PO Referenc:e: 
CCRN Number: 0382028594 

Equipment Address: 
Beaufort County 
Management Information Systems 
104 RIBAUTRD 
BEAUFORT SC 29902 

Hardware Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

This quote is valid until 08/31/2015 
Coverage from: 09/01/2015 to: 08/31/2016 

Support Account Reference: 
BUFRTCNTYNUSVNnNAREOS 

HP Reference Number: 46216464 

Software Update Address: 
Beaufort County 
Management Information Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Software Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

!krvlce Agreement ID: 1038 :ZO:ZB 5957 For Support, please eall: 800-633-3600 

Description Serial No. Coverage Period 
fiom: to: 

Comment: WSCAIII Master Price Agreement ( 5000008963 ) must be cited on purchase order. 

H7J34AC HP Foundation Care 24x7 Service 

*** Software Support *** 

BD710A 

BD710A 

BD710A 

BD710A 

BD685A 

BD714A 

BD714A 

Prialcd aa: 0SI08/l015 

HP Software Technical Unlimited Support 

SW Technical Suppon 

SW Electronic Suppon 

24 Hrs Std Office Days 

24 Hrs Day6 

24 Hrs Day7 

Holidays Covered 

Standard Response 

VMw vSpherc Std IP lyr SW 

VMw vSphcre Std IP lyr SW 

VMwvSphc:rcStd IP lyrSW 

VMwvSphcrcStd IP lyrSW 

VMw View Ent Str Kt IOPk lyr SW 

S 1482-0E29P·N8K42-09200-2DOJ I 

N0682-4EJS6-J834A-OLOH4-3JYSH 

N4212-4EII P·S8C43-01002-A9P7M 

N021 H-4EL9M-J8243-0J9K6-3DD7H 

X0086-0G38H-48370-0D2H6-31ZHH 

Please note HP ean no longer support this Item from: 09/30/2016 

VMw vSphc:rc EntPius IP lyr SW 

I SO I K-482SL-58K4E-OU8UH.CJKJ I 

VMw vSphcre EntPius IP lyr SW 

11410-08283-18L44-088UH-CMR31 

For more Information on the format of this docummt Ylslt www.bp.com/golhpsdocs 

8.03 

8.03 

8.03 

8.03 

4 34.80 

20.75 

20.75 

Pip: IZ/20 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0382028594 

~--No. Description Serial No. Coverage Period 

from: to: 

BD714A VMw vSphcre EntPlus I P I yr SW 

I H40K-08H 11-N8K4E-OU82H-C I R I 5 

BD714A VMw vSphcre EntPius IP lyr SW 
M4610-08HE3-J8T4D-00124-A8F2M 

BD714A VMw vSphcre EntPius IP lyrSW 

H429K-08281-18H4D-O I OH2-A460H 

BD714A VMw vSphcre EntPius I P I yr S W 

J 1282-48KE3-58R4E-OK904-A8FKM 

BD714A VMwvSphcreEntPius IP lyrSW 
IJ69H-08KEL-18T4D-OU986-2XWKM 

BD714A VMwvSphcreEntPius IP lyrSW 

J568H-08HEL-18H4D-OJI04-C4D2H 

BD714A VMw vSphcre EntPlus IP lyr SW 

I H03L-28H8H-58J45-0JA22-9NDJ4 

BD714A VMw vSphcre EntPius IP lyr SW 
5MOCJ-6808H-J8R4E-00286-98P I 0 

BD714A VMw vSphere EntPlus IP lyrSW 
004A 1-28K82-J8U4E-OCCRP-OJUM5 

BD714A VMw vSphcre EntPlus IP lyrSW 
044C3-2809H-J8V44-09AUP-OW061 

BD714A VMwvSphcreEntPius IP lyrSW 
414A3-28H80-N8V4E-0922M-880M I 

BD714A VMwvSphereEntPius IP lyrSW 
51221-280DH-58H44-0AOOK-81 Q6M 

BD714A VMw vSphcre EntPius IP lyr SW 
516AL-2805K-18J45-0C9KP-ODQ4H 

BD714A VMw vSphcre EntPius IP lyr SW 

J022P-F8247-68R45-0C286-I HQ I 0 

BD714A VMw vSphcre EntPlus I P I yr SW 
N42AM-A8KI7-68T45-09280.9DXJ4 

BD714A VMw vSphcre EntPius IP lyrSW 
4H68N-08052-K8445-02AUP-A4VPI 

BD714A VMw vSphere EntPius I P I yr SW 
4M605-08H42-K8E44-0LCUH-A TCM I 

BD714A VMw vSphere EntPius IP lyr SW 
OM68N-0804K-P854E-022RK-2N 145 

TD444AAE VMw View Pnn Addon IOPk ly9x5 E-LTU 
HH4AI·DELD3-68HYJ-APKR6-85WON 

Please note HP can no longer support this item from: 09/3012016 

BD715AAE VMw vSphcre EntPius lP 3yr E-LTU 

BD715AAE VMw vSpbcre EntPius lP 3yr E-LTU 

BD715ME VMw vSphcre EntPlus 1 P 3yr E-L TU 
506C7-4JKPQ-K8V6A • 

BD715AAE VMw vSphcre EntPlus I P 3yr E-L TU 

112CQ-4JKPS-28K63* 

D8A87AAE VMw Horizon View lOPk lyr E-LTU 11/01/2015 

N568L-OXKLI-78A93-90200.CWYH4 

Primed- 0S10812015 

For more Information on the format or this document visit www.hp.com/golhpsdoes 

Qty ~·I 
20.75 

20.75 

20.15 

20.15 

20.15 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

20.75 

14 253.54 

20.75 

20.75 
20.75 

20.75 

14.72 

Page: ll/20 



Special Terms and Conditions No: 5000008963 
Your PO Referenee: 
CCRN Number: 0382028594 

Product No. Description Serial No. Coverage Period 

from: to: 

HP Software Updates Service 

License to Usc & SW Updates 

HP Recommended SW Upd Method 

HP Recommended Doc Upd Method 

BD710A VMwvSphcn:Std IP lyrSW 

5 1482-0E29P-N8K42-09200-2DOJ I 

BD710A VMw vSphcn: Std IP lyr SW 
N0682-4EJ56-J834A-OLOH4-3JY5H 

BD710A VMw vSphcrc Std I P I yr SW 
N4212-4E II P-S8C43-0 I 002-A9P7M 

BD710A VMwvSphcn:Std IP lyrSW 
N021 H-4EL9M-J8243-0J9K6-3DD7H 

BD685A VMw View Ent Str Kt I OPk I yr SW 
X0086-0G38H-48370-0D2H6-31 ZHH 

Please note HP can no longer support thlsltem from: 09/30/2016 

BD714A VMw vSphcn: EntPius IP lyr SW 
I 50 I K-4825L-S8K4E-OU8UH..CJKJ I 

BD714A VMw vSphcn: EntPius IP lyr SW 
11410-08283-18L44-088UH-CMR31 

BD714A VMw vSphcn: EntPius IP lyr SW 
IH40K-08HII-N8K4E-OU82H..CIRIS 

BD714A VMw vSphcn: EntPius IP lyr SW 
M461 0-08HE3-J8T4D-00124-A8F2M 

BD714A VMw vSphcn: EntPius IP lyrSW 
H429K-08281-18H4D-OIOH2-A460H 

BD714A VMw vSpbcrc EntPlus IP lyrSW 
J 1282-48KE3-58R4E-OK904-A8FKM 

BD714A VMw vSphcn: EntPlus IP lyrSW 
lJ69H-08KEL-18T4D-OU986-2XWKM 

BD714A VMw vSphcn: EntPlus I P I yr SW 
J568H-08HEL-18H4D-OJ I 04-C4D2H 

BD714A VMw vSphcn: EntPius IP lyr SW 
I H03L-28H8H-S8J45-0JA22-9NDJ4 

BD714A VMw vSphcn: EntPius IP lyr SW 
5MOCJ-6808H-J8R4E-00286-98P I 0 

BD714A VMw vSphcn: EntPius IP lyr SW 
004A 1-28K82-J8U4E-OCCRP-OJUM5 

BD714A VMw vSphcrc EntPius IP lyr SW 
044C3-2809H-J8V44-09AUP-OW061 

BD714A VMw vSphcn: EntPius IP lyr SW 
414A3-28H80-N8V4E-0922M-880M I 

BD714A VMw vSphcn: EntPius IP lyrSW 
S 1221-280DH-58H44-0AOOK-81 Q6M 

BD714A VMw vSpbcrc EntPius IP lyrSW 
S 16AL-2805K-18J45-0C9KP-ODQ4H 

BD714A VMw vSphcn: EntPius IP lyrSW 
J022P-F8247-68R45-0C286-I HQ I 0 

Printed 011: 0510&1201 S 

For more lnformatlon on the format of this document visit www.bp.comlgolhpsdocs 

I n • • n t 

Qty Price/USD 

9.45 

9.45 

9.45 

9.45 

4 40.92 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

24.40 

Paae;t4/20 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0382028594 

~-N• Description Sc:ria1 No. Coverugc Period 

ftom: 

BD714A VMw vSphc:rc EntPlus IP IyrSW 
N42AM-A8K 17-68T45-09280-9DXJ4 

BD714A VMwvSphc:n:EntPius IP IyrSW 
4H68N-08052-K8445-02A UP-A4VP I 

BD714A VMw vSphcre EntPius I P lyr SW 
4M605-08H42-K8E44-0LCUH-A TCM I 

BD714A VMw vSphcre EntPius IP lyr SW 
OM68N-0804K-P854E-022RK-2N 145 

TD444AAE VMw View Prm Addon IOPk ly9x5 E-LTU 
HH4A 1-DELD3-68HY J-APKR6-8SWON 

Please note HP can no longer support this Item from: 09/3012016 

BD715AAE VMw vSphere EntPius IP 3yr E-LTU 

BD715AAE VMw vSphere EntPius IP 3yr E-LTU 

BD715AAE VMw vSphc:n: EntPius IP 3yr E-LTU 

BD715AAE VMw vSphcrc EntPius I P 3yr E-L TU 

D8A87AAE VMw Horizon View IOPk lyr E-LTU 

Discounts 
Government Header Discount % -18% 

Pre Payment HdrDisc% -4% 

S06C7-4JKPQ-K8V6A * 

112CQ-4JKPS-28K63* 
1110112015 

NS68L-OXKLI-78A93-90200-CWYH4 

Summary of Charges 
Software Suppon-Labor 
Software Suppon-Labor Tax SC 
Software Suppon-Materials 

Software Suppon-Materials Tax SC 

TOTAL INCLUDING TAX 

to: 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments ifapplicable. 

Primed""' OSJO&IlOIS 

For more Information on the format of this document Ylslt www.bp.com/golhpsdocs 

Qty 

14 

I •, e • t 

~D~ 
24.40 

24.40 

24.40 

24.40 

187.32 

24.40 
24.40 

24.40 

24.40 

17.32 

389.13-

70.83-

833.18 

49.98 
868.96 
52.15 

1,804.27 

Page: IS/20 



Support Account Detail 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 

Support Account Reference: 
SGA947025W-EDU 

CCRN Number: 0365194492 

Equipment Address: 
Beaufort County 
Management Information Systems 
104 RffiAUTRD 
BEAUFORT SC 29902 

Hardware Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

This quote is valid until 08/31/2015 
Coverage from: 09/01/2015 to: 08/31/2016 

HP Reference Number: 46216467 

Software Update Address: 
Beaufort County 
Management Information Systems 
104RffiAUTRD 
BEAUFORT SC 29902 

Software Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

Service Agreement ID: 1036 5194 4994 For Support, please c:aU: 800-633·3600 

Product No. Description. Serial No. 

Comment: WSCAID Master Price Agrcc:rnent ( S000008963 ) must be cited on purc:hascordc:r. 

*** Environmental Servlc:rs *** 

HAI67AC HP Education Services 
Total Education Units 

Discounts 
Govcmmc:nt Header Discount % -18% 

Pre Paymc:nt HdrDisc% -4% 

Summary of Charges 
Training 

Training Tax SC 
TOTAL INCLUDING TAX 

Covemge Period 
from: to: 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

PriDICd em: 0$108/2015 

For more informaCion on the format oftbis document visit www.bp.c:omlgolbpsdocs 

Qty 

6 

I a • • at 

Price/USD 

392.03 

89.64-

16.JJ-

392.03 
23.S2 

415.55 

Prv.J6/20 



Support Account Detail 
I" • • "I 

Special Terms and Conditions No: 5000008963 
Your PO Reference: 

Support Account Reference: USE91119WR 

CCRN Number: 0355521246 

Equipment Address: 
Beaufort County 
Management Information Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Hardware Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

This quote is valid until 08/31/2015 
Coverage from: 09/01/2015 to: 08/31/2016 

HP Reference Number: 46216468 

Software Update Address: 
Beaufort County 
Management Information Systems 
104 RIBAUT RD 
BEAUFORT SC 29902 

Software Contact: 
ANDREW DALKOS 
Tel: (843) 255-7008 
Fax: (843) 255-9402 

Serviee AgreementiD: 1035 5521 2400 For Support, please call: 800-633-3600 

Product No. Description Serial No. 

Comment: WSCAIII Master Price Agreement (5000008963) must be cited on purchaseorder. 

For detailed infonnation on service dclivcrablcs in zoning refer towww.hp.com/hpsfcustdocslus 

The following produet(s} will be Automatically REPLACED: 

Coverage Period 

from: to: 

TS494A HP CV EVA 8.0 Rep Sol Mgr 4.0 Media Kit with system ·> T5494D HPCV EVA 9.1 Rep Sol Mgr 5.0 Media Kit 

TS49SA HP Command View EVA 4400 ITB LTU with system-> TS495B HP CommandView EVA4400 ITB Software LTU 

TSSOSA HP Smart Start for EVA Storage with system -> TSSOSE HPSmartstart for EVA V3.1 Media Kit 

Con fig Notes for TD416A has been replaced by mtl BD724A 

Con fig Notes for TD418A; has been replaced by mtl BD712A 

H7J34AC HP Foundation Care 24x7 Service 

*** Hardware Support *** 

Prlnlcd on: 05/01112015 

HP Hardware Maintenance Onslte Support 

Hardware Problem Diagnosis 

Onsite Suppon 

Parts and Material provided 

4 Hr Oosite Response 
24 Hrs Std Office Days 

24 hrs, Day6 

24 hrs, Day7 

Holidays Covered 
Travel Zone 4 

For more information on the format orthls document visit www.hp.com/goJhpsdocs 

Qty Prlce/USD 

Pqc: 17120 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0355521246 

Product No. Description 

391835-821 HP Dl380G5 CTO Chassis 
391835-821 HP Dl380G5 CTO Chassis 
391835-821 HP DLJBOGS CTO Chassis 
AG823A HP MSA60 w/12 750GB SA TA LFF 9TB Bundle 

HP Collaboratl\le Remote Support 

Basic Software Phone Suppon 
Collaborati\le Call Managemnt 

24 Hours, Day 1-7 Phone Supp 
Standard Response Time 

391835-B21 HP DL380G5 CTO Chassis 
391835-821 HP DLJBOGS CTO Chassis 

391835-821 HP Dl380G5 CTO Chassis 

Discounts 

Government Header Discount% -18% 
Pre Payment HdrDisc% -4% 

*** Software Support ••• 

HP Software Technical Unlimited Support 

SW Technical Support 
SW Electronic Suppon 

24 Hrs Std Office Days 
24 Hrs Day6 

24Hrs Day7 

Holidays Covered 
Standard Response 

C6N27A HP Insight Control Lie 
C6N27A HP Insight Control Lie 
C6N27A HP Insight Control Lie 

HP Software Updates Servlee 

License to Usc & SW Updates 
HP Recommended SW Upd Method 

HP Recommended Doc Upd Method 

C6N27A HP Insight Control Lie 
C6N27A HP Insight Control Lie 
C6N27A HP Insight Control Lie 

Discounts 
Go\lcmment Header Discount% -18% 
Pre Payment HdrDiseo/o -4% 

Printed""' 0!1081201$ 

Serial No. 

USE911N48D 
USE911N48F 

USE911N4GR 
SGA91000ND 

USE911N48D 
USE911N48F 
USE911N4GR 

SS9100279 

SS910027A 
SS9100277 

SS9100279 
SS910027A 
SS9100277 

For more Information oa the format orthls document visit www.bp.com/golhpsdocs 

Coverage Period Qty Price/USD 

from: to: 

63.76 
63.76 

63.76 
65.34 

4.72 

4.72 
4.72 

61.91-

JJ.3().. 

2.36 

2.36 

2.36 

3.94 
3.94 
3.94 

4.31-

0.78-

Page: 18/20 



Special Terms and Conditions No: 5000008963 
Your PO Reference: 
CCRN Number: 0355521246 

Product No. Description Serial No., 

Summary of Charges 
Hardware Support 
Hardware Support Tax SC 

Software Helpdc:sk Serviec:s 
Software Hc1pdc:sk Services Tax SC 
Software Support-Labor 

Software Support-Labor Tax SC 
Software Support-Materials 

Software Support-Materials Tax SC 
TOTAL INCLUDING TAX 

Coverage Period 
from: to: 

Taxes have been added at current rate, however, tax rates will be those in effect at the time of invoicing. 
Total price includes all additions, deletions, warranties, discounts and adjustments if applicable. 

Prin1cd""' 0S10812015 

For more IDformation on the format of this docummt visit www.bp.com/golhpsdoes 

Qty Pricc:IUSD 

2S6.62 
0.00 

14.16 

0.00 

7.08 

0.42 

I 1.82 

0.71 

190.81 

1'180'19/20 



Payment Schedule as of 05/08/2015 
AMP 10: 13513076001FCP 

Settlement Period from: From: 09/0112015 to: 08/31 /2016 

~ .4«'Mat JldfTnltf ..... ~., 

~·""" 
bf:Al fOitl(lo\tl"\(;6~ t9:70IJIO 

Bf..AUfC)R\1.1'4'ARr 1~141 

N"4\lllUKVM'o\'Alt8U , . .,:,, 
btJ\lnf*\'M\\'AU.O! ..... 
llTklOi'Tl').un\.w. uco. ~~·,., 

SG\"-'"Q!JW.£Dll' • r " \• 
l~ll ..... q···· 
Tetallefllw,..tW 

.... ..... ll.4 ._...,_, .......... 
Applicable Ia\ to be added to the invoice. 

Print Date 05/0812015 Page 20 /20 

Price in USD. 



14 

Fiscal Year 2016 NewVislon Maintenance 

QTY SOFTWARE MAINTENANCE SUPPUED TO RENEWAL 
BEAUFORT COUNTY PRICE 

(71112015 
TO 

6/3012016) 
OFFICIAL RECORDS SYSTEM SOFTWARE 
(RECORDSNG) 

1 NEWVISION RECORDSNG SYSTEM FOR $30,167 
PROCESSING UP TO 100,000 OFFICIAL 
RECORDS PER YEAR INSTALLED AS PART 
OF AN EXTENDED MAINTENANCE 
AGREEMENT. RECORDSNG MAINTENANCE 
PRICE INCLUDES UNUMITED NUMBER OF 
WORKSTATIONS AND FEATURES ITEMIZED 
ABOVE 
MAINTENANCE FOR SOFTWARE SUPPLIED 
TO BEAUFORT COUN1Y NOT INCLUDED 
WITH RECORDSNG 

3 NEWVJSION INDEX/VERIFY SOFTWARE- $2,301 
AUDITOR AND ASSESSOR WORKSTATIONS 

1 TAX ASSESSOR MODULE (OCCASIONAL USE) $184 
P02011 O'lTI 

1 NEWVISIONIMAGE WRITER RUNTIME $986 
SOFTWARE 

17 ORACLE (OR SOL SERVER) RDBMS $6,205 
FURNISHED BY THE COUNTY- NEWVISION 
DATABASE TABLE MAINTENANCE 

1 NEWVISION PRINT QUEUE MANAGEMENT $820 
SOFTWARE 

1 PROBLEM DETERMINATION- HW & &N $4,863 

1 BACKFILE DATA ENTRY PROGRAM $3,096 

1 e.ECTRONIC RECORDING $2,406 
TOTAL SW MAINTENANCE FOR INSTALLED $51,028 
SYSTEM 



• Dnl'l! Tlwmus, CPPO. CPPB 
Purchasing Director 
E-Mail: dthomasip)bcgo\'.net 

May 28.2015 

Republic Services. Inc. 

COUNTY COUNCIL OF BEAUFORT 
Bcnufort Count)' Purchasing Department 

Post Office Drawer 1228 
Bea ufort, South Carolina 29901-1228 

Telepltone (843) 255-23S3 • FAX (843) 255-9437 

Mr. Randy Dixon. Municipal Services Manager 
425 GA Hwy 292 
Vidalia. GA 30474 

Re: Contract Renewal for RFP 3962/ 110442, llauling Services for Beaufort County Solid 
Waste Department 

Dear Mr. Dixon. 

We have reviewed your request and would like to counter orfcr your company with an 
adjustment of$1.00 per haul increase to reflect in the contract renewal. All other tenns and 
conditions remain the same. The contract renewal period will comri1ence on July I. 20 15. and 
ex tend through June 30. 2016. Please sign below and return to this office as soon as possible. 

Also. kindly forward an updated Certificate of Insurance at your earliest convenience. 

Please let me know of any questions or concerns. We look forward to your continued success 
during the contract period. 

Respectfu lly. 

ZJ~ ~JIUUI 
Dave ·n1omas. CPPO. CPPB 

The signature hel01r awhori:e.\ the renewal l?{lhe q/oremenlioned ( ·omrac:t .fiJr llll (.1(/ditiona/ 
one(/) year term 1rith w1 a€(justmem f?{S/ .00 per haul increase. All vtlwr terms am/ cmulitions 
.found in the original contract remain the same. 

Sign~ c!Date 

cc: 5im Minor 

15 



TO: 

FROM: 

COUNTY COUNCIL OF BEAUFORT COUNTY 
PURCHASING DEPARTMENT 

Building 2, 106 Industrial Village Road 
Post Office Drawer 1228, Beaufort, SC 29901-1228 

Phone: (843) 255-2353 Fax: (843) 255-9437 

Councilman Jerry Stewart, Chairman, Finance Committee 

Dave Thomas, CPPO, Purchasing Director fJ:b 
SUBJ: Request to Purchase Two New 2015/2016 Chevrolet 4x4 %-Ton Trucks from State 

Contract for Beaufort County's Mosquito Control Department. 

DATE: July 10, 2015 

BACKGROUND: The Purchasing Department received a request from the Mosquito Control Department to 
purchase two new 2015 or 2016 Chevrolet Silverado 4x4 ~-ton trucks, with winches and tow packages, from 
Love Chevrolet, a State contract vendor. The trucks will be used to support Mosquito Control (property 
inspections, surveillance, and application of public health insecticides) and Emergency Management 
(hurricane evacuation with trailers/equipment/supplies and recovery). The new vehicles will replace a 2007 
Ford F-150 4x4 %-ton truck with 210,861 miles and a 1999 Dodge Ram 4x2 %-ton truck with 173,314 miles. 
First Vehicle Services recommends replacing these vehicles due to high mileage and repair costs (see 
attached reports). 

STATE CONTRACT VENDOR INFORMATION: 

Love Chevrolet, Columbia, SC 

FUNDING: Account# 10001400-54000, Vehicle Purchases.JA\ 

FY 2015 COST: N/A 

FOR ACTION: Finance Committee meeting occurring July 20, 2015. 

COST 

$26,662 each 
(With tax and delivery) 

RECOMMENDATION: The Purchasing Department recommends that the Finance Committee approves the 
purchase of two vehicles from the aforementioned vendor for a total amount of $53,324. 

CC: Gary Kubic, County Administrato~\Lr-~~ 
Joshua Gruber, Deputy County Administrator ~ 
Alicia Holland, Chief Financial Offic~\ ~ 
Philip Foot, Public Safety Director ~~ 
Gregg Hunt, Mosquito Control Direct or 

Attachments: State Contract Pricing, First Vehicle Maintenance Reports 

l i Page 



Love Chevrolet ompany 
803-794-9004 Phone 

803-926-7467 Fax 
governmentsales@loveauto.com 

c 
erential'::-

~inted Glass-

900mb winch­

Work Ready Equipment­
Plastic Bed Liner -
Plastic Bed Liner (8 ') -
Spray-in Liner-
Cam Locker Tool Box­
Rubber Bed Mat -

Deducts-
Fleet Convenience Pkg -

- Power Windows 
- Power Heated Mirrors 

Keyless Entry 

Other options available upon request. 

$19042.00 

$210.00 
$310.00 
$425.00 
$410.00 
$95.00 

$425.00 

0::>f"\ S}...~""''fle.r-t­
~-:)l'f'TV\'e,...("(.iC1.-'~ 1-\ec.~ CSCL)~s 

' 
Q..e\\ : eos-~ t B - Iq«iS~ 

fqoL( ~ e» 

1~6 .!D 

3b~~ 
3bog; 

Colors- White, Black, Red, Gray, Silver metallic, Deep Ruby, 
Brownstone 



F1rst~Vehicle Services 

To: Gregg Hunt 

Department: Mosquito Control 

Subject: Evaluation of Equipment #23134 

First Vehicle Services 

Beaufort County Division 

P.O. Box 6016 

Beaufort, SC 29902-6016 

Subject equipment was evaluated on Date: January 21, 2015 

Inspection Sheet is attached. 

It is our opinion at First Vehicle Services that if the cost of repair e)(ceeds one third of the 

assets value consideration for removal and or replacement should be taken. Yearly cost 

evaluation will accompany any evaluation requiring consideration. 

Kelly Blue book value of this unit is $5,733.00 

Total repair cost to date for the unit is $15,878.32 

Est imate future and present repair cost are $7,800.00 

This unit exceeds APWA guidelines for replacement, based on present condition and mileage 

(210,861). 

FVS recommends replacement of this unit. 

Quality Assurance- FVS/Beaufort Co. 



FirstGroup vehicle Equipment inspection Report 

Dept.# 10001400 Asset #23134 Make - Ford Model - F-150 

Type of Eq - Pickup Miles- 202423 Year- 2007 

Component Remarks or Condition Est. Cost Of Repair 

CEL activated - low flow through convertors, low 
compression cylinders 3,5 & 6. Intake, fuel 

Engine system requires service. $4,600.00 

Difficulty shifting on time when cold, soft shift 
after warm up. Will required overhaul in near 

Transmission future. $1,545.00 

3rd member 

Suspension/Steering 

Brakes 

Body 

Electrical And 
Hydraulics 

Total 

Minor play in pinion shaft, noise excessive 
backlaash or noise at this time. Will need bearing 

and shims to correst. 

Shocks and body bushings need replacing. 

Brake need repair 

Minor body damage. Interior needs cosmetic 
repair. 

No problems noted at this time. 

Inspected By: Danny Williams 

m Recommended for replac~7 / __ ~ 

Date: OllZl/2015 Signed: r~~ /' -
NO 

$410.00 

$340.00 

$305.00 

$600.00 

$0.00 

$7,800.00 

lxxxxxxx I 

I I 



F1rst rit Vehic le Services 

To: Gregg Hunt 

Department: Mosquito Control 

Subject: Evaluation of Equipment #19473 

First Vehicle Services 

Beaufort County Division 

P.O. Box 6016 

Beaufort, SC 29902-6016 

Subject equipment was evaluated on Date: February 6, 2015 

Inspection Sheet is attached. 

It is our opinion at First Vehicle Services that if the cost of repair exceeds one third of the 

assets value consideration for removal and or replacement should be taken. Yearly cost 

evaluation will accompany any evaluation requiring consideration. 

Kelly Blue book value of this unit is $1,263.00 

Total repair cost to date for the unit is $7,422.92 

Estimate future and present repair cost are $6,450.00 

Th is unit exceeds APWA guidelines for replacement, based on age (16 years), present 

condition and mileage (173,314). 

FVS recommends replacement of this unit. 

~~~~ 
B~n Maintenance Manager 

Quality Assurance- FVS/Beaufort Co.+ 



FirstGroup vehicle Equipment inspection Report 

Dept.#10001400 Asset # 19473 Make- Dodge Model - Ram 1500 

Type of Eq - Pickue Miles -171933 Year-1999 

Component Remarks or Condition Est. Cost Of Repair 

Weak performance, low compression on all 
Engine cylinders, requires overhaul or replacement. $3,300.00 

Transmission Weak/spongy shift, slips under pressure. $950.00 

Back-lash present but not excessive, no action 
3rd member required at this time. $0.00 

Springs weak and will require replacing to improve 

Suspension/Steering ride height and stability. $300.00 

Brakes Good, no action required at this time $0.00 

Hood rusting and requires painting. Headliner and 
Body dash in need of repair. $1,900.00 

Electrical And 
Hydraulics No problems noted at this time. $0.00 

Total $6,450.00 

Inspected By: Rand~ Gardner 

yes lxxxxxxx I 
121 Recommended for replacement 

I I NO 

Date: 02-06-2015 Signed: ~ 



TO: 

COUNTY COUNCIL OF BEAUFORT COUNTY 
PURCHASING DEPARTMENT 

106 Industrial Village Road, Building 2 
Post Office Drawer 1228 

Beaufort, South Carolina 29901 -1228 

FROM: 

Councilman Jerry W. Stewart, Chairman, Fii~nd Committee 

Dave Thomas, CPPO, Purchasing Director /)If ' 
SUBJECT: RFP#032015 Bluffton Township Fire District Fleet Replacement (10 Fire Trucks) 

DATE: July 20,2015 

BACKGROUND: The Bluffton Township Fire District (the District) is a full service fire department providing service to all areas 
of Southern Beaufort County with the exception of Hilton Head Island and Daufuskie Island. The District covers a geographical 
area of approximately 250 square miles with eight (8) strategically located fire stations. The District is a career fire department 
with 130 full-time personnel. The District responded to 5,188 and 5,192 emergency incidents in 2013 and 2014, respectively. The 
District currently operates eight (8) engine companies, one (.1) truck company, and one ( 1) service/support unit. Three (3) of the 
engine companies are staffed as Advanced Life Support (ALS) engines. Emergency medical services are currently provided by 
Beaufort County's Emergency Medical Services (EMS) division which is not affiliated with the District. EMS crews share space 
in three (3) of the District's fire stations. 

SCOPE OF WORK: The District's strategic five year master plan identified the need to purchase a new ftre engine each year 
beginning in Fiscal Year 2015 through Fiscal Year 2024, with the exception of Fiscal Years 2016 and 2023. The District realized a 
potential savings could occur if all identified units (I 0) were replaced at one time. Tills would aU ow multiple w1it discounts, 
prepayment savings and would help in standardizing our equipment operationally and mechanically. The Beaufort County 
Procurement Department worked with the District to issue a Request for Proposal (RFP) to evaluate ftre truck vendors and select 
one that would best suit Bluffton Township Fire District. Tills fleet replacement is part of the capital plan that contains three (3) 
projects. In Fiscal Year 2015, County Council approved this capital plan and an ordinance (#2015/3) to issue bonds in the amount 
of$8.5 million to fund tills capital plan. 

VENDOR NAME AND FINAL RANKING: 
I. Spartan Fire and Emergency Apparatus, Inc., Roebuck, South Carolina; 

Manufacturer: Pierce Manufacturing, Appleton, Wisconsin 
a. Score 95 out of I 00 total points 

2. Fire Line, Inc., Winder, Georgia; 
Manufacturer: Emergency One (E-One) Fire Apparatus, Ocala, Florida 

a. Score 93 out of 100 total points 

3. Phoenix Fire Apparatus, Sumter, South Carolina; 
Manufacturer: Ferrara Fire Apparatus, Holden, Louisiana 

a. Score 91 out of I 00 total points 

\}< FUNDING: Bluffton Township Fire District account# 730400 11-57800; Available balance as of the date of this memo is $5.5 
.:J<' million. 

PROPOSED COST: $3,701,920 - this price was negotiated with the vendor to meet the operational needs of the district along 
with the budget created for this project. 

FOR ACTION: Finance Committee Meeting occurring on July 20,2015. 

RECCOMMENDATION: The Purchasing Department recommends that the Finance Committee approve and recommend to 
County Council to proceed with the contract with Spartan Fire and Emergency Apparatus Inc./Pierce Manufacturing. 

CC: Gary Kubic, County Admi.nistratcG ~~(../' ~ 
Josh Gruber, Deputy County Administ~a1or/Special Counsel 
Alicia Holland, Assistant County Administrator, Finance 
John Thompson, Fire Chief, Bluffton Township Fire District 

Att: RFP Scoring Summary Sheet 



Evaluation Criteria: Spartan Fire & Emergency Apparatus inc.(Pierce) 

The criteria to be used in the evaluation of proposals will be/but not limited to the following: 
Priorities and Weights will be assigned to the categories listed below: 

1. Overall responsiveness to the Request for Proposal. Proposals must be neat, 
complete, and fully address technical, cost, warranty, proposer's qualifications, 
references, and proposal questionnaire. (Weighted points 0-1 0 points) 

Points Awarded (1 0) 

2. Vendors experience and expertise in the subject industry. Recent experience 
as a vendor/equipment provider within the last five (5) years, comparable to 
the proposed specifications and requirements. Quality of the product, service 
and reliability are a prime consideration. This should include examples of 
comparable equipment, and services provided at other agencies. The Fire 
District may check referenced projects. (Weighted points 0-20 points) 

Points Awarded (20) 

3. Vendors response to a proposal questionnaire (Exhibit 'B') (Weighted points 0-
20 points) 

Points Awarded (20) 

4. Vendors service and equipment performance references (Exhibit 'C'). (A 
minimum of five is required) (Weighted points 0-20 points) 

Points Awarded (20) 

5. Costs. (Proposals will be evaluated on the proposer's demonstrated ability to 
provide suitability to purpose, quality service, discounts, warranty, previous 
experience, price, ability to deliver, or any other factor deemed by the County 
and the Bluffton Fire District to be in the best interest of the County, not just low 
price} (Weighted points 0-30 points) 

Points Awarded (25) 

Total possible points equal100 points. Actual Total Score (95) 



Evaluation Criteria: Fire Line inc.(E-One) 

The criteria to be used in the evaluation of proposals will be/but not limited to the following: 
Priorities and Weights will be assigned to the categories listed below: 

1. Overall responsiveness to the Request for Proposal. Proposals must be neat, 
complete, and fully address technical, cost, warranty, proposer's qualifications, 
references, and proposal questionnaire. (Weighted points 0-10 points) 

Points Awarded (10) 

2. Vendors experience and expertise in the subject industry. Recent experience 
as a vendor/equipment provider within the last five (5) years, comparable to 
the proposed specifications and requirements. Quality of the product, service 
and reliability are a prime consideration. This should include examples of 
comparable equipment, and services provided at other agencies. The Fire 
District may check referenced projects. (Weighted points 0-20 points) 

Points Awarded (20) 

3. Vendors response to a proposal questionnaire {Exhibit 'B') (Weighted points 0-
20 points) 

Points Awarded (18) 

4. Vendors service and equipment performance references (Exhibit 'C'). (A 
minimum of five is required) (Weighted points 0-20 points) 

Points Awarded (20) 

5. Costs. {Proposals will be evaluated on the proposer's demonstrated ability to 
provide suitability to purpose, quality service, discounts, warranty, previous 
experience, price, ability to deliver, or any other factor deemed by the County 
and the Bluffton Fire District to be in the best interest of the County, not just low 
price) (Weighted points 0-30 points) 

Points Awarded (25) 

Total possible points equal100 points. Actual Total Score (93) 



Evaluation Criteria: Phoenix Fire Apparatus (Ferrara) 

The criteria to be used in the evaluation of proposals will be/but not limited to the following: 
Priorities and Weights will be assigned to the categories listed below: 

1. Overall responsiveness to the Request for Proposal. Proposals must be neat, 
complete, and fully address technical, cost, warranty, proposer's qualifications, 
references, and proposal questionnaire. (Weighted points 0-10 points) 

Points Awarded (10) 

2. Vendors experience and expertise in the subject industry. Recent experience 
as a vendor/equipment provider within the last five (5) years, comparable to 
the proposed specifications and requirements. Quality of the product, service 
and reliability are a prime consideration. This should include examples of 
comparable equipment, and services provided at other agencies. The Fire 
District may check referenced projects. (Weighted points 0-20 points) 

Points Awarded (20) 

3. Vendors response to a proposal questionnaire (Exhibit '8') (Weighted points 0-
20 points) 

Points Awarded (18) 

4. Vendors service and equipment performance references (Exhibit 'C'). (A 
minimum of five is required) (Weighted points 0-20 points) 

Points Awarded (20) 

5. Costs. (Proposals will be evaluated on the proposer's demonstrated ability to 
provide suitability to purpose, quality service, discounts, warranty, previous 
experience, price, ability to deliver, or any other factor deemed by the County 
and the Bluffton Fire District to be in the best interest of the County, not just low 
price) (Weighted points 0-30 points) 

Points Awarded (23) 

Total possible points equal100 points. Actual Total Score (91) 



Fax: (843) 757-7305 

TO: 

FROM: 

DATE: 

RE: 

Phone: (843) 757-2800 

BLUFFTON TOWNSHIP FIRE DISTRICT 
357 Fording Island Rd 

Bluffton, South Carolina 29909 

Memorandum 

Dave Thomas, Beaufort County Purchasing Director 

John W. Thompson, Jr., Bluffton Fire Chief 

June 23, 2015 

RFP#032015 

The Bluffton Township Fire District is complete with its review of the submittals for the above 
referenced RFP for new fire apparatus. There were five (5) vendors who provided a submittal 
for this RFP. They are (in alphabetical order): 

Atlantic Coast Fire Trucks, 216 Two Pond Loop, Ladson, SC: Manufacturer-Smeal 
Fire Apparatus, P.O. Box 8, Snyder, NE: Representing Smeal Fire Apparatus 

Fire Une, Incorporated, 725 Patrick Industrial Lane, Winder, GA: Manufacturer: 
Emergency One (E-One) Fire Apparatus, Ocala, FL 

Phoenix Fire Apparatus, 3325 Carter Road, Sumter, SC: Representing Ferrara Fire 
Apparatus, Holden, LA 

Safe Industries, 116 Connector Park Court, Piedmont, SC: Representing Kovatch 
Mobile Equipment (KME), One Industrial Complex, Nesquehoning, PA 

Spartan Fire and Emergency Apparatus, Incorporated, 319 Southport Road, 
Roebuck, SC: Representing Pierce Manufacturing, Appleton, WI 

After an initial review of the submittals, a short list of three vendors was created. Those 
vendors were Fire Line Incorporated (E-One), Phoenix Fire Apparatus (Ferrara), and Spartan 
Fire and Emergency Apparatus (Pierce). Atlantic Coast (Smeal) and Safe Industries (KME) 
were eliminated due to the costs being proposed. Even with proposed discounts both 
vendors exceeded the project's budget. The short listed vendors were then invited to an 



interview in which they could present in detail a representative fire apparatus for further 
review by the staff of the Fire District. All three vendors participated by bringing in fire trucks 
the vendors felt were similar to the specifications provided in the RFP documents. Upon 
completion of this process Fire District staff (RFP/Specification Committee Members, 
Operations Deputy Fire Chief, Administrative Deputy Fire Chief, and Fire Chief} re-evaluated 
the proposals and a final ranked list was compiled as follows: 

1. Spartan Fire and Emergency Apparatus, Incorporated: 95 points 
2. Fire line, Incorporated: 93 points 
3. Phoenix Fire Apparatus, 91 points 

The District began negotiations with Spartan Fire and Emergency Apparatus on June 18, 2015 for ten 
(10) new fire engines. It was determined that any of the three vehicles presented on the short list 
would serve the needs of the District. Of the three vehicles presented the Pierce (Spartan Fire and 
Emergency Apparatus) had the lowest base price and is substantially under the budgeted $4,000,000. 

Base Price Comparisons* -Short Listed Vendors 

Vendor Manuf. Single Unit Less Multi- Less Pre- Less Trade Total Base 
Price Unit Pay Allowance Cost 

Discount Discount 
Spartan Fire Pierce $441,862 $44,891 $16,905 $39,500 $340,566 
and 
Emergency 
Apparatus 
FireUne E-One $428,289 $6,900 $11,400 $35,475 $374,514 
Incorporated 
Phoenix Fire Ferrara $467,950 $41,317 $10,250 $4(),150 $376,233 
Apparatus 

*Base price indudes only the price of the vehide and does not lndude any associated equipment or available options. 
*Performance bond amount calculated as $3.00 per $1000.00 of cost 

Options and Equipment 

Costfor10 
TRicks 

$3,405,660 

$3,745,14() 

$3,762,330 

As a component of the RFP vendors were asked to quote the costs for several options and 
additional equipment to complete the vehicles if there were funds available. Spartan Fire 
and Emergency Apparatus' low base cost allows the District to utilize many of these options 
as follows: 

1. Upgrade to the next level of cab and chassis for the truck providing for more option 
for the configuration of the vehicle and its systems. This includes a raised cab for 
more headroom for personnel. 

2. Addition of a "Command Ught" tower to the vehicles. This option allows for greater 
scene visibility which increases overall safety for all those involved on an emergency 
scene. 

3. Addition of aluminum tread plate hose bed and cross lay covers. This option allows 
for the entire top of the vehicle to become a stable and safer work area. The option 
also protects the hose anci promotes longer hose service life which reduces long term 
operating costs. 



4. Upgrade to the axles and brakes on the vehicle which provide for longer wear, ease 
of maintenance, and better performance. 

5. Addition of reflective chevron striping to the front bumpers of the vehicles to 
increase visibility and safety. 

Current Fleet Trade In Program 

As indicated above one of the key components to the financing of the project is the value 
the District will receive back for the current fleet. Spartan provided an amount of $395,000 
in its RFP submittal. However, Palmetto Fire Apparatus out of Hardeeville, SC has agreed to 
enter into a contract with the County and pay the District $425,000 for the fleet. It is 
understood the full payment will be due to the District from Palmetto Fire Apparatus as 
soon as the District takes delivery of the first new engine from Pierce. 

Net Cost of the Project 

Spartan Pre-Negotiation Price Less Options and Upgrades 
ADD Pierce Trade-In Allowance 
ADD Selected Options/Upgrades 
ADD Contingency 
ADD Performance Bond 
Subtract Additional Pre-Pay Allowance (Negotiated) 
Total Spartan Fire Apparatus Contract 

Less Total Trade-In Contract with Palmetto Fire Apparatus 

Net Project Cost 

Recommendation 

$3,405,660 
$395,000 
$309,720 
$15,000 
$12,360 

<$10.820> 
$4,126,920 

<$425.000> 

$3.701.920 

It is my recommendation that a contract be signed with Spartan Fire and Emergency 
Apparatus in the amount of $4,126,920 to construct and deliver to the Bluffton Township 
Fire District ten (10) new fire engines as indicated in the attached quotation. Subsequently 
the District will enter into a County approved contract with Palmetto Fire Apparatus to 
purchase the current Bluffton engine fleet for $425,000 with the full amount becoming due 
and payable to the Fire District upon the delivery of the first new fire engine from Spartan 
Fire and Emergency Apparatus. 
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This Purchnsc Agreement (together with all auachmems refercnc~.-'<1 herein. the "t\grccnu:nt"). made and entered into by and 
between Pierce Manufacturing Inc., a Wisconsin corporation ("Pier.::e''), nnd Bluffion T(mnship Fire District . a Career Fire 
Department ("Custorm:r") is effective as of the date specified in Section 3 her..: of. 

I. Detln it ions. 
a. "Prod uct" means the fire apparatus and any associated equipment manufactun.:d or li1rnished for the Customer by 

Pierce pursuant to the Specifications. 
b. "SpccificRtions" means the general specifications. teclmical spt.:cification~. training, and testing requirements for the 

Product contained in the Pierce Proposal for the Product prepared in response to the Cu~tomer's request for proposal. 
c. " Pierce Proposal'' means the proposal provided by Pierce nllachcd as Exhibit C prepared in response to the 

Customer's request for proposal. 
d. "Delivery., means the date Pierce is prepared to make physical possession of the Product available to the Customer. 
c. "Acccptnncc'' The Customer shall have {i fieen ( 15) calemlar days of Delivery to in'ipcet tltc Product for substantial 

confonnance with the material Specifications: unless Pierce receives a Notice of Defect within fifteen ( IS) calendar 
days of Delivery, the Product will be deemed to be in conformance with the Specifications and accepted by. the 
Customer. 

2. Pumosc. This Agreement seL~ forth the tem1s and conditions of Pierce's sale of the Product to the Customer. 

3. Tenn of Agreement. This Agreement will become effective on the date it is signed and approved by Pierce's authorized 
representative pursuant to Section 22 hereof (''Effective Date") and, unless eC~rlier terminated pursuant to the terms of this 
Agreement. it will tcnninnte upon the Customer's Acceptance and payment in full of the Purchase Price. 

4. Purchase and Pavmcnt. The Customer agrees to purchase the Product specified on Exhibit A for the total purchase price of 
$4126920.00 (''Purchase Price"). Prices arc in U.S. funds. 

5. Future Changes. Various state or federa l regulatory agencies (e.g. NFPA. DOT. EPA) may require changes to the 
Specifications and/or the Product and in any such event any resulting cost increases incurred to comply therewith will be added 
to the Purchase Price to be paid by the Customer. In addition, any future drive train upgrades (engine. transmission, axles. 
etc.), or any other specification changes have not been calculated into our annual increases and will be provided nt additional 
cost. To the extent practicable, Pierce will document and itemize any such price incrca1>..:s lor the Customer. 

6. Agreement Changes. The Customer may request that Pierce incorporate a change to the Products or the Specifications for 
the Products by delivering a change order to Pierce; provided, however. that any such chnnge order must be in writing and 
include a description of the proposed change sufficient to permit Pierce to evaluate the lcasibility of such change (''Change 
Order''). Within [seven (7) business days] of receipt of a Change Order, Pierce will infoml the Customer in wri ting of the 
feasibil ity of tin: Change Order, the earliest possible implementation date for the Change Order, of any increase or decrease in 
the Purchase Price resulting !Tom such Change Order, and of any effect on production !>chcduling or Delivery resulting from 
such Change Order. Pierce shall not be liable to the Customer for any delay in porfor111ancc or Del ivery arising from any such 
Change Order. A Change Order is only effective when counter·signcd by Pierce's authorized reprcsentaiive. 

7 . Cnncellationrrermination. In the event this Agreement is cancelled or terminat..:d h) a party before completion. Pierce may 
charge a cancellation Icc. ll1e following charge schedule based on costs incurred may be applied: (a) 10% of the Purchase 
Price after order is accepted and entered by Pierce: (b) 20% of the Purchase Price after cmnpletinn of approval drawings. and; 
(c) 30% of the Purchase Price upon any material requisition. 'lllc cancellation fcc will increase accordingly as costs are 
incurred as the order progresses through engineering and into manufacturing. Pierce endeavors to mitigate any such costs 
through the sale of such Product to another purchaser; however Customer shall remain liuble for the difTcrcnec between the 
Purchase Price and. if' applicable. the sale price obtained by Pierce upon sale of the Product to another purchaser. plus any costs 
incurred by Pierce to conduct any such sale. 

8. Deliver.•. lnspcction and Acceptance. (a) Deliverv. Deliver: of the Product i!> scheduled 10 be within 9 • I 0 \lonths of the 
Effective Date ofthis Agreement. F.O.B. Pierce's plant. Appleton. WI. Risk of loss shall pass to Customer upon Delivery. (b) 
Inspection and Acceptance. Upon Delivery. Customer shall have fiflccn (IS) days within which to inspect the Product for 
substantial conformance to the material Specincations. and in the event of sub~tantial non·confonnnnce 10 the material 
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Specifications to furnish Pierce with written notice sufficient to pennit Pierce to evaluate such non-conform:mce (''Notice of 
Defect"). Any Product not in substantial con fonnancc to material Specifil:<llions shall be remedied by Pierce within thirty (30) 
days rrom the Notice of Defect. In the event Pierce does not receive a Notice of Defect within fifteen ( 15) days of Delivery. 
Product will be deemed to be in confonnanec with Specifications and Accepted by Customer. 

9. Notice. Any required or permitted notices hereunder must be given in writing nt the address of each party set forth below. 
or to such other address as either party may substitute by writlcn notice to the other in the manner contemplated herein. by one 
of the following methods: hand delivery; registered. express, or certified mail, return receipt requested, postage prepaid: or 
nationally-recognized private express courier: 

Pierce Manufacturing. Inc. 
Director of Order Management 
2600 American Drive 
Appleton WI S-l912 
Fa;'< (920) 832-3080 

Customer 

Bluffion Township Fire District 

357 Fordin!! Island Road 

Bluffton Sl 29910 

10. Standard Warranty. Any applicable Pierce warranties are attached hereto as Exhibit B and made a part hereof. Any 
additional warranties must be expressly approved in writing by Picrct.:'s authorized rt.:prcsentativc. 

a. Disclaimer. OTHER THAN AS EXPRESSLY SET FORTI I IN TillS AGREI:.MENT. NEITIIER PIERCE, ITS 
PARENT COMPANY. AFfiLIATES. SUBSIDIARIES, LICENSORS OR SUPPLIERS. ·1 I IEIR RESPECTIVE OFFICERS. 
DIRECTORS, EMPLOYEES. SHAREHOLDERS, AGENTS OR REPRESENTATIVES. t-.IAKE ANY EXPRESS OR 
IMPLIED WARRANTIES WITH RESPECT TO THE PRODUCTS PROVIDED HEREUNDER OR OTHERWISE 
REGARDING THIS AGREEMENT. WHETHER ORAL OR WRITI' EN. EXPRESS. IMPLIED OR STATUTORY. 
WITHOUT LIMITING THE fOREGOING. ANY IMPLIED WARRANTY OR CONDITION Or MERCHANTABlLITY, 
THE IMPLIED WARRANTY AGAINST INf-RINGEMENT, AND TilE IMPLIED WARRANTY OR CONDITION OF 
FITNESS FOR A PARTICULAR PURPOSE ARE EXPRESSLY EXCLUDED AND DISCLA IMED. STATEMENTS MADE 
BY SALES REPRESENTATIVES OR IN PROMOTIONAL MATERIALS DO NOT CONSTITUTE WARRANTIES. 

b. Exclusions of Incidental and Consequential Damages. In no event shall Pierce be liable for consequential, 
incidental or punitive damages incurred by Customer or any third part} in connection with any mat1cr arising out of or relating 
to this Agreement, or the breach thereof, regardless of whether such damages arise out of breach of warranty, tort, contract. 
strict liability. statutory liability. indemnity, whether resulting from non-delivery or from Pierce's own negl igence. or 
otherwise. 

11. Insurance. Pierce maintains the following limits of insurance with a carrier(s) rmed A- or better hy A.M. Best: 
Commercial General Liability Insurance: 

Products/Completed Operations Aggregate: S 1 ,000,000 
Ench Occurrence: S 1 ,000,000 

Umhrella/E.xccss l.iabilitvlmunmc:e: 
Aggregate: 
Each Occurrence: 

$25.000,000 
$25,000.000 

The Customer may request: (x) Pierce to provide the Customer with n copy of n current Certificate of Insurance with 
the covcruges listed above; U') to be included as nn additional insured for Cnmmcrcial Gcncrnl Liabi lity (subject to the 
terms and conditions of the applicable Pierce insurnncc policy): and (:) all policies to provide a 30 day notice of 
cancellation to the named insured 

J 2. Indemnity. -1=he-€ ustorner-shttH- in-demrrify;-defencl-arrd-h1Jld harmks!.-l 'i¢1',;-e; iis vfl"ker:.,errt it!eyees;-den-1~-ent~'-01" 
-swoont;·<n:wFT,-/ram-tii;y-antl-al l -el tliiilS;-(!oo!5;-jti6g;mm1'5;-liflGil-i':;;-4es-s;-d nn1a!:,~l:a;ri1cys:.....rce5-or-e::.pease-s-e+-nay-k-ii-t4-&i 
'ltllt~t~MvilitOuHim ililtiorr,personal-1-njul")"1ilid-detlt-h }'({ralfi;ffipefi)-nn~w.retiilsed-by;-resttlittlg" 
.fFefl+;-af'tsiR~r-et'{.~HrAH~n-e&l-lii*l-i~Hlte-Gtlst&mer!s-1'ttrellese , iiiSiflllrut&ll 6r U!i<! c}f goc>th !:R)It! 6r !ltlf'J'Iied by 

!lievee-w{l1eh-are-lwt-enused-by-the-solc-ncgltgen<..•e-ef-Picree-: n I'FI) (; 11111•1 II dl'llll ll h Prl I ' \ Lllllll:wtllll llg. 

13. Force Majeure:. Pierce shall not be responsible nor deemed to be in default on account of delays in perfonnance due to 
causes which arc beyond Pierce's control which make Pierce's perfonnancc irnpmcticablc. including hut not limited to civil 
wars, insurrections, strikes. riots, tires, stom1s, floods. other acts of nature, cxplosions. earthquakes, accidents. any act of 
government, delays in transportation, inability to obtain nt:ecssary labor supplies or manufacturing facilities. allocation 
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regulations or orders affecting materials, equipment. facilities or completed products, failure to obtain any required license or 
certificates. acts of God or the public enemy or terrorism, failure of transportation, epidemics, quarantine restrictions, failure of 
vendors (due to causes similar to those within the scope of this clause) to perfomt their contracts or labor troubles causing 
cessation, slowdown, or interruption of work. 

14. Default. The occurrence of one or more of the following shall constitute a default under this Agreement: (a) the Customer 
fails to pay when due any amounts under this Agreement or to perform any of its obligations under this Agreement; (b) Pierce 
fails to perform any of its obligations under this Agreement; (c) either party becomes insolvent or become subject to a 
bankruptcy or insolvency proceedings; (d) any representation made by either party to induce the other to enter into this 
Agreement is false in any material respect; (e) the Customer dissolves, merges, consolidates or transfers a substantial portion of 
its property to another entity; or (f) the Customer is in default or has breached any other contract or agreement with Pierce. 

15. Manufacturer's Statement of Origin. It is agreed that the manufacturer's statement of origin ("MSO") for the Product 
covered by this Agreement shall remain in the possession of Pierce until the entire Purchase Price has been paid. If more than 
one Product is covered by this Agreement, then the MSO for each individual Product shall remain in the possession of Pierce 
until the Purchase Price for that Product has been paid in full. In case of any default in payment, Pierce may take full 
possession of the Product, and any payments that have been made shall be applied as payment for the use of the Product up to 
the date of taking possession. 

16. Independent Contractors. The relationship of the parties established under this Agreement is that of independent 
contractors and neither party is a partner, employee. agent, or joint venturer of or with the other. 

17. Assignment. Neither party may assign its rights and obligations under this Agreement unless it has obtained the prior 
written approval of the other party. 

18. Governing Law: Jurisdiction. Without regard to any conflict oflaws provisions, this Agreement is to be governed by and 
under the Jaws of the state of South Carolina. 

19. Facsimile Signatures. The delivery of signatures to this Agreement by facsimile transmission shall be binding as original 
signatures. 

20. Entire Agreement. This Agreement shaH be the exclusive agreement between the parties for the Product. Additional or 
different terms proposed by the Customer shall not be applicable, unless accepted in writing by Pierce's authorized 
representative. No change in, modification of. or revision of this Agreement shall be valid unless in writing and signed by 
Pierce's authorized representative. 

21. Conflict. In the event of a conflict between the Customer Specifications and the Pierce Proposal, the Pierce Proposal shaH 
control. In the event there is a conflict between the Pierce Proposal and this Agreement, the Pierce Proposal shall control. 

22. Signatures. Titis Agreement is not effective unless and until it is approved, signed and dated by Pierce Manufacturing, 
Inc.'s authorized representative. 

Accepted and agreed to: 

PIERCE MANUFACTURING, INC. Customer: Bluffion Township Fire District 

Name: ___________ _ Name: ____________ _ 

Title: ------------ Title: -------------

Date: ------------ Date: -------------
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Date: July a. 2015 

EXHIBIT A 

PURCHASE DETAIL FORM 
Pierce Manufacturing, Inc. 

Director of Order Management 
2600 American Drive 
Appleton WI 54912 
Fax (920) 832-3080 

Customer Name: Bluffton Township Fire District 

Quantity Cbassis Type Body Type Price per Unitffolal Price 
10 Enfon:erFR Pumper $412,692.00/$4,126.920.00 

Ten C10l Pierce Enforcer FR Pumpers with Cummins ISL400 HP Diesel Engine. Allison EVS 3000 Transmission. 
Waterous 1500 GPM Pump. UPF 750 Gallon uPotv" Tank. Built in Accordance to NFPA 1901. and as oer Proposal 
Submitted for Bluffton Township Fire District RFP #032015 and Attached Selected Adjustment Quotation 

Warranty Period: As per Proposal Submitted 

Training Requirements: Apparatus Orientation and Technician Training provjde by Pierce and Spartan Apparatus 

Other Matters: Bluffton Township Fire District Maintenance Division will be trained to perform Pierce warranty repair 
per Spartan Fire and Emergency Apparatus approval and administration. 

This contract is available for inter-local and other municipal corporations to utilize with the option of adding or deleting any 
Pierce available options, including chassis models. Any addition or deletion may affect the unit price. 

Payment Terms: Contract price is based on 100% Advance Pavment of $4.126.920.00 net due 30 days from contract 
signing. 

!NOTE: tf defcrnd payment 11m111gcments are required, the Customer must lllllke sw:h filWll:ial nmsngements through n lin1111eial imlitution ueccptuble to 
Pien:c:.) Alltwces, excises and levies lhat Pien:e may be required to pay or collect by I"CCSSn of uny plCSCRt or future Jaw or by any govemmentalll!lhority 
based upon the sale. purchase. delivery. storage, processing. usc. consumption. or trunsportation of the Prodw:t 501d by Jlicn:e to the Customer shall be for the 
account of the Customer and shall be added to the Purchase Price. All delivery prices or prices with freight ullowunce are bmcd upon prevailing freight rates 
and, in the event of any inctcaSC or dc:c:rcasc in such flllc:s. the prices on oil unshipped Product will be incrcmcd or deen:mc:d uc:cordingly. Delinquent payment$ 
$ball be subject to 11 carrying charge of 1.5 percent per month or such lesser 1101ount permitted by law. Pierce will not be required to accept payment other than 
as set forth in this Agreement However. to IIYoid 11 tale charge: assessmcn1 in the event of o dispute call.\ed by o substantial nonronformi!Rcc with materilll 
Specifications (other than freight). the Customer may withhold up to five pcrecnt (5%) of the Jlun:husc l'ricc until such time lhut Pierce subswntially remedies 
the nonconformance: with milleriDI Specifications. but no longer than sixty (60) days ancr Delivery If the di5J1utcd umount is the freight churJe. the Customer 
moy withhold only the amount ofthe freight charge until the dispute is settled, but no longer than sixty (60) duys oner Delivery. Pierce shill I have and retain a 
purchase money security inlcrcsl in all goods and products now or hcrcuftcr sold to the Custumcr by Pierce or any of its affiliated compiUliCS to secure payment 
of the Purchase Price for ull such goods and prod~n:ts. In the e\'CIII of nonpayment by the Cu51omcr of uny debt. obligalion or liability now or hereafter 
incurn:d or owing by the Customer to Pien:e. Pierce shall ha\·e and may exercise oil rights and remedies of o secured pany under Anicle 9 of the Uniform 
Commercial Code (UCC) os adopted by the state of Wisconsin. 

THIS PURCHASE DETAIL FORM IS EXPRESSLY SUBJECT TO THE PURCHASE AGREEMENT TERMS AND 
CONDITIONS DATED AS OF July a. 2015 BEnVEEN PIERCE MANUFACTURING INC. AND Bluffton Township Fire 
District WHICH TERMS AND CONDITIONS ARE HEREBY INCORPORATED IN, AND MADE PART OF, THIS 
PURCHASE DETAIL FORM AS THOUGH EACH PROVISION WERE SEPARATELY SET FORTH HEREIN, EXCEPT 
TO THE EXTENT OTHERWISE STATED OR SUPPLEMENTED BY PIERCE MANUFACTURING INC. HEREIN. 
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EXHIBITB 

WARRANTY 

AS PER PIERCE PROPOSAL SUBM11TED FOR BLUFFTON TOWNSHIP FIRE DISTRICT RFP #0320 15. 
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EXHIBITC 

PIERCE PROPOSAL 

AS PER PIERCE PROPOSAL SUBMITTED FOR BLUFFTON TOWNSHIP FIRE DISTRICT RFP #0320 I 5 AND PER 
SELECTED ADJUSTMENT QUOTATION ATTACHED. 
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Spartan Fire and Emergency Apparatus 

QUOTATION (R] 
ESTIMATE D 

319 Southport Road, Roebuck, SC 293 76 
Office: 864-582-2376 • Fax: 864-582-2377 • Email: spartanfire@spartanfire.com 

Date of Proposal: July 8, 2015 
F.O.B.: Bluffion, SC 

Customer: Bluffion Township Fire District 
357 Fording Island Road 
Bluffton, SC 29909 

SELECTED ADJUSTMENTS 

Estimated Delivery: 9.0- 10.0 Months 
Payment Terms: Net Payment at Delivery 
Salesman: Robby Fore 

Item Qty. Description Price Amount 

1 10 Pierce Saber FR Custom Pumpers as per Proposal 

Submitted for RFP #032015 $396,971.00 $3,969,710.00 

2 10 Selected Adjustments: 

A. 100% Prepayment Discount net 30 Contract Signing ($17 ,987 .00) ($ 179,870.00) 

B. Enforcer Cab and Chassis In-Place-Of (IPO) Saber $10,953.00 $109,530.00 

C. Add Command Light Model CL602D-W2 12V LED $25,100.00 $25 1,000.00 

D. Add Cab 10" Raised Roof $1,530.00 $15,300.00 

E. Add Treadplate Hosebed Cover $4,705.00 $47,050.00 

F. Meritor Axles and Brakes .. IPO" Eaton $1,745.00 $17,450.00 

G. Delete Front and Rear Spare Tires and Rims, Each Unit ($3,159.00) ($31.590.00) 

H. Delete Invertor System and Receptacles ($3,548.00) ($35,480.00) 

I. Add Llne-X on top of Painted Front Bumper $614.00 $6,140.00 

J. Delete Auxiliary Air Conditioning Unit ($1,620.00) ($16,200.00) 

K. Delete 12V LED Push-up Lights back of Cab ($5,887 .00) ($58,870.00) 

L. Reinforce Crosslay Treadplate Cover $210.00 $2,100.00 

M. Pierce Graphics to provided Department Logo $298.00 $2,980.00 

N. Welded Aluminum Spare Cylinder/Extinguisher Compt. N/C N/C 
0. Delete Rear Scene Light under Tailboard ($375.00) ($3,750.00) 

P. Stainless Steel Trim for Traffic Advisor N/C N/C 
Q. Add Chevron Striping on Front Bumper $406.00 $4,060,00 

R. BTFD Contingency Fund $1,500.00 $15,000.00 

S. Performance Bond $1,236.00 $12,360.00 

TOTAL WITH SELECTED ADJUSTMENTS $412,692.00 $4,126,920.00 

QUOTATION EXPIRES July 31, 2015 



                

SOUTHERN BEAUFORT COUNTY 
CORRIDOR BEAUTIFICATION BOARD 

Post Office Box 1228 
Beaufort SC  29901-1228 
Phone:  (843) 255-2140 

 
Members: Staff Support: 
Stephen Wilson (Council District 11), Chairman               Anthony Criscitiello, Planning Division-Director 
Glenn Stanford (Council District 8), Vice-Chairman           Amanda Flake, Natural Resources Planner 
Douglas Novak (Council District 9), Secretary 
Sallie Bridgwater (Council District 6)  
Henry Deircxsens (Council District 5) 
C.J. Humphrey (Council District 10) 
Tray Hunter (Council District 7)  
Andy Miller (Town of Bluffton) 
Todd Theodore (Town of Hilton Head) 

April 13, 2015 
Mr. Joshua A. Gruber 
Deputy County Administrator/ 
County Attorney 
PO Drawer 1228 
Beaufort, SC  29901-2026    Re: Southern Beaufort County Corridor Beautification Board 
 
Dear Mr. Gruber: 
 
This is in response to your letter to me of April 2, 2015 regarding my request on behalf of the Southern 
Beaufort County Corridor Beautification Board for funding from the County’s Tree Reforestation Fund 
for landscape installation and maintenance of the median of Highway 278.   
 
Subsequent to receiving your letter, I asked  Jim Tiller of J.K. Tiller Associates, Inc. (JKT) who is the 
professional consultant to the Board, to prepare the information you requested.  That information is 
attached to this letter. 
 
Once you have evaluated our original request in light of the attached information, please advise me of 
your findings so that I may report them to the Board.  As always you may feel free to contact me or Mr. 
Tiller at any time with questions or the need for additional information. 
 
Thanks for your help and consideration. 
 
Sincerely, 
 
 
 
Steve Wilson 
Chairman 
Southern Beaufort County Corridor Beautification Board 
 
Cc:  Chairman Stewart, County Council Finance Committee 
        Gary Kubic, Beaufort County Administrator 
       Tony Criscitiello, Beaufort County Planning Division Director 

 
 
 
 
 

ATTACHMENT 



                                                                           
 

(Prepared by J.K. Tiller Associates, Inc.) 
 
In our second phone conference yesterday you asked me to come up with the cost for 
installation of plantings for the medians for the Highway 278 Corridor. The cost estimate 
numbers submitted are J. K. Tiller Associates, Inc.(JKT) best estimate of the Probable 
Cost. As you know the only area that I assume has been contracted for installation is 
with Belfair. As of this date, we have received no bid construction numbers for that area 
of planting installation. Without those recent Bid numbers these estimates of probable 
cost rely only on our historical bid pricing. This reply to your request is based on your 
outline included in the original REQUEST FOR BUDGET ALLOCATION dated February 
9, 2015 and our historic bid price inventory . 
 
The Belfair cost for JKT, would include going to the site after the planting has been 
completed, prepare a plant material “Punch List” noting plant sizes and condition, 
prepare a written documentation the punch list and submit it to the Board with 
necessary back-up documents.  JKT shall do no observation of the installation. JKT 
estimates that the Probable Cost for that service shall be one thousand dollars 
($1,000.00) 
 
The Tanger site landscape planting for the medians of Highway 278:  
 
JKT shall prepare the revisions required by SCDOT based on the new site distances for 
the new design speed, complete final specifications and plant material list(s), assist 
Tanger with the bidding process as directed by  the Board and/or Beaufort County, 
make two visits to the site to observe the planting process including preparation of a 
memorandum noting the observations, go to the site after the planting has been 
completed, prepare a plant material “Punch List” noting plant sizes and condition, 
prepare a written documentation of the punch list and submit it to the Board with 
necessary back-up documents. JKT estimates that the Probable Cost for these services 
shall be Twelve Thousand Dollars ($12,000.00) 
 
At this time the Board has not identified a next project area but may wish to choose the 
area at the Highway 46 and Highway 278 intersection, the Simmonsville Road 
Intersection at the entrance to Belfair Village, or perhaps the Rose Hill entrance 
intersection to spend the remainder of the funds. In this case the Board has requested 
$100,000.00 from the Beaufort County Tree fund. Under that scenario after the Fees 
outlined above for JKT were removed the remaining funds would be $87,000.00. Based 
on this estimated budget of $87,000.00 JKT estimates that approximately 3,000 LF of 
median could be planted. This estimation would include fees to JKT for whatever area 
chosen by the Board that would include funds for: Revisions to the plans, Submission of 
the plans to SCDOT for Encroachment Applications and Maintenance Agreement to the 
SCDOT for review and approval, make adjustments to the plan as requested by 
SCDOT, and preparing a “Punch List” as noted above. 
 
This estimation does not include preparation of necessary Bid Documents, 
Bidding and/or Negotiation of the Bids with Bidders,  writing a 
Contract/Agreement with the winning Bidder, and observation of the project 

http://www.google.com/imgres?imgurl=http://www.clker.com/cliparts/7/1/c/a/12428121541383173175Wheelchair_symbol.svg.med.png&imgrefurl=http://www.clker.com/clipart-28636.html&h=298&w=261&sz=8&tbnid=vP8l0O1ojVr4HM:&tbnh=116&tbnw=102&prev=/search?q=wheelchair+logo&tbm=isch&tbo=u&zoom=1&q=wheelchair+logo&hl=en&usg=__WP8l1w5hSgZVkWLaDHoGuZoeHjc=&sa=X&ei=Eis4Tt6RLIm4tgf6tqGTAw&ved=0CB0Q9QEwA


                                                                           
 

and/or Construction Administration which shall be done either by  County Staff or 
Board members.(currently for JKT’s understanding of the process for obtaining Bids 
and Administration of the Contractual Process, presents no clear understanding as to 
how the projects, not done by others such as Belfair and Tanger  in conjunction with 
Beaufort County- outside the County shall be administered – I think that this is a legal 
issue that must be resolved between the Beaufort County and the Board so the Board 
can understand its role in this Construction Administration process for these projects 
identified along Highway 278) 
 
With this - per LF scenario proposed above - The Board can choose the 3,000 LF of the 
278 Highway corridor that it would prefer for the remaining $87,000.00. Then the Board 
once it decides which area it would like to landscape next, JKT would identify that area 
and proceed with revisions to the plans, preparation of the SCDOT submission, forward 
the Application and Maintenance Agreement to County Legal Staff, make limited 
revisions as required by SCDOT and after the project is installed, JKT shall prepare a 
“Punch List” in that manner as noted above. 
 
With this submission it is my hope that it answers your issues and concerns voiced 
during the phone conferences about what areas will probably cost. By giving you the 
lineal foot method of selecting the area of the next project it will help simplify the 
process for the Board. Select 3000 LF of the Highway 278 Corridor you wish to 
complete and we will get it done.  
 
Hope that you have a great weekend, and best regards; 
 
James K. Tiller, FASLA 
President 
 
J. K. TILLER ASSOCIATES, INC. 
Land Planning/Landscape Architecture 
10 Pinckney Colony Rd., Suite 101 
Bluffton, South Carolina 29909 
Voice:  843.815.4800 
Fax:    843.815.4802 
Web:    http://www.jktiller.com  
 
DISCLAIMER:  
The electronic files transmitted herewith are transmitted for your use on this particular project. J. K. Tiller Associates, Inc. makes no 
guarantees, expressly or implied, that the attached electronic data file is free from errors, omissions, or is secure in its original content. Data 
stored on electronic media can deteriorate undetected or be modified without J. K. Tiller Associates, Inc.'s knowledge and changes are made 
to projects during the design and construction process. This digital information is provided for your convenience and preparation of other 
documents. The original prints from this office are the official records of this data and should be compared to the digital file before your use. 
J. K. Tiller Associates, Inc. assumes no responsibility for damages resulting from the use of digital information. 

http://www.google.com/imgres?imgurl=http://www.clker.com/cliparts/7/1/c/a/12428121541383173175Wheelchair_symbol.svg.med.png&imgrefurl=http://www.clker.com/clipart-28636.html&h=298&w=261&sz=8&tbnid=vP8l0O1ojVr4HM:&tbnh=116&tbnw=102&prev=/search?q=wheelchair+logo&tbm=isch&tbo=u&zoom=1&q=wheelchair+logo&hl=en&usg=__WP8l1w5hSgZVkWLaDHoGuZoeHjc=&sa=X&ei=Eis4Tt6RLIm4tgf6tqGTAw&ved=0CB0Q9QEwA
http://www.jktiller.com/




RFP 060515, Benefits Consulting Services
INITIAL SCORE SHEET SUMMARY

Column1 Column2 Column3 Column4 Column5
Name of Company

Evaluators Arthur Gallagher Assured/Neace Lukens Lockton Wells Fargo

C. Lewis 87 71 84 96
S. Gregory 75 50 64 92
E. Stewart 86 41 78 91

TOTALS: 248 162 226 279

1.  Wells Fargo 279
2.  Arthur Gallagher 248
3.  Lockton 226
4.  Assured/Neace Lukens 162





Budget 



I Northern Beaufort County DMO - Revenues 245.000 

ITotal DMO Paid by Bft Co DMO 

TOTAL 50000 - PERSONNEL EXPENSES 27 1.144 97.612 

TOTAL 60000 - GENERAL EXPENSES 266.465 95.927 

61300 · ADVERTISING 

61310 · PRINT ADVERTISING 61 .000 21.960 

61320 · ELECTRONIC MEDIA 87,000 31 .320 

61340 · BILLBOARDS 21,500 7.740 

61350 ·SOCIAL MEDIA 27,500 9,900 

61360 · EMAIL MARKETING 5,500 1,980 

61370 · PUBLIC RELATIONS 30,000 10.800 

Total ADVERTISING 232,500 83.700 

61700 ·TRAVEL/MEALS/ENTERTAINMENT 

61 71 0 ·TRAVEL 1,000 360 

61720 · COMMUNITY RELATIONS 300 108 

61 7 60 ·TRADE SHOWS/EVENTS 4,500 1,620 

61770 · FAM TOURS 5,000 1,800 

Total TRAVEL/MEALS/ENTERTAINMENT 10.800 3.888 

61800- DUES & SUBSCRIPTIONS 800 283 

TOTAL 62000- OCCUPANCY EXPENSES 24,900 8,964 

TOTAL 63000- EQUIPMENT MAINT./SERV. 4.020 1.447 

TOTAL 64000 - CONTRACT SERV./PROF. FEES 88,925 32,013 

TOTAL 69000- OTHER EXPENSES 19,150 6.894 

TOTAL EXPENSE 678.404 244,225 
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Objectives/Strategies/Tactics/Metrics 

Objective #1: Develop & Execute lnte~tated Marketina= Plan 

The current Using current analysis from previous campaigns, we will deliver on an 
advertising campaign that allows us to draw more visitors into the area. With a 
focus on increasing overall economic impact for the destination, the campaigns will 
have a clear call to action that incorporates partner participation to increase our 
overall market participation. 

Strategy #1: Continue the Integrated Marketing Plan that focuses on achieving 
the goals set forth by the Tourism Advisory Committee 
The strategy is to reach travelers as they are researching destinations for their 
vacations/get-away plans. The primary goal is to generate leads, with an undertone 
of brand awareness, which will mostly be taken care of with the creative. 

GUIDING STRATEGIES; 
• Total transparency 
• Lean on continued research to confirm that our guests believe what we 

believe 
• Influence product development consistent with the brand 
• Total integration of all marketing channels, ensuring cross promotion of 

messaging, content and those products/assets 

THE GAME PLAN; 
• Target conversions from marketing campaigns (how the brand generates 

visitation and bookings) 
• Embrace all things digital, maintaining a careful blend of traditional and new 

media 
• "Be specific" ... by season, interest, profile and point of origin segmentation 
• Create, maintain and update a dynamic database of signature assets, 

calendars, events and facts 
• More conversions ... from strategic social media to interactive 

communications tools 
• Protect strongholds (Spring and Fall season and in-state saturation), while 

venturing out (Summer seasons and broader regional appeal) 
• Develop private sector partnerships 

2 
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Channel Saturation: 
• EARNED: 

i) -Amplify Beaufort's voice beyond imagination 
ii) -Expand the brand's story 

• OWNED: 
i) -Claim our space 
ii) -Constant communication 
iii) -Clearinghouse for lead generation and cross-media 

Enhancements 
• PAID: 

i) -Balanced and purposeful 
ii) -Targeted 
iii) - Trackable 

EARNED STRATEGIES = PR STRATEGIES; 
• Leverage media relations to garner attention for Beaufort, S.C. (its history, 

attractions, dining and accommodations, and events, etc.) 

• Foster open communication with area restaurants, hotels and attractions to 
maximize efforts 

• Identify or create newsworthy events and celebrations 

• Maximize efforts by keeping the SCPRT informed and up to date on Beaufort news 

PR Tactics: Editorial calendar research, Added-value opportunities per paid 
channels, Media Hosting/FAM tripsfDesksidesfTours, SCPRT media relations 
outreach, Field organic media inquiries and qualify leads, Solicit information from 
Chamber members fit for media distribution; Communicate media highlights and PR 
efforts to Chamber members, News release development, distribution and follow up 

OWNED STRATEGIES = SOCIAL MEDIA 
• Actively build and engage a social media fan/follower base 

• Enhance existing platforms to amplify Beaufort's social media footprint and 
exposure 

• Increase the number of fans, followers and viewers 

• Utilize social media as a customer service tool 

• Use Social Media to increase traffic to Beaufort's website 

3 
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• Use Social Media to acquire more opt-in email addresses 

PAID STRATEGIES = CORE OBJECTIVES 
• Balance ... even in the face of a massive shift to digital 

• CTA is the new acronym for destinations .. .invite interaction in all we do 

• Don't spread too thin. Claim a footprint and grow it 

• Targets that are true to the brand 

• Efficiency and measurability 

• Quantitative, qualitative and consumer inquiries from current marketing 
campaigns and research continue to provide valuable insight into our current 
visitor profile. 

• We continue to update the Beaufort Regional Chamber of Commerce visitor 
demand profile of our destination in conjunction with the University of South 
Carolina - Beaufort. 

The analysis (below) provided insight into the markets that make up our core visitor. 

Beaufort Leads Top 10 MSA Markets: According to Affinity Ranking 

%Share R~nk Sum of Zip "Share of Arbltron Nielsen Scarb BF%5- BF%5· BF%S· 
after Controlling Metropolitan Area Codes by Beaufort Share Share Share A%S N%S S%S 
for Population MSA Inquiries 

1 Greenville, 5C MSA 187 "' 1" 2" 1" 6" 5" 6" 
2 Allant.Sandy Spri114s-Marietta, GA ~ 290 ~ 6" 6" 7% 5" 6% 5" 
3 Olarlotte-Gastonia<.onconl, NC·SC MSA 173 7% 3% 3" 3% ." ." ." • Aucusta-Aichmond County, GA-SC MSA u• 5" 1" 1" 09' ." ." •5" I 

5 COiumbiil, 5C MSA M ." 1" 1" 09' 3% 3% 
6 Charleston-North Charleston, SC MSA 52 2% 1" 1" 1" 1" 1" 
7 .ladcsorwllle, Fl MSA 57 2% 2% 2" 2% 1" 1" 
8 ICnolcville, TN MSA 39 2% 1" 1" 2" 1" 09' 
9 VfiJlnla lleach-Horlolk-Newport News, VA-Ne MSA 60 2% 2% 2" 2% 1" 1" 
10 Pittsburch, PA MSA 79 3% 3% 3" 3% 09' 09' 

Our core target audience remains that of mature, married couples whose children 
do not currently reside in the home: 

• Ages 45+ with a core age of 55-64 
• Married 
• College-educated 
• Empty nesters 

o Of note: US Travel Industry reports that one-third of all leisure 
travelers are now grandparents. 

• Moderate to high household income ($lOOK+) 

.. " 
~" I 
09' 
09' 
09' 
09' I 
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• Top four drive market states: South Carolina, North Carolina, Georgia, 
and Florida 

o Our Top 3 Markets (city MSA) all fall along the 1-85 stretch 
between Charlotte and Atlanta (2012 MSA Visitor Demand 
Beaufort, SC). Additional states showing interest in our 
destination include: New York, Virginia and Pennsylvania. 

Our secondary target audience is that of a younger set who may travel with children, 
knowing that they are likely to book longer stays during the summer: 

• Ages 30-44 
• College-educated 
• Moderate household income 
• May have children in the home or may be younger, married couples 

o US Travel Industry also reports that eight out of 10 leisure 
travelers will take at least one trip each year with either their 
spouse or another adult, while family travelers take an average 
of 4.5 trips each year. 

• Same drive market states as mentioned above 

Psychographic descriptors of our audience can be explained by way of their areas 
of interest- drawing them to our destination: 

• History 
• Outdoor Activities & Adventure 
• Culinary 
• Arts & Culture 

5 
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For timing, our primary goals are the Spring and Fall, while the secondary time 
period would be increasing Summer business. 

Tareet 
• Women 35+ 
• Geo: SC, NC, PA, NY, DC, MD, GA, FL, and eastern TN. 

o Highly targeting the following metros: Atlanta, 
Charlotte 

Hearst Women's Travel Group (Country Living, Good Housekeeping, Woman's 
Day), eire: 3,611,468 

• One-sixth page 4-color ad in the October 2015 issues of Country 
Living, Good Housekeeping, & Woman's Day 

Oprah Magazine, Eastern eire: 700,000 
• One-sixth page 4-color ad in the May 2016 Issue 
• Added Value includes VacationFun.com listing and hyperlink, 

lead generation, and "eZine" listing 
Southern Living, Eastern eire: 980,000 

• One-sixth page 4-color ad in March 2016 Issue 
• Added Value includes SouthernLivingVacations.com monthly 

bonus ad with hyperlink and .pdf of promotional materials as 
well as reader response service 

AAA Go, eire: 1,120,000 
• One-third page 4-color ad in Sept/Oct 2015 Issue 
• Added Value includes reader service to full circulation, 

online virtual Go with direct links and YouTube video links 

SC Official Vacation Guide 2016, eire: 400,000 
• One-quarter page 4-color ad in 2016 edition 
• Added value includes online leads 

Carolina Living Hot Carolina Destinations Print & Online Package, eire: 500,000 
• One-third page 4-color ad in Carolina Living Guide October 

2015 and April 2016 Issues 
• Added Value includes City Highlight Jumbo Banner Program 

(12 months), lead generation 

Garden & Gun, eire: 350,000 
• One-third page 4-color ad in the August/September 2015 "Food 

Issue" 

6 
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Online 

TripAdvisor 

• Beaufort, SC Destination Page Sponsorship, content ownership with 
links for 1 year 

• Display ads on TripAdvisor including Retargeted off Beaufort website 
ROS banners, Charleston, Beaufort, Savannah, and Hilton Head 
Destination Content, Coastal NC and Coastal SC content, SC 
Destination Content, and NC and SC Mobile content, 300x250, 728x90, 
300x600 banners in Fall2015 and Spring 2016, total impressions 
1,447,166 

• Audience Extension Display ads and video ads retargeted off 
TripAdvisor Coastal NC and SC content, geographically and 
demographically targeted, 300x250 and 728x90 banners in Fall 2015 
and Spring 2016, total impressions 996,668 

• Added Value includes ROS bonus impressions 

Travel Spike Travel Ad Network 
• Lead Generation Program (CPL): Targeted 300x250, 728x90, 160x600 display ad 

banners, textlinks, and emails through travel platform, total leads 4,219 

Carolina Living "Compass eNews" eblast 
• August 2015 and March 2016 monthly personalized email sent to 25,000 

prospects 

Interfuse Media 
• Display ads behaviorally, demographically, and geographically 

targeted, 160x600, 728x90, 300x250, and 300x600 banners in Fall 
2015 and Spring 2016, total impressions 2,100,000 

• Pre-roll video ads behaviorally, demographically, and geographically 
targeted, :15 or :30 second video ads in Fall2015 and Spring 2016, 
total impressions 1,200,000 

• Lead Generation campaign demographically and geographically 
targeted, Fall2015 and Spring 2016, total leads 6,000 

7 
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Carbon Media Group 

• ActionHub (hiking, boating, fishing) geo-targeted display ads in Spring 
2016, 160x600, 300x250, 728x90, total impressions 1,000,00 

• YouTube Multi-Channel Network geo-targeted pre-roll video and 
companion banner ads in Fall2015, total impressions 666,667 

STS/Madden Digital Storytelling Co-op 

• Creative development and execution of 1 Beaufort destination 
article and 1,500 clicks promoted through an exclusive network of 
premium news and lifestyle websites, geo-targeted, and promoted 
through Facebook, Twitter, SEM, and email blasts for lead 
generation captured through DiscoverSoutheast.com and 
delivered to each partner 

Garden & Gun Talk of the South eNewsletter 

PPC 

Billboard 
1-95 exit38 

• September 2015 weekly eNewsletter with varying original content 
sent to over 60,000 opt-in subscribers, right rail tower ad 

• Search Engine Marketing geographically, demographically and behaviorally 
targeted and retargeted 

Hwy 17 Jacksonboro 

TOTAL 2015-2016 MEDIA SPEND: $173,000 

'"Note: The above-mentioned tactics may warrant slight adjustments following results of the spring campaign currently under­
way. Should performance of the national and regional print publications not be satisfactory, we may consider alternate options. 

8 
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Objective #2; Conduct Research 

Strategy #1: Identify and secure research sources 
Continue to promote and expand research to festivals and events. We desire to 
focus our efforts on expanding participation to conduct research at the 
festivals/ events/ attractions. 

Timing: Ongoing throughout the year 
Success metrics: Secure at least two additional festivals/events in 2015-2016 to 
partner with an educational institution to conduct research. 

Strategy #2: Baseline Visitor Profile Data 
The existing database is a derivative from our leads programs, as well as our 
emailfe-newsletter opt-in form. 

Timing: Ongoing- at the end of each quarter 
Success metrics: Gain a better understanding to narrow our advertising/marketing 
focus for budget efficiency and effectiveness. 

Strategy #3: Baseline Visitor Industry Data 
Promoting and encouraging all accommodations partners to participate in the Smith 
Travel Research (STR) report is essential to accessing the full scope of visitor travel 
into our area. To date 13 out of 24 total properties are sharing their data with STR. 
BRCOC will also work with our vacation rental propertiesfVRBOs to develop a 
reporting plan and mechanism to deliver the most accurate picture of our diverse 
travel market. 

Timing: Ongoing- To continue through FY 16 
Success metrics: Finalize sign-up/registration for remaining 19 properties with STR 
receive monthly reporting from 14 lodging properties 

Strategy #4: Conversion Analysis 
To ensure we continue showing value to the tourism industry, we will partner to deliver a 
comprehensive conversion study to determine which markets continue to deliver/respond 
to marketing campaign. 

Timing: Begin Spring 2016 
Start based on funding 

9 
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Strategy #5: Cultural Heritage Tourism Analysis 
Countywide initiative, to include existing cultural heritage product as well as 
undeveloped opportunities, that synchronizes the marketing efforts of Beaufort 
County's vast heritage sites, events, and festivals. 

Timing: FY2015-2016 as directed by USCB, Beaufort County, and DMOs 
Success metrics: Completed survey with report analysis presented to the public via 
website. Based on funding 

Objective #3: Sustain Stakeholder Relationships/Partnerships 

Strategy #1: Expand Co-op Marketing Opportunities 
Co-op marketing opportunities allow for an extension of marketing dollars and 
budget through negotiated advertising rates, which represent significant savings. 

Timing: Begin of Advertising Campaign I Ongoing 

Strategy #2: Annual Tourism Stakeholder "Summit" 

Timing: Summer Of 2015 

Strategy #3: Enhance & Incorporate Marketing plan for Port Royal 
It's important to ensure successful partnerships with Port Royal as they are also 
within our DMO. The development of their own personal brand identity will allow 
us to specifically work with them to develop an effective public relations strategy to 
better position the town to potential visitors. 

Timing: Fall2015-Spring 2016 
Success metrics: Publicity obtain from outreach to traditional/non-traditional media 
outlets. 

Objective #4: Influence Product Development Consistent With 
Brand 

Strategy #1: Serve as a Liaison between the Festivals/Events and Lodging 
Partners 
The various festivals/events taking place every year in our area, is of significant 
opportunity for the BRCOC to develop packages that can assist in the increase of 
overnight stays. Communication with festivals receiving ATAX funding will impact 
which ones are targeted first for these partnerships. 

Timing: To begin during Lodging Partners Roundtable 
Success metrics: Stakeholder participation and overall coordination. 

10 
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Strategy #2: Manage Content on Travel Sites Featuring 
It is a common and healthy practice to ensure destination information is being 
communicated accurately. 

Timing: ongoing 
Success metrics: Compile list & ensure accurate information on all partner sites 
Cost: Time 

Strategy #3: Grow Tourism Development Projects (Marketing- Planning & 
Execution) 
Tourism development request continue to rise in and around our area with more 
and more of these not having a direct tie in with the overall marketing direction for 
the area set forth by the DMO. 

Timing: ongoing 

Objective #5; Increase Group Travel 

While we know group travel is an important part of our destination and our annual 
revenue, it's important that we qualify the extent that holds true. The DMO needs to 
lead a more concerted effort in quantifying the area's group market but also 
qualifying those segments to determine which are advantageous for us to pursue. 

Strategy #1: Develop Sales/Meetings Planning Guide 
Produce an online guide for meeting planners to utilize while looking to host their next 
event in Beaufort, Port Royal, and Sea Islands. It will be available in a PDF for easy 
downloading and printing capabilities. 

Timing: Spring 20 16 

Strategy #2: Attend Industry TradeshowsfSales Missions 
Whether it is a face-to-face sales pitch at ABA Marketplace or a three city sales 
mission, we have to be where potential group business does their business. With 
the recommendations from area properties, we will develop a list of events, 
tradeshows, and missions that we will target in the next year. 

Timing: Spring 2016 
Success metrics: Compile list of events, tradeshows, and missions; determine 
budget and partners; and attend the events providing leads to those who partner for 
that event 

11 
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R T C@R EG ION A LT R A NSACTIONS .C OM 

ESTIMATED VISITOR SHARE 
OF SALES TAX REVENUE IN 

BEAUFORT COUNTY 

VNI\IERSITV 01; 

SCXJfH CAROUN4. 
BfAI..JFOIU 

Lowcouat.ty and ltdott W..Ms 
Twri.am Institute 

Visitors to Beaufort County impact state tax revenues generated in the county both directly and indirectly. The direct 
impact of visitors on state tax revenues consists of sales and accommodations taxes paid by visitors. The indirect impact 
comes about by the economic impact that visitors have on the county. These impacts are explained and estimates are pre­
sented in the following. 

Direct Tax Impacts 

When visitors spend their income on taxable consumer goods, this generates sales tax revenue; additionally, when visi­
tors lodge in Beaufort County, they pay state accommodations tax. For 2013, University of South Carolina Beaufort's 
(USCB) Lowcountry and Resort Islands Tourism Institute (LRITI) estimated that the Town of Beaufort hosted 288,113 
annual visitors, Bluffton 98,410, and Hilton Head Island 2.59 million for a total of over 2.97 million visitors to Beaufort 
County. These visitors have the effect of increasing tax revenue generated for the state without imposing a burden on 
residents of the county. The 2013 spending by visitors to Beaufort County was estimated from surveys administered to 
visitors by LRITI. These estimates are shown in the table below. 

Taxable visitor spending totaled approximately 
$711 million for a total of $38.95 million in sales Est. SC Sales Taxes Paid by Visitors, Beaufort County (2013) 
taxes paid by visitors. This amounts to approxi- Direct Spend (1000s) Tax Rev. (1000s) 
mately 28.4 percent of the $13 7 million in total 

HHI: Lodging (5%) $ 296,348 $ 14,817 sales taxes collected in Beaufort County in 2013. 
Note that this is a somewhat conservative esti- Dining (6%) $ 163,826 $ 9,830 
mate of sales taxes paid by visitors due to taxable Shopping (6%} $ 118,088 $ 7,085 
sales associated with other spending categories 
(for example cart rentals at golf courses) that can-

Bluffton: Lodging $ 18,351 $ 918 not be separated out in the survey data. 
Dining $ 10,432 $ 626 

In addition to sales taxes, visitors lodging in the Shopping $ 5,036 $ 302 
county paid an estimated $7.4 million in state 
accommodations taxes in 20 13. 

Fripp: Lodging $ 28,991 $ 1,450 

Indirect Tax Impacts Dining $ 4,749 $ 285 

Shopping $ 7,109 $ 427 
Visitor spending not only results in sales and ac-
commodations tax revenues, but in revenues asso-

Beaufort: Lodging $ 28,089 $ 1,404 ciated with other state taxes resulting from visitor 
spending "spillover" effects in the county's econ- Dining $ 17,443 $ 1,047 

omy. These include, among others, personal in- Shopping $ 12,685 $ 761 
come taxes ($13.8 million), corporate income 
taxes ($935,800), and excise taxes ($4.2 million), 

Sales Tax Total: $ 711,148 $ 38,951 
which includes fuel, tobacco, and alcohol taxes. 

Indirect tax impacts added to visitors' direct tax Plus Accommodations Tax: $ 46,387 
impact totaled approximately $65.25 million in Plus Income Tax: $ 60,140 
2013 . Again, this estimate is somewhat conserva-

Plus Corporate Income Tax: $ 61,076 
tive for the reason listed above and also due to the 
non-inclusion of visitors camping on Hunting Plus Excise Taxes: $ 65,251 

Island and second homeowners on Fripp Island, 
as these populations have not yet been sampled. 

September 18,2014 
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I. Introduction 

This study of the economic and fiscal impact of 
spending by tourists to Beaufort County in the 
year 2013 was performed by Regional Transac­
tions Concepts, LLC, in association with Dr. 
John Salazar of the Lowcountry and Resort Is­
lands Tourism Institute (LRITI) at the Universi­
ty of South Carolina, Beaufort. 

The study examines spending by tourists visiting 
Hilton Head Island, Bluffton, and Beaufort 
(city), Port Royal, and St. Helena Island. The 
estimated impact from spending by visitors to 
each of these destinations is summed in order to 
indicate the total impact that tourists have on 
Beaufort County, South Carolina. 

This study was prepared for the Hilton Head Is­
land-Bluffton Chamber of Commerce and Visi­
tor & Convention Bureau and the Beaufort Re­
gional Chamber of Commerce. 

II. Model and Assumptions 

The models generated by Regional Transactions 
utilized the input-output (I/0) function of the 
Regional Dynamics (REDYN) economic model­
ing engine. The REDYN model is a New Eco­
nomic Geography model, taking into account 
transportation and labor and resource availabil­
ity in order to more accurately model economic 
activity across geographic regions. The model 
forecasts a baseline level of activity within over 
800 Standard Occupation Classifications (SOC) 
and 703 North American Industry Classification 
System (NAICS) sectors. Changes to employ­
ment, income, or demand for products or ser­
vices by either the private or the public sector 
can be input to the model. Based on these inputs, 
the REDYN model generates a county level esti­
mate of the resultant variation from the project­
ed baseline, as well as the effects on every in­
dustry. 

This study estimated the economic and fiscal 
impact of visitor spending at each destination in 
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Beaufort County. Because 110 models are linear, 
the impacts estimated by each of the models are 
additive. 

Visitor spending for each visitor segment was 
determined by surveys conducted by LRITI. For 
the Hilton Head and Bluffton surveys, respond­
ents reported spending in 23 categories, includ­
ing lodging, food, transportation, and entertain­
ment. The Beaufort/Port Royal/St. Helena sur­
vey included reported spending in four catego­
ries: lodging, restaurants, recreation, and shop­
ping. Bluffton and Beaufort/Port Royal/St. Hele­
na surveys only include visitors lodging at ho­
tels; the Hilton Head survey also includes spend­
ing by visitors lodging in villas and timeshares, 
as well as non-paying visitors (those lodging 
with friends or family who own homes on the 
island) second homeowners and day-trippers. A 
detailed report of the findings for Hilton Head 
Island visitors can be viewed in a previous re­
port. 

Because no survey data is as yet available for 
campers at Hunting Island State Park, second 
homeowners on Fripp Island, or the approxi­
mately 113,578 visitors renting villas on Fripp 
Island in 2013, spending by these visitors is not 
included in the following analysis. The total 
number of visitors to each destination used m 
the analysis is listed in Table 1. 

Table 1 -Number of Visitors by Destination 
2013 

'"i .A 
'\Iill!.llf;: 

Beaufort/Port Royal/St. Helena 174,535 

Bluffion 98,410 

Hilton Head Island 2,591,013 

Avg. All Visitors* 2,863,958 

•Total does not include Hunting Island tampers or sec-
ond bom~owners and villa renters on Fripp Island. 

The numbers reported in the following include 
direct, indirect, and induced impacts. Direct im-
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pacts are the most immediate effects that an econom­
ic activity has on the local economy; for example, 
direct impacts in this study would include income to 
hotels from those visitors lodging in hotels during 
their stay in Beaufort County. Indirect impacts are 
the jobs, income, and output created by suppliers to 
the directly-impacted businesses; continuing the pre­
vious example, indirect impacts would include reve­
nue to local companies that service the vending ma­
chines located in the hotels where visitors are lodg­
ing. Induced impacts are the "ripples" that expand 
out into the local economy as a result of consumer 
spending of the wage income generated by the direct 
and indirect impacts. 

Impacts are reported using the following metrics: 

• Employment is the number of jobs or job 
equivalents created by economic activities result­
ing through direct, indirect, and induced effects 
from tourist expenditures. 

• Total compensation is the aggregated impact on 
wages paid in Beaufort County, including fring­
es. This includes wages paid to workers holding 
jobs in the county who may reside elsewhere; 
likewise, it excludes wages earned by Beaufort 
County residents who work outside of the county. 

• Output is the dollar value of all goods and 
services produced within the county per year. 

• Net local government revenue is the revenue 
collected by local (county and municipal) 
governments from all sources, including taxes, 
licensing, and fees, less expenses. Detailed im­
pact estimates for gross local government reve­
nues are presented in the Appendix. 

• Net state government revenue is the estimated 
impact on revenue collected by state government 
net of expenses. This impact is aggregated to the 
state level. 
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III. Results 

Impact estimates for visitors to each destination and 
the total tourism impact are presented in the Appen­
dix. Output multipliers were also estimated for each 
visitor segment. The output multiplier is the ratio of 
total economic impact to direct spending for each 
segment. These multipliers are presented in Table 2. 
The estimated multiplier for combined tourist spend­
ing for Beaufort County by all five segments is 1.09; 
this means that every dollar spent by tourists increas­
es output in the Beaufort County economy by a total 
of$1.09. 

Table 2- Est. Output Multiplier 
by Destination, 2013 

l'i . -Ul IU.l!.WJ Will. 

Beaufort/Port RoyaVSt. Helena 1.12 

Bluffton 1.10 

Hilton Head Island 1.08 

Avg. All Visiton 1.09 

Note that the multiplier for some destinations is dif­
ferent from others. This is due to the specific mix of 
goods and services available and consumed by visi­
tors in each location. The multipliers for all of the 
locations are very close in terms of size, however. 

The overall size of the multipliers is due to several 
factors, including the number of vendors and suppli­
ers in the county to generate indirect impacts. Addi­
tionally, the model contains U.S. Census commuter 
data, so that it is "aware" that many workers in the 
hospitality industry in Beaufort County do not reside 
in the county; as much of the consumer spending by 
workers will occur in their county of residence, this 
impacts the size of the multiplier. 

Total economic impact (output) on Beaufort County 
from tourist spending was approximately $1.08 bil­
lion in 2013. Tourist spending generated a net posi­
tive impact on revenues to local governments in 
Beaufort County of approximately $96.2 million (not 
including effects on property taxes from second 
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homeowners, detailed in the following section). 
South Carolina state government realized an estimat­
ed net positive impact on revenue of $149.5 million 
due to economic impacts within Beaufort County and 
those spilling over into surrounding counties. 

In 2013, combined investment by the county in 
Beaufort County Destination Marketing Organiza­
tions was $693,252. To the extent that tourists visited 
Beaufort County in response to marketing by these 
DMOs, the estimated return on tax investment 
(ROTI, defined as the difference between net local 
fiscal impact, $96.2 million reported above, and 
DMO spending) of these marketing expenditures was 
$95.5 million, or approximately $137.77 per dollar 
spent by DMOs. 

IV. Effects on Local Tourism Taxes 

The estimated impact on net local government reve­
nue, presented in Table 3, includes the impact that 
visitors to each destination have on accommodations, 
hospitality, and recreation (collectively referred to as 
local tourism taxes) tax revenues in Beaufort County. 

Table 3- Estimated Local Tourism Tax Revenue 
2013 

ffi 

Accommodations Tax $12.5 million 

Hospitality Tax (food/beverage) $3.8 million 

Tax on Admissions Fees $590,700 

Total $16.9 million 

The visitor impact on the 3 percent county accommo­
dations tax was provided by the County; all lodging 
in hotels are visitors, therefore all accommodations 
taxes paid are attributable to visitor spending. Taxes 
on food and beverage attributable to visitor spending 
was estimated using survey data on direct visitor 
spending on restaurants and applying the county hos­
pitality tax rate of 2 percent; it is estimated that ap­
proximately 47 percent of the hospitality tax collect­
ed in Beaufort County in 2013 was paid by visitors. 
Estimating the visitor impact on the 2.5 percent tax 
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on admissions fees was more complicated, due to 
numerous exemptions that apply to this tax. For ex­
ample, visitors attending a concert will pay a 2.5 per­
cent tax on their ticket price; however, if the concert 
involves only local talent, or if it is sponsored by a 
religious organization, then the event is exempt from 
the tax. These exemptions cannot by adequately ac­
counted for using the survey data. As a result, the 
portion of the admissions tax paid by visitors was 
estimated assuming that the proportion of visitors to 
legal residents attending events covered by the ad­
missions tax is equal to the proportion of visitors to 
legal residents dining in restaurants in the county. 
This percentage was applied to the total tax collected 
as provided by the County. 

In total, visitors contributed approximately $16.9 
million to local tourism tax revenues in 2013. In ad­
dition to local taxes, the state collects a 2 percent tax 
on accommodations. The estimated impact on state 
revenues from this tax paid by visitors to Beaufort 
County was $6.9 million in 2013. 

V. Second Homeowners: Additional Effects on 
Property Tax Revenue 

The fiscal impact estimates in Section III include the 
effect that second homeowners have indirectly on 
revenue from taxes on both residential and non­
residential property through the additional economic 
activity they generate through consumer spending; 
this economic activity appreciates property values 
through increased commercial development and 
through higher incomes which in tum impact the de­
mand for both residential and non-residential real 
estate, increasing its market value. 

In this section we will estimate the more direct effect 
that second homeowners have on property tax reve­
nues in the county: 

• they directly increase demand for residential 
properties by purchasing second homes, then pay 
property taxes on the now higher-valued proper­
ty; and in addition, 
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Table 4 - Est. Property Tax Impact of Second Homeownen, 
1013 

lkmll""'- llll3br 
Impact on Property Tax 

$149.4 million $252.2 million 
Rev. 

Total Gross Fiscal lm· 
pact, all sources, incl. $215 .I million $317.9 million 
above 

Total Net Fiscal Impact 
$211.4 million $314.2 million 

all sources, incl. above 

• a large proportion of second homeowners pay at 
the 6 percent tax assessment ratio, as opposed to 
the 4 percent assessment ratio applied to primary 
residences. 

In order to assess the impact that second homeown­
ers have on property tax revenue through these two 
mechanisms, we must take into account whether de­
mand for the property and any improvements (i.e. 
homes constructed) on it would have occurred other­
wise. In other words, would a given home have been 
constructed and/or purchased by someone else had 
the second homeowner not been in the picture. In the 
interest of erring toward conservatism in our esti­
mates, we establish a range consisting of a "high" 
and a "low" estimate. These estimates are presented 
in Table 4. 

• The high estimate is the estimated loss to local 
governments in the county if second homeown­
ers' economic influence were removed from the 
county. In essence, it assumes that none of the 
land occupied by second homeowners would 
have been developed but for second homeown­
ers.1 
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This high estimate consists of the property taxes 
actually paid by second homeowners according 
to county records plus the impact on property 
taxes estimated by the REDYN model resulting 
from the economic activity associated with sec­
ond-homeowner consumer spending while visit­
ing Beaufort County.2 

• The low estimate is the estimated impact on 
property tax revenues were second homeowners 
to entirely convert their properties in the county 
to primary residences. This basically assumes 
that land developed by second homeowners 
would have otherwise been developed by legal 
residents had second homeowners not located 
there. 

The low estimate is calculated by figuring the 
difference in what second homeowners pay in 
property taxes (assessed at the 6 percent rate) and 
what would be paid were those properties occu­
pied by primary homeowners paying at the 4 per­
cent assessment rate.3 This low estimate can also 
be understood to be the revenue that would be 
lost to the county were all second homeowners to 
begin being assessed at the 4 percent rate. 

It should be noted that neither of these scenarios is 
realistic; clearly not all of the properties in question 
would have gone undeveloped but for second home­
owners, and likewise not all of it would have become 
otherwise occupied by primary homeowners, but 
these scenarios are intended to provide us with a 
range within which the true value of the tax impact 
of second homeowners is predicted to fall. 

1 Even undeveloped land generates some property tax revenue. The high estimate has been adjusted downward in order to account for this. 

2 In the 2013 tax year, Beaulort County records indicate that $234.9 million in real property tax was collected from second homeowners while 
$70.7 million was collected from legal residents of the county. 

3 In 2012, total taxes paid by residents paying at the 4% rate amounted to 0.39% of total appraised value: taxpayers paying at the 6% rate paid 
taxes totaling 0.89% of total appraised value. This difference was applied to account for additional exemptions given to legal residents paying at 
the 4% assessment rate. 
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VI. Conclusion 

Tourist spending creates income to local businesses 
and households. Because tourist spending is under­
taken by individuals who live outside of the county, 
it is a true export industry and therefore represents a 
net inflow of funds to the region. The 17,612 jobs 
that comprise the estimated total employment impact 
generated by the five combined visitor segments in 
20 13 represent 30.6 percent of all jobs in Beaufort 
County.4 Given this impact, tourism is clearly a ma­
jor driver in the Beaufort County economy. 
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4 Total employment in Beaufort County, South Carolina was 57,581 according to the Bureau of Labor Statistics Census of Employment and 
Wages in 2012. the most recent year for which annual employment data are available. 
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Appendix 

Table A-1 - Estimated Visitor Spending Impact by Destination 
Beaufort County (2013) 

I~W 

Employment 
Beaufort/Port Royal/St. Total Compensation ($1000s) 
Helena Island 

Output ($1000s) 

Employment 

Bluffton Total Compensation ($1000s) 

Output ($1000s) 

Employment 

Hilton Head Island Total Compensation ($1000s) 

Output ($1000s) 

Employment 

Total Compen$ation ($1000s) 

Total Impact Output ($1000s) 

Net Local Government Reve-
nue ($1000s)** 

Total, Soutb Carolina Net State Government Revenue 
($1000s) 

• Totals may not sum exactly due to rounding. 

** Net Local Government Revenue does not contain property tax 
effect from second homeowners as shown in Table 4. 
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1,234 

$35,038 

$81,116 

1,060 

$27,036 

$56,904 

15,318 

$435,912 

$939,593 

17,612 

$497,985 

$1,077,613 

$96,204 

$149,466 
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Table A-2- Estimated Gross Local Governments Revenue from Visitor Spending, 
All Destinations, Beaufort County (2013) 

1,.. ·-. f fiii:UIIIm f , ... ,111 11.'11 -
All Revenue $82,995.5 -----Hospitals $8,055 .4 

-General revenue $76,123.3 -----Highways $0.0 

--Intergovernmental revenue $22,697.9 -----Air transportation (airports) $355.8 

---From federal government $1,709.6 -----Parking facilities $172.0 

---From state government $20,988.3 -----Sea and inland port facilities $0.0 

---From local government $0.0 -----Natural resources $0.3 

--General revenue from own sources $53,425.4 -----Parks and recreation $238.7 

---Taxes $35,472.6 -----Housing and community de- $135 .6 
velopment 

---Property $17,297.3 -----Sewerage $1,470.7 

----Sales and gross receipts $17,350.9 -----Solid waste management $769.6 

-----General sales $0.0 -----Other charges $1,376.6 

-----Selective sales $16,948.2 ----Miscellaneous general revenue $4,249.7 

------Motor fuel $0.0 -----Interest earnings $2,295.1 

------Alcoholic beverage $0.0 -----Special assessments $147.2 

------Tobacco products $0.0 -----Sale of property $82.9 

------Public utilities $402.7 ----Other general revenue $1,724.5 

------Other selective sales $0.0 -Other than general revenue $6,872.1 

----Individual income $0.0 --Utility revenue $6,877.1 

----Corporate income $0.0 ---Water supply $3,158.2 

----License taxes $108.3 ---Electric power $2,252.7 

-----Motor vehicle license $108.3 ---Gas supply $1,404.4 

----Other license taxes $0.0 ---Transit $61.8 

----Other taxes $1,650.1 --Liquor store revenue $0.0 

---Charges and miscellaneous general $17,952.8 --Insurance trust revenue ($5.0) 
revenue 

----Current charges $13,703.1 ---Unemployment compensation $0.0 

----Education $1,128.4 ---Employee retirement ($5.0) 

------Institutions of higher education $0.4 ---Workers' compensation $0.0 

------School lunch sales (gross) $434.0 ---Other insurance trust revenue $0.0 

------Other education $694.0 
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HISTORIC DoWNTOWN WATERFRONT 
PORT ROYAL & SEA ISLANDS 

Beaufort Chamber of Commerce Social Media Report (July 1, 2014- April2015) 

Synopsis: 

• During the time of July 2014-April 2015, the Visit Beaufort, SC Facebook page grew 
16,323 fans, bringing the total number to 54,705. 

• 4.3 million impressions made since July 1, 2014 by 1.8 million fans. This is the total 
number of times any Facebook user saw content associated with Visit Beaufort, SC in 
their News Feed or by visits to the page directly. 

• Overall reach was 1.6 million with 112,000 "talking about this" 

• Facebook Fan Demographics have remained the same 73% women and 36% between 
the ages of 35-54. Sharing demographics are strong with women aged 55+ accounting 
for 78% of our shared content. 

• From July 2014-April 2015, the Visit Beaufort, SC Twitter account gained 551 new 
followers for a total of 1,494 followers. 

• The Visit_BeaufortSC lnstagram account has added 1,111 fans since April of 2014, with 
a current total of 1,150 followers and 263 photos. 

• Pinterest has been implemented and update on a regular basis. We currently have 16 
boards, 491 pins and 684 followers. 



GROUP ft(POftT lrorn Marcf1 1, 2015 · March 31, 2015 

rJ @Visit_Beaufort 

n Visit Beaufort, SC 

GROUP STATS across all Twitter and Facebook accounts 

Incoming Messages 18,012 ~ 
-

Sent Messages 88 ~ . .. . . 

New Twitter Followers 67 ~ 
. . ·· -

New Facebook Fans 1,534 . f\.N' 

TW(JT£R SlATS across all Twitter accounts 

FOllOWER DEMOGRAPHICS 

t 42°/o t 58o/o 
MALE FOLLOWERS FEMALE FOU.OWERS 

18-20 

21-24 • 25-34 

35-44 

. 45-54 

55-64 

65+ 

DAILY INTERACTIONS @MENTIONS 31 

10 

5 

18,035 1NTERACTIONS ~ 

BY 16,322 UNIQUE USERS rJiv..Jv' 
599,746 IMPRESSIONS ~ 

TWITTER SfATS 

+& 67 
. New Twiner Foloweta in lhil time period 

0 987 
UnkCic:b 

@) 31 
Manikins 

RE1WEETS23 OUTBOUND TWEET CONTENT 

T 35 Plain Text 

-- . ~\ . <\) 15 

.--·:::::>- / :"'. 
links to Pages 

'----"~· 0 - · ~· ............... Gl 3 Photo Links • • • 
Mar 9 Mar16 Mar23 Mar30 



fA(!EBOO~ S1A1S. across all Facebook pages 

~ My Facebook Pages 
.. 53.14k Total Likes, and 3.44k people talking about this 

FAN GROWTH 

Mar9 

PAGE IMPRESSIONS 

30k 

20k 

Mar9 

IMPRESSIONS 

• Page Post 130.1k 

Uaer Post 17 

[ ! Mention 11 

Question 0 

Coupon 0 

OtherO 

Mar16 

Mar16 

• Pald21 .5k 

• Organic 192.1k 

• Vlral133.4k 

Ill 

Sun 

Moo 
Tue 

Wed 

Thu 

Frl 

Sat 

New Fans 1.5k Unhked your Page 209 

Mar23 Mar30 

lmpressions347,882 by 192,338 users 

I I IIIII I 
Mar23 Mar30 

BY DAY OF WEEK AVG TOTAL 

8.9k 44.5k 

15.5k n.1k 
13.1k 65.61< 

16.9k 67.5k 

8.4k 33.4k - 4.4k 17.8k 

10.3k 41.4k 

IMPRESSION DEMOGRAPHICS Here's a quick breakdown ot peop1e engaging with your Facabook Page 

AGE&GENDER 

13·17 I 158/375 

18-24 • 2.3k/5.& 

25-34 6.8k / 18.7k 

35-44 9.5k/27.3k 

45·54 11.0k / 31 .1k 

55+ 13.6k / 43.5k 

i ~~o/o t I!!o 

TOP COUNTRIES 

United States 167.7k 

Mexico 349 

Germany 349 

Canada 335 

United Kingdom 2n 

TOP CITIES 

Beaufort, sc 
Columbia, SC 

GreenvHie, SC 

Charleston, SC 

Aiken,SC 

15.21< 

5.5k 

4.0k 

3.4k 

2.7k 



... ............... 
BEAUFORT,SC 

Ht~ORJC DoWNTOWN WATERFRONT 
PORT RoYAL & SEA ISLANDS 

Beaufort Chamber of Commerce Social Media Report (July 1, 2014- April2015) 

Synopsis: 

• During the time of July 2014-April 2015, the Visit Beaufort, SC Facebook page grew 
16,323 fans, bringing the total number to 54,705. 

• 4.3 million impressions made since July 1, 2014 by 1.8 million fans. This is the total 
number of times any Facebook user saw content associated with Visit Beaufort, SC in 
their News Feed or by visits to the page directly. 

• Overall reach was 1.6 million with 112,000 "talking about this" 

• Facebook Fan Demographics have remained the same 73% women and 36% between 
the ages of 35-54. Sharing demographics are strong with women aged 55+ accounting 
for 78% of our shared content. 

• From July 2014-April 2015, the Visit Beaufort, SC Twitter account gained 551 new 
followers for a total of 1,494 followers. 

• The Visit_BeaufortSC lnstagram account has added 1,111 fans since April of 2014, with 
a current total of 1,150 followers and 263 photos. 

• Pinterest has been implemented and update on a regular basis. We currently have 16 
boards, 491 pins and 684 followers. 



r.:J @Visit_ Beaufort 

IJ Visit Beaufort, SC 

), ' ;•;:, ;o il L :11:r• .. i'd ! 1 P: ).~) c• 

Incoming Messages 145,483 \__./ 
Sent Messages 786 '-..J 
New Twitter Followers 551 ~ 
New Facebook Fans 16,323 ~ 

• 

l,,i ;:!'!. 

145,613 ~ 
if ~ 125,424 ·I . 

'I 

4,257,754 ~ 

+& 551 t 42°/o 
MALE FOLLOWERS 

Ia 58°/o 
1r FEMALE FOLLOWERS 

New Twitter Followers in this time period 

18-20 
0 4594 Unk Clicks 

~ 131 
Retweets 

21-24 • 25-34 

35-44 

45-54 

55-64 

65+ 

~IL Y INTERACTIONS •. ,: . JHJI I•.'' . ~ 210 RETWEETS 131 OUTBOUND TWEET CONTENT 

10 

. //·--....._ 
/ -......... . . / . •' .~. 

' .. ~""-.", // / . ~./ ~·--·--· . --· ~~·-· • 

T 288 Fb :11 r~.·t 

% 81 .t•l\.~ li.) '· <.h.;"•' .. 

30 

20 

0 

Sep '14 Nov '14 Jan '15 Mar '15 



~ My Facebook Pages 
... 54.8k Total Likes, and 2.14k people talking about this 

e~GROWTH 
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PAGE IMPRESSIONS 

200k 

150k 

Sep '14 Nov '14 

New Fans 16.3k Unhked your Page 725 

Jan '15 Mar '15 

Impressions 3.4m by 1.8m users 

100 

I I .••. 1•••1•1 •• 111 50k I 
Sep '14 

IMPRESSIONS 

• Page Post 978.3k 

• Fan 65.1k 

User Post 389 

Question 0 

Coupon 0 

Other 0 

Nov '14 

• Paid 402.5k . 

• Organic 1.9m 

• Viral1 .1m 

Jan'15 

Sun 

Mon 

Tue 

Wed 

Thu 

Fri 

Sat 

Mar '15 

BY DAY OF WEEK 

IMPRESSION DEMOGRAPHICS Here's a quick breakdown of people engaging with your Facebook Page 

AGE & GENDER TOP COUNTRIES TOP CITIES 

13-17 I 2.7k / 5.5k United States 1.8m Beaufort, SC 

18-24 • 24.9k /63.9k Canada 4.9k Columbia, SC 

25-34 78.0k /205.4k United Kingdom 3.6k Greenville, SC 

35-44 116.3k I 298.5k Germany 3.4k Charleston. SC 

45-54 124.9k /313.1k Australia 1.8k Aiken, SC 

55+ 147.4k / 438.7k 

AVG TOTAL 

7.8k 335.9k 

11 .6k 498.1k 

14.7k 644.7k 

13.6k 598.4k 

11 .3k 498.5k 

9.8k 422.9k 

9.0k 387.3k 

183.6k 

61 .2k 

42.4k 

38.6k 

30.1k 
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Beaufort CVB SEO Report 

----seo Alport 

YTO 2015 SEO Report 

Report Summary 

T,..lflc: 

-~ 
BEAUFORT, SC 

l • ...... ,, 1 '1•\ f I ( ,_. .. .,h 

• There were 161 .922101al visits to 1hul18 for1hls year; 1hls Is a 6.41% Increase overlha same period lila previous year 
• 118.386 ol lllose visits were generated 1hmugh nalural search; lllls ls a 17.6% Increase overllle previO<Js year 
• Nalural Search mado up 72.8% ot lila overall lraffic to lhe site 

V'-ltors Guide -Goal Complellon: 

• There were 3,249 'Vlsitor Guide Requesls' lor 1hla lime period. 
• 2,194 ollhose ware generaled 1hmugh nallnlsaarth. a 18.98% Increase tram las1yaar. 

Email Newsletter- Goal Completion: 

• Thera were 811 "Email Newsle11or" Slgnupc tor 111e given period 
• 485 of lllose were generated lllough naiUral search. a 6.6 % incraAse from last year. 

Top Landing Pagee- Natural Search: 

• Homepage - 41,029 visits 

• 50TNngs toDo - 12,198vlsils 
• Events - 8,026 visits 

Keywords Ranklnga: 

• 11 Ranking for 20+ largetad keywords (things to do in beaufon sc: beaufort sc lllings to do: lllings to do in parris laland sc: lady island sc; elc.l 
• Top 1 0 Ranking for about 80 tal'ojatad keywords 

• ConsiSiantly high pertormance lor all 'llllngs to do". 'Beautotr. and ' Dining' relatad koywonds 

b::~ May2. 2015 
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Beaufort CVB SEO Report 
--.,. ~ SEO Alpotl 
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Beaufort CVB SEO Report 
-loloniHySEOAopoll 

Organic Search Performance for Email Newsletter Sign up 
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Beaufort CVB SEO Report 
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COntent Performance Details (cont.) 
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BEAUFORT,SC 
HISTORIC DOWNTOWN WATERFRONT 

PORT ROYAL & SEA ISLANDS 

Beaufort Regional Chamber of Commerce 
July 2014 - April 2015 Public Relations Report 

I. Media Impressions and Value 

From July 2014 thru April 2015, the agency tracked 176,993,587 in estimated media 
impressions with a $1,391,570.28 value. Below is a breakdown of the month-by-month 
activity for the account. 

Month Impressions Publicity Value 

July 27,040,377 $491,395.17 
August 596,670 $203,313 
September 44,282,253 $68,795.02 
October 3,021,798 $72,486 
November 6,269,314 $43,632.60 
December 9,807,329 $264,955.75 
January 1,792,879 $28,438.77 
February 11,837,076 $66,633.40 
March 34,502,130 $114,331.04 
April 37,843,761 $37,589.53 

Highlights of media coverage from the past year include: 

• USA Today 
• Associated Press 

• The Baltimore Sun 

• Washington Times 
• Where to Retire Magazine 
• Travel Channel.com 

• MarketWatch 
• ABC News Online 
• The Wall Street Journal 

• CNN 
• Country living 
• Coastal Living 

• The State 

• Fox News 



• Smithsonian Magazine 
• Successful Meetings 

• The Charlotte Observer 
• SAIL Magazine 
• Travel + leisure 

• Southern living 
• The Miami Herald 
• The Boston Herald 

• The Huffington Post 

• National Geographic Traveler 
• Bloomberg Businessweek 
• Virgin Atlantic Slog 

• The Houston Chronicle 

II. Accolades & Honorable Mentions 

• Topped Travel Channel's list of "Best Retirement Getaways for 2015." 
• Hunting Island ranked #12 on TripAdvisor's list of "Top 25 U.S. Beaches." 

• Named to Southern living magazine's list of "Small Towns We love" list. 

• Featured on the cover of the May 2015 issue of Southern living magazine. 
• Secured and conducted an in-person meeting with the editorial teams from 

Coastal living and Southern living magazines. 
• The 60th annual Beaufort Water Festival was named a "Top 20 Event" in the 

Southeast by the Southeast Tourism Society. 

• SAIL Magazine featured Beaufort as one of the best locations along the 
Intracoastal Waterway. 

• Coastal living magazine named Beaufort one of its "20 Great Warm-Weather 
Getaways for 2015." 



b the 
brandon 
agency 

Publication 
Carolina Living Guide 
Hearst Magazines 
0! Magazine 
Southern Living 
SC Vacation Guide 

Beaufort Regional Chamber of Commerce Sep 2014 - April 2015 

Leads Cost CPL 
2937 $ 7,600.00 $ 2.59 
6521 $ 16,030.00 $ 2.46 
3329 $ 11,838.00 $ 3.56 

954 $ 8,498.00 $ 8.91 
1421 $ 5L795.00 $ 4.08 



bthe 
brandon 
agency 

IS.--Online 

l11Advl5or 

-Online 
PPC 

='=e --carolina Uvlno Guide 

-......rOnllne 
PPC 

tJtipAdvlsor 
m.ve~5Dike 

Print 
carolina Uvtno Guide 

l,._rvPrfnt 
5C llaattlon Guide 
carolina Uvlno Guide 

lnlpAdvlsor 
1-rvPrlnt 
5C vacation Guide 
carolina Uvlno Guide 

M8rci!Onllne 
PPC 
~el5plke 

tn111Advlsor 
IMIIrch Print 
SouthemUvlng 
Hearst Magazines 
sc llaattlon Guide 
caro11na Uvtno Guide 

iAMI1 Ot111M 
PPC 
lnavet Spike 

I 
Southern Uvlng 
Hearst Magaztnes 
01 Magazine 
5C Vocation Guide 
carolina UvlnQ Guide 

AdSI:n 
160x600, 728x90, 
300x250, Tourism 
Spansorshlp 

Ad-
text 
160x600, 728X90, 
300X250, Tourism 

~~PUnks 
Adllw_ 
1 3 PaQe 4c 

Ad-
text 
160x600, 728X90, 
300X250, Tourism 
SponS«Shlp 
einaM. Text UnJcs 
Ad-
Leads Still COming In 

In 

IM-
160x600, 728x90, 
300X250, Tourism 
Sponsorship 
lAd -
1/4 Page 4c 
Leads Still COming In 

Ad 

160x600, 728x90, 
300X250, Tourism 
Sponsorship 
lAd-
1/4 Page ~c 
Leads StMI Comlna In 

lAd-
text 
Email, Text Unlcs 
160x600, 728X90, 
300X250, Tourism 
S~lp 
Ad-
1/ 6 Page4C 
1/6 PaQe 4C 
1/4 Page 4c 
Leads StHI COming In 

lAd-
text 
Email, Text Unlcs 
160x600, 728x90, 
300x250, Tourism 
51J()!lsorshlp 

""--1/6 Page 4C 
1/6 Page 4C 
1/ 6 Page 4C 
1/4 Page 4C 
1/3 PaQe4C 

•Note: T1H!se numbers an! .os of 4/ 30115 

Beaufort Re<,~lonal Chamber of comme= Sep 201~ - Apr11 2015 

Cllduo lm- l1l ·-
190 128 128 0.15'111 $ 13 444.38 

Cllclul 1 CTit '-nd 
4,014 105,648 3.80'111 $ 2,686.00 

255 175,189 0. 15'111 $ !:~~~:~ lla lla "• s 
Qrcul- -500 000 $ 3 800.00 

Cllcb I--'- CTit -2,793 97,063 2.88'!1. $ 1,894.93 

1~ 144,477 0.11% ! 1,991.86 
n/a "" "" 5 085.88 -_!_ -

182 76994 2.37% .34 

t:llclls ml. ·--
156 60990 0.26% $ 11~.36 

.... nd 
400,000 : 5,795.00 

-

206 55455 0.37% $ 1046.46 -400,000 : --

ICIIclul ICTit -2,572 135,686 1.90'11. $ 1 ,979.31 
nl• nl• n/a $ 2,264.71 

272 61439 0.44% $ 1150.99 -1,230,000 $ 8,498.00 
3,611,468 $ 16,030.00 

400,000 $ -
$ -

C1lcQ !"R. 
2,778 169,452 1 .~'!1. $ 2,135.58 

n/1 n/1 n/8 $ 4,031.18 

210 165 5~ 0.13% $ 3 305.45 

1,230,000 $ 8,498.00 
3,611 ,~68 $ 16,030.00 

700,000 $ 11,838.00 
400,000 $ -
500 000 $ 3 800.00 

Sept- 2014-Aprll2015 T-1 Spend • ol4/30: $ 123,204.12 
5ept. 2014-Aprll 2015 T-1 LeHa •• ol 4/'JO: 20,~26 

sept. 2014-AJN'II 2015 CPL .. ol4/30: $ 6.03 
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Beaufort Regional Chamber of Commerce Sep 2014 - April 2015 

December 1, 2014 - April 30, 2015 Ad Sizes Clicks Impressions CTR 

160x600, 728x90, 300x250, 
TripAdvisor Coop partner-Seaside 300x600 138 57 931 0.24% 

TripAdvisor Coop partner-Hampton 160x600, 728x90, 300x250 15 15_L_024 0.10% 

160x600, 728x90, 300x250, 
TripAdvisor Coop partner-Cuthbert 300x600 48 17 096 0.28% 

160x600, 728x90, 300x250, 
TripAdvisor Coop partner-Beaufort Inn 300x600 544 116,388 0.47% 

TripAdvisor Coop partner-Anchorage 160x600, 728x90, 300x250 2 1394 0.14% 
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Hilton Head Island-Bluffton Chamber of Commerce 

Bluffton and Beaufort County Schedule of Functional Revenues and Expenditures 

FY 2015-2016 Budget 

VCBTOTALS Paid by Bluffton DMO Paid by Beaufort Co DMO Paid by Beaufort Co DMO 

RE>'"''nues (Bluffton & BC) (Bluffton & Southern BC) (Daufuskie lsi. Programs) 
F 

I T, Jf Bluffton DMO 95,000 95,000 
-
Southern Beaufort County DMO 260,000 220,000 40,000 

Total Revenues I 3ss,oool 95,000 220,000 40,000 

Exj!enses 

Research & Planning 10,000 3,000 7,000 

Sub-total 10,000 3,000 7,000 0 

s,sool 1,6501 3,8501 f Social Media 
I 

Slog/Writers 

Sub-total 5,500 1,650 3,850 0 

Digital Marketing 

SEM Marketing 38,751 13,051 2S,700 

Website SEO 7,400 2,220 5,180 

SCPRT Digital Coops 1,200 360 840 

Website Refresh 6,900 0 o , 6,900 

Sub-total 54,251 15,631 31,720 6,900 

Broadcast & Print 

SCPRT TV Co-ops 5,925 1,778 4,148 

Garden and Gun I 20,000 6,000 14,000 

Ad Production 5,000 1,500 3,500 

Southern Living I 35,000 10,500 24,500 

s tal 65,925 19,778 46,148 o, 
I I I 

Photo Shoot I 

Destination Photo Shoot 16,925 3,oool 7,oooJ 6,9251 

Sub-total 16,925 3,000 7,000 6,925 

Packaging Programs 

Experiences Packaging program 22,750 3,412 7,963 11,375 

Sub-total 22,750 3,412 7,963 11,375,r 
I 

Insiders/Collateral/Fulfillment I 

Bluffton Quarterly newsletter I 10,000 3,000 7,000 

Bluffton Collateral (Vacation Planner) I 16,000 4,800 11,200 

Bluffton Fulfillment (shipping and mail) 12,000 3,600 8,400 

Bluffton Insider Program 1,100 330 770 I 
.-

Sub-total 39,100 11,730 27,370 0 
l ~ 

Group Sales & Marketing 
I 

Group Tour 4,800 1,440 3,360
1 I 

Military 7001 210 4901 .;-

Sub-total 5,500 1,650 3,850 01 

TOTAL MARKETING EXPENSES 219,951 59,850 134,901 25,200 

Destination Marketing Operations & Management 135,050 35,150 85,100 14,800 

f-
TOTAL EXPENSES 355,000 95,000 220,000 40,000 

f-
TOTAL REVENUE MINUS EXPENSES 0 0 0 ol 

3/31/2015 

Total Bluffton Budget 
(DMO and Beaufort Co.) 
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20,000 

5,000 

35,000 

65,925 

10,000 

10,000 

11,375 

11,375 

10,000 

16,000 

12,000 

1,100 

39,100 

4,800 

700 

5,500 

194,751 

120,250 

315,000 
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Mission 

HILTON HEA D ISLAND-BLUFFTON 
CH A MBER OF COMMERCE 

Southern Beaufort County 
2015-2016 

Marketing Plan 

Hilton Head Island-Bluffton Chamber of Commerce and 

Visitor & Convention Bureau 

Mutually lead our membership and travel and tourism industry by marketing and 
guiding the Hilton Head Island, Bluffton, Daufuskie Island and Southern Beaufort County 
destination brand experience to generate sustainable economic vitality. 

Bluffton' s Brand Commitment 

The Hilton Head Island-Bluffton Chamber of Commerce and Visitor & Convention 
Bureau (VCB), in partnership with the Town of Bluffton, began working with research 
partners from the University of South Carolina Beaufort and USC as well as marketing 
firm Rawle Murdy Associates in May of 2013. In February of 2014, the new brand was 
revealed: Bluffton Heart of the Lowcountry, reflecting the deep emotional connection 
shared by Bluffton residents and the burgeoning business community. Mayor Lisa Sulka 
states it best: "The heart indicates we are a beating pulse of the Lowcountry, not just an 
afterthought or a two-hour detour for tourists. As a heart, we have our own beat as well 
as keeping other parts of the Lowcountry alive and well. " 

Bluffton is the heart of the Lowcountry. It speaks to the town' s central location; its 
lovable characteristics; and Bluffton is the pumping, economic life force of the 
Lowcountry. Most importantly, it' s a tone and a feeling. When you' re in Bluffton, you 
can see and feel the love. It' s real and authentic. It' s the heart symbol in your logo, on a 
window, the pride residents have in their downtown or the warmth shared with 
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strangers at an oyster roast. The town of Bluffton is a well-kept secret. Nowhere else in 
the Lowcountry do you feel the love like you do in Bluffton. 

Bluffton's core distinctions: 

• Old Town Charm 

• Bluffton Attitude 

• Authentic/Realness 

• Eclectic/Expressive 

• Unique/Pride 

• Town on the Move/Progressive 

• Nature 

• May River 

• Live Oaks 

• Location 

Guiding Principles 

• Serve as a voice and advocate for the business community 

• Maintain the highest ethical standards in all we do 

• Work to preserve and enhance the prudent growth, quality of life and character 

of our region 

• Develop collaborative partnerships only in areas where the partnership can 

accomplish that which our organization cannot do alone 

• Develop and implement programs and services that benefit the economic well­

being and common interests of our members 

• Initiate programs for which there is funding and staffing resources 

• Make decisions based on long-term perspective 

Bluffton Marketing Committee 

The VCB's destination marketing plan recognizes the fact that major socio-political and 
economic forces on the macro/global level as well as changing consumer cultural and 
behavioral trends on the micro level have significantly impacted the travel and tourism 
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industry, along with the entire business community - both globally, across the US and 
locally here in Beaufort County, South Carolina. 

The VCB has approached long range strategic planning for Bluffton as a destination. Our 
steps: 

Proactive engagement with local stakeholders, influential and industry thought 
leaders. 

Expansion of the Bluffton Marketing Committee representing lodging, sports, 
cultural, retail, restaurants, attractions and Town of Bluffton local stakeholders. 

Bluffton Marketing Plan 

A. Bluffton Creative Brief Highlights 

Main Idea 

Bluffton is the Heart of the Lowcountry. 

Brand Personality 

Authentic and real, eclectic and expressive, unique and pride 

Support: 

~ Old fashioned Southern Hospitality with a coastal flair 

~ Tapestry of eclectic arts, crafts and shops 

~ Historic sites, characters and stories 

~ Lowcountry cuisine-local, coastal and fresh 

~ Natural beauty of the May River 

~ Bluffton is open for Business: Economic Development 

Key Attributes: 

~ Rich history and heritage 

);;> Legacy of creative and cultural appreciation 

~ Strong arts presence 

);;> Independent spirit 

~ May River 

);;> Balance of tradition and new ideas 

);;> Bluffton retail, business and residential centers 

);;> Complementary contrast to resort luxury image of Hilton Head Island 

);;> Fast growing residential community with a new brand identity 
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Bluffton Marketing Committee Goals and Markets 

The Bluffton Marketing Committee became an official Chamber standing 

committee under the Bluffton-Okatie Business Council in early 2003, with two 

appointed co-chairs, and became a standing committee of the Chamber's Visitor 

and Convention Bureau in 2008. 

The group is committed to the following goals: 
1. Support the destination's brand position throughout all marketing 

programs. 

2. Increase overnight vis itation in Southern Beaufort County, particularly 
Bluffton and Daufuskie Island. 

3. Increase visitor's expenditures at Beaufort County attractions, retail and 
dining facilities, particularly in Bluffton. Thus, increase Bluffton and 
Beaufort County's attraction, hospitality, and sales taxes collected. 

4. Goal for 2015-2016 is 2% overall visitor spending increase and visitor tax 
base. 

Research and data related to Bluffton 

Town of Bluffton State Accommodations Tax 
$250,000 

$200,000 

$150,000 

$100,000 

$50,000 

$-

Source: Town of Bluffton Finance Department, Special Revenues 
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Town of Bluffton Local Accommodations Tax 
$350,000 

$300,000 

I 
$250,000 

$200,000 
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$50,000 
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$- f 
I 
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1 $243,08~ $298,286 l ?322,103_ 

Source: Town of Bluffton Finance Department, Special Revenues 

Town of Bluffton Local Hospitality Tax 

-

$1,600,000 

$1,400,000 I 

$1,200,000 

$1,000,000 

$800,000 

$600,000 

$400,000 
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$-
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• Local Accommodations Tax 1
-

FY 2011 FY 2012 

$953,18: $1,076,321 

Source: Town of Bluffton Finance Department, Special Revenues 
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2013-2014 Bluffton Visitor Profile Study 

How Important were the following factors in deciding to visit the Bluffton area? 

4.----------------------------------------------------------------

3-+---1 

2-+---1 

She ppm; opponu"rth.' Futr, a iJ 

h.at:n~ tn tu esu !JI"tll'\~ opt~ni 

Source: 2013-2014 Bluffton Visitor Profile Study 

FY 2015-2016 Southern Beaufort County Marketing Plan Page 6 



2013-2014 Bluffton Visitor Profile Study 

Which specific areas of Bluffton did you visit? 

26.4 •• 

Source: 2013-2014 Bluffton Visitor Profile Study 

B. Marketing Tactics 

19.5 ~. 

18 7 ~. 

70~ •• 

155 •• 

Marketing tactics and strategies will focus on the following markets: 

101 ~~ 

7 •. .. 

1. Affluent consumers visiting Old Town Bluffton for cu ltural, historic tours, 
shopping and culinary activities as day visitors. 

h r.ger Ovtlets 

- Ole Town Blufftor 

Bluffton R;;staur~rts 

F crmers Merkel 
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M: y RIVer 

- Ch.:rch of ti-e Cross 

- Palmetto Sluff 

He)"W!:rG House 
Historic Certer 

- Hilton Heaa lslar.a·Biofftor 
Ct>arr!:<er of Corr.merce 

:>JI Ower Resporses 

2. Overnight stays in Bluffton for new visitors as well as repeat visitors to the 
region. 

3. Group Tour Planners and their customers with interest in Southeastern 
destinations, particularly as a central location for hub and spoke coastal, historic, 
shopping, cultural, heritage, cuisine, and environmental tours. 

The VCB invests in destination digital content management, capable and qualified staff 
content managers/editors and a professional, well executed public relations and digital 
promotions program. These investments are key to operating a robust dest ination 
marketing program in today's competitive and cluttered travel communications 
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environment- particularly with limited funding available for paid space media. This 

aspect of our work has become increasingly important as new communications channels 
emerge and evolve to give consumers more choices, more channels and more content. 

Over the past twelve (12} years of managing the Bluffton Marketing Committee 

and destination marketing program for the Town of Bluffton, the VCB has 

expanded our branding efforts through buys in regional and national 
publications and digital platforms in key drive markets targeting travel and 

cultural enthusiasts with a household income of $100,000. 

In 2015-2016 we plan to continue the Bluffton, Heart of the Lowcountry 

branding campaign with a core focus on digital marketing complimented by 

strategic print and broadcast media placement. 

leisure Brand Marketing 

AD CREATIVE & PRODUCTION COST: Budget $5,000 
We plan to use a local graphic designer/agency to produce any necessary print and 
digital advertising components. 

1. Bluffton-specific e-newsletter on a quarterly basis: Budget $10,000 
• September 2015 issue: 11th Annual Bluffton Arts and Seafood Festival to be 

sent to full Insider database (Bluffton and Hilton Head Island) 

Below newsletters will be sent to Bluffton Insider databases 
• November 2015 issue: Bluffton Christmas Parade Weekend events 
• January 2016 issue: Winter Art Walk 
• March 2016 issue: 381h Annual Bluffton Village Festival 

• May 2016 issue: May River/On the water 

2. Southern Living $35,000 

Digital Travel Main Page Sponsorship 

Sponsored Bluffton ad/content will have 100% exposure on Southernliving.com's 
Travel main page for one month. The preferred month is August with a focus on the 
11th Annual Historic Bluffton Arts and Seafood Festival. This will drive visitors to 
VisitBiuffton.org. The Festival will be the featured event on the home page. 

FY 2015-2016 Southern Beaufort County Marketing Plan Page 8 



Southernliving.com demonstrates strength in numbers among digital and social 

media 
----- ----

Southernliving.com Website Results 
60 

so 

40 

30 

20 

10 

. Unique Visitors* I *milliOnS Q ~- - g---
Page Views* J 

55 

30 
==~::..:::=:...=::: 

! ~ ~esktop audie~cef=_ - 6.4 _ ------, -
L L • M~~ile audie~ce_1 __ 4.1 

3. Bluffton Destination Photo Shoot Budget: $10,000 

In the Spring of 2012 a photo shoot in Bluffton was conducted for the 

purpose of providing imagery for the Bluffton Billboard Campaign at the following 

locations: 

o Bluffton Farmers Market 

o Calhoun Street 

o On the May River 

o May River pier 

These images were also used for the refresh of VisitBiuffton.org and other 
promotional marketing programs. 

There is a need for new images that would highlight Old Town Bluffton, the 

Calhoun Street Promenade, the May River and Buckwalter Place. 

Visuals are at the core of our work across all marketing and sales platforms. 
Some of the considerations in planning the photo shoot include: 

• Show off Bluffton's products and amenities 

• Include ethnic and age diversity 

• Feature experienced, professional and natural looking models that portray our 

target demographics, and supplement with locals 
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• Shoot in a high level DPI format to create high quality images that will translate 

well into a variety for formats, including large format displays 

• In additional to shooting with models, include a day shooting scenic 

photography 

• Best, clearest blue sky weather months to shoot include: September, October, 

April and May 

• As possible, negotiate buy out rights for the Chamber/VCB 

4 . Organic Search Engine Marketing {SEO): Budget $7,400 
The VCB plans to continue the program for expanding and broadening our organic 
keyword search engine rankings on Google, Yahoo, YouTube and Bing for a targeted list 
of key search terms that best correlate with Bluffton's target visitor and visitor 
experiences. 

5. Bluffton Blog: Budget $5,500 

Sharing experience via Social Media 
At the core of all social media channels is the Bluffton Blog which provides original 

content created by local writers on assignment for the VCB. These content creators will 

feature festivals, events, dining, shopping, outdoor and adventures for families. With 

this authentic storytelling we plan to see a large increase in interactive online 

engagement with Bluffton aficionados. 

Embracing the NextGen Communication & Digital Channels for Bluffton 

Social Content Strategy 

Purpose 

A social content strategy, similar to writing an outline for a novel or a movie, allows the 
writer to know what to write next and to make sure it aligns with the overall story. With 
a social content strategy, a communicator knows what to post next because he or she 
knows how the brand would behave, what it is passionate about, and what it seeks to 
accomplish. This social content strategy is meant to arm the brand, and the people who 
communicate about it online, with the knowledge, tools, and passion necessary to 
engage audiences and get them to convert on-site. 

Our overall goal for this strategy is to increase referral traffic from social media to the 
website. We have identified the three key elements to increasing referrals, based on 
our extensive experience and first-hand research: 

1. Including links in every post 
2. Using original, informal photography in most posts, as well as custom graphics 
3. Combining an emotional connection with a tangible incentive 
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Objective 
We plan to generate conversions on VisitBiuffton.org by sending qualified traffic and 
establishing an ongoing relationship w ith potential customers through social media 
content. 

Process 

The process for developing and maintaining a social content strategy consists of: 
• Developing an overall story to which all content ties 
• Determining audiences and the online channels they use, and in what ways 
• Creating a set of content units or categories that are consistent and measurable 
• Developing a channel strategy for each major platform on which we will be posting 

content 
• Sparking interest in existing content through online ads, contests, offers, etc. 
• Measuring the relative success of each content unit and channel versus one another, 

and the absolute success of each based on number of qualified conversions versus level 
of investment 

• On-going content creation and making adjustments based on measurement 

Telling Our Story 

The overall story of a social campaign ties an emotional connection to a tangible 
incentive. This is so that we can effectively write consistent, regular content that will 
interest our target. 

Audience (Our Fans and Followers) 

Our primary outreach target for social media is "Affluent Leisure Travelers": 
• Household income $150,000+ who take at least one leisure trip requiring overnight 

accommodations in the last 12 months 
• 92% are married 
• 51% are Boomers (born 1946-64) 
• 29% are GenXers (born 1965-78) 
• 11% are Matures (born before 1946) 
• 9% are Echo-Boomers (born 1979-97) 
• Evenly split, female (51%) to male (49%) 

Additionally, we would target: 

• Younger travelers (GenX and Echo-Boomers) who spend a higher portion of their 
discretionary income on travel 

• Mature travelers who spend a higher portion of their discretionary income on travel, 
which will grow the multi-gen market as Boomers retire 

• NextGen visitors 
• Bluffton and area locals who are vocal online supporters. 
• Passionate visitors who make a tradition of vacationing in the Lowcountry every year. 
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Gaining Momentum 

Our strategy for accomplishing these objectives will lead us to : 
• Nurture existing profiles and grow the number of engaged followers and fans 
• Seek out potential customers who have not considered Bluffton yet or who are not 

aware of the brand 
• Engage users and further develop as a trusted source of information about boating and 

outdoor activities, family-friendly activities, dining, seasonal events and romantic 
getaways 

• Engage that potential customer by regularly communicating in a meaningful, heartfelt, 
warm, and genuine way 

Primary Outreach 

• Target travel, lifestyle and food blogs in the Northeast and Southern United States 
• Engage with bloggers and influencers on Twitter and lnstagram 
• Target bloggers and influencers to attend Bluffton events 
• Engage online with influencers visiting Bluffton during press trips, and continue the 

relationships afterward 

Twitter 

• Custom photos 
• Interesting links to other sites 
• News and events 
• Monitor and interact with community 
• Drive qualified traffic with compelling links 
• RT visitors/potential visitors' tweets, photos, questions, etc. 
• Participate in relevant Twitter chats 

Face book 

• Compelling photos 
• User-submitted content 
• Branded content, using testimonials and inspirational quotes 
• Offers, contests/super shareable content 
• Interact with people who ask questions, or post comments 

Pinterest 

• Continue to nurture existing account 
• Regularly add photos and create new Pinboards for the different core areas of Bluffton 

lnstagram 

• Post stunning photos of Bluffton, using relevant hashtags to expand reach 
• Focus on sharing great user-generated content 
• Search relevant hashtags to find user-generated content to share across all channels 
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Metrics: How success will be measured? 

As always, it's critical that all online marketing that is deployed to drive exposure for 
Bluffton is based on driving business results for its partners, and exposure for the 
destination. It's more than just online marketing- it's about results and understanding 
what is working and what is not. These social content initiatives will be viewed both 
on a standalone basis, and holistically as each strategy will ripple up into the overall 
digital marketing plan. 

We will watch how one initiative helps to push the needle forward for the website 
as a whole. Similar to other initiatives, primary website objectives that will be tied to 
each campaign are focused on conversion metrics, which are reported on each month 
following the model below: 

• Continuously improving campaign performance over time 
• Individual posts will be tracked based on channel engagement (Likes, RTs, etc.L 

traffic driven to the site, and conversions from that traffic. We will look for 
correlations between these metrics to determine the best way to adjust content 
and increase conversions. 

• Content units or categories will be similarly measured. Determining the 
aggregate success of a category will help us refine our focus. 

• Each month, based on the previous month's data, we will revisit and refine the 
proposed content. 

• We will measure levels of conversations over time, examine spikes and what 
caused them, and determine how conversation topics and volume relate to 
conversions on-site . 

6. Search Engine Marketing (SEM) PPC Campaign: Budget $38,751 
SEM/PPC marketing is a key driver of VisitBiuffton.org website visitation and measurable 
conversions. 2015-2016 campaigns will include the following: 

• LocaiSearch 

• US Search 

• Contextual 

• Remarketing 

• Interest categories 

We will expand the PPC effort to build on the most efficient and effective channels plus 
banner ad campaigns. We will also continue our mobile and video campaigns. 

• Additional ad groups and keywords- Consumers continue to search in new ways 
resulting in the need to continually expand and optimize. 

• This SEM program will drive traffic to specific pages on VisitBiuffton.org based on 
the messaging in the PPC ads. We will also set up tracking for the PPC ads to 
measure success for these ads. 
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Bluffton Contextual Ad Example 
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Included in our fee by the digital agency are monthly reports on the measurable metrics 
of the SEM program. We will measure cost per click, resulting time/pages viewed on our 
website, conversion to the VCB visitor database, fulfillment ordered, and where 
appropriate, conversion to partner websites. 

Tota l Websit e Visitation - VisitBiuffton.org 
• December YTD : 100,238 Website Visits up +84% vs. PY 

HHB: Total Website Visits 
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7. South Carolina Parks, Recreation and Tourism (SCPRT) 2015-2016 co-op 
marketing plan: Budget $7,125 

Television budget: $5,925 
:30 second TV spots to air in early fall- September-October 2015 in multiple markets to 
include Augusta, Charleston, Columbia, Florence-Myrtle Beach, Greensboro-High Point­
W inston-Salem, Greensville-Spartanburg-Andersonville-Asheville, Raleigh-Durham, 
Savannah, and Wilmington. We will receive a total of approximately 324 spots resulting 
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in approximately 1,015,102 impressions. We will use the revised :30 second spot created 
by Rawle Murdy and Crescent Moon Productions. There will be a maximum reach of TV 
audiences by combining local broadcast stations (FOX, CBS, NBC, ABC) and cable (NCC). 

Digital Budget: $1,200 
Banner ads to run in the fall of 2015 and spring of 2016 with the goal of driving traffic to 
VisitBiuffton.org 

8. Military Budget $700.00 **portion also budgeted from Beaufort County/Hilton 

Head Island 

With Parris Island in our own backyard, it is important that we reach out 
and strengthen our destination's relationship with the many families who 
come to attend graduations, as well as those solders on active leave that are 
required to take some R&R once they return home. We intend to do this by 
participating in the annual Travel EXPO Parris Island hosts every March. 
The visitor bureau will be participating in this annual travel show, and select 
service partners will be able to partner and represent Southern Beaufort 
County. 

9. Group Tour Budget$ 4,800 **portion also budgeted from Beaufort 

County/Hilton Head Island 

Group Tour remains to be an important market to maintain current and new 
relationships. Hilton Head Island and Bluffton continue to be an attractive 
destination for a hub and spoke opportunity. With Savannah 40 miles away, 
Beaufort 30 miles, and Charleston just under 2 hours, the Hilton Head Island­
Bluffton region is ideal for groups to stay in one location for up to a week, and 
focus on day trips from one central area. We intend to draw group tour visitors 
by: 
• Build relationships with operators through ABA. 

• Leverage group tour 

• Educate our partners on what it means to be a group friendly community 

• Offer tiered pricing/packaging attractions with accommodations 

• Expand promotion of group experiences on our website and special group ticket 

pricing. 

The American Bus Association (ABA), held every January, ABA welcomes 
the travel and tourism community to the first conference of the year- the 
industry's premier business event- Marketplace. More than 3,500 tour operators, 

suppliers and exhibitors come together to kick off a new year of business opportunity 
and growth. Marketplace is truly a market-place- an active, vibrant forum of buyers 
and sellers where business gets done. With more than 140,000 pre-scheduled 
appointments and 900 pre-qualified operators, Marketplace offers a year's worth of 
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sales meetings in one week. And with legendary networking and social events, 
attendees turn conversations from the conference floor into long-term business 
relationships. Couple this with leading education seminars and the industry's 
largest exhibit hall, and Marketplace is really unmatched as the best industry 
event each year. 

In January 2016, Visitor Bureau staff will attend the ABA Marketplace, and 
take advantage of up to 60 pre-scheduled appointments with pre-qualified 
operators to promote and sell Hilton Head Island and Bluffton region. 

Motorcoach Association of South Carolina- MCASC is an affiliate member of the 
American Bus Association and the United Motorcoach Association to stay abreast of 
issues and concerns at the national level. In August 2015, their annual meeting and 
marketplace will be a joint meeting with the Virginia Motorcoach Association and the 
North Carolina Motorcoach Association. The VCB will attend and conduct one-on- one 
appointments along with network and information share with all 3 state representatives 
within this group tour industry. 

10. Insiders Program Budget $1,100 

Bluffton Insiders Program: Grow the specific email marketing distribution list. 
Visitors will sign up to become a Bluffton Insider and receive our bi-monthly Bluffton 
" insider" blog posts, Bluffton quarterly e-newsletters plus an information package 
including a regional vacation planner and our Bluffton walking tour map. 

11. Festivals and Special Events 

We will continue to work with local partners who produce area destination events to 
generate regional and national attention to the events and to support corresponding 
travel packages. There are many special events in Greater Bluffton including: 
• Historic Bluffton Arts and Seafood Festival 

• Bluffton International & Craft Beer Fest 

• Bluffton Village Festival 

• Bluffton Christmas Parade 

• Bluffton Historical Preservation Society/Heyward House events 

• Bluffton Farmers Market 

• Bluffton Sunset Party at Oyster Factory Park 

• Bluffton Earth Day Celebration 

• Bluffton Duathlon 

• Art Walks in Old Town Bluffton 

• Children's Easter Parade Calhoun Street 

• Shuckin & Shaggin in Old Town Bluffton 

• Palmetto Bluff Music to your Mouth 

• Palmetto Bluff Half Marathon 
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• Palmetto Bluff Summer Concert Series 

• Lowcountry Home and Garden Show-Buckwalter Recreation Center 

• Other opportunities that may develop in the year ahead 

12. Bluffton Collateral and Fulfillment 

2016 Vacation Planner Print and Online: Budget $16,000 
The VCB will complete and refresh content promoting Bluffton in our 2016 Vacation 
Planner, including an 8 page color section with a map of Calhoun Street and all 
merchants, art galleries, restaurants, and shops highlighted. 

Fulfillment: Budget $12,000 

Postage, Shipping and Mail Operations for Bluffton fulfillment for 12 months. 

13. Budgeted research programs for FY 2015-2016: Budget $10,000 
• Updating and maintenance of www.ThinkBiuffton.com, the Chamber's online 

economic metrics portal. 

• Smith Travel Research weekly and monthly reports. Measures lodging occupancy, 
average room rates, room demand and RevPAR for hotels only. Includes monthly 
comparative report with competitive destinations. 

• V-Trip monthly Home & Villa lodging reports on occupancy, average room rates, 
RevPAR and six month forward booking pace reports. Two-source V-Trip report 
crunches back end Smith Travel hotel data with V-Trip back end home and villa data to 
produce a monthly destination report on total destination accommodations tax paying 
occupancy, average room rates and RevPAR. 

• Monthly and YTD Visitor Traffic and Segmentation Reports by USCB's Dr. John Salazar. 

• Subscription to the US Travel Association's Travel Monitor Program and related 

reports. 

14. DMO Partnership Marketing Initiatives 

Leveraging the VCB's Hilton Head Island and Bluffton budgets will allow us to participate 
in the following Bluffton specific marketing programs: 

Garden & Gun Bluffton co-op program Budget: $20,000 

To build off of the success of the Hilton Head Island Garden & Gun promotion that ran 

August 2014-February 2015, Garden & Gun, Hilton Head Island, Bluffton and Southern 

Beaufort County plan to collaborate to produce a three-part advertorial series 

highlighting all that our area has to offer. 
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Garden & Gun Statistics 

325,000 Circulation 
Newsstand Sales: +9.4% 
Adweek's 2014 Hottest Lifestyle Magazine 

THE G&G READER 

• 92% are 35+ 

• 53% Male I 47% Female 

• Average HHI: $332,000 

• Average Net Worth: $2,255,000 

G&G READERS HAVE THE MEANS AND MOTIVATION TO LIVE WELL 

• 26% have investible income of $1.5 million+ 

• 43% own 2+ residences 

• G&G subscribers take an average of 13 trips per year 

• 68% plan to remodel/redecorate home or grounds 

• 86% purchased 2+ vehicles 

THE G&G AUDIENCE IS PASSIONATELY CONNECTED 

• 90% read 4 out of 4 issues 

• 80% read G&G the day they receive 

Source: Alliance for Audited Media June 2014. 2013 Subscriber Study-IPSOS 
Mendelsohn Custom Division, base HHI $100,000. *Based on proprietary data. 

GARDENANDGUN.COM 

• 2.6 million average page views/month (up 65%) 

• 455,000+ average unique visitors/month (up 127%) 

• 4.32 pages viewed per visit 

SOCIAL MEDIA 

• 450,000+ fans across Facebook, Twitter, lnstagram, and Pinterest 

Source: Google Analytics, full year 2014. Percent increase based on 2013 vs. 2014 Social Media 
as of March 2015. 
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Bluffton: Your Next Destination 
Through custom in-magazine content, Garden & Gun puts a new twist on our area and 

positions it as the premier destination to visit right now. Garden & Gun will secure a top­

caliber photographer and stylists to produce the photography for the series, with the 

VCB assisting to secure talent and locations. 

Note: G&G will photograph all advertorials in one photo shoot for time and budget 

efficiency. 

In-Magazine Section 
• August/September 2015, The Food Issue 

• Two (2) advertorial pages+ one (1) brand ad 

• G&G creates a custom advertorial section dedicated to the culinary and arts scene in 

Bluffton. 

• Will showcase the variety of unique and unforgettable dining and arts experiences 

in the area 

• Spotlights an established or up-and-coming chef 

• Three (3) to four (4) additional hot spots featuring participating partners. 

• lmpactful unit drives readers to VisitBiuffton.org to learn more. 

Total Project Costs 
Bluffton Budget Contribution 
Town of Bluffton Grant Request 
Bluffton Tourism Co-op 

$20,000 
$25,224* 
$12,000** 

Total $57,224 

*Accommodations tax supplemental grant request will be submitted to the Town 
of Bluffton in June of 2015. 

**A co-op informational meeting will be held in mid-April2015 to share the 
benefits and costs for the program. The goal is to recruit 4 partners within the 
Bluffton tourism industry. 

15. Signature Experiences program: Budget $11,375 

Engineering Group Experiences 
Phase 1- in progress 
In 2014-15 the Hilton Head Island Visitor & Convention Bureau's Marketing Council, in 
concert with the VCB staff, began the process of creating a Signature Group Experiences 
program. 
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Experience Lab Minneapolis, MN 

VCB staff attended the Experience Lab hosted by Joe Veneto with Opportunities 
Unlimited in M inneapolis, MN in May 2014 to evaluate how Meet Minneapolis, the 
Minneapolis CVB's meetings and groups sector, developed and executed their signature 
group experiences program. During this intensive 3 day program VCB staff engaged in 
Meet Minneapolis' signature group experiences first hand and learned the process Meet 
Minneapolis and the Minneapolis CVB staff, attractions partners and key stakeholders 
went through along with Opportunities Unlimited to develop these experiences that 
actively engage and immerse visitors by providing a deeper, richer and unforgettable 
destination experience. 

Out of the Experience Lab came an understanding of the necessary process the Hilton 
Head Island VCB Marketing Council, VCB staff along with our experiential tourism 
partners must go through to enhance our existing signature experiences and potentially 
develop new experiences for the groups and meetings sector that can also easily 
translate to the leisure sector. 1-2 Signature Experiences will be developed for 
Bluffton depending on partner participation. 

Experiential Development Process 
The VCB has partnered with Joe Veneto of Opportunities Unlimited to execute a three 
phase Experiential Development program with the following goals and objectives in 
mind. 

• Develop Group Experiences to package and wrap unique Experiences in an engaging 
way to drive meeting and convention business. 

• Evaluate current signature experiences to enhance and innovate. Provide actionable 
ideas and insights to stage and script that capture the essence of the area's culture and 
flavor. 

• Collaborate with the VCB to integrate new experiences into the sales, marketing and 
booking process of customers (Meetings, Conventions, Group Tours, Reun ions, 
Wedd ings and Local Market Groups). 

• Assist the VCB with the Development of the Gullah Experience 

Phase I -Assessment 
Project Scope & Objectives: January- October 2015 

• Conduct on-site assessments of designated Hilton Head Island, Bluffton and the 

surrounding Lowcountry attractions and venues to assess the current state of the 

customers' experience. 

• Uncover strengths, weaknesses, gaps and opportunities for enhancing the current 

offerings as well as engineering new experiences. 

• Collaborate to identify product gaps based on brand attributes and develop a list of new 

experience possibilities. 
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• Review brand attributes and research to align and map new Experiences to the brand. 

• Identify, recommend and discuss new offerings for destination development with select 

partners involved in the assessment. 

• Meet with select stakeholders after the assessment visits to discuss the Experiential 

process and potential development opportunities. 

• Present a program on Engineering Experiences to designated attraction partners to 

introduce the Experiential Development process and gain commitment for Phase II. 

Deliverables include: 
• On site visits completed of key attractions and destination drivers to assess visitor 

experiences. 

• An Assessment Report with key findings on visito rs' actual experience along with 

ideas, recommendations and product development opportunities. 

• Meetings with key stakeholders are completed, obtaining conceptual agreement 

and buy-in to the Experiential Development process. 

• Presentation to Tourism Partners on Engineering Experiences for visitors and the 

Experiential Development process. 

Time Frame: Two on-site assessment visits, two to three days each (varies based on 
number of attractions} plus a third half-day presentation for potential Experiential 
Partners on the process and project. Phase I Assessment completion expected Fall 2015. 

HiltonHeadMeetings.org Signature Experiences content development- March 2015 
1. Development of content and design of a Signature Experiences section on our 

official meetings and groups microsite, HiltonHeadMeetings.org is due to go live in 

March 2015. 1-2 experiences will be developed for Bluffton. Th is section of the 

microsite will be updated following Phase II of the Experiential Development 

Process. Identified initial Signature Group Experiences include: 

• Zipline Hilton Head & Aerial Adventure 

• Savor the Lowcountry Culinary and Historic Tours 

• Arts Center of Coastal Carolina Backstage Tours 

• Coastal Discovery Eco and Historic Tours 

• Gullah Heritage Trail Tours 

• Heritage Library 

• Outside Hilton Head 

• Sea Pines Teambuilding Course 

• Vagabond Cruises 

• Shopping experience 

• Golf Experience, HiltonHeadGolflsland.com 
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• Tennis Experience, PlayHiltonHeadTennis.org 

• Heyward House Historic Center and Official Welcome Center 

• Port Royal Sound Foundation 

• Santa Elena Foundation 

• Waddell Mariculture Center 

2. Support Signature Group Experiences section with SEM campaign 

Phase II - Development Phase 
September 2015-February 2016 
Design and develop selected attraction offerings into engaging and immersive 
Experiences along with tourism partners. Focus on enhancing the Signature Experiences 
of all designated partners. Design, craft, script and stage new Experiential Product 
offerings for visitors (in the Meetings, Conventions, Group Tour & Travel & Leisure 
Market segments) with the key partners. 

Experiential Development: 

• The VCB along with the Marketing Council will identify key stakeholders to 
implement the Experiential Process beginning with the existing list of 
Signature Experiences outlined above which includes: Cultural and Arts 
Organizations, Signature Attractions, Sports & Recreation, Culinary Venues, 
Retail Sites, etc. 

• Enhance the current offerings of the designated partners using the 
Experience Formula created by Opportunities Unlimited. 

• Collaboration with the VCB, Opportunities Unlimited and tourism partners 
to develop new experiential products. 

• Monthly partner meetings with Joe Veneto to design, craft, script and stage 
new Experiences. 

• Monthly partner meetings include action items and next step deliverables to 
be completed for subsequent meetings to move the development process 
along to meet the project timeframe. 

• Partners will complete a series of four high content workshops during the 
process. 

• New Experiences will be incorporated into all collateral, promotional and 
online marketing materials of the VCB and designated partners. 

• Opportunities Unlimited will review and collaborate on Experiential product 
copy; pricing and operational aspects to ensure the products are market­
ready. 

• The VCB and Partners will revamp Experiential web content to promote, sell 
and market the experiences. 
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Budget: 

Total 

$60,000 (VCB contribution) 

$15,000 (Private sector investment, $1,875 
per partner x 8 partners) 

$75,000 

Phase Ill- Implementation and Promotion 
Spring 2015 

Measurement Metrics of Success Experiential Development Project: 

We will know success has been achieved when the following has been accomplished: 
• The VCB and its partners have enhanced our current offerings to visitors. 

• The VCB Partners have engineered a collection of new experiential offerings for 

multiple market segments. 

• The VCB Partners have completed four high-content workshops: 

• Possibilities & Stories 

• Staging & Scripting Experiences 

• Marketing & Selling Experiences 

• Best Practices for Delivering Experiences 

• Monthly meetings and deliverables have been completed to engineer new 

experiences. 

• Experiential Products have been tested with key clients, VCB associates and partners 

for feedback and insight before market launch. 

• Experiences have been incorporated into promotional materials, web content and 

the Social Media strategies of the VCB and their partners for the Conventions, Small 

Meetings, Tour & Travel and Consumer markets. 

• The VCB has created a tracking program to measure the R.O.I. of Experiential 

products. 

Signature Experiences launch Marketing Plan: 

a. Refresh of Signature Experiences landing page on HiltonHeadMeetings.org 

Budget: Included in existing agreement with VERB Interactive 

Facilitated by: VERB and VCB Marketing Staff 

b. Support Signature Experiences with comprehensive SEM campaign 

Budget: Included in NetConversion's Digital Media Brand Allocation 
Facilitated by: NetConversion/VERB and VCB Marketing Staff 
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c. Support Signature Experiences withe-promotions to the VCB's Group Planner database, 
plus purchased access to trade media e-mail promotions. 

Budget: Series of 6 e-promotions: $6,000 
Facilitated by: VCB Marketing Staff with local freelance writers (content) and 
VERB (deployment) 

d. Support Signature Experiences with PR pitches_to appropriate specialty and general 
travel writers/editors and media outlets. 

Budget: Covered in general PR fees 
Facilitated by: Weber Shandwick Worldwide and Chamber Communications 
Staff 

e. Create Signature Experiences printed marketing pieces for VCB sales staff to use as a 

sales tool at trade shows and for site visits 

Budget: $10,000 (includes design and printing of 5,000) 

Facilitated by: VCB Marketing Staff and selected printing company 

f. Feature Signature Experiences and Results/ ROI in Local Business and Community 

Communications/PR. 

Budget/ Facilitated by: Chamber Communications Staff 

Phase II Experiential Development Process: $ 75,000 
Signature Experiences e-promos $ 6,000 
Signature Experiences printed piece: $ 10,000 
Social Media Promotion: $ Included in Social Media budget 
Signature Experiences PR: $ Included in PR budget 
SEM and Local Mobile Promotions $ Included in Digital Media_Budget 
SUB-TOTAL $91,000 
(Town of HHI - $68,250, Town of Bluffton- $11,375, Beaufort County $11,375) 
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DAUFUSK I E I SLAND 
I ru~ JIU~ <ta i ~~ ~e\jOild 

Daufuskie Island Marketing and Fulfillment 

While the Resort on Daufuskie Island remains in a period of uncertainty, there continues 
to be some active visitor attractions, restaurants, tours, and cottage rentals on the 
Island. 

Currently, the Hilton Head Island-Bluffton Chamber's Visitor & Convention Bureau (VCB) 
is working on a series of three webisodes between 1:30-2:00 in length featuring an 
overview of getting to and from the island, experiences based on new and active 
businesses with a focus on the culinary and cultural scene once you have arrived. The 
webisodes are due for completion in 2015 and will be distributed on our YouTube 
channel and pulled into www.VisitDaufuskie.org. 

In the year ahead, the VCB plans to continue to promote Daufuskie Island through : 

• New content and redesign of current microsite: www.VisitDaufuskie.org 

• Facilitate a photoshoot to gather images for the microsite along with 

photography that will work with digital content and social channels. 

• Continued content creation on Island Vibe Blog and social channels that provides 

a local perspective on seasonal activities, newsworthy events and unique travel 

experiences. 

• Inclusion and development of one experience within the Signature Group 

Experiences collection being developed in 2015/16 based on private sector 

participation. 

Daufuskie Island Marketing Budget Total: $40,000 
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VER3 ne converston 

HEART OF THE LOWCOUNTRY 

Website & Online Marketing Performance 
thru Decernber 2014 



Overview 
~ Online Search Trends 

• Website Performance 

• Key Engagement 

• Visitation 

.. Conversion Rate 

~ Online Marketing Performance 
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Online Search Interest Trends 
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Go gle Bluffton Brand Interest 

• From January to December, interest as measured by the average of US Google Travel 
searches for branded (Bluffton' related terms are up vs. 2013 
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~ Most Regional Interest came from South Carolina, North Carolina, and Georgia 
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Website Performance 
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Total Website Visitation- HHI Bluffton 
~ In December: 7,394 Website Visits up +77% vs. PY 

~ December YTD : 100,238 Website Visits up +84% vs. PY 

HHB: Total Website Visits 
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Key Engagement Metrics HHI Bluffon 
~ 100,238 Visits up +84% vs. PY • 2.4 Pages/Visit down -15% vs. PY 

Total Visits Pages/Visit 
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~ Bounce Rate of 61% up +8ppt vs. PY • Avg Visit Duration of 1:58 down -13% vs. PY 

Bounce Rate Average Visit Duration 
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Top US DMA Visitation- HHI Bluffton 
~ December YTD, the US drives 96% of Total Website Traffic 

~ The Savannah GA DMA drives 27% of Total Website Traffic 
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Hilton Head Island Bluffton -Visits by Source 
• Search Traffic drives 69% of total website traffic 

• Paid Media is the largest source of website traffic 

~ Additionally, Paid Media has driven an incremental +48k visits to the site 
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Sources of Traffic 
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Online Marketing Performance 
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Bluffton- Online Marketing Performance 

~ December YTD, Bluffton Google Paid Campaigns drove Clicks at $0.76 and 
Converted at 21.2%. 

~ 97% of Google Paid Bluffton Conversions were Outgoing Links to Partners 

Google Paid Performance 
December YTD 

$35,292 
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Spend Clicks Conversions 

December YTD 
VER3 ~ *Bluffton Google Paid Efforts off June 2013 
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Google Paid Metrics 
• Spend of $35,292 up +20% vs. PY 

Google Paid: Spend 
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~ Cost per Click of $0.76 up +0. 7% vs. PY 
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Bluffton 
• Clicks of 46,148 up +19% vs. PY 

Google Paid: Clicks 
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• Conversion Rate of 21.2% down -3ppt vs. PY 
Google Paid: Conversion Rate 
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Bluffton Packages Page 
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December YTD 

Bluffton Packages Page 

~ 6,354 Total Pageviews 

~ 3,368 from Paid Campaigns 

~ 53% of Total 

Partner Link Outs 

• 2,205 Total 

~ 1,202 from Paid Campaigns 

~ 55% of Total 
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Bluffton Vibe 

Blogs/Enewsletter 



BLUFFTON BLOG 
THE BEST ADDRESS IS A BLUFFTON ADDRESS! 

FEBRUARY 4, 2014 
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B L UFFTON BLOG 
REMEMBERING THE PAST; TAKING CARE OF THE 

FUTURE IN BLUFFTON 

MARCH 4, 2014 
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BLUFFTON SLOG 
TIME WELL SPENT: GOOD TIMES AWAIT AT THE 

36TH ANNUAL BLUFFTON VILLAGE FESTIVAL 

APRIL 14, 2014 
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BLUFF TON BLOG 
WHERE ART & FLAVOR COLLIDE: 10TH ANNUAL 

HISTORIC BLUFFTON ARTS & SEAFOOD FESTIVAL 

AUGUST 7, 2014 
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BLUFFTON SLOG 
PALMETTO BLUFF IDEA HOUSE 

OCTOBER 27, 2014 
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BLUFFTON BLOG 
ELEVEN (AMAZING) THINGS TO DO IN 

BLUFFTON, SC 
NOVEMBER 21, 2014 



BLUFFTON SLOG 
FARMER 'S MARKET OF BLUFFTON RETURNS WITH 

WINTER MARKET 

JANUARY 9, 2015 
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BLUFFTON SLOG 
BLUFFTON'S IN THE MOOD FOR: OYSTERS 

FEBRUARY 4, 2015 



BLUFFTON BLOG 
LOVE EVERYDAY IN OLD TOWN BLUFFTON 

FEBRUARY 13, 2015 
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E-newsletter- "Bluffton Themed/J Launched September 2014 to 140,471 Hilton 
Head and Bluffton Insiders, promoting fall festivals, vacation packages and food! 
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Southern Living Idea House campaign ad 

(;f!f th~ (. iu·tht> 
MA(JAZIN[ ~jjt uf · 

A N-~ 
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FOOD HOME GARDEN TRAVEL 

Home ""d Garcen • Garoens ~ Grump: Gari:lene(s Gui C@ to:~ Dog., ooe:s 

Formal Living 
Room s 

Flavorful Roasted How To Make 
Vegetable Medley Icebox Dinner 

DAlLY SOUTH 

Island Function & 
Style 

SHOP MAGAZINE 

Grumpy Gardener's 
Guide to Dogwoods 
Grumpy Gardener Steve Benaer snares ups 
and tricks on ho.v to p1ant and cace for one or 
the South's tavorrte plants 
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Southern Living Idea House campaign highlights 

• Media buy included banner ad in July; value-added extension through October! 

• The Bluffton commercial spot was looping on the Idea House TV(s}. 

• 26,101 click thru's to VisitBiuffton.org from Southernliving.com 

• Dedicated space in the Idea House was provided to display Bluffton visitor 
information. Visitors could enter to win a signed print by Bluffton Artist Amiri 
Farris from late June through mid-December. 

• A full page ad and Sponsor listing were included in the room by room resource 
guide distributed to visitors as they enter the Idea House. 

• Visitor numbers for the Idea House 
• 13,700 visitors to the Idea House bluffton 
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Spring 2015 - SCPRT Co-Op Banner Ads 
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Bluffton Vibe Blog 
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Southern Living Weddings 
campaign highlights 

The Southern Living Weddings campaign is centered around increasing the 
awareness of Bluffton as a premier wedding destination. 

• Banner ad featured on the weddings section of Southernliving.com 

• Almost 4,000 pageviews to the weddings landing page on VisitBiuffton.org 
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Southern Living weddings banners 
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VisitBiuffton.org weddings 
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Southern Living Resource Guide Ad 
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RESTAURANTS & DINING IN BlUfFTON res 

•

. ' 1 .1 1 t4..1 'H . 
. 

I • ---

bluffton 
HEART OF T H E LOWCOUNTRY 

~-~--:..;;;;.~ .................... 



VisitBiuffton.org 
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VisitBiuffton .org 
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Bluffron Sre & Do Htadlinr 

Di>rol'rl Bluffron, HtmT ofzhr Lon·rowm1 
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