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Purpose
To share useful strategies to get 
your voters to approve financial 
referendums

• All districts, no matter what the size
• Any type of financial referendum

• Bond referendum
• Capital Improvement Sales and 

Use Tax



Background
November 2008 - Horry County voters approved the Education Capital Improvement Sales 
and Use Sales Tax (“Penny Sales Tax”)

• Reduced the millage levied on behalf of the school district for debt service
• Provided a revenue stream to help pay for growth 
• Funded capital improvements for public schools and the county’s two institutions of 

higher education 
• Collected over $900 million, with 80% of that amount going to Horry County 

Schools. 
• Would sunset in March 2024



Background continued
Horry County Board of Education ordered a referendum in the November 2022 
elections to reimpose the tax for an additional 15 years. 

• Expected to generate over $1.9 billion in revenue over its 15 years
• Horry County Schools would receive roughly $1.55 billion



Legal Requirements

• South Carolina Code § 8-13-1346(C) - prohibits the use of public resources to 
influence the outcome of an election or ballot measure; informational 
materials concerning a ballot measure.



Legal Requirements continued
Under state law, school district 
employees and elected officials can only 
educate the voters on a ballot question 
and cannot advocate one way or the 
other.

Information provided must not be an 
attempt to convince voters to take a 
particular action, but rather it must be a 
balanced presentation of the facts such 
as the publication’s style, tenor, and 
timing. 



So now what?

1. Who was our target audience?
2. How could we campaign while following the law?
3. Who did we need to collaborate with?
4. What information did our audience need?
5. How were we going to get our information out?



Who was our target audience?
Horry County voters

Challenge:
● The influx of new residents since the original passage in 2008
● Need to explain to new residents that if this was passed again, nothing 

would change -- it would just maintain what is already in place
● Prove to be good steward of tax dollars Population

2008: 260,609
2021: 365,579



How could we campaign while following the law?

Met with outside legal 
counsel to make sure 
we were following the 
law 



Who did we need to collaborate with?
Board of Education
Superintendent
Superintendent’s Cabinet

We wanted to ensure our 
campaign met all expectations 
and remained within legal 
parameters 



Who did we need to collaborate with?

Coastal Carolina University

Horry Georgetown Technical College

We wanted to ensure our messaging 
was similar and cohesive so as not to 
confuse voters. 

We wanted to ensure that voters knew 
it was one tax and not multiple taxes 
from multiple educational institutions. 



What information did our audience need?
• FAQ in layperson’s terms
• Pictures and budgets of past 

capital projects that the tax 
allowed HCS to complete



How were we going to get our information out?
Website



How were we going to get our information out?
Tri-fold flyers:

All schools’ front 
lobbies
District office front 
lobby
Board of Education 
meetings
Speaking 
engagements
Chamber meetings 
Commerce Legislative 
Luncheon



How were we going to get our information out?

Business Cards



How were we going to get our information out?
Emails to 
stakeholders



How were we going to get our information out?

Interviews and 
press releases

Presentations to 
local county groups

HCS representatives 
spoke at 23 local civic 
organizations and events 
in the month preceding 
the vote



The results!



Questions?


