
Pawleys Island 
A-tax Advisory Committee Meeting 
Tuesday, April 16, 2024, at 9:30 a.m. 

PI Town Hall 

Board Member Attendees:
Robert Levine (Chair) ____ Betsy Altman ____  Will Dieter ____ Sassy Henry ____ 
Mary Nash _____ Corinne Taylor ____ Eddie Wilder _____

Town of Pawleys Island Attendees:
Mayor Brian Henry ____ Daniel Newquist ____ 

Georgetown County Chamber of Commerce Attendees:
Beth Stedman _____ Mark Stevens _____ Clayton Stairs ______

Media in 
attendance:_____________________________________________________

AGENDA
I. Call to order
II. Statement of compliance with FOIA
III. Motion to approve agenda
IV. Motion to approve minutes
V.  Tourism Reports 

a) Social Media Report (Pineapple PR) 
b) Digital Report (Madden Media  
c) Tourism Report (Chamber)

VI.Old Business
VII. New Business
VIII. Adjournment



MINUTES


Town of Pawleys Island


Accommodations Tax Advisory Committee


November 21, 2023, at 9:30 a.m.


Pawleys Island Town Hall


In attendance:


Pawleys Island A-tax Advisory Committee members: Robert Levine (chair), Betsy Altman, Mary Nash, 
Will Dieter, Eddie Wilder, Sassy Henry, and Corinne Taylor (on phone)


Chamber staff: Chamber CEO Beth Stedman, Director of Tourism Development Mark Stevens and 
Tourism Manager Clayton Stairs


Media: Charles Swenson (Coastal Observer)


Town of Pawleys Island attendees: Town Clerk Daniel O’Hara


Presenters: Kat Harris and Julianna Nadel with Pineapple Public Relations, and Lauren Hartog and Nicole 
McElroy with Madden Media


The meeting was called to order by Robert Levine at 9:30 a.m. A quorum was present. Levine made the 
statement of FOIA compliance.


Eddie Wilder made a motion to approve the agenda for this meeting and the minutes from the last 
meeting. Sassie Henry seconded the motion. All in favor. Motion passed.


Mark Stevens led the overview of tourism reports. Kat Harris with Pineapple Public Relations presented 
the Social Media Report, saying that the numbers for October 2023 were slightly down but are still above 
the industry standard. She said a successful post last year in October skewed the numbers for this year. 
She said the year-to-date numbers look good with total engagements on Facebook at almost 250,000 
and total impressions at almost 5 million. There were also 17,600 total followers on Instagram. She said 
that paid social media is showing almost 4,000 engagements and more than 21,000 paid impressions. 


Julianna Nadel gave the Email Marketing Report saying that the Only Pawleys October eNewsletter 
included the following stories: Mobi-Mat on Pawleys, Pup-friendly vacation, and 30th Turtle Strut Run. 
She said that the open rate was down 15.5 percent, and the click rate was down 14.2 percent. There 
were some issues with the emails bouncing back, she said. They also had only one new subscriber in 
October so moving forward, they will receive Guest Quest leads which will increase the number of 
subscribers.


Lauren Hartog with Madden Media presented the Digital/Website Report for Only Pawleys, saying that in 
October 2023, there were almost 13,000 users and almost 15,000 sessions with a 33.5 percent 
engagement rate for paid advertising and a 66.3% engagement rate for organic traffic. 


She said the Facebook engagement rate surpassed the industry standard, which shows very active 
followers that comment and share posts. The top post on Facebook reached more than 21,000 
engagements, she said. Organic social media year-to-date showed 40,000 page likes on Facebook and 



17,000 total follows on Instagram, she said. A Facebook campaign with the slogan, “It’s time to relax and 
reconnect,” was 298 percent above the benchmark, she said.


Daniel O’Hara, town clerk, reported that there were no requests for Pawleys Island Accommodations 
funding. The deadline for requests was Sept. 8, 2023. He said the board would need to vote to allow the 
town to use the funds that totaled $328,000. The funds would be used for town administration, utilities, 
police salaries, police insurance, telephone, internet, trash removal, and the municipal court judge, he 
said. Will Dieter made a motion to approve the use of the funds. Betsy Altman seconded the motion. All 
in favor. Motion passed.


Beth Stedman presented the 2024 Marketing Budget. Robert Levine made a motion to approve the 2024 
Marketing Budget. Mary Nash seconded the motion. All in favor. Motion passed.


There was no old business, but under new business, Stedman said the board needed to set dates for the 
2024 meetings. Dates were set as: March 12 (later changed to April 16), May 14, Sept. 24, and Nov. 19. 
All meetings would be held at Town Hall at 9:30 a.m. Altman made a motion to approve those dates. 
Levine seconded the motion. All in favor. Motion passed.


The meeting was adjourned at 10:26 a.m. 
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Q1 Social Media and Email Marketing Report
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PINEAPPLE PUBLIC RELATIONS

Social Media Result Highlights: Jan – Mar 2024
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Q1 2024: Social Media Results

Facebook Results (Jan 1, 2024-March 31, 2024)
● Fans: 40,708 (+1%)
● Impressions: 877,823 (+37%)
● Engagements: 58,431 (+37%)
● Engagement Rate: 7% (+22%)

○ Industry avg. 0.27%
● Clicks: 18,068 (+80%)

Instagram Results (Jan 1, 2024-March 31, 2024)
● Fans: 18,216 (+1%)
● Impressions: 227,003 (-19%)*
● Profile Visits: 2,215 (+5%)
● Engagement Rate: 10% (+0%)

○ Industry avg. 0.98%

PINEAPPLE PUBLIC RELATIONS

Q1 2024 Social Media Wins

● FB’s top post reach more than 3K organic engagements
● IG's top post surpassed 12K impressions

Only Pawleys
Social Media and 
Email Marketing 

Strategy

* IG impressions have risen since 
implementing boosted posts -
but are still slightly down 
compared to the previous year, 
incorporating more Reels should 
correct this



Q1 2024: Top Facebook Posts

PINEAPPLE PUBLIC RELATIONS

Social Media Win

The avg. engagement rate for a 
Facebook business page is 0.27%. 

Pawleys Island’s engagement 
rate  of 6.7% surpasses the 

industry average. 
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Q1 2024: Top Instagram Posts

PINEAPPLE PUBLIC RELATIONS

Social Media Win

Pawleys top post received over 12,000 impressions!
Only Pawleys

Social Media and 
Email Marketing 

Strategy

Reach: 10,767
Likes: 2,300
Comments: 7

Shares: 33
Saves: 49

Reach: 7,864
Likes: 1,330

Comments: 1
Shares: 6
Saves: 22

Reach: 8,706
Likes: 1.353

Comments: 8
Shares: 114
Saves: 37



Q1 2024: Social Ad Results

PINEAPPLE PUBLIC RELATIONS

Social Media Advertising Results

● Total Boosted Post Campaigns: 4
● Goals: Increasing Destination Awareness Post 

Engagements, and Reach
● Total Boosted Engagements: 7,055

○ Avg. CPE: $0.03
● Total Impressions: 48,024
● Total Reach: 32,287

Targeted Audiences 

● Major Cities in the Southeast 
○ ex. Atlanta, Charlotte, Raleigh, Columbia, 

Greenville, Knoxville, Richmond, Jacksonville

● Major Cities on I-95 
○ ex. New York, Washington DC, Boston, 

Philadelphia, Baltimore

● Cities with Direct Flights to Myrtle Beach Int. Airport
○ ex. Chicago, Houston, OrlandoOnly Pawleys

Social Media and 
Email Marketing 

Strategy



Email Marketing

PINEAPPLE PUBLIC RELATIONS





PAWLEYS ISLAND
January - March 2024



Hammock Coast, SC / Monthly Board Report

Let’s take a peek at the performance. 
(numbers excite us!)



JAN - MARCH
PERFORMANCE

PAID

21,556
Users

23,273
Sessions

8,939
Engaged 
Sessions 

38.4%
Engagement

Rate 

TOTAL

Sessions

 TOTAL

Users

ORGANIC/DIRECT

5,180
Users

6,001
Sessions

4,416
Engaged 
Sessions 

75.59%
Engagement

Rate

Top Organic Pages
Stay

History
Getting Here 
Homepage 

Press Release: Pawleys 
One of the Best Beaches

Top Cities
Atlanta
Raleigh

Charlotte
Ashburn
New York

Murrells Inlet



JAN - MARCH
PERFORMANCE

TOTAL

Clicks

 TOTAL

Impressions



MARCH
PERFORMANCE

META 
PROSPECTING

135,859
Impressions

5,220
Clicks

3.84%
CTR

GOOGLE SEM

17,784
Impressions

2,449
Clicks

13.77%
CTR

META 
REMARKETING

111,218
Impressions

3,860
Clicks

3.47%
CTR



Google SEM
Madden | Media Performance

Campaign launched on 1/1

YTD PERFORMANCE: 6,790 CLICKS
GOAL: 18,750 CLICKS

6,790 Clicks

13.26% CTR

Top Ad Groups: Events

Top Keywords:
1. Pawleys Island
2. Things to do in Pawleys Island
3. Caledonia golf & fish club
4. Pawleys Island Golf Courses
5. True Blue Golf
6.  Best Pawleys island restaurants 
7.  Pawleys island golf 
8. Pawleys island realty 
9. Pawleys island rentals 
10. Pawleys island restaurants 

The campaign delivers a 81% engagement rate, driving highly engaged 
traffic to the website. There were over 2,000 conversions for visiting 2+ 
pages per session.

Top Geos: Charleston, Florence/Myrtle, Charlotte, Greenville, New York, 
Philadelphia, Atlanta, Raleigh, Washington DC, Boston.               
Philadelphia delivers the highest CTR

BENCHMARK: 4.68%
2.8X ABOVE THE BENCHMARK

(JAN-MARCH)



Meta - Prospecting

10,025 Link Clicks

4.03% Link CTR

248,934 Impressions

Top Geos:
1. Greenville 
2. Columbia 
3. Charlotte  
4. Atlanta 
5. Greensboro 
6. Raleigh 
7. Charleston 
8. Myrtle Beach 
9. Philadelphia
10. Knoxville

Flight 1 is February - May driving traffic to the 
Generations Story. 

The Generations Story was the second top visited 
page on the website with the Meta campaign 
delivering 99% of views to the page. Views to the 
page increased from 12 in Q4 2023 to over 9,700 in 
Q1 2024. 

BENCHMARK: 0.90%
347% ABOVE THE BENCHMARK

Madden | Media Performance
Campaign launched on 2/5

YTD PERFORMANCE: 10,025 CLICKS
GOAL: 11,429  CLICKS

(JAN-MARCH)



Meta - Remarketing

7,646 Link Clicks

3.46% Link CTR

221,041 Impressions

Top Geos:
1. Greenville 
2. Charlotte 
3. Myrtle Beach
4. Charleston 
5. Raleigh 
6. Greensboro 
7. Washington DC 
8. Philadelphia 
9. Roanoke
10. Columbia 

The remarketing campaign seeks to re-engage 
previous website visitors by driving traffic to the 
Explore page. 

The Explore page was the third top visited page on 
the website with the Meta campaign delivering 90% 
of views to the page. Views to the page increased 
17% from  Q4 2023 to Q1 2024. 

BENCHMARK: 0.90%
284% ABOVE THE BENCHMARK

Madden | Media Performance
Campaign launched on 2/7

YTD PERFORMANCE: 7,646 CLICKS
GOAL: 5,425 CLICKS

(JAN-MARCH)



Hammock Coast, SC / Monthly Board Report

THANK YOU


