
Pawleys Island 
A-tax Advisory Committee Meeting 

Tuesday, April 15, 2025,  
at 9:30 a.m. 
PI Town Hall 

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

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

Georgetown County Chamber of Commerce Attendees:
Beth Stedman _____ Mark A. 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


Nov. 19, 2024, 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 Kathy Besse 


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


Media: Charles Swenson (Coastal Observer)


Town of Pawleys Island attendees: Town Administrator Daniel Newquist, Town Clerk Corey Higdon


The meeting was called to order by Robert Levine at 9:31 a.m. A quorum was present. Levine made the 
statement of FOIA compliance. Eddie Wilder made a motion to approve the minutes. Betsy Altman 
seconded. All in favor. Motion passed. Wilder made a motion to approve the agenda. Will Dieter 
seconded. All in favor. Motion passed. 


Daniel Newquist presented the Accommodations Tax funding request report, stating that there is a 
balance of $315,555 in Accommodations Tax funds available for tourism agencies. However, there were 
no requests for the funds after adequate public notice. He said the Town of Pawleys Island is therefore 
eligible to use those funds for general purposes, including administration, law enforcement, staff, 
maintenance of Town Hall, etc. After some discussion, Altman made a motion to allow the Town to use 
the funds for general purposes. Dieter seconded the motion, saying it would be good to see a list of 
things the town does with the money. All in favor. Motion passed.


Mark Stevens presented the budget for 2024-2025, saying it is similar to last year’s, with a few changes, 
including a few different magazines added for print advertising. They are Southern Lady, Taste of the 
South, and Virginia Living. The budget also included funding for a video through Our State magazine. The 
magazine staff shoots it, promotes on its digital platform, and Pawleys Island has access to it and can put 
it on the Only Pawleys website, he said. The video would be 5-6 minutes long. The Pawleys website does 
not have any video, and this would be a good marketing opportunity with Our State, plus the video can 
be used on the Only Pawleys website. (The Hammock Coast will pay for half the production.)


Stevens said the budget is $180,000, the same as last year. He said up to $30,000 will carry over next 
year. Dieter made a motion to accept the budget as presented. Levine seconded the motion. All in favor. 
Motion passed. There was no old business, but under new business, the committee set the calendar 
based on Stevens’ recommendations. The dates for upcoming meetings will be April 15, August 26, and a 
budget meeting in November before Thanksgiving. Altman made a motion to accept the dates agreed to 
for upcoming meetings. Dieter seconded the motion. All in favor. Motion passed.


The meeting adjourned at 9:58 a.m. 



Social Media and Email
Marketing Report

Only Pawleys

March 2025



Social Media Marketing



Social Media Overview
Organic Social

● Continued to gather content, scheduled posts 
across platforms and monitored Pawleys Island’s 
social pages

Only Pawleys
Social & Email 

Report PINEAPPLE PUBLIC RELATIONS



YoY Organic Social Media

PINEAPPLE PUBLIC RELATIONS

Facebook 

● Followers: 40,690 vs. 41,094 +0.99%
● Engagement Rate: 6% vs. 6.6% +10%
● Total Engagements:  22,929 vs. 38,801 +69%
● Total Impressions: 384,672 vs. 478,982 +24%
● Total Clicks: 8,849 vs. 10,052 +13%

Instagram 
● Comments Received: 46 vs. 58 +26%
● Likes Received: 7,492 vs. 6,343 –15%
● Total Impressions: 88,743 vs. 78,323 –11%
● Total Content Interactions: 9,219 vs. 7,821 –15%
**There has been a slight dip in Instagram analytics due to a lower quantity of posts 
being shared, along with an ever-changing algorithm Y/Y. 

** As we’ve seen, the many changes to Instagram over the years have resulted in the 
need to pivot strategies faster than ever. Industry standard charts showcase that 
Instagram’s average engagement rate has dropped consistently since 2019. As the 
algorithm is constantly changing, what Instagram pushes toward its audience is 
continuing to evolve as well. Instagram is not pushing the same level of engagement 
that they did in the past, creating slight dips in numbers as the app evolves.

Only Pawleys
Social & Email 

Report



Social Wins + Top Posts

PINEAPPLE PUBLIC RELATIONS

Social Media Wins

● Engagement Rate
• Facebook's engagement rate of 6.63% 

surpassed the industry avg. of 0.27%
• Instagram’s engagement rate of 

9.9% surpassed industry avg. of 0.98%

● Engagement
• IG’s top post received over 10K views.
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Social & Email 

Report

10.6K views 6.6K views 4.4K views



MoM Organic Social Media

PINEAPPLE PUBLIC RELATIONS

Facebook  (February 2025 vs. March 2025)

● Followers: 40,993 vs. 41,094  +0.24%
● Total Engagements: 19,498 vs. 31,801 +63%
● Total Impressions: 265,282 vs. 478,982 +80%
● Total Clicks: 4,776 vs. 10,052 +110%
● Engagement Rate: 7.34% vs. 6.63% -9%
**There has been a slight drop in engagement rate, possibly due to content that isn't 
engaging with the audience as highly as February's content. To resolve this we will 
revisit our content from February to evaluate. 

Instagram (January 2025 vs. February 2025)

● Total Followers: 18,648 vs. 18,712 +0.34%
● Likes Received: 5,085 vs. 6,343 +24%
● Comments Received: 27 vs. 58 +114%
● Total Content Interactions: 6,325 vs. 7,821 +23%
● Total Impressions: 57,021 vs. 78,323 +37%

Only Pawleys
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Organic Social Demographics

PINEAPPLE PUBLIC RELATIONS

Facebook Demographics Instagram Demographics
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Organic Social Media: YTD
Facebook (January 1, 2025 to March 31, 2025)

● Total Followers: 41,094
● Engagement Rate: 6.63%
● Total Engagements: 62,420
● Total Impressions: 992,305
● Total Clicks: 15,177

Only Pawleys
Social & Email 
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Paid Social Media

Only Pawleys
Social & Email 

Report PINEAPPLE PUBLIC RELATIONS

For the month of March, Pawleys Island shared 2 
boosted posts campaigns across Facebook and 
Instagram. All ads performed well above industry 
standards.

Facebook & Instagram:
• Total Campaigns: 2
• Total Engagements: 3,293
• Avg. Cost-Per-Engagement: $0.03
• (Industry Avg. $0.63) 
• Total Paid Impressions: 17,573



Social Key Takeaways
Moving Forward

● With Facebook and Instagram’s changing 
algorithms, which favor video, we will continue to 
search for what preforms best while implementing 
these strategies to increase our analytics.

● We will also focus on adding in more content of 
beautiful ocean views, summer activities as we get 
closer to May, local restaurants, shops on the 
mainland, itineraries, and more carousel posts.

Only Pawleys
Social & Email 
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Email Marketing



Email Overview

PINEAPPLE PUBLIC RELATIONS

Strategy
• Wrote and deployed March newsletter in Robly
• Updated subscriber list based on AAA and Guest Quest email leads
• Prepared monthly report
• Continued to check-in on welcome email

Campaign Information
• Subject Line: Discover Pawleys Island's Hidden Gems this March 

• Delivered to: 10,618 contacts during the first send and 8,036 on 
the second. 

Monthly Themes
• Charming Coastal Stay
• Caledonia competes for best public course
• Pawley's local staple
• Creekside Retreat
• Beach Cam
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Campaign Results

PINEAPPLE PUBLIC RELATIONS

Month over Month Comparison (February vs. March)
- Open Rate: 30.66% vs. 43.51% +42%
- Avg. Delivery: 98.97% vs. 99.2% +0.2%
- Click Rate: 11.37% vs. 10.06% -11%

○ There is a slight decrease in the click rate, which could be 
attributed to less engaging topics or an increase in email 
opens. While more people are opening the emails, the 
number of clicks has not kept pace, leading to a small 
decline in the click rate.

- Opt-Outs: 39 vs. 54 +38%
○ There was a slight increase in opt-outs. This could be due to 

the open rate being higher. 
- Avg. Bounce Rate: 0.01%

○ Hard Bounces: 2
○ Soft Bounces: 153

Subscriber Increase:
+346 subscribers have been added before the March newsletter was 
sent.

Top 2 Featured Links:
- Beach Cam: 117 clicks
- Pawleys Pier: 81 clicks

Only Pawleys
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Campaign Results

PINEAPPLE PUBLIC RELATIONS

Only Pawleys
Social & Email 

Report

These statistics are from the first deployment (send) of the Only 
Pawleys newsletter. RoblyAI, a tool that staggers the send of 
the newsletter over a 24 hour window to ensure optimal 
engagement, was active for this send. It increased newsletter 
open rates by 3.79%. It can only be used the first time you send 
an email.



Campaign Results: Second Send

PINEAPPLE PUBLIC RELATIONS
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These statistics are from the second deployment of the OnlyPawleys newsletter. This second send 
targeted people who did not open the newsletter the first time, utilizing a tool called OpenGen.



Welcome Email - Updates
● The welcome email has been active since December of 2023.
● The sections include:

○ Explore Pawleys, Book Your Stay, Play, and Dine.
● This email has been sent to 8,343 subscribers thus far.

Only Pawleys
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MONTHLY MEDIA REPORT: March 2025

Presented to



WEBSITE PERFORMANCE



Hammock Coast, SC / Monthly Board Report

WEBSITE OVERVIEW
Insights:
● The month of March included the 

first full month of the fiscal year with 
Meta Prospecting, Meta Remarketing 
and Google Prospecting running.

● In March, there were over 19,000 
sessions with Paid Media delivering 
78% of traffic to the website. 

February Traffic Sources
● Paid Media: 78% 

○ This is an improvement from 
Paid Media delivering 23% of 
sessions to the website in 
January with the launch of 
Paid Social and Display

● Organic Search: 14% 
● Direct Traffic: 8% 

NOTE: % Change represents Y/Y movement.



TOP PAGES & CITIES

NOTE: % Change represents Y/Y movement.

Insights:

The top pages are the homepage, 
generations page and the exciting 
activities page. 

Atlanta, Raleigh and Charlotte are 
the top markets. 



FY ORGANIC SEARCH

NOTE: % Change represents Y/Y movement.



Hammock Coast, SC / Monthly Board Report

JAN - SEP
PERFORMANCE

TOTAL

Clicks

 TOTAL

Impressions

PAID MEDIA PERFORMANCE



GOOGLE SEM
Insights: 
● Keyword optimizations led to an improve in the CTR MoM.
● The things to do ad group delivers the highest CTR, performing 

50% above the Madden benchmark. 




