
TOWN COUNCIL 

STAFF REPORT 
Finance & Administration Department 
 

 

 

MEETING DATE: June 8, 2021 

PROJECT: 
Formal Items:  Consideration of Accommodations Tax Advisory Committee 
Funding Recommendations for Quarter Ending March 31, 2021. 

PROJECT MANAGER: Natalie Majorkiewicz, CGFO, Treasury Manager 

RECOMMENDATION:   

In accordance with the grant process, the Accommodations Tax Advisory Committee (ATAC) held a 
meeting on May 18, 2021 to review the budget and marketing plan (MP) in accordance with the DMO 
contract and quarterly grant applications.  The committee has made the following grant award 
recommendations for Town Council’s consideration: 

BACKGROUND/DISCUSSION:   

Funds Currently Available for Distribution: 

Total State and Local Accommodations Tax funds currently available for distribution are $1,488,053 as 

outlined in the following chart: 

State ATAX  Local ATAX  

Remaining from Previous Qtr. $ 169,432 Remaining from Previous Qtr. $ 1,106,744 

3rd Quarter Revenue 131,863 3rd Quarter Revenue 282,946 

First $25k to General Fund* N/A 51% to Town of Bluffton CIP (131,315) 

5% to General Fund (6,593) Disaster Recovery Designation (2,829) 

30% to DMO (39,559) 8% to DMO (22,636) 

Total State ATAX Funds Remaining 
for Distribution $ 255,143 

Total Local ATAX Funds Remaining 
for Distribution $ 1,232,910 

 * First $25k taken in 1st Quarter of Fiscal Year and Not Applicable to the remaining quarters. 

Requesting Organization 
Amount 

Requested 
Amount 

Recommended 

Hilton Head Island-Bluffton Chamber of Commerce (DMO):   
     FY2022 Budget and Marketing Plan (MP) $ 230,000 

 
$ 230,000 

Bluffton MLK Observance Committee:   
     Bluffton Juneteenth Celebration  27,500 27,500 

Historic Bluffton Foundation (HBF):   
     Welcome Center at the Heyward House 169,000 169,000 

Society of Bluffton Artists (SoBA):   
     Promoting the Arts in the Lowcountry and Beyond 18,200 18,200 

Total for the Quarter $ 444,700 $ 444,700 
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When comparing the State and Local Accommodations Tax collections for the quarter ending March 
2021 to the same quarter of last year, revenues are up $221,372 or 114%.  This is largely due to the 
payment deadline extension to June 14, 2020 for tax periods due the 20th of March and April 2020.  
 
Funds Requested for Distribution: 
 
 Designated Marketing Organization Budget and Marketing Plan for FY2022. 

 

 As part of contract 2019-33 that began on July 1, 2019, the Hilton Head Island-Bluffton Chamber 
of Commerce proposed a fiscal year 2022 budget of $230,000 for the Town of Bluffton. 

 S.C. Code of Laws Sec. 6-4-10-(3) requires the Town’s DMO to manage and direct 30% of the 
balance of State accommodations tax funds.   

 Per Town of Bluffton Code of Ordinances, Sec. 24-26(b), “the Town may set aside an amount not 
to exceed eight percent (8%) of Local Accommodations Tax revenue for the Designated 
Marketing Organization.”    

 FY2022 will be the third year of the up to three-year term of the contract. 
 
Below is a comparison between the FY2021 original and revised with the FY2022 proposed budget: 
 

Bluffton Marketing Strategies and Programs 

FY2021 
Original 

 

FY2021 
Amended 

 

FY2022 
Proposed 

 

% Increase/ 
(Decrease) 

SEO/Social Media (Organic): $ 15,000 $ 15,000 $ 18,900 26% 

Digital Promotions: 20,150 31,600 45,000 42% 

Media Management & Reporting: - - 5,265 N/A 

Website & Campaign Maintenance: 7,500 26,000 14,310 (45%) 
Bluffton Insiders (enews): - - 4,860 N/A 

Bluffton Vacation Planner: - 32,000 22,500 (30%) 

Regional Vacation Planner: - 12,000 12,165 1% 

Group Tour: - - 900 N/A 

Collateral and Fulfillment: 4,300 - - N/A 

Photography/Videography: - - 12,000 0% 

Cooperative Partnership: - 2,000 - (100%) 

Budgeted Research Programs: 2,250 10,000 4,500 (55%) 

Contingency: - 10,000 4,500 (55%) 

Destination Marketing Operations & Management: 32,800 81,400 85,100 5% 

Total: $ 82,000 $ 220,000 $ 230,000 5% 

 
The committee voted to recommend the Hilton Head Island-Bluffton Chamber of Commerce’s Town of 

Bluffton DMO budget and marketing plan for FY2022. 

 
 Bluffton MLK Observation Committee requested $27,500 to support advertising and promotion of 

tourism, facilities for civic and cultural events, municipality services, and tourist transportation for 
Bluffton Juneteenth Celebration, with ATAC recommending $27,500. 
 

 This event is scheduled to be held June 19 & 20, 2021 at the Burnt Church Distillery. 

 The project is aiming to bring overnight guests to the event with the additional day added.   

 Eligible “tourism-related expenditures” include:  
o “Advertising and promotion of tourism” is budgeted at $20,500. 
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o “Facilities for cultural events” is budgeted at $5,000 for stage and tent rentals. 
o “Municipality services” is budgeted at $7,500 with sanitation based upon % of tourist 

attendance. 
o “Tourist transportation” is budgeted at $3,500 and is based upon % of tourist attendance. 

 
The committee voted to recommend a total award of $27,500 presented in the chart below: 
 

Bluffton Juneteenth Celebration Total Budget  
Recommended ATAX Grant  

(50% of project budget) 

Advertising and Promotion of Tourism: $ 20,500  $ 16,200 

Facilities for Civic & Cultural Events: 5,000  5,000 

Municipality Services: 7,500  4,900 

Tourist Transportation: 3,500  1,400 

Project Expenses: 19,000  N/A 

Total $ 55,500  $ 27,500 

 N/A – Not Applicable 

 
 Historic Bluffton Foundation (HBF) requested $169,000 to support the Welcome Center at the 

Heyward House. 
 

 The Heyward House serves as the Town of Bluffton’s official Welcome (Visitors) Center. 

 The request of $169,000 is approximately 82% of the Welcome Center’s budget and 65% of the 
entire HBF budget.   

 This year’s request is $21,000 or 11% less than last year’s annual request of $190,000.  

 Total visitors projected for FY2021 is expected to reach 10,000 with visitor numbers slowly 
rebounding due to the COVID-19.  In FY2020, the Heyward House served 10,632 visitors with 
approximately 82% of those being from out of town.     

 
Below is a comparison of the Welcome Center’s FY2021 and FY2022 budgets: 
 

Bluffton Welcome 
Center 

FY2021 
Total 

Budget 

FY2021 
ATAX 

Award 

FY2022 
Total 

Budget 

FY2022 
Recommended 

ATAX Award 
82% 

% Increase/ 
(Decrease) 

in ATAX 
Awards 

Salaries and Benefits: $ 123,000  $ 109,010  $ 130,000  $ 107,000  (2%) 

Mortgage, Insurance & 
Utility Costs: 

30,340 30,340 26,000 21,500 (29%) 

Events/Programs: 2,400 2,400*  3,000 3,000*  25% 

Advert. & Marketing: 4,500 4,500*  4,000 4,000*  (11%) 

Equipment Upgrades: 3,690 3,690  4,000 3,500  (5%) 

Contract Services: 27,060 27,060  24,300 20,000  (26%) 

Other: 0 0  5,950 0  N/A 

Capital Improvements: 13,000 13,000 10,000 13,000 (23%) 

Total $ 203,990  $ 190,000  $ 207,250  $ 169,000  (11%) 

 * Notes items funded at 100% while others are funded based on percentage of tourism. 
 N/A – Not Applicable 
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 Eligible “tourism-related expenditures” include:  
o “Advertising and promotion of tourism” is budgeted at $4,000 with details provided in 

the Marketing Plan found on page 13 if the application.  
o “Arts & Cultural Events” is budgeted at $3,000 for tours and events but is dependent 

upon COVID-19 impact and duration. 
o “Operating Visitor Information Center” remaining amount requested is $162,000 and 

qualifies per SC Revenue Ruling #98-22, “expenditures that will qualify under this 
category are any monies spent to operate and maintain centers whose primary purpose 
is to provide information, brochures, and other services to tourist.” 
 Operating Expenses of $152,000 include personnel, mortgage and utilities, 

equipment upgrades and contract services for the Heyward House. 
 Capital Improvements of up to $10,000 include: 

 Shutters and dormers: $9,000 

 Exterior rotten soffits repairs:  $7,000 

 Tree and limb removal and mitigation:  $4,000 

 Windows and surround repair and replacement: $3,000 

 
The committee voted to recommend a total award of $169,000 presented in the chart below: 
 

Welcome Center at the Heyward House 

Total  
Welcome 

Center 
Budget 

 
Recommended ATAX Grant  

(approx. 82% of project budget) 

Advertising and Promotion of Tourism: $ 4,000  $4,000 

Arts & Cultural Events: 3,000  3,000 

Operating Visitor Information Center: 200,250  162,000 

Total $ 207,250  $169,000 

  
 
 Society of Bluffton Artists (SoBA) requested $18,200 in support of advertising and promotion of 

tourism for Promoting the Arts in the Lowcountry and Beyond with ATAC recommending $18,200. 
 

 There is an amended budget and request from the original included in the application that 
brought the budget from $40,500 to $36,400 and the request from $20,000 to $18,200. 

 The gallery/education center is located at 6 Church Street in Old Town Bluffton and is currently 
going through a rebranding process to update its logo. 

 Traditionally, SoBA has attracted and sold to over 60% of visitors and sales being tourists. 

 Eligible “tourism-related expenditures” include:  
o “Advertising and promotion of tourism” is budgeted at $36,400 for regional marketing, 

contract with Bragg Media for new website, social media, newsletters, etc., and 
promotional items to include print material for art classes and event.   

 
The committee voted to recommend a total award of $18,200 presented in the chart below: 
 

Promoting the Arts in the Lowcountry and 
Beyond 

Total Budget  
Recommended ATAX Grant  

(50% of project budget) 

Advertising and Promotion of Tourism: $ 36,400  $ 18,200 

Total $ 36,400  $ 18,200 
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ATTACHMENTS: 

1. Accommodations Tax Advisory Committee (ATAC) draft meeting minutes from May 18, 2021 

2. Resolution Approving FY2022 Budget and Marketing Plan 

3. DMO Contract 2019-33 between Hilton Head Island-Bluffton Chamber of Commerce and Town 

of Bluffton  

4. Hilton Head Island-Bluffton Chamber of Commerce:  FY2022 Budget and Marketing Plan 

5. Bluffton MLK Observance Committee:  Bluffton Juneteenth Celebration Grant Application 

6. Bluffton MLK Observance Committee:  Bluffton Juneteenth Celebration Staff Report 

7. Resolution Authorizing Amendment 3 to MOA 2017-69 

8. Memorandum of Agreement 2017-69 

9. Historic Bluffton Foundation:  Welcome Center at Heyward House Grant Application 

10. Historic Bluffton Foundation:  Welcome Center at Heyward House ATAC Staff Report and Scoring 

Sheet Summary 

11. Society of Bluffton Artists:  Promoting the Arts in the Lowcountry and Beyond Grant Application  

12. Society of Bluffton Artists:  Promoting the Arts in the Lowcountry and Beyond ATAC Staff Report 

and Scoring Sheet Summary 

13. ATAC Scoring Table Rating Matrix 

14. Previously Funded Grant Listing 

15. Council Motion Recommendations 
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ACCOMMODATIONS TAX ADVISORY COMMITTEE MEETING MINUTES 
MAY 18, 2021 

Vice Chair Jean Wilson called the meeting to order at 6:03p.m.  Other committee members present were 
Mike Tripka, Joe Kropiewnicki, Ellen Shumaker, Christy Parker, and Nathaniel Pringle. Committee member 
absent was Chair, Sam Britt.  Staff in attendance was as follows:  Natalie Majorkiewicz, Treasury Manager 
and Kristy Carge, Treasury Supervisor. 

Roll Call and Confirmation of Quorum 
Six committee members present, one absent, quorum met. 

Adoption of Agenda 
Vice Chairman moved to adopt the Agenda. 

Wilson motioned to adopt agenda as stated.  Shumaker seconded. The motion carried unanimously. 

Adoption Minutes:  

Vice Chairman moved to adopt the minutes.  

Wilson motioned to adopt minutes as stated.  Kropiewnicki seconded. The motion carried 

unanimously. 

New Business: 
Wilson reviewed the updated timeframe for the Hilton Head Symphony Orchestra’s event.  
Majorkiewicz discussed scheduling a workshop to assist with more organizations to apply for grant 
funds, possible updates, and reorganization to the ATAC application.  Dates for the workshop will be 
proposed and sent to the committee. 

Financial Report:  Natalie Majorkiewicz, Treasury Manager 
The total funds available for distributions are $1,488,053. When comparing the State and Local 
Accommodations Tax collections for the quarter ending March 2021 to the same quarter of last year, the 
revenues are up $221,372 or 114%.  There are 3 applicants for this quarter with $446,500 for requests. 

(DMO) Hilton Head Island - Bluffton Chamber of Commerce: Bluffton Marketing Plan 2021-22: 
Ariana Pernice, Vice President, Hilton Head Island – Bluffton Chamber of Commerce provided and 
overview.  Pernice reviewed the details and outcomes from the Path Forward Readiness Plan which was 
implemented during the 2020 COVID pandemic.  Moving forward to the new fiscal year the Key Areas of 
Interest were defined as well as who the marketing efforts are targeting.  Pernice explained that their 
website serves as a long-term platform for visitors who travel to the area.  The 2022 Strategies were 
outlined, and new initiatives include a Destination Website, an Explore Bluffton Video Series, and a 
dedicated Official Bluffton Vacation Planner.  The requested budget totals $230,000.00, which aligns 
with pre-pandemic efforts.  

Kropiewnicki motioned to approve.  Tripka seconded.  The motion carried unanimously.   



Attachment 1 

Bluffton MLK Observance Committee: Bluffton Juneteenth Celebration - $27,500: 
Katherine Louw, Director of Good, Watterson Brands and Jackie Brown, Secretary provided and 
overview.  Louw explained the MLK Observance Committee has hosted 6 previous Juneteenth 
Celebrations.   They believe they now have the opportunity to draw visitors from the entire region.  This 
event will host local Gullah vendors, food trucks, spoken word, dancing and music to help bring the 
community together.  Wilson asked when the advertising will start.  Louw explained the delay occurred 
as they were waiting on a piece of commissioned artwork to be completed by a local artist as part of the 
advertising.  Louw stated other advertising will be done via radio, television, and print ads.  Kropiewnicki 
asked if any digital marketing attempts will be done to reach visitors from outside the area.  Louw stated 
that form of advertising is still in development.  They have secured $7,000 out of the projected $10,000 
in community sponsorships. The Low Country Legacy Fund will cover any costs not paid by community 
sponsors.  A ticketed second event of Sunday Brunch with live entertainment has been added with the 
intention to increase overnight stays.  An option to collect tourist statistics is using a QR code at the 
entrance.  Parker suggested using USCB volunteers to assist with tracking the information should the QR 
codes not be available in time. 

Tripka motioned to grant $27,500 as presented in the Staff report. Kropiewnicki seconded.  The 
motion carried unanimously. 

Historic Bluffton Foundation: Welcome Center at the Heyward House – $169,000: 
Kelly Graham, Executive Director provided an overview.  Graham explained adjustments made to the 
Welcome Center in order to continue to operate during the pandemic with moving all the brochures and 
maps to the back porch of the Heyward House for visitors to obtain.  Graham also explained the 
advertising material, brochures, etc. are provided by local merchants and are not included in the 
advertising budget.  The material visitors are taking has increased since the doors were not open to the 
public.  Although the museum is closed for tours, the walking tours and grounds tours are still in 
operation and continue to grow in numbers.  The museum is set to reopen to the public in late June.  
Tours will be limited and will be reserved and paid for by telephone.  Graham stated the redesigned 
website has been brought “in house” for all updates and management.  The Bluffton film is also now 
available on the website and has had over 7,000 views.  The rental applications for Common Ground 
have also been moved to the website for ease of use.  Common Ground is averaging 3 rentals per 
month, generating previously uncaptured revenue.  The Historic Bluffton Foundation has received both 
rounds of the Federal PPE loans, assisting with salary coverage and overhead, not drawing from the 
previous ATAC grant.  Graham stated this has generated a surplus, therefore, this year’s request is 
$21,000 less than last year’s request.   Kropiewnicki asked if there would be a price increase for the use 
of Common Ground to continue the revenue stream.  Graham stated he doesn’t want to raise it too high 
but would not be opposed to it in the future.     

Wilson motioned to grant $169,000 as presented in the Staff Report.  Shumaker seconded.  The 
motion carried unanimously. 
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Society of Bluffton Artists: Promoting the Arts in the Lowcountry and Beyond - $18,200:  
Marie Burgeson, President and John Kenney, Treasurer of SoBA provided an overview.  Burgeson 
explained that Social Media is the largest draw for the organization, using videos and photographs 
multiple times per week.  Bragg Media is their marketing company, who promotes SoBA to the entire 
Southeast region.  A portion of this year’s request is for the creation of a new website, which is almost 
completed.  There are also rebranding efforts in play, including new signage.  Wilson asked for 
clarification on the rebranding.  Burgeson explained they will still be SoBA, but with a new, different look 
which will appear on their website, rack cards and signage.  She further explained the hopes are for the 
new website to enhance the draw to Bluffton while promoting the gallery.  Prior to the pandemic a 
guest book was kept, identifying where customers were from and showing over 75% were tourists.  The 
gallery is hoping to be able to bring the guest book back in the near future.  Artists and instructors come 
from out of town and sometimes out of country.  Therefore, SoBA has partnered with the old Town 
Bluffton Inn to provide lodging assistance.  Burgeson explained they were able to qualify for the Carolina 
Cares grants which has assisted in offsetting certain costs.   

Pringle motioned to grant $18,200 as presented in the Staff Report.  Kropiewnicki seconded.  The 
motion carried unanimously.   

Meeting adjourned at 7:20 p.m. 
Wilson motioned to approve.  Shumaker seconded.  The motion carried unanimously. 
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RESOLUTION 

A RESOLUTION OF THE TOWN OF BLUFFTON APPROVING THE HILTON HEAD 
ISLAND – BLUFFTON CHAMBER OF COMMERCE TO MANAGE AND DIRECT THE 

EXPENDITURE OF THE SPECIAL FUND OF THE TOWN OF BLUFFTON CONSISTING 
OF THIRTY PERCENT (30%) OF THE BALANCE OF STATE ACCOMMODATIONS TAX 

AND UP TO EIGHT PERCENT (8%) OF THE BALANCE OF LOCAL ACCOMMODATIONS 
TAX REVENUE TO BE USED ONLY FOR ADVERTISING AND PROMOTION OF 

TOURISM TO DEVELOP AND INCREASE TOURIST ATTENDANCE THROUGH THE 
GENERATION OF PUBLICITY AS OUTLINED IN THE FY2021 BUDGET AND 

MARKETING PLAN AND IN ACCORDANCE WITH CONTRACT 2019-33. 

WHEREAS, S.C. Code § 6-4-10 provides, in part, that the funds received by a 
municipality collecting more than fifty thousand dollars ($50,000) from the local 
accommodations tax must allocate thirty percent (30%) of the balance received as 
defined in said code section to a special fund to be used only for advertising and 
promotion of tourism to develop and increase tourist attendance through the 
generation of publicity; and 

WHEREAS, S.C. Code § 6-1-520 permits the Town to impose, by ordinance, a 
local accommodations tax, not to exceed three percent (3%), on the gross 
proceeds derived from the rental or charges for accommodations furnished to 
transients as provided in S.C. Code 1976 § 12-36-920(A); and 

WHEREAS, Town of Bluffton Code of Ordinances, Sec. 24-26(b) provides, in 
part, that an amount not to exceed eight percent (8%) of local accommodations tax 
may be set aside to a special fund to be used only for advertising and promotion of 
tourism to develop and increase tourist attendance through the generation of 
publicity; and 

WHEREAS, S.C. Code § 6-4-10 provides, in part, that the Town of Bluffton 
shall designate one or more organizations, such as a chamber of commerce, visitor 
and convention bureau, or regional tourism commission, which has an existing, 
ongoing tourist promotion program to manage and direct the expenditure of these 
tourism promotion funds; and 

WHEREAS, the Town of Bluffton awarded contract 2019-33 to the Hilton Head 
Island-Bluffton Chamber of Commerce as the Town of Bluffton’s Designated 
Marketing Organization that began on July 1, 2019 and shall continue for a period 
of up to three (3) years. 

NOW, THEREFORE, BE IT RESOLVED BY THE TOWN COUNCIL OF THE TOWN 
OF BLUFFTON, SOUTH CAROLINA, AS FOLLOWS: 

 The Hilton Head Island – Bluffton Chamber of Commerce continue as the 
Designated Marketing Organization (DMO) to manage and direct the 
expenditures of the special fund for FY2022; and 
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 In accordance with South Carolina state law, the DMO has submitted for 
approval an annual budget of planned expenditures by April 1st for FY2022. 

 For FY 2022, Thirty percent (30%) of the balance of state accommodation 
tax as designated by Section 6-4-10(3) of the South Carolina Code of Laws, 
1976 as amended be allocated to the special fund; and 

 For FY 2022, an amount of eight percent (8%) of local accommodations tax 
be allocated to the special fund; and 

 Immediately upon receipt to the special fund on a quarterly basis, the Town 
shall distribute the tourism promotion funds to the DMO; and 

 The DMO shall render to the Town an accounting of all FY2022 expenditures 
by no later than November 1, 2022. 

THIS RESOLUTION SHALL TAKE FULL FORCE AND EFFECT ON JULY 1, 2021. 

SIGNED, SEALED AND DELIVERED AS OF THIS 8th DAY OF JUNE 2021. 

_______________________ 
Lisa Sulka, Mayor 
Town of Bluffton, South Carolina  

ATTEST: 

__________________________ 
Kimberly Chapman, Town Clerk 
Town of Bluffton, South Carolina 
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Year in Review
Awards & Mentions

Montage Palmetto Bluff named among
“Best Places to Travel in May”

The Cottage named in the “Eat” category for one of the
“Greatest Travel Spots” by South Magazine

Montage Palmetto Bluff named among Travel + Leisure World’s 
Best Awards “The Top 15 Resort Hotels in the South”

Montage Palmetto Bluff was a featured destination
for future travel and as a spot in “Best Weekend Road Trips”

in Travel + Leisure

Montage Palmetto Bluff receives Forbes
Travel Guide’s 5-Star Award

Bluffton is listed as among
“20 Small Towns that Leave an Impression” in Country Living

Montage Palmetto Bluff is named to Condé Nast Traveler’s World 
Gold List one of only 17 resorts in the U.S.

Montage Palmetto Bluff named among Condé Nast Traveler’s 
Reader’s Choice Awards “Best Resorts in the South”
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In 2020, we built on 2019’s launch success by focusing on increasing impressions for 
brand awareness and follower growth, as well as fostering engagement among our 
audience. We found natural beauty photography outperforms any other kind of content, 
and are continuously finding ways to showcase the culinary scene, historic landmarks, 
art scene, and culture in ways that resonate with our audience.

In Q3 and particularly Q4 of 2020, as Covid-19 restrictions loosened, we also implemented 
new tactics with more direct CTAs to book a Bluffton getaway and posting Instagram 
Stories with CTAs to click the link in our bio. These efforts proved successful for us which 
you will see in the numbers below.

Channel Growth

Social Performance

12,135 3,043 625

19,282,684
FACEBOOK 

REACH

5.96%
FACEBOOK

ENGAGEMENT RATE
(FACEBOOK AVERAGE 0.09%)

3.76%
INSTAGRAM

ENGAGEMENT RATE
(INSTAGRAM AVERAGE 1.6%)

1,786,881
INSTAGRAM 

REACH

377% 120K
OVERALL

GROWTH RATE
OVERALL

ENGAGEMENT

ExploreBlufftonSC VisitBlufftonSCExploreBlufftonSC
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The Hilton Head Island-Bluffton Chamber of Commerce/Visitor 
& Convention Bureau continues to be the leader in promoting 
tourism within Bluffton. The organization as a whole utilizes national 
economic and tourism trends, consumer research, prior program 
performance, demographics and takes into consideration the needs 
of our community (residents and businesses) to be in the best 
position as the steward of the destination. 

The Hilton Head Island-Bluffton Chamber of Commerce and Visitor & 
Convention Bureau implemented major actions aimed at maintaining 
its commitment to excellence and leadership in the marketplace this 
past fiscal year. These included:

• Development and implementation of the Path Forward 
Readiness Plan, a uniform set of recommended protocols for 
businesses to follow, provided a consistent and evidence-
based approach to protecting the health of our residents, 
workforce and visitors. Over 150 business owners, residents 
and community members and government officials gave their 
input and over 300 businesses took the Pledge to adhere to 
the recommended guidelines. The Path Forward story was 
picked up by 140 different media outlets and adopted nationally 
by VRMA, Vacation Rental Management Association.

• Integration of Zoom technology for our organization to be able 
to adapt and continue operating seamlessly.

• Development of weekly Tele-Town Hall series to deliver relevant 
and up to date information to listeners and provide insight from 
key thought leaders throughout 2020 and into 2021.

• Launch of VisitBluffton.org as an independent website.

• Expansion of air-service and air-carriers at both airports serving 
the region.

• Board approved 10-year Destination Management Plan that 
provides the roadmap and shared vision for the community to 
ensure responsible and sustainable tourism growth.

Executive Summary
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Executive Summary

Bluffton is the heart of the Lowcountry. It speaks to the town’s central location, its lovable 
characteristics, and that Bluffton is the pumping, economic life force of the Lowcountry. 
Most importantly, it’s a tone and a feeling. When you’re in the Town of 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 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 when you are in Bluffton. 

Source: Rawle Murdy Associates 2013

Brand Commitment

Stimulate the regional economy while enhancing the quality of life for all. 

Mission

A welcoming, world-class community embracing nature, culture
and economic vibrancy for residents and visitors.

Vision

VisitBluffton.org     7

Attachment 4



8     Fiscal Year 2021-2022 Town of Bluffton Marketing Plan

2021-2022
Strategies & Tactics

8     Fiscal Year 2021-2022 Town of Bluffton Marketing Plan
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1. Expand and broaden organic keyword rankings for Search Engine 
Marketing (SEM).
• Refine and grow a targeted list of keywords that align with the visitors’ 

location and experiences.

• Develop relationships with potential visitors and key audiences through 
personalized messaging.

• Track, measure and analyze all responses within the consumer journey.

2. Leverage a strategic mix of targeted methods to identify and reach 
the most qualified users.
• Target qualified users through digital video across social platforms.

• Utilize Google Display Network (GDN) with display ads to increase 
visits to the website.

• Cultivate themed ad groups and keywords around categories that 
target consumers researching vacation terms.

• Create competitor targeted campaigns to capture demand from those 
researching other destinations.

• Reinforce the brand by serving ads to those who have visited 
the website.

3. Create content and measurements to adapt to social media 
platforms.
• Continue a paid social strategy for Bluffton-specific posts driving traffic 

to the website.

• Integrate the paid and organic social efforts, ensuring content boosting 
on Facebook when budget permits.

• Curate more user-generated content.

• Generate Facebook likes, Instagram followers and Twitter followers, 
ultimately driving traffic to content-rich pages of the website.

• Grow social audiences through paid social media strategy.

• Utilize retargeting efforts for consumers that have engaged with our 
advertising and visited the website.
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4. Improve the visibility of the Bluffton website within the search results 
of both search engines and social networks for branded key phrases 
and emerging search queries.
• Ongoing technical audits and comprehensive reviews to ensure content 

on the website remains crawlable and indexable by search engines. 

• Identify target keywords for content, and regularly highlight optimization 
opportunities for existing content to ensure relevance for search engines. 

• Identify and attract high quality links from high authority sites, along with 
sharing of content through influencer outreach and a targeted social 
media strategy.

• Optimize and take advantage of new Google My Business (GMB) features 
where relevant to ensure users interest is captured both on and off-site. 

• Research to find new opportunities for content that, once indexed by 
search engines, will drive qualified searchers to the website.

5. Market the destination to prospects in all meetings and group 
market segments to grow shoulder and off-season business.
• Attend tradeshows and/or connect with meeting planners to build 

awareness and generate leads for group business.

6. Create a collateral piece with compelling imagery and content 
about the destination.
• Develop and produce the Official Bluffton Vacation Planner.

• Distribute the planner to visitors, businesses, elected officials, 
tradeshows, events and media.

• Create an immersive digital and social version of the planner 
to leverage the ever-growing visitors online engagement.

7. Use research and reports to influence future marketing efforts.
• Ongoing maintenance of ThinkBluffton.org, the Chamber’s online 

economic metrics portal for Bluffton.

• Procure Smith Travel Research (STR) and DestiMetrics reporting on a 
regular basis for measuring lodging occupancy, average room rates, room 
demand and RevPAR.

• Collaborate with College of Charleston Office of Tourism Analysis along 
with ensuring details of our Google analytics and social platforms to 
provide quarterly and annual performance updates.
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Budget

SEO / Social Media (Organic) $18,900

Digital Promotions $45,000

Media Management & Reporting $5,265

Website & Campaign Maintenance $14,310

Bluffton Insiders (enews) $4,860

Bluffton Vacation Planner $22,500

Regional Vacation Planner $12,165

Group Tour $900

Photography / Videography $12,000

Research & Planning $4,500

Contingency $4,500

Ops & Management $85,100

Total Expenses $230,000

*Note that the proposed budget is a projection and dependent on actual 
ATAX collections for 2021-2022. We will continue to work with the Town 
of Bluffton throughout the year to make adjustments as needed.
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Our Target Leisure Traveler
for the Region

67.4% 
Female

32.6% 
Male

$150K+ 
Affluent Traveler

59.1% 
Undergraduate 
Degree or Higher

2-4 Trips per Year

7 Nights Average 
Length of Stay

Demographics & Personas
We use multiple primary and secondary data 
sources to understand who our visitors are and 
what motivates them to visit Bluffton. Our real-
time data sources include Google Analytics, in 
addition to research, partnering with the Office 
of Tourism Analysis at the College of Charleston 
and the University of South Carolina Beaufort. 
Using these insights we are able to extract 
visitor persona detail which allows us the ability 
to further refine our messaging to a more 
qualified potential consumer.

Today, as we adjust to the new traveler needs, 
we will continue to keep our demographics and 
key personas at the forefront, but will adapt 
as necessary in the short-term to address the 
consumers travel sentiment. We will expand 
our drive radius as travelers are willing to 
drive further distances post quarantine and 
continue to focus on our short-haul fly markets, 
supporting new air lift as it becomes available.

We have identified the following key persona 
groups as:

• Family

• Snowbirds

• Activities/Recreation Enthusiasts

• The Weekender

• Arts, Culture and History

• Culinary
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Vacation Rentals & Resorts
Beach & Water Activities
Biking & Hiking
Tennis & Pickleball
Festivals & Events
Kid-friendly Dining
Museums & Day Camps

Preferred Activities  
& Attractions

Who They Are

Facebook Videos
Instagram
TripAdvisor
TV
Online Video
Forums & Blogs
Pinterest

Marketing Channels  
& Formats

Upscale & Status
Oriented

Creating a
Legacy

Values
Family Time

Active & Health 
Conscious

Family Travel Objective  

Find a vacation spot that will please everyone during the school holidays.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Plan Visit Plan

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Let’s Make Memories.” Their Path to Purchase

Dream Plan Book Visit & Share

I’m looking for a destination with a 
mix of things to do.

------------
I need to be able to relax, while 

the kids are busy and active.
------------

I want to find a place I can brag 
about to my friends.

------------
I want to make this trip a tradition 
- something we look forward to.

What can we do in Bluffton that 
we don’t normally do at home?

------------
Is there enough to do
for 3 to 4 days/nights?

------------
Does it make sense to stay 

in a resort or vacation rental?
------------

Which location gives us the best 
access to the river and dining?

------------
What do other people have to 

say about Bluffton?

How early should we book our 
vacation rental for the best deal?

------------
What’s the best way to get there?  

Does it make more sense to
drive or fly?

------------
What should I pack?

------------
Where are the best places to book 

for the best price?

The photo of Aiden and Cally is 
so cute. I can’t forget to 
put that on Facebook.

------------
Where should we eat tonight? 
Who has kid-friendly specials?

------------
Are there any day camps 

or kid-friendly events happening
this weekend?
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Snowbirds
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Vacation Rentals
Dining
Golfing
History / Cluture
Excursion / Tour
Biking

Preferred Activities  
& Attractions

Who They Are

Facebook
Print
TripAdvisor
Radio
TV
Online Video

Marketing Channels  
& Formats

Values
Family Time

Active & Health 
Conscious

Snowbirds Travel Objective  

Find a warm destination that feels like home for the winter, where they can welcome 
family and friends for visits.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Visit Plan

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Let’s Make this Feel like Home.” Their Path to Purchase

Dream Plan Book Visit & Share

Traditional

Enjoys the
Finer Things

I can’t bear another season
in the cold. Where should

we winter this year?
------------

We need somewhere to go 
where the kids and grandkids 

can join us.
------------

The Jacksons really enjoyed
their vacation home last year.

We should ask to see
where they went.

------------
I want to try something a little 

different this year. 

Are there historical tours 
or places we can explore?

------------
Where are the best places

to eat downtown?  
------------

Are there any festivals or events 
in the winter months? 

------------
Which location gives us the best 
access to the river and dining?

Is the best deal to book directly or 
with a travel agent?

------------
How early should we book our 

vacation for the best deal?

This rental truly is a home 
away from home. 

Look at all this space!
------------

Where should we 
eat tonight?

------------
Next time, let’s bring the 

grandkids - I think they would love 
the oyster roasts, crab fishing and 

the events and festivals. 
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Golf
Boating & Water Activities
Hiking & Biking
Nightlife

Preferred Activities  
& Attractions

Who They Are

Facebook Videos
Instagram
Twitter
TripAdvisor
TV
Online Video
Forums & Blogs

Marketing Channels  
& Formats

Activities / Recreation Enthusiast Travel Objective  

Find a destination where they can pursue their interests on their downtime.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Visit VisitPlan

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Let’s Explore.” Their Path to Purchase

Dream Plan Book Visit & Share

Sports
Fans

Spontaneous
& Social

Leisure
Lovers

Active & Health 
Conscious

It’s time to start planning  
our annual trip.

------------
I want to go somewhere with
a few different activities so

I can try something new.
------------

Should we try a new event 
this year? 

I want to spend a lot of time
on the water, but where should

I go to eat after?
------------

Are there any tournaments or 
events I can check out?

------------
Are there any excursions

I can join?
------------

Which excursions are 
the best to try?

Where is the best place to
find last-minute deals?

------------
What’s the best way to get
there? Does it make more

sense to drive or fly?
------------

What should I pack?
------------

Where should I stay  
that’s closest to May River? 

Who’s playing tonight?  
I wonder if there’s a show  

we can catch.
------------

What dinner spots can take us 
without a reservation?

------------
Is there a boat tour we  

can do last-minute?
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Vacation Rentals & Resorts
Water Activities
Dining & Shopping
Romantic Things to Do
Festivals & Events
Weddings
Palmetto Bluff

Preferred Activities  
& Attractions

Who They Are

Facebook Videos
Instagram
TripAdvisor
TV
Online Video
Forums & Blogs
Pinterest

Marketing Channels  
& Formats

The Weekender Travel Objective  

Find a fairweather weekend escape from work and city life.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Ongoing Visitation & Planning

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Let’s Get Away.” Their Path to Purchase

Dream Plan Book Visit & Share

Upscale & Status
Oriented

Spontaneous
& Social

Urban
Dwellers

Let’s get away this  
long weekend.

------------
I’m looking for a place with 

enough things to do, that also 
offers some down time.

------------
I want to find a place I can brag 

about to my friends. 

Are there any events 
happening in the area?

------------
Where is the best place  
to stay for a weekend?

------------
I want to do something special

for date night.

Where is the best place to
find last-minute offers?

------------
What’s the best way to get
there? Does it make more

sense to drive or fly?
------------

What should I pack? 

Where can we make
a dinner reservation that

has a romantic vibe?
------------

I want to wear something
cute for the show tonight.
Where can I find an outfit?
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Historical District & Attractions
Art District & Galleries
Cultural District
Gullah Geechee Cultrual Heritage
Festivals & Events
Art of Old Town
Church of the Cross

Preferred Activities  
& Attractions

Who They Are

Facebook Videos
Instagram
TripAdvisor
Online Video
Forums & Blogs
Pinterest
Earned Media (Print/Digital)

Marketing Channels  
& Formats

Arts, Culture & History Travel Objective  

To explore cultural attractions, historical sites and the local arts scene.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Plan PlanVisit VisitPlan

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Experiences are Greater than Things.” Their Path to Purchase

Dream Plan Book Visit & Share

Values
Learning

& Authenticity

Image
Conscious

Seeking an
Immersive
Experience

Upscale
& Status
Oriented

I’m looking for interesting things 
to see and do.

------------
I want to learn something new.

------------
I need to be able to show this off 

on Instagram/tell my friends about 
my vacation.

------------
I want to indulge! Great food, 

great wine, great entertainment.
 ------------

I’m not looking for a prepackaged 
vacation. I like to be able

to explore and really get to
know a destination.

Bluffton has a lot
of festivals coming up–let’s

check it out.
------------ 

What are the area’s arts and 
cultural experiences like?

------------
Are there any local cultural

events coming up?
------------

I want to hear what other people 
have to say about Bluffton.

When should we visit to be able 
to best take advantage of what 

Bluffton has to offer?
------------

What’s the best way to get there? 
Does it make more sense

to drive or fly?
------------

What should I pack?
------------

Is a weekend enough, or should 
we stay for longer? 

This sculpture is beautiful. I need 
to share it on Instagram.

 ------------
Let’s pop into this cute

gallery and pick up something
to display at home.

------------
Where can I get tickets  

for tonight’s show?
------------ 

I want to immerse myself in the 
local culture...what are some off-
the-beaten path activities? Where 

are locals spending time?
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26     Fiscal Year 2021-2022 Town of Bluffton Marketing Plan

Attachment 4



VisitBluffton.org     27

Cooking Classes
Food Tours
Wine, Beer and Food Festivals
Specialty Dining Experiences
May River Oyster Roasts

Preferred Activities  
& Attractions

Who They Are

Facebook Videos
Instagram
TripAdvisor
Forums & Blogs
Pinterest

Marketing Channels  
& Formats

Culinary Travel Objective:  

Be immersed in a new destination (or an old favorite) by exploring the pursuit of 
unique and memorable culinary experiences.

Jan        Feb        Mar        Apr        May       Jun       Jul       Aug       Sept       Oct       Nov       Dec

Plan Visit VisitPlan

Travel Habits
Spontaneity: Price Sensitivity: Average Conversion Value:

Low High Low High Low High

“Experience Authentic, Local Cuisine.” Their Path to Purchase

Dream Plan Book Visit & Share

Values
Authenticity

Spontaneous
& Social

Seeking an
Immersive
Experience

Unconventional

I’m looking for interesting
culinary events. 

------------
I want to learn about the

local food culture. 
------------

I want to learn how to cook
a local dish.

------------
I want to indulge with great 

food and great wine.  

Bluffton has a lot
of food-centric festivals

coming up–let’s check it out. 
------------

What are the area’s specialty
food experiences like?  

------------
What kind of cooking classes 

are offered in the area?
------------

Are there any top-rated 
restaurants in the area?

When should we visit to be able 
to best take advantage of
what Bluffton has to offer?  

------------
What’s the best way to get there? 

Does it make more sense
to drive or fly? 

------------
How do I register?

------------
How far out do we need to

book a reservation?  

These fresh oysters look 
amazing - I need to share

it on Instagram.  
------------

Let’s pop into this farmer’s 
market and pick up something 

for our pantry. 
------------

That was fun! I can’t wait to
make this dish for my friends

back home.

That was incredible. I’m going
to write a review about

my experience.
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Target Audience:

• Affluent consumers visiting Bluffton for 
cultural and arts experiences, historic tours, 
shopping and culinary activities.

• New and repeat overnighters to Bluffton 
and the region.

• 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 Visitor & Convention Bureau invests 
in destination digital content management, 
qualified staff, content managers/editors and a 
professional, well-executed public relations and 
digital promotions program. These investments 
are key to operating a robust destination 
marketing program in today’s competitive and 
cluttered travel communications environment. 
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.  

As the Town of Bluffton’s Designated Marketing 
Organization (DMO) we are committed to the 
following: 

• Supporting the destination’s brand position 
throughout all marketing programs. 

• Increasing overnight visitation within 
Bluffton

• Increasing visitor expenditures to Bluffton 
attractions, retail and dining facilities. Thus 
increasing Bluffton and Bluffton’s attraction, 
hospitality and sales taxes collected. 

In addition, we will continue to provide a 
powerful set of services and award-winning 
strategic marketing solutions that will drive 
measurable results. 

The Visitor & Convention Bureau will continue 
to position Bluffton as the ultimate escape filled 
with genuine experiences to explore. For those 
looking to travel and immerse themselves in 
a new vacation experience, Bluffton is where 
they will find historical traditions, culture, Gullah 
heritage, natural beauty and culinary delights. 

Bluffton is a safety-first focused destination. 
With the development and implementation of 
the Path Forward Readiness Plan, we provided 
a consistent and evidence-based approach 
to protecting the health of our residents, 
workforce and visitors. This initiative has 
become a staple in our marketing efforts and is 
woven throughout the plan for 2021-2022.

In partnership with the Town of Bluffton and with 
our extensive customer research and detailed 
insight we have identified these key areas of 
interest that define Bluffton:

• Area “District” Designations including 
History, Cultural and Arts

• National Historic Register Designations 
including the Church of the Cross and 
Campbell Chapel AME

• Martin Family Park, Wright Family Park, 
Garvin-Garvey House and the Bluffton 
Oyster Company

• Gullah Geechee Cultural Heritage Corridor

• Palmetto Bluff / Montage

• Natural beauty / May River  
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During 2020, Bluffton remained top of mind due 
to early on strategic adjustments to our media 
efforts with a “heavy up” approach to immersive 
content and recall of favorite memories. During 
COVID-19, while lockdown and quarantines varied 
state to state and beyond, our content served as 
a source of inspiration, enabling people to dream 
about their next getaway and reminisce fondly 
on past experiences. As people become more 
positive about and eager to travel again this year, 
Bluffton is perfectly positioned to appeal to leisure 
travelers. Continuing to build on the strong digital 
connection we have established and focusing on 
health and safety, Bluffton is an ideal destination 
for people planning a trip.

By examining trends for our key audience 
personas, we are able to deliver targeted, 
strategic messaging that answers the questions 
travelers are asking and responds to their needs, 
concerns, and priorities. Continuing to focus 
on and optimize high-quality content–copy, 
photography, user-generated content (UGC) and 
also incorporating new videos–will result in more 
partner referrals, higher engagement metrics, 
better brand awareness, positive sentiment, and 
increased conversions.

Paid digital media and social will drive our 
content initiatives this coming fiscal year, 
amplifying our content and delivering it to captive 
audiences. Strategic Search Engine Optimization 
(SEO) ensures our product features prominently 
in search results, with each element optimized 
based on best practices and search data. 

Digital Marketing Plan

Placement Strategies
Given its ability to offer cost-efficient messaging 
across geographic and lifestyle-focused segments, 
digital media will continue to be the primary channel 
for Bluffton’s 2021-2022 strategy. With a key 
objective of growing partner referrals, preference 
will be given to Search Engine Marketing (SEM) and 
placements that skew towards our primary audience: 
the decision makers and vacation planners of the 
household. When planning 2021-2022 placements, 
previous performance will be considered to ensure 
optimal reach, relevancy, and results.
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Audience Targeting with Digital Media
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In order to capitalize on its ability to help expand and broaden organic 
keyword rankings, the Visitor & Convention Bureau will continue to 
build on the strategic SEM program into 2021-2022 for Bluffton. This 
will include a list of keywords that best align with Bluffton’s target visitor 
and experiences.  

Search Engine Marketing (SEM)

Define and capture 
consumers at each 

phase of the consumer 
journey.

Develop relationships 
with potential visitors 

and key audiences 
through personalized 

messaging.

Track, measure and 
analyze all responses 
within the consumer 

journey.

1 2 3
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Media Budget

CONVERSION

QUALIFIED AUDIENCE

INTENT

BROAD REACH

If business goals 
are not met due to 

low interest, budget 
is flowed into intent 

and awareness 
driving efforts.

The Consumer Journey

This approach 
allows us to assess 

how current 
demand is driving 

total site and 
overall business 
performance.

BROAD REACH

DEMAND
GENERATION

DEMAND
CAPTURE

QUALIFIED AUDIENCE

CONVERSION

INTENT
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Awareness Phase
Digital video continues to be an integral tool in 
attracting and connecting with our audiences 
while showcasing the beauty and amenities 
of Bluffton. We will focus on our key areas 
of interest for Bluffton capturing details of 
each and sharing these across our channels 
including nature, historic, cultural and arts 
districts and assets in those areas. 

To build awareness at the top of the funnel in 
2021-2022, the Explore Bluffton video series, 
will be implemented predominantly across 
YouTube—the second-largest search engine 
in the world, with a network that reaches more 
than 90% of total internet users. To increase 
reach, video will also be utilized across 
Facebook Video, Instagram, and Instagram 
Stories. In addition, prospecting display 
ads will be used within the Google Display 
Network (GDN), to entice users to visit the 
website. 

The ultimate goal of the 2021-2022 digital 
marketing plan is to directly increase the 
demand to community businesses. To achieve 
this, marketing efforts will work to influence 
consumers to visit the new independent 
Bluffton website. 

Core goals will be aligned with the below 
tactics, targeted towards our key audiences. 
This approach will reach new users who 
are not yet aware of Bluffton and its unique 
offerings, as well as re-engage those who are 
already familiar with our marketing campaigns 
and website. With this strategic structure 
established, we will further refine the plan to 
clarify channels, key metrics, messaging, and 
consumer mindset against each phase of the 
consumer journey as seen below:

Targeting
Leveraging a strategic mix of targeting 
methods will assist in identifying and reaching 
the most qualified users. Bids will also be 
adjusted within search to ensure we serve 
ads to the same qualified users. Both first- and 
second-party data will be used in creating 
sophisticated targeting for Bluffton.

Digital Media

34     Fiscal Year 2021-2022 Town of Bluffton Marketing Plan
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YouTube Advertising
Utilized via YouTube Advertising 
as video pre-roll 

• Video is skippable after the first 5 sec-
onds and you are only charged if the 
user watches the complete video (>30 
seconds) or clicks through to the web-
site, whichever occurs first.

• Cost per view (CPV) to a targeted audi-
ence is typically between $0.02 to $0.04 
making this channel wide-reaching and 
cost-effective.

TrueView Video Ads

Facebook Network 
(Including Instagram): 
15 Seconds or Less Videos

• Utilized via Facebook.

• Auto plays as users scroll through their 
newsfeeds.

• Can be purchased on a cost-per-click 
basis at an efficient price (around $1), or 
on a cost-per-10-second view.

Instagram Stories: 
15 Seconds or Less Videos
Utilize unique assets 

• Plays within feed, along with images and 
videos shared by consumers’ friends, 
family, and other Instagram accounts 
they follow.

• Stories’ ads provide a full-screen immer-
sive experience with the goal to drive 
interest and traffic to the website.

Prospecting Display 
Utilized via the Google Display Network

• Appears within web content to qualified 
users.

• Purchased on a 
cost-per-click basis 
at an efficient price 
to drive interest and users 
to the website for future remarketing. 

Awareness Key Metrics

When determining the success of the 
Awareness Phase, metrics indicating 
an increase in demand and interest will 
be monitored. Over a longer period, we 
expect to see increases in volume and 
performance in lower funnel initiatives. 
Awareness efforts will target all devices 
with a mobile prioritization as the 
majority of consumers are in this phase.
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Audience Targeting

• Affinity Audiences

• In-Market Audiences

• Custom Affinity

• Custom Intent

Intent Phase
The primary goal of the Intent Phase is to foster consumers who have previously 
expressed an interest in visiting Bluffton.

Along with display ads we will extend reach through paid social within Facebook and 
Instagram. We only purchase media based on a cost-per-click basis to help mitigate 
fraud and limited viewability often seen in the industry.

Prospecting and Native Display Banners Partners:

• Similar to/Lookalike Audiences

• Demographics

• Geography 
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Non-Branded Search
When cultivating consumer interest, non-branded search targeting category and 
competitor keywords allow us to raise our hand as a viable option. Similar to display, all 
search media is purchased on a cost-per-click basis which allows us to cost-effectively 
serve ads to drive future return on our search media spend.

OVERVIEW SAMPLE AD GROUPS

CATEGORY 
SEARCH

Themed ad groups and keywords 
around categories that target a consumer 
researching related types of vacations.

• Family vacation
• History, arts, cultural 

vacation
• Couples vacation
• Weekend getaway

COMPETITOR 
SEARCH

To drive purely incremental traffic, we will 
create competitor targeted campaigns 
to help capture demand from those 
researching competition.

• Savannah
• Beaufort
• Charleston

Intent Key Metrics

Intent advertising is also measured against awareness and demand to capture 
specific metrics that indicate success at both the top and bottom of the funnel.

• Website visitation and engagement

• Percentage of returning users

• Assisted conversions

• Link-outs to partners
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Conversion Phase
To capture the demand generated and 
cultivated through awareness and engagement, 
digital efforts will rely on the proven tactics of 
Remarketing and Branded Search.

Remarketing
Remarketing is used to reinforce Bluffton as the 
perfect vacation destination by serving ads to 
those who have visited the Bluffton website. 

For increased relevance, people who have 
visited the landing pages from all sources can 
be sorted into lists so that secondary messaging 
can be shown to them based on their interest on 
the page, and where they navigate to next. They 
can be shown applicable display ads from that 
original visit to entice them to return for more 
information or to click on partner links. Users to 
the website will also be shown display ads for 
seasonal events. 

Branded Search
Branded search is the most fundamental digital 
channel and provides a foundation for nearly all 
digital marketing initiatives.

Key Benefit
Brand Search ensures consumers are exposed 
to the most current offer. It also helps capture 
all demand and limits erosion to competitors. 
With branded search ads, you can control the 
message and highlight attributes seasonally, 
geographically and by keywords. 
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37K+
organic visitors

42%
of all traffic

=

   36%
compared to 2019

q

In 2020, organic traffic for the Bluffton microsite 
of hiltonheadisland.org accumulated over 
37,000 organic visitors, which was 42% of all 
traffic to Bluffton pages in 2020. Organic traffic 
to the /Bluffton page increased by 36% when 
compared to 2019. Search engines continued 
to drive qualified visitors to the site as indicated 
by high engagement metrics including 5% more 
time spent on website, and the second highest 
goal conversion rate at 24%.

All SEO strategies for 2021-2022 will focus 
both on improving the visibility of the Bluffton 
website within both search engines and social 
networks for branded key phrases and emerging 
search queries, with the intention of increasing 
awareness of Bluffton as a vacation destination. 

The SEO strategy can be broken down into five 
core areas:

1. Technical SEO: Ongoing technical audits 
and comprehensive reviews of the website 
to ensure content on the website remains 
crawlable and indexable by search engines. 

2. Content Creation and Optimization: 
Identify target keywords for content and 
blog production, and regularly highlight 
optimization opportunities for existing content 
to ensure relevance for search engines. 
 
With the growing popularity of voice search, 
search engines are becoming better at 
matching a searcher’s intent to the content 
they show in search results. In 2021-2022, 
an SEO focus will include strengthening 
contextual signals sent to search engines for 
the content on the website through:

• Internal links that create content clusters

• External links

• Structured data (schema)

• Ensuring existing and new content 
answers questions and solves problems

3. Building a Foundation of Authoritative 
Referrals: Links to a site and citations 
continue to send strong signals to search 
engines that a website is authoritative on 
a particular topic and should rank well for 
searches. There will be campaigns to identify 
and attract high quality links from high 
authority sites, along with sharing of content 
through influencer outreach and a targeted 
social media strategy.

Search Engine Optimization
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4. Local SEO: Google My Business (GMB) 
continues to influence user behavior in 
organic search results with additional service 
categories, offers, products and additional 
features that enable users to interact with 
business information outside the website. In 
2021-2022, optimizing and taking advantage 
of new GMB features where relevant will 
ensure users interest is captured both on and 
off site. 

5. Identifying New Opportunities: A significant 
component of the SEO program will be 
research to find new opportunities for content 
that, once indexed by search engines, will 
drive qualified searchers to the website. 
This research will focus on finding popular 
search queries that people perform when 
considering a vacation, trip or activity, and 
where Bluffton would meet the needs of those 
travelers. This research will be applied to new 
content creation and to existing content where 
optimizations can be implemented. 
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Social Media
The social media landscape continues to be a  
“pay to play” space. Each newsfeed prioritizes 
paid advertisements and boosted content over 
organic content posted by brands. This means 
our approach to Bluffton’s content creation and 
measurements needs to adjust.
 
Strategically, this means:
 

• Placing a higher value on the quality of the 
traffic we create for the Bluffton website, in 
addition to the quantity.

• Continuing a paid social strategy for 
Bluffton-specific posts driving traffic to the 
Bluffton website.

• Integrating our paid and organic social 
efforts, ensuring content boosting on 
Facebook when budget permits. 

These are the channels that best support 
Bluffton’s goals and will continue to be our focus 
for 2021-2022:

With different video messages and varying 
lengths, the videos can be targeted at 
specific audiences to increase awareness 
and drive traffic to the site using a Trueview 
for Action Overlay. 

Facebook is our primary traffic source and 
we do not see this changing. Our approach 
to Facebook is to incorporate a range of 
content, focusing on Bluffton-specific blog 
articles, user-generated content shared by 
our locals and guests, co-op partnerships, 
one-off and on-going events and planned 
activities like tours in the Bluffton. In 2021-
2022, we will focus on sharing partner 
content directly from the partner’s Facebook 
page, pushing traffic to their social accounts, 
as well as pages on the Bluffton website that 
link directly to the partner’s page. 

Instagram’s strategy will continue to focus 
on curating user-generated content from 
talented guests and locals to support 
Bluffton’s messaging. Our biggest push 
on this channel will be to engage in two 
way conversations with our followers, to 
encourage them to mention our channel in 
their owned content, and to promote our 
#LoveBlufftonSC hashtag. We will also focus 
on curating a more aesthetically-consistent 
feed, using warm photo filters that portray 
the sunny, Southern vibe of the Lowcountry. 

TrueView Video Ads
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Our 2021-2022 Twitter strategy continues 
to focus on channel growth and maintaining 
our higher-than-average engagement rate. 
Content shared on this channel will be a 
mix of user-generated content, blog posts, 
links to the website, as well as local news, 
accolades, and events.  

With the launch of the independent website, 
VisitBluffton.org, we can create our Pinterest 
channel to house relevant information linked 
back to our website content and blogs 
(which will push partner content).  

Spotify is a new terrain for Bluffton we will 
explore in 2021-2022. We will create tailored 
scripts written to pique the interest of our 
core audiences. Podcasts are selected 
based on relevant interests and read by the 
podcast hosts to reach our audio-inclined 
audiences.  
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Top Social Posts for 2020
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Blog
We will look to continually evaluate our content 
calendar throughout the year to adjust as needed 
based on travel trends and sentiment. This will 
ensure that we are consistently writing about 
the most in-demand, trending, and searchable 
topics, informed by the domestic and international 
landscape. After experimenting with user-informed 
blog posts in 2020 with great success, we will 
also ensure to offer ample opportunities for our 
audience to weigh in on what they want to see and 
also contribute their own thoughts to our blogs. 
Our followers love to see themselves recognized 
in our content and we will lean into that as a tactic 
to increase readership, continue to build rapport 
and to entice new visitors by sharing perspectives 
of our most engaged fans. 

In 2020 we developed a strong bank of evergreen 
content for our audience. In 2021-2022 we will 
focus on topical content for specific audiences. 
Formats we will create and test include:

• Long-form, editorial pieces

• Recipes and “insider tips” from partner 
restaurants, hotels and attractions

• Quizzes

• Persona-specific itineraries

• Top listicles which can be repurposed 
across social, in bite-sized pieces

• Pop-culture related content that will perform 
well via search and directly ties back to the 
destination 

Crowdriff
We have informed our content calendar with 

Google search trend data and have assessed 
top-performing historical content that speaks 
to the interests and needs of our audience. 
Curation of in-the-moment, dynamic, and beautiful 
user-generated content via Crowdriff is always 
ongoing. Images sourced from Crowdriff allow us 
to consistently produce high-performing content 
which has helped our Instagram account grow by 
nearly 25% year-over-year allowing us to have an 
engagement rate of between double and triple 
that of destination industry standard. Curated, 
topical Crowdriff galleries allow us to show a visitor 
perspective across our website and in blogs, 
instilling trust and desire in prospective visitors.
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Intent Phase
During the intent phase, we will engage users 
who are more likely to follow Bluffton’s Facebook, 
Instagram or Twitter accounts, as well as drive 
qualified traffic to the website.

These planning-stage audiences will be created 
utilizing retargeting efforts based on consumers 
who have engaged with our awareness phase 
advertising initiatives, and those who have visited 
the website. We will additionally continue to target 
users based off of their interests, behaviors, 
demographics, and geographics. 
 
Generating Facebook likes, Instagram followers, 
Twitter followers and driving traffic to content-rich 
pages of the website will be the focus of
this stage of the customer journey and tactics
will include:

• Facebook Page Like/Growth Ads 

• Instagram Followers/Growth Ads 

• Twitter Followers/Growth Ads 

• Traffic/Always On Ads 

Paid Social Media Strategy
To continue supporting our goal of establishing 
the credibility of our Facebook and Instagram 
pages, as well as our website, the paid social 
media strategy will focus on driving this momentum 
forward. To do this, paid social tactics will be 
implemented: 

• Facebook/Instagram Traffic Campaigns (25%) 

• Facebook Boosted Posts (15%) 

• Instagram Boosted Posts  (15%)

• Facebook Page Growth (25%)

• Instagram Follower Growth (10%) 

• Twitter Follower Growth (10%) 
 

Targeting 
The paid tactics and targeting will vary depending 
on what part of the funnel the user is in.

Awareness Phase 
When determining success for awareness-based 
campaigns, we will look at metrics indicating that 
interest and social media presence is increasing. 
Over a longer period, we expect to see increases in 
volume and performance in lower funnel initiatives.

• Reach / Frequency

• View-Influenced Visits

• Social Media Platform Growth

• Engagement Rates
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When appropriate, traffic will be driven back 
to Bluffton’s new, independent website. This 
standalone site will help us achieve stronger 
results and higher conversion rates.

The VisitBluffton.org website is the single most 
important touchpoint next to the destination 
experience itself. A responsive web platform, 
engaging content and overall creative should 
virtually transport a visitor to Bluffton.

In 2021-2022, Bluffton’s digital marketing plan 
and website initiatives will continue to build 
on the solid foundation established to further 
enhance the visitor experience. By utilizing our 
key personas, we are able to deliver targeted, 
strategic messaging to more niche groups of 
new and repeat visitors. Continuing to focus 
on and optimizing high-quality content copy, 
photography and videos that are engaging, 
entertaining and conversion-driven will 
result in increased partner referrals, higher 
engagement metrics and overall conversions.

Evolving our content and social efforts to 
include more “insider” content - Q&As with 
prominent Bluffton business owners and locals 
and implementing richer user-generated 
content, offers visitors a more intimate glimpse 
at a Bluffton getaway. Using paid media and 
social media to help drive our content will 
amplify our message and ensure it is being 
seen by the right people at the right time, 
across the board, while SEO will ensure that 
visitors are able to find the information they 
need quickly and efficiently.

Destination Website
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Bluffton continues to grow and position itself as 
a group destination more so now than at any 
point in the last decade. The variety and quality 
of experiences for group visitors has never been 
more diverse, offering a robust arts, historical and 
cultural scene, with growing culinary experiences. 
The Visitor & Convention Bureau will continue 
to promote Bluffton while attending travel 
tradeshows virtually and in-person. 

Military continues to be a focus for the Bluffton 
region. With close proximity to Parris Island, 
hosting out of town families and guests remains 
the ideal market for our focused service hotels. 
We will continue to build awareness of the 
Bluffton region inspiring these families to extend 
their visit or celebration, creating lasting, special 
memories. 

Group Tour
Group Tour remains an important market to 
maintain current and new relationships. Bluffton 
continues 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 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: 

• Building relationships with tour operators 
through American Bus Association (ABA).

• Leveraging group tour.

• Expanding promotion of group 
experiences on our website.

American Bus Association (ABA) 
Tour operators, suppliers and exhibitors come 
together at the American Bus Association (ABA) 
Marketplace - the industry’s premier business 
event. Marketplace is an active, vibrant forum 
for buyers and sellers. Marketplace offers a 
year’s worth of sales meetings in one week 
and with legendary networking and social 
events, attendees turn conversations from 
the conference floor into long-term business 
relationships.

We will attend the ABA Marketplace and
take advantage of up to 60 pre-scheduled 
appointments with pre-qualified operators to 
promote and sell the region.

IMEX America 
IMEX America hosts over 3,000 corporate, 
incentive, association and third-party planners. 

The largest in the industry in North America, 
this Hosted Buyer Program qualifies and brings 
key buyers to the show covering travel and 
accommodations. This program guarantees 
thousands of highly qualified buyers from the 
association, corporate and agency sectors. 

South Carolina Society of Association 
Executives (SCSAE) 
SCSAE’s tradeshow is a one stop location 
for meeting and greeting with association 
CEOs/Executive Directors, Meeting Planners, 
Membership Directors, Communication Directors 
and Corporate Meeting Planners. Association 
professionals can meet with more than 70 
exhibitors including hoteliers, convention centers, 
technology vendors and more. 

Group Sales & Tradeshows
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SportsTravel Magazine’s TEAMS 
TEAMS: Travel, Events and Management in Sports, is the world’s 
leading conference and expo for the sports-event industry. TEAMS 
attracts more than 1,000 attendees including CEOs, executive 
directors and event managers from sports organizations as well as 
representatives from sports commissions and convention bureaus, 
corporate sponsors, event suppliers and other hospitality industry 
opinion leaders. TEAMS has helped define the sports-event and 
appointment-based tradeshow industries.

TRADESHOW MARKET DATES LOCATION

SPORTS TRAVEL’S 
TEAMS EXPO Sports Sept. 27-30, 2021 Atlantic City, NJ

IMEX AMERICA Corporate Nov. 9-11, 2021 Las Vegas, NV

AMERICAN BUS ASSN. Group Tour Jan. 8-11, 2022 Grapevine, TX

SCSAE State Assn Jan. 20, 2022 Columbia, SC

*The following are examples of tradeshows we will look to attend in 2021-2022. As the landscape of meetings and groups 
continues to evolve we will look to evaluate these opportunities in real time and potentially add others if they are beneficial 
to the overall meetings and groups strategy.
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As storytelling becomes increasingly important 
when promoting the destination, we will look 
to continue to build our asset library with 
photography and videos supporting the main 
pillars for marketing Bluffton. We will take a 
more seasonal approach to capturing content 
throughout the year as the seasons change. 
Building the asset library will provide us with 
additional content for use across all marketing 
efforts. 

Strategy: 

• Capture Bluffton’s new products and 
amenities including parks, cultural district 
and new neighborhoods

• Expand on the Explore Bluffton video 
series to use across website, social and 
digital channels

• Shoot in a high-level DPI format to create 
high quality images that will translate well 
into a variety of formats

• Capture engaging drone footage 
seasonally throughout the year

Photography/Videography

Photo credit Meadors, Inc.
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The Visitor & Convention Bureau will develop and produce an Official 
Bluffton Vacation Planner. This print and digital publication will be our 
primary fulfillment piece and a comprehensive guide to what to see and do 
within Bluffton. It will be distributed via online and phone inquiries, to local 
businesses and to the Town of Bluffton. 

In today’s more visual world, telling a story through stunning photography 
and compelling content is an imperative component to the travel journey 
process. This “coffee table” piece allows our visitors to visualize their 
vacation and discover the destination, through this first touchpoint, the 
reason for our many accolades, ultimately imagining themselves here on 
vacation. In addition to working with a publisher, our in-house marketing 
staff provides the business directory, local photography, editorial content 
management, editorial review and proofreading for this asset. 

Collateral & Fulfillment
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Research provides powerful information to 
evolve and perfect the Visitor & Convention 
Bureau’s marketing strategy. Throughout 
the year we will continue to extract detailed 
reports and information that guides us in 
understanding our visitors. These research 
programs will lead to marketing and advertising 
initiatives aimed at growing the tourism industry 
for Bluffton. The following programs will be 
ongoing: 

• Maintenance of ThinkBluffton.org, the 
Chamber’s online economic metrics 
portal. 

• Smith Travel Research (STR) weekly and 
monthly reports which measures lodging 
occupancy, average room rates, room 
demand and RevPAR for hotels only. 
Includes monthly comparative report 
with competitive destinations. 

• DestiMetrics monthly Home & Villa 
lodging reports on occupancy, 
average room rates, RevPAR and 
six month forward booking pace 
reports. Two-source DestiMetrics 
report crunches backend STR hotel 
data with DestiMetrics backend home 
and villa data to produce a monthly 
destination report on total destination 
accommodations tax paying occupancy, 
average room rates and RevPAR. 

• Collaborate with College of Charleston 
Office of Tourism Analysis and the 
University of South Carolina Beaufort 
along with ensure details of our Google 
Analytics and social media metrics to 
provide regular performance updates.

• Subscription to the U.S. Travel 
Association’s (USTA) Travel Monitor 
Program and related reports.

These consistent research details will provide 
insights to produce quarterly and annual reports 
that provide a health check into tourism for the 
Town of Bluffton*. 

On a quarterly basis the DMO will provide the 
Town with, 

• Number of website visits 

• Number of clicks throughs made to area 
businesses (conversions) 

• Occupancy rate 

• Revenue Per Available Room (RevPAR) 

• Number related to mail fulfillment 

• Industry awards received for marketing 
and public relations 

• Events held and participation in events by 
Chamber members 

• Update on public relations efforts to 
include; number of media impressions/
dollar equivalent 

• Social Media Reports 

Working toward annual insights related to 
tourism provided through the following reports, 

• Visitor Profile Study 

• Economic Impact Study 

*All metrics and reports mentioned above are 
based upon information available. Reporting will 
flex and grow as more information is gathered 
and/ or becomes available. 

Research & Analytics
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Appendix
Reports
Bluffton Social Report 2020

Bluffton Website & Online
Marketing Performance 2020
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Bluffton Juneteenth Festival 

and Jazz Brunch 
Presented by the Bluffton MLK Observance Committee 

 

 

 

Application Date: March 31, 2021 

Event Dates: June 19 & 20, 2021 

 

Sponsor: 

Bluffton MLK Observance Committee 
PO Box 3737 
Bluffton, SC 37066 
 
Jackie Brown, Secretary 
843-227-0485 
 

Contact Information: 

Katherine Louw, Director of Good, Watterson Brands & Juneteenth Event Volunteer 
615-804-0758 
katherine.louw@wattersonbrands.com 
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March 31, 2021 

 
Town of Bluffton 
20 Bridge Street 
Bluffton, SC 29910 
 
Dear members of Accommodations Tax Advisory Committee, 
 
The Bluffton MLK Observance Committee, 501(c)(3), respectfully requests funding for the Bluffton Juneteenth 
Freedom Festival and the Juneteenth Jazz Brunch, scheduled for Saturday, June 19th and Sunday, June 20th, 
respectively. 
 
The Bluffton MLK Observance Committee has hosted an annual Juneteenth Freedom Festival since 2015 and 
this year, we are excited to extend the festivities with the addition of a Juneteenth Jazz Brunch on Sunday 
morning. The beautiful, new Burnt Church Distillery will host both events. We believe the combined synergy of 
past, successful Juneteenth events, the lifting of restrictions around COVID, and hosting the events at our 
community’s most celebrated, new venue, all position this event to achieve a new level of success in 2021.  
 
The Bluffton MLK Observation Committee was established in 1984 as group for community-minded 
individuals to support events and efforts centered around the legacy of Martin Luther King, Jr. In 2020, after 37 
years without legal status, we filed and were officially granted non-profit status, receiving our letter of 
determination earlier this month. The Juneteenth Jazz Brunch is being added this year to begin raising funds and 
spreading the word about the work of the Bluffton MLK Observance Committee, most notably BlacQuity, our 
new initiative designed to train and promote black entrepreneurs in the community. 
 
According to MMGY Global, Black Americans spent $109.4M on leisure travel in 2019, with a significant 
portion of that being focused on cultural travel. Our goal is to raise the profile of The Bluffton MLK Observance 
Committee’s Juneteenth Freedom Festival and Juneteenth Jazz Brunch, not only attracting locals and friends 
from neighboring communities into Bluffton to celebrate our heritage, but also attracting out-of-town tourists to 
increase hotel occupancy in the City of Bluffton. The logos of Bluffton Inn, Comfort Inn & Suites, and Montage 
Palmetto Bluff will be included in event promotional pieces as suggested accommodations. 
 
Our sincere thanks for your consideration. We hope to welcome you to Burnt Church Distillery on June 19th and 
20th.  
 
Warm regards, 
 
 
Jacquelyn Brown     Billy Watterson 
Bluffton MLK Observance Committee, Secretary Bluffton MLK Observance Committee, Board Member 
Home Sweet Home In-Home Care Services, Owner Watterson Brands, Founder & President 
       Burnt Church Distillery, Owner 
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We are asking the committee to consider funding the following: 
 

Police/Security $3,900 
Sanitation/Utilities (40% 
of total cost) 

$1,000 

Trolley Service (40% of 
total cost) 

$1,400 

Event Production (stage, 
tents, etc) 

$5,000 

Marketing Design $5,000 
Print and Web Media Ads  $11,200 
Total $27,500 

 
 
Total Event Budget: $55,500 
 
 

The 7th Annual Bluffton Juneteenth Celebration 
 

Hosted by the Bluffton MLK Observance Committee, this year’s Juneteenth Celebration aims to grow this 
event. Presented in partnership with the Burnt Church Distillery and Lowcountry Legacy Fund of the 
Community Foundation of the Lowcountry, our goal is to build upon the past success of Juneteenth events, 
attracting a wider audience to celebrate the rich cultural heritage and talent that exists in this region. 
 
The Saturday event will be family-friendly and free of charge to the public, and the event will attract locals and 
tourists alike. Alcoholic beverages will be available for purchase through Burnt Church Distillery and Pizza Co. 
Guests will be invited to purchase food at Pizza Co, as well as food vendors. Other sources of event revenue will 
include sponsorships, booth rentals, reserved event seating, and retail sales. 
 
Highlights of this year’s event: 

• Title Sponsor VIP tent for Saturday festivities 
• Reserved Seating  
• Live music and entertainment at Square 67 
• Shopping and food at select Gullah vendor booths on Palmer’s Stretch 
• Event print advertising, and online ticket purchasing available prior to event, to include 

accommodations information to promote out-of-town attendance 
 
The Sunday event will be an adults-only ticketed event serving a Gullah brunch prepared by local chef, BJ 
Dennis, complete with mimosas, bloody mary’s, and sweet, iced tea. Guests will enjoy music by 5-piece jazz 
ensemble, The ZD Experience, from Charleston. 
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2021 Bluffton Juneteenth Program Outline 
Tentative 

 
Event Programing 3:00-9:00PM 

 
  
 Invocation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Pastor Paul Hamilton 
 
 Juneteenth Town of Bluffton Proclamation . . . . . . . . . . . . . . . . . . . Mayor Lisa Sulka or Appointee 
 
  Roll Call of African American Veterans . . . . . . . . . . . . . . . . . . . . 
 
  Negro National Anthem “Lift Every Voice & Sing” 
 
 Reading of the Emancipation Proclamation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  Louise Cohen 
              (Founder of the Hilton Head Island Gullah Museum) 
 
 Musical Entertainment . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .4:30-9:00PM 
 

The Voices of El Shaddai 
 

Stee and Ear Candy 
 

Lalie Mole and Jason 
 

Dance Group 
 

Deez Guys 
 
 Who We Be’ . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Dr. Amir Toure 
       (History Professor at Savannah State University) 
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Tuesday December 1, 2020, 

Members present at meeting: Bridgette Frazier, Benisha Brown, Aaron Jenkins, Leah Frazier, 

Jacqueline Brown 

Meeting began at 5:45PM 

Bridgette called the meeting to order at 5:45PM 

Jacqueline Brown read the minutes from the previous meeting. 

Aaron Jenkins made a motion to accept the minutes as read; Leah Frazier second, all present 
unanimously voted to accept the minutes and minutes were adopted. 

Benisha Brown gave a financial report of the current balance in the account, $1,980.00 
Benisha reported that all vendors from the previous event had been paid out and our next 

priority is establishing an account for the 501©3 as The Bluffton MLK Observance 
Committee and the creation of a subsidiary account which shall be names BlacQuity. 

Benisha stated that she will follow-up with Palmetto State Bank and South State Bank to get 
our account established. Benisha will report out at the next on the success of opening the 

account. 

Bridgette opened the floor for Old Business. 

Aaron mentioned that new trash cans needed to be purchased because the folding ones were 

not withstanding the wind. He will do a price check at Walmart and get with Benisha to be 

reimbursed for purchase.  

Benisha confirmed that DJ T-Gramz would be the entertainment for the event. 

Jacqueline stated that applications were still coming in, but we currently have 37 vendors and 

expecting to cap entrants to 40. 

The floor for Old Business was closed and Bridgette opened the floor for New Business 

Bridgette stated that the Black Excellence Ball planning need to commence. The original plan 

was to host the event outside but concerns to move it inside prompted Bridgette to look at 
potential venues. She called Northridge Venue during the meeting and received confirmation 

that the date of 1/16/21 is open and the cost to reserve would be $500. The group decided that, 
that was a good price and wanted to go preview the venue to confirm. In addition to 

confirming the venue, securing a band and caterer was also discussed. The group La Faye & 

The Fellas was mentioned and Bre would reach out for pricing info, Leah agreed to do the 
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Aaron Jenkins, Vice-President 

Benisha Brown, Treasurer 

Jacqueline Brown, Secretary 
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desserts for the event and everyone was tasked with reaching out to potential caterers and 

chefs for pricing. 

A meeting was had with Burnt Church Distillery and their planning committee has decided 

to collaborate with The Bluffton MLK Observance Committee to host The 7th Annual 
Bluffton Juneteenth Festival 2021. There will be a (2) day celebration hosted at the distillery. 

The Gullah market will be moved and combined with the celebration at the distillery. The 
weekend will end on Sunday with a ticketed event; a Jazz Brunch at the distillery. Bridgette 

and Jackie will meet with the planning committee and follow up with event details.  

No additional new business was brought up and a motion to adjourn was made by Leah 

Frazier and second by Jacqueline Brown. Unanimous consensus for adjournment. 

The meeting adjourned at 6:55PM. 
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Income

Account 2021 Budget

Burnt Church Distillery $13,000

Cash Sponsorships* $10,000

Town of Bluffton* $5,000

ATAX Funds* $27,500

Total Receivables $55,500

*Requested

Expenses

Logistics

Venue $10,000

Rentals (Stage, Production, Tents, etc.) $5,000

Sanitation $2,500

Police/Security $5,000

Shuttles/Trolleys $3,500

Entertainment $5,000

Misc fees (Insurance, permits, printing) $4,000

Marketing
Design & Promo (website, banners, signs, posters, 

flyers) $5,000

Event Photography $500

Print and Web Media Ads $15,000

Total Expenses $55,500
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Bluffton, SC

Juneteenth
Celebration

Celebrating freedom and our rich, cultural
heritage, while spotlighting the amazing talent
of our local, black community.

June 19-20, 2021
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Post-Church, Jazz Brunch

Join us for the afternoon at the newly, opened Burnt Church Distillery for a
community-wide celebration of freedom. 
Live, cultural music and entertainment will provide a festive and enriching backdrop
while guests socialize, shop goods made by local artisans, and indulge in food trucks
featuring Gullah cuisine. The program will commence at 3pm with a reading of the
Juneteenth Town of Bluffton Proclmation by Bluffton Mayor, Lisa Sulka. 

Sunday, June 20, 12pm-3pm
Also at Burnt Church Distillery, this private, ticketed event will allow guests to enjoy
brunch prepared by Gullah Chef BJ Dennis while enjoying the smooth sounds from jazz
ensemble, The ZD Experience. Visit www.blufftonmlk.com for tickets.

A weekend-long, cultural celebration of freedom.

Program of Events
Community-Wide Cultural Celebration
Saturday, June 19, 3pm-10pm
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Marketing + Promotion

Digital: Website, Email, Social Media

Print: Regional Advertising 

Promotions through @BlufftonMLK and @BurntChurchDistillery social
accounts.

Print ads in Local Life, Bluffton Today, South Magazine, and more.

2021 Artwork is currently in production, and pending funding, will
include Town of Bluffton and hotel logos.
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A weekend-long, cultural celebration of freedom.

Notable Facts:
In 2019 the Bluffton MLK Juneteenth event drew
approximately 1,000 visitors to the Heyward House.
At Eagle Field in 2020, we hosted more than 2,000
visitors from Charlotte, Charleston, Savannah, and
other surrounding areas.
While Juneteenth has been celebrated in black
communities almost since 1865, and in our
community for the past 6 years, there is no question
that the events of 2020 brought this holiday more
recognition and celebration than in any year before.
We are preparing for a larger crowd in 2021. 
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Quarterly Deadlines for application submittals: 
June 30, September 30, December 31, and March 31 

ACCOMMODATIONS TAX ADVISORY COMMITTEE 

TOWN OF BLUFFTON, SOUTH CAROLINA   

ACCOMMODATIONS TAX
FUNDS REQUEST APPLICATION

SUBMIT 15 COMPLETE COPIES OF APPLICATION 

ANSWERS MUST BE TYPEWRITTEN

A. 

B. 

MUST BE A NOT-FOR-PROFIT ENTITY  

Date Received:

For Office Use Only

Time Received: By:

PROJECT NAME:

ORGANIZATION:

Sponsor Name: Title:

Sponsor Address:

Sponsor Phone:

Contact Name: Title:

Contact Address:

Contact Phone:

Date: Total Project Costs: Total Amount Requested:

Attachment 5

Bluffton Juneteenth Celebration

Bluffton MLK Observance Committee

Jacqueline Brown Secretary, Bluffton MLK

PO Box 3737

Bluffton, SC 29910

Katherine Louw Director of Good, Watterson Brands -

1227 May River Road Bluffton, SC 29910

615-804-0758

March 31, 2021 55,500 27,500
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C. DESCRIPTION OF PROJECT:

1.  General Description:

2.  If arts/cultural activity, give specific description of project (attach additional sheets, if needed).

3.  Impact on or benefit to tourism (if required under the law).

Completion Date:Starting Date:4.  Duration of project:

5.  Permits required (if any):

6.  Additional Comments:

D. FUNDING:

1.  Source of funds:

2.  Have you requested funding from other sources or organizations for this project?

If yes, please list sources and amounts.

Amount:

Amount:

Amount:

3.  Contributions to the project by the sponsoring organization:

Amount:

Attachment 5

The Juneteenth events, scheduled for June 19 & 20, 2021 at the beautiful, new
Burnt Church Distillery will celebrate Bluffton's rich, cultural heritage while
spotlighting some of the amazing, local talent from our black community.
The family-friendly Saturday festival will be educational and entertaining, providing
ample opportunities for guests to shop and sample a variety of local flavors while
enjoying musical, dance, and spoken word entertainment.
Sunday's Jazz Brunch will offer smooth jazz entertainment with a special
Lowcountry culinary experience.

The purpose of this event is to showcase our community's heritage and, to celebrate it, and to share it
with all who come. Please see the attached tentative program outline, which lists confirmed artists and
entertainers.

In 2019 out Juneteenth celebration drew a crowd of around 1,000 visitors to the Heyward House, and in
2020 those numbers doubled for the event at Eagle Field. We know that last year's event included
attendees from Savannah, Charleston, Charlotte, and other regional locations.
With our expanded plans for advertising, and the addition of a Sunday event, we plan to promote
Bluffton's Juneteenth Celebration as a weekend event and will include accommodations information on

June 20, 2021June 19, 2021

The Bluffton MLK Observance Committee officially received status as a
501(c)3 organization in early March 2021 so there are no financials to share.
Previous year's events have been done on a shoestring budget, with many
vendors and artists donating their time and talents. This year, with the
partnership of Burnt Church Distillery, and the momentum of becoming a

Burnt Church Distillery, Other corporate sponsors (pending), Lowcountry Leg

Yes

Burnt Church Distillery (includes some in-kind value) 13,000

Other corporate/foundation sponsors (pending)

Town of Bluffton (pending)

10,000

5,000

Bluffton MLK Observance Committee 2,500
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1. 

2. 

E. FINANCIAL INFORMATION (ADHERE TO STRICTLY):

A line-item budget of the project.

Most recent fiscal year balance sheet and profit and loss accounting statement.

F. FINANCIAL GUARANTEES:

Provide a copy of official minutes wherein the sponsoring organization approves the project and commits the 
organization to financial responsiblity for carrying it out to the stage of completion contemplated in the application, 
should funding be approved.   

PRIOR RECIPIENT'S REPORT (If you received prior ATAX funds):  (Attach additional sheets, if needed):G. 

1.  How did you use the funds?

2.  What impact did this have on the community or benefit tourism?   
     Describe how tourism statistics were captured.

3.  Provide the previous two years and current budgets.

4.  Include the total annual funding received each year that you applied.

H. ADDITIONAL COMMENTS:  (Attach additional sheets, if needed):

Signature:

Attachment 5
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Jacqueline Brown
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APPLICATION FINAL CHECKLIST 
(Complete and return this list with the application) 

The application is being filed by the deadline as indicated in this application packet.

We have reveiwed and followed the application guidelines.

We are submitting 15 complete copies of the application.

We will be prepared to make a verbal presentation to the Committee and answer questions when we are scheduled 
to do so.

We did not bind the application (NO BOOKS or BINDERS).

Attachment 5

✘

✘

✘

✘

✘
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Accomodations Tax Funding 
Final Report 

 You may record information directly on this form or create a separate document for more detailed responses. 
 1.  PROJECT INFORMATION:

Organization Name:

Project Name:

Contact Name:

2.  PROJECT COMPLETION:

Were you able to complete the project as stated in your original application?

If no, state discrepancies.

3.  PROJECT SUCCESS: 
Please share any additional comments regarding the project (e.g., lessons learned, successes, problems encountered, etc.)

4.  PROJECT ATTENDANCE:

Record numbers in table below.  Numbers are to reflect attendance and funds received for projects for both the current and 
previous periods.  

 Total budget of event / project

 Prior Period Current Period

Amount funded by Town of Bluffton Accommodatons Tax

Amount funded by other sources

Total attendance

Total tourists

5.  Methods: 
Please describe the methods used to capture the attendace data listed above (e.g., license plates, surveys, zip codes, etc.)

6.  Project Budget: 
Please attach report indicating project expenses compared to budget for the current grant.

7.  Organization Signature: 
Provide signature of official within organization, verifying accuracy of above statements.

Name: Title:

Signature: Date:
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Bluffton Juneteenth Celebration: 

C.1.:   The Juneteenth events, scheduled for June 19 & 20, 2021 at the beautiful, new Burnt Church 

Distillery will celebrate Bluffton's rich, cultural heritage while spotlighting some of the amazing, local 

talent from our black community.  

The family-friendly Saturday festival will be educational and entertaining, providing ample opportunities 

for guests to shop and sample a variety of local flavors while enjoying musical, dance, and spoken word 

entertainment.  

Sunday's Jazz Brunch will offer smooth jazz entertainment with a special Lowcountry culinary experience. 

C.3.:  In 2019 out Juneteenth celebration drew a crowd of around 1,000 visitors to the Heyward House, 

and in 2020 those numbers doubled for the event at Eagle Field. We know that last year's event included 

attendees from Savannah, Charleston, Charlotte, and other regional locations. 

With our expanded plans for advertising, and the addition of a Sunday event, we plan to promote 

Bluffton's Juneteenth Celebration as a weekend event and will include accommodations information on all 

advertising. 

C.6.:  The Bluffton MLK Observance Committee officially received status as a 501(c)3 organization in early 

March 2021 so there are no financials to share. Previous year's events have been done on a shoestring 

budget, with many vendors and artists donating their time and talents. This year, with the partnership of 

Burnt Church Distillery, and the momentum of becoming a more formalized organization, we are excited 

to be able inject more capital and human resources behind this event. Juneteenth, as a holiday, has 

gained tremendous momentum in the last year, and we believe there is tremendous opportunity to build 

Bluffton's Juneteenth celebrations into something very special that will attract more tourists from greater 

distances with each year. 

D.1.:  Burnt Church Distillery, Other corporate sponsors (pending), Lowcountry Legacy Fund, City of 

Bluffton
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ACCOMMODATIONS TAX ADVISORY COMMITTEE 
STAFF REPORT 
Department of Finance & Administration

MEETING DATE: May 18, 2021 
SUBJECT: Bluffton MLK Observance Committee:  Bluffton Juneteenth  

 Celebration  
 PROJECT MANAGER: Natalie Majorkiewicz, CGFO, Treasury Manager 

Summarized below is the application from the Bluffton MLK Observance Committee for 
Accommodations Tax grant dollars in support of advertising and promotion of tourism, facility 
expenses for cultural event, municipality services, and tourist transportation. 

Requested Amount: $27,500. 

Bluffton Juneteenth Celebration Total Budget  
Recommended ATAX Grant  

(50% of project budget) 

Advertising and Promotion: $ 20,500 $ 16,200
Facilities for Cultural Events: 5,000 5,000
Municipality Services: 7,500 4,900
Tourist Transportation: 3,500 1,400
Project Expenses: 19,000 N/A
Total $ 55,500 $ 27,500 

Eligible “Tourism-Related Expenditures” per South Carolina Code of Laws include, “advertising 
and promotion of tourism so as to develop and increase tourist attendance through the 
generation of publicity” and “promotion of the arts and cultural events”
Advertising and Promotion:   

 Total budget line is $20,500 
 Eligible budgeted expenses: 

o Design & Promo:  $5,000 
o Print and Web Media Ads:  $15,000 

Facilities for Civic & Cultural Events:   
 Total budget line is $15,000 

o Eligible budgeted expenses:  Rentals (Stage and tent) $5,000 
Municipality Services:   

 Total budget line is $7,500 
 Eligible budgeted expenses: 

o Sanitation at % of tourist attendance $1,000 
o Police/Security $5,000 

Tourist Transportation:   
 Total budget line is $3,500 
 Eligible budgeted expenses are at % of tourist attendance $1,400 

Festival/Event:  Event is scheduled for June 19 & 20, 2021 
Bluffton Event:  The event will be held at Burnt Church Distillery. 
Tourism Draw %:  Tourism statistics were not gathered at the 2020 event.  Estimated 
attendance was around 2,000 people and included attendees from Savannah, Charleston, 
Charlotte, and other regional locations.   
Benefit to Tourism:  Adding Sunday and creating a weekend event will hopefully increase 
tourism attendance and accommodations information will be included on advertisements. 
Self-Sufficiency % (Financial Need):  Requesting $27,500, which is approximately 50% of the 
total project budget of $55,500.  
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Table Rating (Scores 0-5 with 5 satisfying the qualifications best, exception Advertising 0-15) 
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Comments 

$27,500 
N/A N/A N/A N/A N/A N/A N/A Electronic 

Meeting

Previous Funding Amounts to Organization – N/A 

Accommodations Tax Committee Recommendations and Comments: 

The Committee recommends funding $27,500 for promotion of arts and cultural events 
($16,200), facilities for cultural events ($5,000), municipality services ($4,900), and tourist 
transportation ($1,400).



Attachment 7 

RESOLUTION 

A RESOLUTION AUTHORIZING AMENDMENT 3 TO MEMORANDUM OF AGREEMENT 
2017-69 BETWEEN THE TOWN OF BLUFFTON AND THE HISTORIC BLUFFTON 

FOUNDATION, FORMERLY KNOWN AS THE BLUFFTON HISTORICAL PRESERVATION 
SOCIETY WHEREIN THE HISTORIC BLUFFTON FOUNDATION WILL SERVE AS THE 

TOWN OF BLUFFTON’S OFFICIAL WELCOME CENTER, CONDUCT COMMUNITY 
OUTREACH AND EDUCATION, AND MAINTAIN THE CALDWELL ARCHIVES.  

WHEREAS, the Town of Bluffton has a rich history and cultural heritage which 
should be protected and preserved for future generations to experience; and 

WHEREAS, the on February 9, 2001, Town Council adopted a resolution 
designating the Heyward House Historic Center as the official Welcome Center for 
the Town of Bluffton; and 

WHEREAS, the Town of Bluffton and the Bluffton Historical Preservation 
Society (BHPS), now known as the Historic Bluffton Foundation (HBF) entered into a 
Memorandum of Agreement (MOA) on December 13, 2016; and

WHEREAS, the Town of Bluffton adopted a Resolution renewing MOA 2017-69 
for an additional fiscal year term beginning on July 1, 2019 through Amendment 1 
between the Town of Bluffton and BHPS on July 9, 2019; and 

WHEREAS, the Town of Bluffton adopted a Resolution renewing MOA 2017-69 
for an additional fiscal year term beginning on July 2, 2020 through Amendment 2 
between the Town of Bluffton and BHPS on May 12, 2020; and 

WHEREAS, S.C. Code § 6-4-10(4)(b)(8) provides, in part, that operating a 
welcome center is an eligible tourism-related expenditure; and 

WHEREAS, SC Revenue Ruling #98-22 provides, in part, that expenditures 
will qualify to operate and maintain a welcome center whose primary purpose is to 
provide information, brochures, and other services to tourists; and 

WHEREAS, the Town of Bluffton awards accommodation tax funds of One 
Hundred, Sixty-Nine Thousand Dollars ($169,000) to support the Welcome Center 
at the Heyward House. 

NOW, THEREFORE, BE IT RESOLVED BY THE TOWN COUNCIL OF THE TOWN 
OF BLUFFTON, SOUTH CAROLINA, AS FOLLOWS: 

 Town Council hereby authorizes the Interim Town Manager to enter into 
Amendment 3 to Memorandum of Agreement 2017-69; and 

 The term of Amendment 3 to Memorandum of Agreement 2017-69 shall be 
effective July 1, 2021 through June 30, 2022. 

THIS RESOLUTION SHALL TAKE FULL FORCE AND EFFECT ON JULY 1, 2020. 
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SIGNED, SEALED AND DELIVERED AS OF THIS 8th DAY OF JUNE 2021. 

_______________________ 
Lisa Sulka, Mayor 
Town of Bluffton, South Carolina  

ATTEST: 

__________________________ 
Kimberly Chapman, Town Clerk 
Town of Bluffton, South Carolina 
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STATE OF SOUTH CAROLINA  )   AMENDMENT 3 
) TO  

COUNTY OF BEAUFORT  )     MOA 2017-69 

WITNESSETH: 

WHEREAS, on December 13, 2016, the Town of Bluffton (“the Town”) entered into a 
Memorandum of Agreement with the Bluffton Historical Preservation Society (“BHPS”), now known as 
the Historic Bluffton Foundation (“HBF”); and 

WHEREAS, that Agreement, documented as Agreement 2017-69, denoted that HBF would serve 
as the Town’s officially designated Welcome Center (as adopted by Town Council resolution dated 
February 14, 2001), conduct community outreach and education, and maintain the Caldwell Archives; and   

WHEREAS, in accordance with the Memorandum of Agreement, the Town would coordinate 
the Historic Preservation Commission’s duties, publicize HBF events, and facilitate long-term 
maintenance of the Caldwell Archives; and 

WHEREAS, HBF makes its annual presentation to the Accommodations Tax Advisory 
Committee (“ATAC”) and Town Council on its budget for the Welcome Center as a recipient of 
Accommodations Tax funding in accordance with the Welcome Center’s function of promoting tourism 
in the Town.   

WHEREAS, the Town may use Accommodations Tax to provide additional services to promote 
tourism and enlarge its economic benefits through advertising, promotion and providing those facilities 
and services which enhance the ability of the Town to attract and provide for tourists; and  

WHEREAS, Amendment 1, effective July 1, 2019 through June 30, 2020, required HBF to 
present its first draft annual budget for the July 1 through June 30 fiscal year to Town Council in January 
with feedback incorporated into the annual Accommodation Tax request due at the end of March, and a 
budget presentation at the ATAC meeting in May with final presentation to Town Council in June.  
Amendment 1 prescribed the requisite level of detail for the budget and reporting; and 

WHEREAS, Amendment 2 renewed the Agreement from July 1, 2020 through June 30, 2021; 
and 

NOW THEREFORE, in exchange for the mutual promises written herein and other good and 
valuable consideration, the receipt and sufficiency of which are hereby acknowledged, and intending to be 
legally bound, the Town and HBF agree as follows: 

1. The term of Amendment 3 of Memorandum of Agreement 2017-69 shall be effective July 1, 2021 
through June 30, 2022. 

2. All other terms and conditions of Memorandum of Agreement 2017-69 shall remain in full force 
and effect and remain unchanged except as stated herein. 

IN WITNESS WHEREOF, the parties hereto have caused the within Amendment 3 to Memorandum of 
Agreement 2017-69 to be executed on this ________ day of __________________, 2021. 
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HISTORIC BLUFFTON FOUNDATION TOWN OF BLUFFTON 

By: ___________________  Date: _________  By: _____________________ Date: _________ 

Print name: ____________________________  Print name: ___Chris Forster______________ 

Position: ______________________________  Position:  Interim Town Manager_______          

Attachments:  Town Council Resolution 



2017-69
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RESOLUTION 

 
A RESOLUTION AUTHORIZING AMENDMENT 2 TO MEMORANDUM OF AGREEMENT 

2017-69 BETWEEN THE TOWN OF BLUFFTON AND THE BLUFFTON HISTORICAL 

PRESERVATION SOCIETY WHEREIN THE BLUFFTON HISTORICAL PRESERVATION 
SOCIETY WILL SERVE AS THE TOWN OF BLUFFTON’S OFFICIAL WELCOME CENTER, 

CONDUCT COMMUNITY OUTREACH AND EDUCATION, AND MAINTAIN THE 

CALDWELL ARCHIVES.  

 
WHEREAS, the Town of Bluffton has a rich history and cultural heritage which 

should be protected and preserved for future generations to experience; and 

 
WHEREAS, the on February 9, 2001, Town Council adopted a resolution 

designating the Heyward House Historic Center as the official Welcome Center for 

the Town of Bluffton; and 
 

WHEREAS, the Town of Bluffton and the Bluffton Historical Preservation 

Society (BHPS) entered into a Memorandum of Agreement (MOA) on December 13, 

2016; and  
 

WHEREAS, the Town of Bluffton adopted a Resolution renewing MOA 2017-69 

for an additional fiscal year term beginning on July 1, 2019 through Amendment 1 
between the Town of Bluffton and BHPS on July 9, 2019; and 

 

WHEREAS, S.C. Code § 6-4-10(4)(b)(8) provides, in part, that operating a 

welcome center is an eligible tourism-related expenditure; and 
 

WHEREAS, SC Revenue Ruling #98-22 provides, in part, that expenditures 

will qualify to operate and maintain a welcome center whose primary purpose is to 
provide information, brochures, and other services to tourists; and 

 

WHEREAS, the Town of Bluffton awards accommodation tax funds of One 
Hundred, Ninety Thousand Dollars ($190,000) to support the Welcome Center at 

the Heyward House. 

 
NOW, THEREFORE, BE IT RESOLVED BY THE TOWN COUNCIL OF THE TOWN 

OF BLUFFTON, SOUTH CAROLINA, AS FOLLOWS:  

 

• Town Council hereby authorizes the Town Manager to enter into Amendment 
2 to Memorandum of Agreement 2017-69; and 

 

• The term of Amendment 2 to Memorandum of Agreement 2017-69 shall be 

effective July 1, 2020 through June 30, 2021. 
 

THIS RESOLUTION SHALL TAKE FULL FORCE AND EFFECT ON JULY 1, 2020. 
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SIGNED, SEALED AND DELIVERED AS OF THIS 12th DAY OF MAY 2020. 
 

        
       Lisa Sulka, Mayor 
       Town of Bluffton, South Carolina  

ATTEST: 

 
 

__________________________ 

Kimberly Chapman, Town Clerk 

Town of Bluffton, South Carolina 
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ACCOMMODATIONS TAX ADVISORY COMMITTEE 
STAFF REPORT 
Department of Finance & Administration

MEETING DATE: May 18, 2021 
SUBJECT: Historic Bluffton Foundation (HBF): Welcome Center  

 at the Heyward House  
 PROJECT MANAGER: Natalie Majorkiewicz, CGFO, Treasury Manager 

Summarized below is the application from Historic Bluffton Foundation (HBF) for 
Accommodations Tax grant dollars in support of advertising and promotion of tourism, arts and 
cultural events, and operating a visitors center. 

Requested Amount: $169,000 

Welcome Center at the Heyward House Total Budget  
Recommended ATAX Grant  

(approx. 82% of project budget) 

Advertising and Promotion of Tourism: $ 4,000 $ 4,000
Arts & Cultural Events: 3,000 3,000
Operating Visitor Information Center: 200,250 162,000
Total $  207,250 $  169,000

Eligible “Tourism-Related Expenditures” per South Carolina Code of Laws include, “advertising 
and promotion of tourism so as to develop and increase tourist attendance through the 
generation of publicity, promotion of the arts and cultural events, construction, maintenance, and 
operation of facilities for civic and cultural activities,” and “operating visitor information centers.” 

Advertising and Promotion of Tourism:   
 Total budget is $4,000. 
 Marketing Plan is provided on page 13 of application. 
 Includes website maintenance, social media advertising, and print media.   

Arts & Cultural Events:   
 Total budget is $3,000. 
 Heyward House, Garvin-Garvey House, and walking tours continue to be offered and 

adjustments have been made due to COVID-19 to ensure social distancing is maintained 
while being able to see and learn about the history of Bluffton.  Additionally, the Bluffton 
History Class for Tour Guides continues to be offered and test participants to receive a 
certificate of achievement.   

Operating Visitor Information Center:   
 Total remaining budget is $200,250 with remaining amount requested at $162,000. 
 Expenses qualify due to the primary purpose of the Heyward House is to provide 

information, brochures, and other services to tourists. 
 Operating Expenses of $190,250 include personnel, mortgage and utilities, and contract 

services for Heyward House. 
 Capital Improvements of $10,000 include: 

o Shutters and dormers $9,000 
o Exterior rotten soffits repairs $7,000 
o Tree and limb removal and mitigation $4,000 
o Windows and surround repair and replacement $3,000 

Festival/Event:  The Heyward House serves as Town of Bluffton’s Welcome (Visitors) Center. 

Bluffton Event:  The house and special events are located and held in Old Town with 
presentations and history talks given throughout the community. 
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Tourism Draw %:  Visitors to the Hayward House was 10,632 in 2019/2020 with 82% from out of 
town.  Total visitors projected for FY 2020/2021 is estimated at 10,000 with visitor numbers 
slowly rebounding due to the pandemic.   

Benefit to Tourism:  Official Welcome (Visitors) Center for the Town of Bluffton.  

Self-Sufficiency % (Financial Need):  Requesting approximately 82% of Welcome Center 
budget, and 65% of the total organization’s budget.  Last year’s annual award was $190,000.        

Table Rating (Scores 0-5 with 5 satisfying the qualifications best, exception Advertising 0-15) 
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Comments 

$169,000 N/A N/A N/A N/A N/A N/A Electronic Meeting 

Previous Funding Amounts to Organization – Bluffton Historical Preservation Society (BHPS) 

Fiscal 
Year 

Amount 
Requested

% of 
Budget 

Advisory 
Committee 

Recommendation

Town 
Council 

Approved Expended Comments 
2021 190,000 84% $190,000 $190,000 68,062
2020 190,000 84% 190,000 190,000 149,450
2019 17,263 100% 17,263 17,263 17,263 Chimney Repair 

2019 177,000 81% 185,000 185,000 172,224 Heyward House

2018 127,000 75% 127,000 127,000 114,494 “ 

Accommodations Tax Committee Recommendations and Comments: 

The Committee recommends funding $169,000 for advertising and promotion of tourism 
($4,000), arts and cultural events ($3,000), and operating a visitors information center 
($162,000). 



Title Page: 

To:  Accommodation Tax Advisory Committee 
From:  Society of Bluffton Artists 
Application Deadline:  March 2021 

Name of Project: Promoting the Arts in the Lowcountry and Beyond 
Sponsors Name: Society of Bluffton Artists 
Sponsors Street Address: 6 Church St Bluffton, SC 29910 
Sponsors Mailing Address: PO Box 1972 Bluffton, SC 29910 

Contact Information:  

Mary Ann Burgeson, President 
3 Rose Hill Drive 
Bluffton, SC 29910 
Cell: 843 816 3776 

John Kenney, Treasurer 
18 Ladyslipper Island Ct. 
Bluffton, SC 29910 
Cell: 434 960 3622 

Funds Requested: $  $20,000 
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Addendum to: 

1.General Description 

The Society of Bluffton Artists has been active in this town since 1994, 
way before all the other galleries in Old Town arrived.  Our membership 
has surprisingly remained the same even during this difficult year 
averaging about 130 members and supporters.  This has been a  very 
difficult year for SoBA as it has for all businesses in town.  We had to 
close down, of course, for a few months and when we reopened it was 
on a very limited basis.  Tourists are our biggest source of income at 
the gallery and with out travel for months our artists suffered income 
losses and the gallery barely survived.  We had a loyal and fearless 
number who were willing to come to staff the gallery, masked up and 
sanitizing several times a shift.  We were able to only be open a couple 
of days a week for months.  We resumed advertising both locally and 
in the southeast and finally for these last three months it seems the 
tourists are coming back. 

Ordinarily, and soon again we hope, we work with  organizers with all 
local events like the Paint Out, and all local art Festivals including the 
Mayfest, and Bluffton Arts and Seafood.  We publicize the events on all 
platforms of social media and in our Newsletter that goes to hundreds 
of followers. We plan our participation and have painters on the porch 
and tents on the lawn.  We were again voted Best Gallery in Old Town 
Bluffton by local magazines.  Last year we had ads in a regional 
publication that goes in the airports and other tourist centers here and 
in Savannah.  Our guest art instructors come from all over the country 
but sadly none could come for the whole year.  When they do come 
they bring students/tourists with them to experience our beautiful area.  
This year will be better and our classes and workshops will be back 
this summer. 

We are discovering people find us more and more on social media.  
We have an old website that can no longer be supported by updates 
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and plug ins and have put off constructing a new more efficient and 
easier to use website for years for lack of funds.  That is part of our 
plan for the coming year to upgrade our image and desirability as a 
destination visit.  Our website and social media platforms attract 
thousands of hits and if we look more appealing and tell a better story, 
those tourist hits will become visits.  We are counting on a rebound 
from all that pent up desire to travel and buy beautiful things. 

Ordinarily we help in the schools and teach classes in the Boys’ and 
Girls’ Club but this year that was not allowed.  We have continued with 
very small children’s classes as well as local artist’s instruction for 
adults in our Center for Creative Arts. 

We had to cancel our Annual Judged Show which draws artists from all 
around the southeast to participate, when our out of town judge 
cancelled.  That show has been a major fundraiser for us in the past.  
We also had to cancel our annual big gala with dinner, entertainment 
and dancing, also another big source of funds that we depend on. 

We were able to award our $2000.00 Naomi McCracken Scholarship to 
a Bluffton senior art student this year for her outstanding work. 

We are excited about our plans for recovery.  We plan to have a new 
website created by a local professional and the plans for it are very 
exciting.  We can share local festivals and happenings on our site and 
highlight local businesses like the Bluffton Inn and other businesses 
where we have display art.  The cost of the website is included in our 
request for Atax funds this year.  We also have to replace our failed 
HVAC which certainly makes the gallery a pleasant place to be on a 
summer day in Bluffton.  We will have a full time PR person on the 
board next year whose job will be to spread our news and the beauty 
of Bluffton ever wider on all social platforms. We have thousands of 
followers. 
In short, we intend to continue to do all we can to spread the word 
about this lovely little slice of paradise where we live.  Thank you for 
your consideration. 
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The Society of Bluffton Artists is the only 501© 3 all-volunteer arts 
organization and gallery in Bluffton, SC. The mission of SoBA is to 
promote a public interest in and an appreciation of visual art in the 
community. SoBA assist artists at all levels of development to enhance 
their artistic abilities in the visual arts. 

The Society of Bluffton Artists founded in 1994 by seven Bluffton area 
artists now has 124 members. Of the total 111 display art in the gallery. 
The majority of SoBA artists have relocated to the area from all over 
this country and they have family and guests who visit and enjoy 
Bluffton. 
SoBA invites all artists over the age of 18 to become display or 
supporting members. 

Excerpt of the minutes of the March 15, 2021 Official Board Meeting of 
the Society of Bluffton Artists: 

Board Members Present: Burgeson, Ford, Kenney, VanNus, Rhodes, Sanders, 
Pecce, Gregar 
A motion was made to approve an application for the ATax Grant. (and to commit 
funding to complete the project) It was seconded and approved. 

Respectfully submitted, Mary Ann Ford, Secretary “ 

Our Atax grant, if we are approved, will go to the creation of a new 
website that has room to highlight local events in Bluffton and partner 
organizations as well as our own events calendar and to promote 
growth in the arts and all cultural events in our community.  We want to 
grow our brand and help make Bluffton a destination of the highest 
quality and desirability.  We will also use the funds to continue our high 
quality local and area advertising to bring patrons, students and 
tourists to the gallery and community.  And we request help in 
maintaining our facility where we welcome said tourists by replacing 
our unrepairable HVAC unit so they can browse in comfort! 
The matching funds for our request will come from membership dues, 
art sales and a South Carolina Cares grant from last year. 
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MD\ 29, 2021

TR ZKRP LW PD\ FRQFHUQ,

BUDJJ MHGLD MDUNHWLQJ KDV EHHQ TKH SRFLHW\ RI BOXIIWRQ AUWLVWV¶ DJHQF\ RI UHFRUG VLQFH 2017.
OXU VHUYLFHV KDYH LQFOXGHG SXEOLF UHODWLRQV, JUDSKLF GHVLJQ DQG ZHEVLWH PDLQWHQDQFH. TKH
ZHEVLWH LV WKH FRUQHUVWRQH IRU PRGHUQ-GD\ VDOHV, PDUNHWLQJ DQG FXVWRPHU VHUYLFH. TKH ZHEVLWH
DOVR LV KRZ WKH\ DWWUDFW PRUH FXVWRPHUV DQG KRZ WKH\ SURFHVV SD\PHQWV IRU FODVVHV, HYHQWV
DQG PHPEHUVKLSV. 8QIRUWXQDWHO\, WKH SOBA ZHEVLWH LQIUDVWUXFWXUH LV YHU\ RXWGDWHG ZLWK IHDWXUHV
WKDW DUH QR ORQJHU VXSSRUWHG E\ VRIWZDUH GHYHORSHUV.

SOBA¶V SURJUDPV DQG RIIHULQJV DWWUDFW ORFDOV, SDUW-WLPHUV, YDFDWLRQHUV DQG HYHQ FKLOGUHQ. MXFK
OLNH SOBA¶V RQJRLQJ PDUNHWLQJ, SXEOLF DQG PHGLD UHODWLRQV, WKHLU QHZ ZHEVLWH WDNHV GLIIHUHQW
DXGLHQFH W\SHV LQWR DFFRXQW.  :H KDYH ZRUNHG FORVHO\ ZLWK SOBA¶V ERDUG RI GLUHFWRUV WR
FRQVWUXFW D ZHEVLWH SODQ WKDW PRGHUQL]HV WKHLU H-FRPPHUFH, XSGDWHV WKH DHVWKHWLFV, UHRUJDQL]HV
LQIRUPDWLRQ VR LW¶V HDVLHU IRU HYHU\RQH WR QDYLJDWH DQG DOVR DXWRPDWLFDOO\ FRQIRUPV WR PRELOH
GHYLFHV.  AWWDFKHG WR WKLV OHWWHU, SOHDVH ILQG WKH VFRSH RI ZRUN DQG IHH VFKHGXOH LQYROYHG ZLWK
SOBA¶V QHZ ZHEVLWH.

AV D BOXIIWRQ SC-EDVHG PDUNHWLQJ DJHQF\, ZH VHH KRZ LQYROYHG SOBA LV LQ WKH FRPPXQLW\ ²
IURP RXWUHDFK SURJUDPV WR DIWHU VFKRRO DFWLYLWLHV DQG IURP FODVVHV/ZRUNVKRSV WR D QHWZRUN RI
DUWLVWV. TKDW¶V ZK\ ZH RIIHUHG D SULFH UHGXFWLRQ WR WKH PDNLQJ RI WKH QHZ ZHEVLWH.  :H VHH DOO RI
WKH JRRG WKH\ GR LQ BOXIIWRQ DQG ZH ZDQW WR VHH SOBA VXFFHHG LQ WKH IDVWHVW-JURZLQJ WRZQ LQ
WKH 8QLWHG SWDWHV.

SLQFHUHO\,

HHDWKHU BUDJJ, SUHVLGHQW

315 COLD CREEK PASS � BL8FFTON SC 29910
BRAGGMEDIA.COM � 843-415-3490
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E    Financial Request 

Cost of project    $40,000 

Duration  12 months  April 2021 through March 2022 

Income 
           A Tax grant Town of Bluffton ( 50%)       $20000 
           Society of Bluffton Artists      ( 50%)        $20000 
                                                                             $40000 

Sources of revenue: Art Sales, Membership Dues, Sponsors, Fundraisers, Holiday Boutique, South 
Carolina Cares Grant, income from classes and workshops 

Expenses 

Regional Marketing  ie  weekly ads in regional publications                                           $6000 

Island Packet, Bluffton Packet                             
The Bluffton Sun                                                     
Area Map ADV.                                                       

Professional Services 

Bragg Media                                                             $19000 
  Ad Creation and Placement, Content Management, Web site Management, Eclectic Newsletter, 
Featured Artists & Gallery Promotion Material. Social Media Content & Advertising and creation and 
building of a new web site serving a broader community 
                                                                                   $7500 

In-house Promotional                                                 $400 
 Print promotional material for Art Classes                $ 600 
  and events 
Replace HVAC system                                               $ 7000 

Total                                                                            $40500                                                                      
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E.  Financial Request 
 
Cost of project: $36,400.00 
 
Duration:  12 months from April 2021 through March 2020 
 
Income: 
   A tax grant from Town on Bluffton (50%)  $18,200.00 
   Society of Bluffton Artists               (50%)  $18,200.00 
          $36,400.00 
 
Sources of Revenue: 
   Art Sales, Membership Dues, Sponsors, Fundraisers, Holiday Boutique, 
   South Carolina Cares Grant, Income from Classes and Workshops 
 
Expenses: 
 
Regional Marketing, i.e. weekly ads in regional publications      $7,000.00 
   Island Packet, Bluffton Packet 
   The Bluffton Sun 
   Area Map  ADV. 
 
Professional Services: 
 
Bragg Media:  Ad Creation and Placement, Content Management, 
   Website Management, Eclectic Newsletter, Featured 
   Artist & Gallery Promotion Material   $20,400.00 
   Social Media Content & Advertising and creation 
   and building of a new website serving a broader 
   community         $7,500.00 
 
In-house Promotional                         $900.00 
Print promotional material for Art Classes and Events                                       $600.00 
 
Total  Advertising Costs         $36,400.00 
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Scope of Work: Website Design

February 11, 2021

Prepared by:

Heather Bragg
Bragg Media Marketing Agency
Bluffton, SC 29910
heather@braggmedia.com
Braggmedia.com
843-415-3490

Prepared for:

Marie Burgeson
Kim France
Sheila Johnson
The Society of Bluffton Artists
kimfrancehhi@gmail.com
maryfirestar04@gmail.com
sgjohnso62@gmail.com
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Project Overview:

Bragg Media Marketing Agency plans for a complete website design to include the following services:
● Initial Planning Meeting
● Complete Website Redesign on WordPress platform
● SEO, Security and Optimization plugins
● E-Commerce and Registration
● User Manual and Training

Project Details:

Project Name: The Society of Bluffton Artists Website

Project Description: Complete website redesign of sobagallery.com to include more modern
design and easy-to-use payment and class registrations.

Project Period: February 11 - April 20

Primary Agency
Contact:

Heather Bragg
843-415-3490
heather@braggmedia.com

Secondary Agency
Contact:

Mike Bragg
mike@braggmedia.com

Primary Client Contact: Marie Burgeson
The Society of Bluffton Artists
maryfirestar04@gmail.com

High-Level Objective:
1. Modern Website Design: Responsive layout that automatically transforms for all mobile

devices; eye-catching visuals; on WordPress platform with visual builders that allow you
to grow with your organization’s needs

2. More Exposure: Search Engine Optimization plugins; intuitive design that encourages
people to purchase

3. Lead Optimization: Online forms that automatically e-mail key people in company
4. Security: Standard SSL certificate, data privacy best practices and full-bodied security

plugins

1 | SOBA Website Scope of Work
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Tasks, Milestones & Timelines:

Brief Description of Services Start Date Due Date Fee Due

Milestone 1
Planning Session

Upon agreement
signature

$3,750

Milestone 2:
Website Planning

2/11/2021 2/24/2021

Planning Document 2/11/2021 2/15/2021

Sitemap 2/15/2021 2/19/2021

Wireframe 2/19/2021 2/24/2021

Milestone 3:
Website Build

2/25/2021 3/10/2021

Set up development site 2/25/2021 3/1/2021

Build two landing pages 3/1/2021 3/10/2021

Milestone 4:
Mid-Project Approval

3/10/2021 3/12/2021 $1,875

Approve initial design 3/10/2021 3/12/2021

Milestone 5:
Finish Website Build

3/15/2021 4/2/2021

Build out rest of website 3/10/2021 3/26/2021

Test website 3/29/2021 4/2/2021

Milestone 6:
Final Project Approval

4/5/2021 4/5/2021 $1,875

Milestone 7:
Launch

4/5/2021 4/14/20211

Configure DNS and hosting 4/5/2021 4/8/2021

SSL Certificate and fixing any errors 4/8/2021 4/14/2021

Milestone 8:
Post-Launch

4/15/2021 4/20/2021

Website Manual with passcodes, etc. 4/15/2021 4/17/2021

Training Tutorials/Videos 4/17/2021 4/20/2021

2 | SOBA Website Scope of Work
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Reporting:
Client communication occurs regularly throughout the project through e-mails and the secure
Bragg Media client portal.

Fees & Expenses:
● The total cost of the website design is $7,500.
● The initial deposit, half of the estimated fees of $3,750, is due upon signing of the project

agreement.
● A payment of $1,875 is required upon approval of first creative.
● The final payment of $1,875 is required prior to launch.
● An optional web hosting and maintenance fee of $100 is due monthly with automatic

payments set up using the client portal.

3 | SOBA Website Scope of Work
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May 29, 2021

To whom it may concern,

Bragg Media Marketing has been The Society of Bluffton Artists’ agency of record since 2017.
Our services have included public relations, graphic design and website maintenance. The
website is the cornerstone for modern-day sales, marketing and customer service. The website
also is how they attract more customers and how they process payments for classes, events
and memberships. Unfortunately, the SOBA website infrastructure is very outdated with features
that are no longer supported by software developers.

SOBA’s programs and offerings attract locals, part-timers, vacationers and even children. Much
like SOBA’s ongoing marketing, public and media relations, their new website takes different
audience types into account.  We have worked closely with SOBA’s board of directors to
construct a website plan that modernizes their e-commerce, updates the aesthetics, reorganizes
information so it’s easier for everyone to navigate and also automatically conforms to mobile
devices.  Attached to this letter, please find the scope of work and fee schedule involved with
SOBA’s new website.

As a Bluffton SC-based marketing agency, we see how involved SOBA is in the community —
from outreach programs to after school activities and from classes/workshops to a network of
artists. That’s why we offered a price reduction to the making of the new website.  We see all of
the good they do in Bluffton and we want to see SOBA succeed in the fastest-growing town in
the United States.

Sincerely,

Heather Bragg, president

315 COLD CREEK PASS • BLUFFTON SC 29910
BRAGGMEDIA.COM • 843-415-3490
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Cash Basis  Monday, March 22, 2021 01:51 PM GMT-04:00   1/1

Soba
Balance Sheet

As of February 28, 2021

TOTAL

ASSETS

Current Assets

Bank Accounts

Hilleren Scholarship Fund 1,150.00

Operating Account 83,237.71

Petty Cash 30.30

Scholarship Account 4,450.46

VS Hughes Endowment Res Fund 2,734.92

Total Bank Accounts $91,603.39

Other Current Assets

Undeposited Funds 0.00

Total Other Current Assets $0.00

Total Current Assets $91,603.39

Fixed Assets

Accumulated Depreciation -18,833.00

Building Improvements 34,008.75

Furniture and Fixtures 4,244.17

Landscaping 4,587.92

Office Equipment 1,955.16

Total Fixed Assets $25,963.00

TOTAL ASSETS $117,566.39

LIABILITIES AND EQUITY

Liabilities

Current Liabilities

Other Current Liabilities

Sales Tax Payable 0.00

South Carolina Department of Revenue Payable 651.67

Total Other Current Liabilities $651.67

Total Current Liabilities $651.67

Total Liabilities $651.67

Equity

Retained Earnings 64,112.24

Net Income 52,802.48

Total Equity $116,914.72

TOTAL LIABILITIES AND EQUITY $117,566.39
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Quarterly Deadlines for application submittals: 
June 30, September 30, December 31, and March 31 

ACCOMMODATIONS TAX ADVISORY COMMITTEE 

TOWN OF BLUFFTON, SOUTH CAROLINA   

ACCOMMODATIONS TAX
FUNDS REQUEST APPLICATION

SUBMIT 15 COMPLETE COPIES OF APPLICATION 

ANSWERS MUST BE TYPEWRITTEN

A. 

B. 

MUST BE A NOT-FOR-PROFIT ENTITY  

Date Received:

For Office Use Only

Time Received: By:

PROJECT NAME:

ORGANIZATION:

Sponsor Name: Title:

Sponsor Address:

Sponsor Phone:

Contact Name: Title:

Contact Address:

Contact Phone:

Date: Total Project Costs: Total Amount Requested:

Attachment 11

Bluffton Juneteenth Celebration

Bluffton MLK Observance Committee

Jacqueline Brown Secretary, Bluffton MLK

PO Box 3737

Bluffton, SC 29910

Katherine Louw Director of Good, Watterson Brands -

1227 May River Road Bluffton, SC 29910

615-804-0758

March 31, 2021 55,500 27,500
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C. DESCRIPTION OF PROJECT:

1.  General Description:

2.  If arts/cultural activity, give specific description of project (attach additional sheets, if needed).

3.  Impact on or benefit to tourism (if required under the law).

Completion Date:Starting Date:4.  Duration of project:

5.  Permits required (if any):

6.  Additional Comments:

D. FUNDING:

1.  Source of funds:

2.  Have you requested funding from other sources or organizations for this project?

If yes, please list sources and amounts.

Amount:

Amount:

Amount:

3.  Contributions to the project by the sponsoring organization:

Amount:

Attachment 11

The Juneteenth events, scheduled for June 19 & 20, 2021 at the beautiful, new
Burnt Church Distillery will celebrate Bluffton's rich, cultural heritage while
spotlighting some of the amazing, local talent from our black community.
The family-friendly Saturday festival will be educational and entertaining, providing
ample opportunities for guests to shop and sample a variety of local flavors while
enjoying musical, dance, and spoken word entertainment.
Sunday's Jazz Brunch will offer smooth jazz entertainment with a special
Lowcountry culinary experience.

The purpose of this event is to showcase our community's heritage and, to celebrate it, and to share it
with all who come. Please see the attached tentative program outline, which lists confirmed artists and
entertainers.

In 2019 out Juneteenth celebration drew a crowd of around 1,000 visitors to the Heyward House, and in
2020 those numbers doubled for the event at Eagle Field. We know that last year's event included
attendees from Savannah, Charleston, Charlotte, and other regional locations.
With our expanded plans for advertising, and the addition of a Sunday event, we plan to promote
Bluffton's Juneteenth Celebration as a weekend event and will include accommodations information on

June 20, 2021June 19, 2021

The Bluffton MLK Observance Committee officially received status as a
501(c)3 organization in early March 2021 so there are no financials to share.
Previous year's events have been done on a shoestring budget, with many
vendors and artists donating their time and talents. This year, with the
partnership of Burnt Church Distillery, and the momentum of becoming a

Burnt Church Distillery, Other corporate sponsors (pending), Lowcountry Leg

Yes

Burnt Church Distillery (includes some in-kind value) 13,000

Other corporate/foundation sponsors (pending)

Town of Bluffton (pending)

10,000

5,000

Bluffton MLK Observance Committee 2,500

john kenney
Highlight
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1. 

2. 

E. FINANCIAL INFORMATION (ADHERE TO STRICTLY):

A line-item budget of the project.

Most recent fiscal year balance sheet and profit and loss accounting statement.

F. FINANCIAL GUARANTEES:

Provide a copy of official minutes wherein the sponsoring organization approves the project and commits the 
organization to financial responsiblity for carrying it out to the stage of completion contemplated in the application, 
should funding be approved.   

PRIOR RECIPIENT'S REPORT (If you received prior ATAX funds):  (Attach additional sheets, if needed):G. 

1.  How did you use the funds?

2.  What impact did this have on the community or benefit tourism?   
     Describe how tourism statistics were captured.

3.  Provide the previous two years and current budgets.

4.  Include the total annual funding received each year that you applied.

H. ADDITIONAL COMMENTS:  (Attach additional sheets, if needed):

Signature:

Attachment 11
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APPLICATION FINAL CHECKLIST 
(Complete and return this list with the application) 

The application is being filed by the deadline as indicated in this application packet.

We have reveiwed and followed the application guidelines.

We are submitting 15 complete copies of the application.

We will be prepared to make a verbal presentation to the Committee and answer questions when we are scheduled 
to do so.

We did not bind the application (NO BOOKS or BINDERS).

Attachment 11

✘

✘

✘

✘



13 

Accomodations Tax Funding 
Final Report 

 You may record information directly on this form or create a separate document for more detailed responses. 
 1.  PROJECT INFORMATION:

Organization Name:

Project Name:

Contact Name:

2.  PROJECT COMPLETION:

Were you able to complete the project as stated in your original application?

If no, state discrepancies.

3.  PROJECT SUCCESS: 
Please share any additional comments regarding the project (e.g., lessons learned, successes, problems encountered, etc.)

4.  PROJECT ATTENDANCE:

Record numbers in table below.  Numbers are to reflect attendance and funds received for projects for both the current and 
previous periods.  

 Total budget of event / project

 Prior Period Current Period

Amount funded by Town of Bluffton Accommodatons Tax

Amount funded by other sources

Total attendance

Total tourists

5.  Methods: 
Please describe the methods used to capture the attendace data listed above (e.g., license plates, surveys, zip codes, etc.)

6.  Project Budget: 
Please attach report indicating project expenses compared to budget for the current grant.

7.  Organization Signature: 
Provide signature of official within organization, verifying accuracy of above statements.

Name: Title:

Signature: Date:
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SoBA ATax Application 

Final Report – 3: 

We were able to pay our bills thanks to the Atax grant during this difficult time.  Our income was reduced 

and we hope to recover that in the year to come.  We learned that we are flexible and adaptable and we 

survived when other did not.  We greatly appreciate the support of the community and especially the 

town of Bluffton.
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Attachment 12 

ACCOMMODATIONS TAX ADVISORY COMMITTEE 
STAFF REPORT 
Department of Finance & Administration

MEETING DATE: May 18, 2021 
SUBJECT: Society of Bluffton Artists:  Promoting the Arts in the Lowcountry  

 and Beyond 
 PROJECT MANAGER: Natalie Majorkiewicz, CGFO, Treasury Manager 

Summarized below is the application from the Society of Bluffton Artists (SoBA) for 
Accommodations Tax grant dollars in support of advertising and promotion of tourism. 

Requested Amount: $18,200. 

Promoting the Arts in the Lowcountry and Beyond Total Budget  
Recommended ATAX Grant  

(50% of project budget) 

Advertising and Promotion: $ 36,400 $ 18,200
Total $ 36,400 $ 18,200

Eligible “Tourism-Related Expenditures” per South Carolina Code of Laws include, “advertising 
and promotion of tourism so as to develop and increase tourist attendance through the 
generation of publicity” and “promotion of the arts and cultural events”
Advertising and Promotion:   

 Total budget is $36,400 
 Eligible budgeted expenses: 

o Regional Marketing:  $7,000 
o Bragg Media:  $27,900 
o Promotional Expenses:  $1,500 

Festival/Event:  N/A 
Bluffton Event:  The gallery/education center is located at 6 Church Street in Old Town Bluffton. 
Tourism Draw %:  Due to COVID 2020 statistics were unable to be captured.  The 2021 sales 
will be captured using the guest register.   
Benefit to Tourism:  Traditionally, SoBA has attracted and sold to over 60% tourists annually. 
Self-Sufficiency % (Financial Need):  Requesting $18,200, which is 50% of the advertising and 
promotion budget.  .  

Table Rating (Scores 0-5 with 5 satisfying the qualifications best, exception Advertising 0-15) 
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Comments 

$18,200 N/A N/A N/A N/A N/A N/A Electronic Meeting 

Previous Funding Amounts to Organization – Society of Bluffton Artists (SoBA) 

Fiscal 
Year

Amount 
Requested

% of 
Budget 

Advisory 
Committee 

Recommendation

Town 
Council 

Approved Expended Comments

2020 $16,000.00 50% $12,000.00 $12,000.00 $ 12,000.00
2019 14,000.50 50% 14,000.50 14,000.50 14,000.50
2018 12,150.00 45% 12,150.00 12,150.00 12,150.00
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Accommodations Tax Committee Recommendations and Comments: 

The Committee recommends funding $18,200 for advertising and promotion of tourism 
expenses. 
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Table Rating Matrix-----COMMITTEE AVERAGE POINTS------  

 
Points 

Awarded 
    
Advertising possible total points - 15   
Part 1 - 5 points possible based on how much of the requested funds go toward advertising   

 0% of funds go toward advertising 0 points  

 1% - 20% of funds go toward advertising 1 points  

 21% - 40% of funds go toward advertising 2 points  

 41% - 60% of funds go toward advertising 3 points  

 61% - 80% of funds go toward advertising 4 points  

 81% - 100% of funds go toward advertising 5 points      
Part 2 - 10 points possible based on where the advertising is placed   

 None of the funds go toward advertising 0 points  

 

Local newspapers/periodicals and electronic advertising 
(examples Island Packet, Bluffton Today) 2 points  

 Local guides/periodicals specifically geared toward tourists with a shelf life of more than 30 days 4 points  

 

Larger regional publications and electronic marketing within 100 miles  
(example Charleston or Savannah newspapers) 6 points  

 

Newspapers/periodicals/electronic marketing to large, metropolitan areas outside of 100 miles away  
(example Atlanta Journal/Constitution, Charlotte newspaper, Washington Post ,Chicago Tribune) 8 points  

 

Nationally distributed newspapers/periodicals/electronic marketing 
 (example, USA Today, New York Times, Time Magazine, Southern Living, airline in-flight magazines) 10 points      

Festival/Event possible total points - 5   

 higher point value given to requests for festivals or events   

 length of event or festival should be considered.  Is it an all-day event versus a two-hour event?   

 higher point value could be awarded for multi-day festivals   
    

Bluffton Event possible total points - 5   

 higher point value given to events held within the town limits of Bluffton   

 higher point value given to events spanning multiple locations?       

Tourism Draw possible total points - 5   

 0% of attendees are tourists based on historical or projected information 0 points  

 1% - 20% of attendees are tourists based on historical or projected info 1 points  

 21% - 40% of attendees are tourists based on historical or projected info 2 points  

 41% - 60% of attendees are tourists based on historical or projected info 3 points  

 61% - 80% of attendees are tourists based on historical or projected info 4 points  

 81% - 100% of attendees are tourists based on historical or projected info 5 points      

Benefit to Tourism (economy) possible total points - 5   

 higher point value given to events that encourage overnight stays   

 higher point value given to events that have local business participation       

Self Sufficiency possible total points - 5   

 100% of budget from ATAX request 0 points  

 80% - 99% of budget from ATAX request 1 point  

 60% - 79% of budget from ATAX request 2 points  

 40% - 59% of budget from ATAX request 3 points  

 20% - 39% of budget from ATAX request 4 points  

 1% - 19% of budget from ATAX request 5 points      

Miscellaneous possible total points – 10 (Only use if applicant does not qualify as a festival/event)   
    

                                                                                 Group Average Grand Point Total out of a possible 40 points  

                                                                                                                               Group Average % (out of 40 points)  

 



Advisory Town

Grant Requests Amount Committee Council Paid Paid Paid

Requested Recommendation Approved FY 2019 FY 2020 FY 2021 Remaining

Applications Received March 31, 2019

Beaufort CO. PALs - Dixie Jr. Boys & Boys Baseball State Tournament 54,950$               54,950$                 54,950$               -$                     -$                     -$                     54,950$            

Beaufort CO. PALs - Dixie Youth Baseball Ozone State Tournament 59,500 59,500 59,500 - - - 59,500

Bluffton Historical Preservation Society:  Annual Amount $190,000 190,000 190,000 190,000 - 149,450 - 40,550

Greater Bluffton Convention Visitors Bureau 47,990 43,990 - - - - -

Hilton Head Island Concours d' Elegance 17,500 17,500 17,500 - 15,830 - 1,670

Society of Bluffton Artists 14,001 14,001 14,001 1,206 12,795 - -

Total Grants for 3rd Quarter Payments 383,941$             379,941$               335,951$             1,206$             178,075$         -$                     156,670$          

Applications Received June 30, 2019

Historic Bluffton Arts & Seafood Festival 43,000$               43,000$                 43,000$               -$                     27,078$           8,015$             7,906$              

Old Town Bluffton Merchants Society 25,000 25,000 25,000 - 14,951 8,481 1,568

Palmetto Bluff Conservancy: Annual Holiday Celebration and Tree Lighting 25,000 25,000 25,000 - 17,588 - 7,412

Palmetto Bluff Conservancy: May River Music Festival 60,000 60,000 60,000 - 38,600 - 21,400

Total Grants for 4th Quarter Payments 153,000$             153,000$               153,000$             -$                     98,218$           16,496$           38,286$            

Applications Received September 30, 2019

Farmers Market of Bluffton 22,450$               22,138$                 22,138$               -$                     4,458$             9,851$             7,828$              

Greater Bluffton Chamber of Commerce:  Taste of Bluffton 2020 50,000 40,318 40,318 - 3,087 8,401 28,831

Hilton Head Symphony Orchestra:  Symphony Under the Stars 18,000 18,000 18,000 - 12,136 - 5,864

Lowcountry Gullah:  LowcountryGullah.com N/A N/A - - - - -

Visitors and Convetion Bureau Inc.:  The Bluffton Welcome Center N/A N/A - - - - -

Total Grants for 1st Quarter Payments 90,450$               80,456$                 80,456$               -$                     19,681$           18,252$           42,523$            

Applications Received December 31, 2019

Celebrate Bluffton, Inc. 7,132$                 7,132$                   7,132$                 -$                     -$                     1,018$             6,114$              

May River Theatre, Inc. 14,520 14,520 14,520 - - - 14,520

Visitors and Convetion Bureau Inc.:  The Bluffton Welcome Center 50,000 N/A - - - - -

Total Grants for 2nd Quarter Payments 71,652$               21,652$                 21,652$               -$                     -$                     1,018$             20,634$            

Applications Received March 31, 2020

Bluffton Historical Preservation Society:  Annual Amount $190,000 190,000$             190,000$               190,000$             -$                     -$                     68,062$           121,938$          

Palmetto Bluff Conservancy:  Well Living 100,000 66,095 N/A - - - -

Society of Bluffto Artists (SoBA) 16,000 12,000 12,000 - 1,117 10,883 0

Total Grants for 3rd Quarter Payments 306,000$             268,095$               202,000$             -$                     1,117$             78,945$           121,938$          

Applications Received June 30, 2020

Historic Bluffton Arts & Seafood Festival 17,000$               17,000$                 17,000$               -$                     -$                     6,499$             10,501$            

Old Town Bluffton Merchants Society 22,600 22,600 22,600 - - 5,796 16,804

Total Grants for 4th Quarter Payments 39,600$               39,600$                 39,600$               -$                     -$                     12,295$           27,305$            

Applications Received September 30, 2020

Hilton Head Symphony Orchestra:  BravoPiano! Festival Concert 6,000$                 6,000$                   6,000$                 -$                     -$                     -$                     6,000$              

Total Grants for 4th Quarter Payments 6,000$                 6,000$                   6,000$                 -$                     -$                     -$                     6,000$              

Applications Received December 31, 2020

Farmers Market of Bluffton 33,800$               33,800$                 33,800$               -$                     -$                     3,258$             30,542$            

Total Grants for 4th Quarter Payments 33,800$               33,800$                 33,800$               -$                     -$                     3,258$             30,542$            

Applications Received March 31, 2021

Bluffton MLK Observance Committee 27,500$               27,500$                 -$                         -$                     -$                     -$                     -$                 

Bluffton Historical Preservation Society:  Annual Amount $169,000 169,000 169,000 - - - - -

Society of Bluffto Artists (SoBA) 20,000 18,200 - - - - -

Total Grants for 4th Quarter Payments 216,500$             214,700$               -$                         -$                     -$                     -$                     -$                 

Total Grants 1,300,943$          1,197,243$            872,459$             1,206$             297,091$         130,264$         443,898
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Attachment 15

Recommendation of Motions 

1. “I make a motion to adopt the Resolution for the FY2022 budget and marketing plan presented 

by the Hilton Head Island-Bluffton Chamber of Commerce in accordance with contract 2019-33 

as the Town of Bluffton’s Designated Marketing Organization.” 

2. “I make a motion to grant the Bluffton MLK Observance Committee $27,500 in support of the 

Bluffton Juneteenth event as presented in the Staff Report breakdown for advertising and 

promotion of tourism, facilities for civic and cultural events expenses, municipality services, and 

tourist transportation.” 

3. “I make a motion to adopt the Resolution renewing Memorandum of Agreement 2017-69 for an 

addition fiscal year term beginning on July 1, 2021 through Amendment 3 between the Town of 

Bluffton and the Historic Bluffton Foundation for Welcome Center services.” 

4. “I make motion to grant the Society of Bluffton Artists $18,200 in support of the Promoting the 

Arts in the Lowcountry and Beyond project as presented in the Staff Report breakdown for 

advertising and promotion tourism expenses.” 


