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To our Tourism Stakeholders, Business Owners
and Hilton Head Island Community,

This past year has presented the world challenges that were beyond
comprehension. COVID-19 has changed us all both personally and
professionally. As we move forward with an unpredictable future,

we take with us many learnings from the past year as we rebuild the
foundation of travel together.

The Path Forward Readiness Plan led the Hilton Head Island
community as well as the travel and tourism industry in setting new standards for our
businesses, residents and visitors. The program was widely adopted as over 300+
businesses throughout the Lowcountry took the Path Forward Pledge. From a global
standpoint VRMA, Vacation Rental Management Association, adopted the Path Forward
program and rolled this out as a corporate standard — safety preparedness led the way
for a swift recovery for our community and local businesses, ensuring our number one
economy, tourism.

The visitors recognized our efforts. Our community remained open — from the wide-open
beaches and many outdoor amenities, to al fresco dining and takeout, to accommodations
— we were well-positioned to ensure the return of travel safely back to the destination.
HSMAI and Travel Weekly, leaders within the travel and tourism industry, as well as the
readers of Conde Nast Traveler recognized our efforts with top honors in their coveted
industry and readership awards.

As we continue to lay the framework for the future of tourism — the foundation is strong.
Alongside the efforts of the Path Forward Readiness Plan, work continued with the
Destination Management Plan, the 10-year vision of tourism for our community. The
three-year organizational Strategic Plan that supports our annual Destination Marketing
Organization (DMO) initiatives and ensures the stewardship of the brand, was also
refreshed to meet the needs of the organization post quarantine.

A special note of appreciation to our Board of Directors, Marketing Council, community
leaders and residents for their support and commitment throughout this past year. Their
continued engagement has resulted in a resilient community and roadmap for our
destination’s tourism.

All the best,

William G. Miles, IOM, CCE
President & CEO
Hilton Head Island-Bluffton Chamber of Commerce

4 Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan
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Executive Committee
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Jon Rembold
Executive Director
Hilton Head Island Airport
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Agency Manager
McGriff Insurance Services

Ahmad Ward
Executive Director
Historic Mitchelville Freedom Park

Steve Wilmot
Tournament Director
Heritage Classic Foundation
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Hilton Head Island Marketing Council

The Hilton Head Island Marketing Council serves as an advisory and advocacy committee to the
Hilton Head Island Visitor & Convention Bureau. The Council represents cross sections of the
island’s diverse travel and tourism industry and guides the planning and execution of the annual
Destination Marketing Plan. The committee monitors the plan’s effectiveness and results making
recommendations for improvements and enhancements when needed.

Michael Scioscia, Vice Chairman, Visitor & Convention Bureau
General Manager, The Westin Hilton Head Island Resort & Spa

Chris Bracken
Director of Sales & Marketing, Sonesta Resort Hilton Head Island

Dru Brown
Managing Partner, Island Time Hilton Head

Rex Garniewicz
President & CEO, Coastal Discovery Museum

Josh Gruber
Deputy Town Manager, Town of Hilton Head Island

Lindsey Harrell
President, Hilton Head Island Concours d’Elegance & Motoring Festival

Julie Jilly
Vice President of Marketing & Special Events, Professional Tennis Registry

Stacy Jukofsky
Marketing Director, Coastal Restaurants & Bars (CRAB)

Lori Lynah
Director of Marketing and Air Service Development, Savannah/Hilton Head International Airport

Brad Marra
Chief Operating Officer, Palmetto Dunes Oceanfront Resort

Jennifer McEwen
Director of Cultural Affairs, Town of Hilton Head Island

John Munro
Vice President of Hospitality, Resort Sales & Marketing, The Sea Pines Resort

Mike Overton
Founder, Owner & CEO, Outside Brands

Jon Rembold
Airports Director, Hilton Head Island Airport/Beaufort Executive Airport

Sheryl Rodgers
Director of Sales, Courtyard by Marriott Hilton Head Island

Courtney Young
President & CEO, ForeSight Communications, LLC
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Executive Summary

The Hilton Head Island-Bluffton Chamber of
Commerce and Visitor & Convention Bureau
continues to be the leader in promoting tourism
within Southern Beaufort County. The organization
as a whole utilizes national economic and tourism
trends, consumer research, 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.

In 2020, Hilton Head Island was recognized as
America’s Favorite Island® four times over and
was placed in top mention in regards to the
meetings and groups segment. These accolades
and achievements are imperative to our marketing
plan and help bring clarity and focus to the Hilton
Head Island Visitor & Convention Bureau efforts.
The foundation of what we work toward is defined
in our vision and mission, supported by our
cornerstone, strategic plan and our annual goals.

This year’s pursuit of the cornerstone will
further align our efforts to show how destination
promotion should be woven into the fabric of
Hilton Head Island and become a “community
shared value”. Destination promotion builds a
quality of life for the benefit of all our residents.

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:

8 Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan

« 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
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.

Website optimization across
both, HiltonHeadlsland.org and
HiltonHeadBlufftonChamber.org.

Expansion of air-service and air-carriers
at both, Hilton Head Island Airport and
Savannah/Hilton Head International
Airport.

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



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

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

It All Starts with a Visit

If you build a place
where people want to visit,
you’ll build a place where
people want to live.

If you build a place
where people want to live,
you’ll build a place where
people want to work.

The

Destination
Management
Cycle

If you build a place
where people want to work,
you’ll build a place where

business needs to be.

If you build a place where
business needs to be, you'll
build a place where people

have to visit.

HiltonHeadlsland.org 9



Community & Industry Partnerships
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Source: DestinationNext “Futures Study 2019”
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Destination Strength

Brand Accommodations Natural Environmental

Stewardship
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& Groups Destination Plans
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AEEEEECA // —
Connectivity Air Lift International
Infrastructure Access

Community Alignment
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Local Community Organization Partnership Industry
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Policy & Regulatory Funding Support Tourism Economic
Environment & Certainty Development

Source: DestinationNext “Futures Study 2019”
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Defining Our Cornerstone

Tourism is a competitive landscape. Every
destination must compete with every other
tourism destination for their share of the
world’s attention, visitation and investment. A
destination needs to integrate the community
into marketing efforts to create the desire
amongst travelers to want to experience the
destination and meet its people.

For any destination to ensure its competitive
advantage and increase visitor revenue,
there must be a clear strategic framework for
developing, articulating and promoting the
destination brand. That is why destination

marketing and management organizations
exist. They have the unique mandate to
steward the community’s identity and
reputation in the global visitor marketplace on
a daily basis.

A destination brand is rooted in the
community’s priorities. It is a common good and
a shared value. Promoting the destination is for
the benefit and well-being of everyone in the
community. Therefore, the stewardship of the
brand is an essential investment for enhancing
quality of life and increasing opportunities for
all residents.




Year in Review

S N ms U
<2 o

7 Tiilr TRAVEL+ SOUTH'

READERS

@ LEISURE =

Conde Nast Traveler Travel + Leisure Southern Living
#1l1sland in the U.S. #3 Island in the #2 Best Beach Town
4™ Consecutive Year Continental U.S.

ConventionSouth Gold Magellan Award  HSMAI Adrian Award

Reader’s Choice Awards Destination Bronze, Nashville Event

8™ Consecutive Year Marketing Event Mapping & Location and
Bronze, Nashville Event Video

WEBSITE SOCIAL PUBLIC HOTEL /
HiltonHeadlsland.org MEDIA RELATIONS HOME & VILLA
47.7%
2.5M 2.2M 1.9K Occupancy
Website Total Stories/ l 6.9%
Visits Engagements Mentions
1.2M 56.7M 81M $275
Links to Total Impressions ADR
Partners Impressions T 121%
48% 24.8% $19M $131
Conversions Instagram Ad Value RevPAR
Growth YoY
1 aa%
'I-ll

Total revenue generated by
.InDan $187 908,737 HiltonHeadlsland.org
Jan - Dec 2020

Source: VERB Interactive, Weber Shandwick, and 2 Source Report
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It Starts With A Visit

As a community built upon tourism it is imperative
to ensure the destination for the next generation
of residents, business owners and visitors. As the
Destination Marketing Organization (DMO) we are
experts within this space, constantly working to
ensure the community’s priorities and stewardship
of the brand that ultimately ensures the quality of
life for all.

The 2021-2022 Destination Marketing Plan
developed annually ladders into our organization’s
three-year Strategic Plan and ultimately into

our community centric 10 year Destination
Management Plan. Our approach to long-term
tourism success sits alongside the Hilton Head
Island community’s 20 year vision “Our Plan”. Our
efforts complement and support a vibrant and
collaborative partnership with the Town to ensure
the future of the destination.

Destination Management Plan

This 10 year plan, in partnership with the Town and
community, helps ensure the continued growth of
our tourism industry, while safeguarding the idyllic
way of life for those that live and work here.

The plan provides a platform for community
engagement, including input from business and
government leaders, stakeholders and residents
into what strategies are needed to ensure

the long-term success of our destination. The
Destination Management Plan enables a shared
vision for our community, and creates strategies
to address such areas as sustainable growth,
product development, consumer expectations
and other socio-economic factors.

16  Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan

Strategic Plan

The goal of the three-year Strategic Plan is to
ensure alignment with our Board of Directors

and collaborative efforts with our partners and
community. The plan is used to set priorities, focus
energy and resources, strengthen operations,
ensure that employees and stakeholders

are working toward common goals, establish
agreement around intended outcomes/results, and
assess and adjust the organization’s direction in
response to a changing environment.

In February 2021, the Board of Directors approved
and adopted the 2021-2023 Strategic Plan. The
plan is organized around these 5 strategic goals:

1. Improved Alignment & Community
Engagement

2. Grow Local Business
3. Expanded Meetings & Groups

4. Energized Destination Development
& Management

5. Sustainable & Innovative Organization

Marketing Plan

The Destination Marketing Plan is an operational
one-year document that outlines marketing goals
and tactics for the fiscal year that our organization
will implement to generate tourism. It is built on
tactics to achieve our yearly goals on the following
page and ultimately aligns with the Strategic Plan
and Destination Management Plan initiatives.



2021-2022 Goals

Influences such as the state of the U.S. economy, The Visitor & Convention Bureau staff and
domestic and international travel trends, consumer Marketing Council monitors the plan’s goals and
shifts, regularly commissioned research, past effectiveness to make recommendations for
programs performance and feedback from our improvements or enhancements as necessary.
tourism community all help to shape our leisure The goals outlined will act as a roadmap for the
marketing, meetings and groups and public destination marketing of Hilton Head Island for the
relations annual plan for the destination. coming fiscal year.

Increase website sessions
by 10% and website
conversions/partner
referrals by 5%.

Develop and implement resident
and visitor satisfaction surveys.

Grow hotel occupancy
by 10% and RevPAR
by 12%.

2021-2022
GOALS

Grow funding by 12%
with industry partners.

Grow home & villa
occupancy by 4.2%
Develop a comprehensive and RevPAR by 5%.

Meetings & Groups strategy.

HiltonHeadlsland.org 17




2021-2022
Goals & Tactics
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Develop and implement resident and visitor
satisfaction surveys.

4 )

[] Research, develop and deploy a comprehensive resident satisfaction survey.

[] Analyze and report on findings of the resident satisfaction survey and use first
year results as a baseline for growth in following years.

[[] Refine current visitor profile study and deployment process.

[J Analyze and report on findings of the visitor profile study and provide input
for future growth opportunities.

NS J

9 Grow hotel occupancy by 10% and RevPAR by 12%.
4 )

[] Continue promotion of the Island Escapes offers page on the website
that drives traffic directly to hotel partners.

[] Develop individual landing pages for each hotel partner participating
in the website cooperative programs.

[] Confirm and promote latest, relevant offers throughout the year with
cooperative partners.

[] Educate and promote partners on meetings and groups incentive programs
to help increase overall occupancy and RevPAR.

NS J

20 Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan
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a Grow home and villa occupancy by 4.2%
and RevPAR by 5%.

4 )

[] Develop a home and villa specific offers landing page.

[] Promote and bring partners onboard to participate in cooperative program
for driving conversions.

[] Designate a liaison to consult with travel advisors on the available home
and villa product.

[] Develop regular communications, including meetings, with home
and villa partners to align on marketing efforts.

NS J

e Develop a comprehensive Meetings & Groups strategy.

4 )

[] Hire for a Hilton Head Island Visitor & Convention Bureau Director
of Sales position.

[] Continue to build on industry partnerships to generate qualified leads
for the destination.

[[] Refresh the Meetings & Groups microsite and creative promotions.
[] Continue the comprehensive LinkedIn efforts.

[] Expand on programs and incentive offers to attract more meetings
and groups business.

[[] Conduct FAM trips both virtually and in-market.

[] Attend international, national and regional virtual and in person tradeshows.

HiltonHeadlsland.org 21
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Grow funding by 12% from previous year
with industry partners.

[] Increase awareness and grow participation of the SCPRT
Destination Specific Funds (DSF) opportunity for partners.

[] Develop unique cooperative programs for partners to
participate using our platforms to amplify their brand.

[] Create national and regional brand partnerships that align and
amplify Hilton Head Island and our partners.

Increase website sessions by 10% and website
conversions/partner referrals by 5%.

[] Optimize content on the website that is engaging, entertaining
and conversion-driven.

[] Expand and broaden organic keyword rankings for
Search Engine Marketing (SEM).

[] Leverage a strategic mix of targeted methods to identify
and reach the most qualified users and bring them to
HiltonHeadlsland.org.

[] Create engaging content on social media platforms driving
direct traffic back to the website.

[] Utilize third-party media partnerships and endorsements to
further amplify our voice and brand to consumers and direct
them back to HiltonHeadlsland.org.

22  Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan
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Hilton Head Island’s visitor foundation was built travelers are willing to drive further distances

on identified drive markets, ensuring overnight post quarantine and continue to focus on our
stays and from a long-term lens, home ownership. short-haul fly markets, supporting new air lift
We nurture that foundation and look to our real- as it becomes available.

time data sources, such as Google Analytics, in

addition to research, partnering with the Office of We have identified the following key persona
Tourism Analysis at the College of Charleston and groups as:

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.

. Families
- Snowbirds

- Sports Enthusiasts
Today, as we adjust to the new traveler needs, we . Weekenders
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 « Arts, History and Cultural Enthusiasts
sentiment. We will expand our drive radius as

« Culinary Explorers

- International Travelers

ination Marketing Plan
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Our Target Leisure Traveler
HiltonHeadlsland.org Visitor Insight (January 1, 2020 to December 31, 2020)

(65+)
67.4% 32.6% i
FEMALE MALE (55-64)

@ $150K+

Degree or Higher

2-4 Trips per Year

7 Nights Average
Length of Stay

Age Distribution

10%
(25-34) 28.2%
(35-44)

0.4%
(18-24)

8.7%

32.9%
(45-54)

Household Income

y Affluent Traveler Distribution
9.7%
0.2% (< 49K) 29.4%
591% (250K+) (50-99K)
Undergraduate 4.7%

(200-249K)

12%
(150-199K)

44%

YADARA 1.1.2020 to 12.31.2020

*USCB/LRITI 2020 Visitor Profile Study (100K-149K)
Trip Planning Window
Hotel: 18.3 days 29.3 days

Fight

M First Search to Book [ Book to Arrival

Top Flight Origin Markets (SAV / HHH)

1. Boston, MA
2. Chicago, IL (ORD)

5. Dallas-Fort Worth, TX (DFW)
6. New York, NY (JFK)
7. Pittsburgh, PA (PIT)

8. Denver, CO (DEN)
9. Washington, DC (DCA)
3. Newark, NJ (EWR) 10. New York, NY (NYC)

4. Philadelphia, PA (PHL)

HiltonHeadlsland.org
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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

Family Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

d

High

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
O Vacation Rentals & Resorts Facebook Videos
Upscale & Status Values Beach & Water Activities Instagram
Oriented Family Time Biking & Hiking TripAdvisor
Tennis & Pickleball TV
o Festivals & Events Online Video
Creating a Active & Health Kid-friendly Dining Forums & Blogs
Legacy Conscious Museums & Day Camps Pinterest

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

/What can we do on Hilton Head \

Island that we don’t normally
e ™ do at home? e N
I'mlooking for a destination witha | | 77 How early should we book our The photo of Aiden and Cally
mix of things to do. Is there enough to do vacation rental for the best deal? at the Coastal Discovery Museum
____________ for a week or two? is so cute. | can’t forget to put that
I need to be able to relax, while | | 7T What's the best way to get there? on Facebook.
the kids are busy and active. Does it make sense to stay Does it make moresenseto | | e
»»»»»»»»»»»» inaresort or vacation rental? drive or fly? Where should we eat tonight?
Iwanttofindaplacelcanbrag | | 77— | Who has kid-friendly specials?
about to my friends. Which rental gives us the best What should I pack? | | s
____________ access to beaches and dining? Are there any day camps
| want to make this trip a tradition | | T Where are the best places to book or kid-friendly events happening
- something we look forward to. What do other people have to say for the best price? this weekend?
\_ about the island? J \_ VANE

N N

I ——
Book } Visit & Share
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PRIVILEGED AND CONFIDENTIAL

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

Snowbird Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

High

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
@ O Vacation Rentals & Resorts Facebook
Traditional Values Dining Print
Family Time Golfing TripAdvisor
Tennis & Pickleball Radio
@ O Biking ™V
Enjoys the Active & Health Online Video
Finer Things Conscious

“Let’s Make this Feel link Home.” Their Path to Purchase
/- N

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

we winter this year? e N
Are there any tennis camps
We need somewhere to go or golf lessons available? e _ _ ~
where the family can joinus | | - This rental truly is a home
for Spring Break. Where are the best places away from home.
to eat on the island? Look at all this space!
The Jacksons really enjoyed | | e | — |
their vacation home last year. Are there any festivals or events in ‘ Where should we
We should ask to see the winter months? Is the best deal to book directly or eat tonight?
wheretheywent. | | e with a travel agent? [ | .
———————————— Which area of the island gives Y I hI . Next tir_ne, Iet’s_bring the
| want to try something a little us the best access to the vacoavtvioena;gnstalofuo(rjtplg S:; vic:eli/\rﬂ grandkids - | think they’d
different this year. beach and dining? ‘ love the beach.
\ AN . /

|
Dream } Plan } Book } Visit & Share
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PRIVILEGED AND CONFIDENTIAL

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

| Plan | | Visit | | Plan

Sports Enthusiast Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

High

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
[
@ Golf Facebook Videos

éﬁggSTFan_S Leisure Tennis & Pickleball Instagram

O ennis . Lo .

( ) Lovers Boating & Water Activities Twitter
Hiking & Biking TripAdvisor
O Nightlife Y

Spontaneous Active & Health Online Video

& Social Conscious Forums & Blogs

“Let’s Explore.” Their Path to Purchase
/ Where is the best place to \
| want to spend a lot of time find stay-and-play offers?
-~ ~ on the green, but where shoutld | | -
o ) I go to eat after? What's the best way to get e I
It's time to start plaqnlng ____________ there? Does it make more Who's playing tonight?
our annual golf trip. Are there any golf events | can sense to drive or fly? I'wonder if there’s a show
““““““ ) check out after my round? we can catch.

Iwantto go somewhere with | | Whatshould I pack? | |

a few different courses so Are there any tennis camps Are there club rentals? What dinner spots can take us

I can try something new. Icanjoin? Where are they? | | e without a reservation?

T I I —— Where should Istay | | -
Should we give Fhe RBC Heritage Which golf courses are the best or that’s closest to the Is there a boat tour we
a try this year?

most challenging to try? K courses | want? J can do last-minute?
_ -

N/ N N

ey
} Book } Visit & Share

%
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The
Weekenders
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Travel Objective:
Find a fairweather weekend escape from work and city life.

PRIVILEGED AND CONFIDENTIAL

Jan Feb Mar

Apr May Jun Jul Aug Sept

Ongoing Visitation & Planning

Oct Nov Dec

The Weekenders Travel Habits

Price Sensitivity: Average Conversion Value:

Spontaneity:

Who They Are

X

Upscale & Status

Oriented Dwellers

Spontaneous
& Social

Preferred Activities
& Attractions

Vacation Rentals & Resorts

Urban Beach & Water Activities

Dining & Shopping
Romantic Things to Do
Festivals & Events
Weddings

High

Marketing Channels
& Formats

Facebook Videos
Instagram
TripAdvisor

TV

Online Video
Forums & Blogs
Pinterest

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

4 N
Let’s get away this
long weekend.

I'm looking for a place with
enough things to do, that also
offers some down time.
| want to find a place | can brag
about to my friends.

.~

%

Dream

4 N

\_

Where is the best place to
Are there any events find last-minute offers?

happening inthe area? | |
____________ What's the best way to get

Where is the best place there? Does it make more
to stay for a weekend? sense to drive or fly?
I want to do something special What should | pack?

for date night.

PN %

Where can we make
a dinner reservation that
has a romantic vibe?
| want to wear something
cute for the show tonight.
Where can | find an outfit?

e _/

Plan } Book

%

} Visit & Share
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F N A

Travel Objective:

PRIVILEGED AND CONFIDENTIAL

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
]
| Plan | | Visit | |

Jul Aug

Plan

Sept

Oct Nov Dec

Visit |

Culinary Travel Habits

Spontaneity:

Who They Are

Price Sensitivity:

Average Conversion Value:

dh

Preferred Activities

& Attractions
g ©
Cooking Classes
Values Seeking an Food Tours
Authenticity Imme‘rswe Wine, Beer, and Food Festivals
Experience
Specialty Dining Experiences
Spontaneous Unconventional
& Social

High

Marketing Channels
& Formats

Facebook Videos
Instagram
TripAdvisor
Forums & Blogs
Pinterest

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

I'm looking for interesting
culinary events.

| want to learn about the
local food culture.

| want to learn how to cook

alocal dish.
| want to indulge with great
food and great wine.

N

4 N (

N

Hilton Head Island 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?

N

AN

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

Does it make more sense
to drive or fly?

How far out do we need to
book a reservation?

What'’s the best way to get there?

/

/ These fresh oysters look \
amazing - | need to share
it on Instagram.
Let’s pop into this farmer’s
market and pick up something
for our pantry.
That was fun! | can’t wait to
make this dish for my friends
back home.

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

K my experience. /

N

} Visit & Share
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PRIVILEGED AND CONFIDENTIAL

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 | | Visit | Plan || Visit | |Pian |

Arts & Culture Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

‘ : S

High

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
@ @ Historical Attractions Facebook Videos
LV8|U?S Sleeking_ an Art Galleries Instagram
g AStahrggli%ity ETFTe?ireS;]vcee Local Culture TripAdvisor
Culinary Experiences Online Video
o Festivals & Events Forums & Blogs
Image Upscale Theater Pinterest
Conscious & Status Music Earned Media (Print/Digital)
Oriented

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

/I’m looking for interesting things\

© seeanddo 4 Hif\tfontHe‘ad Island has a‘ lt(?t A This sculpture is beautiful. | need
of festivals coming up—let's -
| want to learn something new. check it OSt P - ~ to share it on Instagram.
""""""" ) When should we visit to be Lot tth ;
I need to be able to show this off What are the area’s arts and able to best take advantage of | ets PdOD_lnkO Iscu eh'
on Instagram/tell my friends about cultural experiences like? what HHI has to offer? gallery and pick up something
myvacation. | [ T T b to display at home.
R Which resort is close to everything What's the best way to getthere? | |~~~ )
I want to indulge! Great food, | want to do? Does it make more sense Where can | get tlck7ets
great wine, great entertainment. | | "~ to drive or fly? for tonight’s show?
, o Arethere any local cultural | | T o )
I’'m not looking for a prepackaged events coming up? What should | pack? kl)z\:‘irltut‘?ulrn;mvevrhs; amr)éssgr:qltgfe}
vacation. | like to be able N -
____________ i o
to explore and really get to | want to hear what other people Is a weekend enough, or should the-beaten path activities? Where

k are locals spending time? j

N/

} Visit & Share

\ know a destination. )\ have to say about the island. ) \_ we stay for longer? J
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PRIVILEGED AND CONFIDENTIAL

Travel Objective:
Find a vacation spot that will please everyone during the school holidays. Escape the
everyday, relax and recharge in a destination that’s fresh, different from home and laid-back.

Jan Feb Mar Apr Jun Jul Oct Nov Dec

May Aug Sept

| Visit Plan | | Visit | Plan |

International Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

—}

High

A—

Who They Are

Preferred Activities

& Attractions
-]
o o = Homes & Villas
Upscale & Status Values Craves Beach & Water Activities
Oriented Family Time Downtime Biking & Hiking
Food & Drink
@ o @ Festivals & Events
Making Active & Health Wellness-
Memories Conscious Focused

Marketing Channels
& Formats

Facebook Videos
Instagram
TripAdvisor

TV

Online Video
Forums & Blogs
Pinterest

“It’s Time to Get Away from it All.” Their Path to Purchase

Id love to soak up the sun and
really relax on our next vacation.

| want to recharge.

I love the beach, but I don’t
like huge crowds—I'd like to

go somewhere a little
more laid-back.

We have more time to take
alonger trip. Let’s look at
booking a full week - or more!

I really need a change of scenery.

-

%

Dream

7

A ‘ What are the beaches like A

on Hilton Head Island?

I'd like to learn more about spa
treatments and fitness options.
Does it make more sense to
stay in a hotel or villa?

Is it easy to get to
Hilton Head Island?

What are the must-see attractions
on HHI? I want to make the most

\ of my time there. )\

N

Plan

4 When should | book my flight h
to get the best fares?

What'’s the best time of year
to travel? How’s the weather
in the summer?

What should | pack for
a spring getaway?

Where are the best places

to book?

L

This beach is stunning! | can’t
wait to show my friends.
Let’s spend the day exploring.
I'd really like to get outside.
| feel like taking it easy today.
What should we do?

I don’t know many people who
have traveled to Hilton Head
Island, so I'm going to post
about my experience. | think
my friends would love it.

/

N

Book

4

4

%

Visit & Share
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Destination
Marketing Plan
2021-2022

The Visitor & Convention Bureau will
continue to position Hilton Head Island as
an upscale luxury escape filled with genuine
experiences of all kinds. For those looking
to travel and immerse themselves in a new
vacation experience or repeat memories of
the past, Hilton Head Island is where they
can safely explore open spaces, natural
beauty, culture, historical traditions and
culinary delights.

Hilton Head Island 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.

We have conducted extensive customer
research and garnered detailed insight into
these key areas of interest that define Hilton
Head Island’s unique attributes:

- Beach

- Natural Beauty/Excursions
« Golf/Tennis

- Culinary

- Biking

- Arts, History and Culture

42

Target Consumers Who Are:

Mature travelers with higher propensity to
spend their discretionary income on travel.

Multigenerational market as Boomers
continue to retire.

Younger travelers (GenX and Millennials)
who have a sense of adventure and base
value on experiences.

NextGen visitors.




The organization 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 communication 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 Hilton Head Island’s
Designated Marketing Organization (DMO), we
are committed to the following:

« Collaborating with the Town’s Our Plan efforts
to ensure cohesion and alignment with our
marketing plan.

- Building and sustaining economic vibrancy
for residents and visitors.

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

« Ensuring a comprehensive growth plan
for visitation.

« Growing local business by creating
valuable offerings that impact investment
from our visitors.

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

PRIVILEGED AND CONFIDENTIAL

These services include:

Technical Capabilities
» Social Media Content Strategy
& Channel Management
- Paid Digital Strategy & Management
« SEO, Local Search & SEM Strategies
- Blog Strategy & Implementation
- Responsive Web Platform Development
« CRM, Email Marketing Content Strategy
- Web Analytics & Conversion Studies
« User Experience Design

- B2B Content Strategy Development

Marketing Capabilities
- Influencer & Brand Partnership Strategy
& Management
» Branding & Voice Guide Development

- Executive Profile Building Strategy
& Implementation

- Video Production & Digital Video
Advertising Strategies

- Creative Concept Development,
Copywriting & Production

. Event Activations

Public Relations & Communications
Capabilities
- Media Relations

- Crisis Planning, Management
& Communications

« Community Outreach & Engagement

Active pitching of Hilton Head Island
to Top-Tier Media Outlets

HiltonHeadlsland.org 43



PRIVILEGED AND CONFIDENTIAL

Resident and Visitor
Satisfaction Surveys

As part of the official Destination Marketing
Organization contract agreed upon and signed
between the Town of Hilton Head Island and the
Hilton Head Island-Bluffton Chamber of Commerce
and Visitor & Convention Bureau, we will report

on resident and visitor satisfaction through annual
survey results. We have an established process

in place for an annual visitor profile study and will
continue with those efforts. In addition we will look
to develop and implement a resident satisfaction
survey that focuses on the local’s perceptions and
attitudes regarding tourism and the benefits to our
economy. We will analyze the first year results for a
baseline to understand and develop a strategy for
successful growth.

As part of ongoing engagement and education
within the community, we will provide regular
tourism updates throughout the year to enhance
residents’ awareness and appreciation for tourism
on Hilton Head Island. Ensuring our number

one economy is for the benefit and well-being

of everyone in the community. By ensuring the
success of tourism to Hilton Head Island, we are
stimulating the regional economy while enhancing
the quality of life for all.

Leisure Media Partnerships

It is no secret that the popularity of Hilton Head
Island as a destination continues to increase. Post
quarantine further amplified that sentiment as Hilton
Head Island was well positioned with the product
travelers were looking to experience. Recent
accolades from Condée Nast Traveler, Travel +
Leisure, and Southern Living are proof that Hilton
Head Island is now a global brand in regards to
visitors wishing to experience the Lowcountry.

Early research indicates visitors are eager to travel.
They are looking for wide-open spaces, deep
connections with culture, history, cuisine and natural
beauty. Accolades earned by the destination bring
our brand to the top which helps to enhance the
overall awareness of Hilton Head Island as a safe,
“must-visit” destination. We will look to infuse the
Path Forward Readiness Plan and local personality
into our media efforts that allows the consumer to
connect with the destination and inspire them to
travel to Hilton Head Island to discover more.

Travel + Leisure and Condé Nast Traveler, with
their recognizable and highly coveted Reader’s
Choice Award accolade platforms, assist in the
destination’s efforts to cut through the ever
increasing noise within the global travel sector.
Securing a third party endorsement, at this level
further solidifies the destination and establishes
Hilton Head Island top of mind of a traveler’s
consideration set.

Today’s travelers, specifically seeking upscale,
shoulder-season travel, have a myriad of
destination choices. This was an important factor
pre COVID-19, but is even more so as we leverage
on the pent-up demand for travel and travel
restrictions outside of the country. By utilizing these
platforms and endorsements to further amplify

our voice, we are able to tell our brand story and
leverage our overall marketing to help differentiate
the destination from the competitive set and drive
awareness and visitation to Hilton Head Island.



Partnerships

Below are examples of media partnerships we will
continue to leverage. As additional opportunities
arise throughout the year with cooperative
partnerships these efforts could be expanded into
other media brands.

TRAVEL+
LEISURE

Travel + Leisure is the preeminent voice for

the sophisticated, insatiable traveler, serving

up expert intelligence and the most immersive,
inspiring travel lifestyle content anywhere. The
Travel + Leisure brand captures the pure joy of
discovering the pleasures the world has to offer—
from art and design to shopping and style to food
and wine. Whether the experience is presented in
print or digital, Travel + Leisure offers compelling
reasons to get up and go. The Travel + Leisure
plan is a robust integrated marketing program

to help increase brand awareness and drive
conversions to our partners among the audience
of affluent consumers, cultural connoisseurs and
avid travelers.

Strategy

The plan with Travel + Leisure will focus on
print and digital assets including native content
and social integration. Leveraging the editorial
look and feel of Travel + Leisure, we will create
immersive pieces that organically bring the
unique qualities of the island and its partners
to life. The ultimate goal of this program will be
to raise awareness and drive bookings for
Hilton Head Island.

PRIVILEGED AND CONFIDENTIAL

Travel + Leisure by the Numbers

$326K

Average

12.3M

Digital Unique
Visitors

83%

Searching for
Future Travel
Ideas from
T+L during the
pandemic

HHI

7.4M

Total Print
Audience

13.3M

Social

Following

71%

Are Comfortable
Traveling
Domestically

Reconnect on
Hilton Head Island

EASY TO GET TO,
HARD TO LEAVE

1 P Pl Bt e

S e

i

-
e — ™

-]
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PRIVILEGED AND CONFIDENTIAL

'I'CondéNast
HILTON HEAD ISLAND
rav or | -

CHOICE AWARDS

ONCE YOU KNOW

L .S
7dore: agNN\N‘

Conde Nast Traveler is a globally recognized
authority in travel, offering both inspiration and
vital intel. Time is the greatest luxury, which is why
Conde Nast Traveler mines its network of experts
and influencers so that you always get the best
travel experiences. Hilton Head Island will partner
with Conde Nast Traveler attracting the affluent
leisure traveler.

HEA ILAD
Strategy

We will leverage the editorial expertise and
premium environment of Condé Nast Traveler
to integrate Hilton Head Island into custom
content and high-impact media placements
across print and digital and social platforms. The
focus will encourage audiences to enrich their
travel experience with Hilton Head Island.

HILTE ""1. -IJ'H.F 15l & hiD

1 ISLAND + #‘I AIRPORT

| Your Yecation EScape ks Waiting

Condé Nast Traveler by the Numbers

3.3M 6.2M

Total Print Digital
Audience Unigue Users

9.2M $17B

Social Readers Spent [ ]
Followers on Travel HILTOM MFAD 15LAKD

Put the #1 Island in the U.S.
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AMERICAN EXPRESS

Targeted media across AmericanExpress.com offers
Hilton Head Island a unique and valuable channel
to target and engage active, travel-minded and
affluent consumers.

Robust targeting options are based on first-party
Card Member spend data and strategic placements
promoting special offers and benefits.

Strategy

Capitalizing on the strong brand of American
Express, we will deploy a targeted media
campaign to travel-minded Card Members on
AmericanExpress.com reaching a highly coveted
consumer. The campaign will focus on travelers
in key feeder markets with passion for culinary,
romance, family and luxury travel experiences.

American Express by the Numbers

20M+ 2-5X

Unique Visitors Higher Response
Monthly Rate than Industry
Average

PRIVILEGED AND CONFIDENTIAL

AMERICA'S FAVORITE

ISLAND

#*#Viait Hilten Head lsiandd

HILTON HEAD ISLAND

Huth. Oy

PLAN TODAY

AMERICA'S FAVORITE I

1ISLAND

*Viait Hilten Hoead lalanrdi

HILTON - HEAD

ISLAND

PLAN TODAY
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PRIVILEGED AND CONFIDENTIAL

Full-Time
TRAVEL

From classic favorites to up-and-coming finds,
Full-Time Travel unearths the best locations
around the world to inspire their audience for
travel and booking their next vacation. Full-
Time Travel will work with Hilton Head Island
to produce and distribute a comprehensive
campaign designed to drive awareness,
engagement and ultimately bookings.

Strategy

The Editor-in-Chief of Full-Time Travel will
bring the beauty of the destination to life
through custom native articles hosted and
promoted on Full-Time Travel, dedicated email
series, brand ads and partner posts within
editorial newsletters, amplified social posts
and an Instagram Takeover.

Full-Time Travel by the Numbers

Social Email
Followers Subscribers

Followers Across Our Creator Network

48  Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan

Full' Pl

FHUITAKY I=CAFIS

Whetthrs g 'rr keoding for sechimisn =
L ol s Sl mewbermnalns B, o
e e ey oyf Ferds 0w emie

Jerokes hegh 1mam vk Srev, ur v duy el
e Iop sl do rraterye, refbec? end el

s pervnd e

LS

i anraraus =iT=

T BN



Digital Marketing

During 2020, Hilton Head Island 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. 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 in the coming year, Hilton Head
Island 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, Hilton Head Island is an ideal
destination for people planning a trip this year.

By examining trends for our key audience
personas, we are able to deliver targeted, strategic
messaging that answers the questions they 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), videos, and compelling
offers—will result in more partner referrals, higher
engagement metrics, better brand awareness,
positive sentiment, and increased conversions.

Paid media and social will continue to drive

our content initiatives in 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. Email marketing continues to be an
opportunity for Hilton Head Island, and we will
continue to bring new subscribers on board with
an engaging welcome journey, and develop

and grow one-to-one relationships between our
audience and our brand.

PRIVILEGED AND CONFIDENTIAL

Placement Initiatives

Given its ability to offer cost-efficient messaging
across geographic and lifestyle-focused
segments, digital media will continue to be

the primary channel for Hilton Head Island’s
marketing efforts. With a key objective of growing
partner referrals, preference will be given to
Search Engine Marketing (SEM) and placements
targeted for our primary audience: the decision
makers and vacation planners of the household
(who skew predominantly female, unless we are
targeting a male-oriented specialty market such
as golf). When planning placements for 2021-
2022, the performance of the past year will be
considered to ensure optimal reach, relevancy,
and results.

A Full Funnel Approach
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PRIVILEGED AND CONFIDENTIAL

Search Engine Marketing (SEM)

In order to capitalize on its ability to help expand
and broaden organic keyword rankings, we will

continue to build on the strategic SEM program.

This will include a targeted list of keywords that

best align with Hilton Head Island’s target visitor
and experiences.

In 2020, we saw exponential growth in partner
conversions over 2019. This growth can be
contributed to the captive audience we saw

Define and capture
consumers at each
phase of the consumer
journey.

during the pandemic as well as our desirable
product and safety protocols put in place. We
also saw a decrease in our bounce rate and an
increase in our average session duration from
paid traffic. With more time spent on the website,
more pages were viewed and actions taken that
ultimately increased the conversions to partners.
We will continue these efforts in 2021-2022 to
build on the success of the previous year.

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

Audience Targeting with Digital Media

>
L
zZ
a4
o
0
o AWARENESS
(N1}
>
O
[
(%]
-]
(G
DEMAND DEMAND
GENERATION CAPTURE
(%]
o ||E DISPLAY @ CATEGORY C@ DISPLAY
z i SEARCH REMARKETING
: !
T
O
: ! ]
Z
tu
-2 : @
a4 = =
< = . @
DIGITAL PAID COMPETITOR PAID SOCIAL BRAND
VIDEO SOCIAL SEARCH REMARKETING SEARCH

50



PRIVILEGED AND CONFIDENTIAL

The Consumer Journey

DEMAND
GENERATION This approach
BROAD REACH allows us to assess
how current
QUALIFIED AUDIENCE demand Is driving
total site and
overall business
performance.
DEMAND
CAPTURE

Media Budget

If business goals
are not met due to
low interest, budget
is flowed into intent

and awareness

driving efforts.

QUALIFIED AUDIENCE

BROAD REACH
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PRIVILEGED AND CONFIDENTIAL

Digital Marketing Plan

The ultimate goal of the digital marketing plan

is to directly increase the demand to partner
businesses. To achieve this, the below marketing
efforts will be implemented to influence
consumers to visit the Hilton Head Island website
and click off to partner websites.

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
Hilton Head Island.

Awareness Phase

Digital video continues to be an integral tool in
attracting and connecting with our audiences
while showcasing the beauty and amenities of
Hilton Head Island. To build awareness at the

top of the funnel, digital video will continue to 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 across the Google Display
network, to entice users to visit the website.
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TrueView Video Ads

YouTube Advertising
Utilized via YouTube Advertising
as video pre-roll

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

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

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.
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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
immersive 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 b —
at an efficient price Rl —
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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Intent Phase

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

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:

Google facebook

Display Metwork

\
Audience Targeting
« Affinity Audiences « Similar to/Lookalike Audiences
« In-Market Audiences « Demographics
« Custom Affinity « Geography
« Custom Intent
- J

WHAT IS THE

— M3 O -,

Tant Ads oh webs ey Image Ay o webbe i Viden A4 on iwvabiies Ay on Mebils Walmites
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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 with the
expectations we will see a future return on our search media spend.

OVERVIEW SAMPLE AD GROUPS

« Beach vacation

« Golf vacation
CATEGORY Themed ad grqups and keywords . Family vacation
around categories that target a consumer :
H2nEn researching related types of vacations » Couples vacation
9 yP ’ . SC weddings and

events
To drive purely incremental traffic, we will «  Myrtle Beach
COMPETITOR | create competitor targeted campaigns . Savannah
SEARCH | to help capture demand from those . Charleston
researching competition. - Florida

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 Hilton Head Island
as the perfect vacation destination by serving ads
to those who have visited HiltonHeadlsland.org.

For increased relevance, people who have visited
the website from all sources will be sorted into
lists so that secondary messaging can be shown
to them based on their interest in the website.
Those visiting the golf pages can be shown golf
display ads 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
relevant destination events.

Branded Search

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

Key Benefit

Branded 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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Advanced Analytics

Deep analytics is imperative to our planning

and programming efforts. Our research partners
continue to showcase the value of Hilton Head
Island assets. We continue to seek research
partners to assist our efforts of ensuring consistent
and trusted results.

Increase
Visitation

Drive
Strong ROI

Prove Economic
Impact

Increase Spend with
Top Performing
Campaigns
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SEO & Content Marketing

Over the past year, we have developed new
trends graphs to further track traveler behavior
and sentiment around their questions, concerns,
and eagerness to travel. We have been able to
gauge what people are focusing on (safety, wide-
open spaces, privacy, fresh air experiences) and
adjust our content marketing plans to appeal to
those priorities.

We will continue to optimize content to ensure
performance and alignment with visitor context—
making it easy for visitors to find the information
they need.

Search Engine Optimization (SEO)

In 2020, organic search traffic contributed 44%
of total website traffic, making it the primary
method of visitation. Despite heavy impacts to
organic search traffic in April 2020 related to
the pandemic, we also saw an increase of 14% in
organic sessions. As a result of our SEO efforts,
organic traffic accounted for over 1,000,000
sessions to the website.

In 2021-2022, we will continue to optimize
existing content, ensuring valuable content
continues to be indexed by search engines
and that it is formatted to provide answers for
user search queries. To increase awareness of
Hilton Head Island as a vacation destination,
we will focus on improving the visibility of
HiltonHeadlsland.org in the results of both
search engines and social networks and, more
specifically, through branded key phrases and
emerging search queries.

Learning from 2020, we will also focus on longer
and more specific, non-branded, keyword phrases
that can further expand Hilton Head Island’s
organic visibility. We will continue to leverage
relevant themes and content consumers are

searching for when researching travel destinations.

58 Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan

Our SEO initiatives for Hilton Head Island can
be broken down into five core areas:

1. Technical SEO: We will conduct ongoing
technical audits and comprehensive reviews
of the website to ensure content on the
website remains crawlable and indexable by
search engines. Special consideration will be
paid toward the group bookings section of
the website, including optimizations to meta
content (titles and descriptions) and structured
data (schema). In further optimizing these
pages, we will be able to improve the organic
visibility of the meetings and groups pages
on the website. By being well positioned, the
website will also be able to capitalize on search
volume returns for group travel, meetings and
conferences.

2. Content Creation and Optimization: Creation
of content is integral to the SEQO initiatives. To
ensure content remains fresh and relevant
for search engines, we will identify target
keywords for content and blog production, and
regularly promote optimization opportunities
for existing content.

In 2020, we began to track the weekly search
interest of viable keyword terms as they relate
to Hilton Head Island. We will continue to track
and monitor these terms, while expanding

our research and highlighting additional
trends as they might arise throughout 2021-
2022. By being agile with our analysis, we

are quickly able to spot and action emerging
search trends—improving the exposure of
Hilton Head Island’s partners across multiple
channels including organic.



With the growing popularity of voice search,
search engines are better at matching a user’s
intent to the content they show in search
results. In 2021-2022, we will strengthen
contextual signals sent to search engines for
website content through:

- Internal links that create content clusters

- External links

Structured data (schema)

- Ensuring existing and new content answer
questions and solve problems

. Building Authoritative Referrals: Website links
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
websites, along with sharing of content through
influencer outreach and a targeted social media
plan. We will use competitive analysis to further
identify new outreach opportunities and leverage
competing backlink portfolios to strengthen Hilton
Head Island’s own backlink profile.

PRIVILEGED AND CONFIDENTIAL

4. Local SEO: Google My Business (GMB)

continues to influence user behavior in organic
search results through additional service
categories, offers, products, and many more
features that enable users to interact with
business information outside the website.
Optimizing and taking advantage of new

GMB features where relevant will ensure a
users’ interest is captured both on and off the
website. The additional GMB listings built out in
2020 will be supported throughout 2021-2022.

. Identifying New Opportunities: A significant

component of the SEO program will be
researching new opportunities for search
engine-indexed content to drive qualified
searchers to the website. We will focus on
finding popular search queries that people
perform when considering a vacation, trip or
activity, and where Hilton Head Island would
meet the needs of those searchers.

Our research will be applied to new

content creation and to existing content
where optimizations can be implemented.
Additionally, the research will continue to be
captured within our trends data reports and
used to both inform the SEO initiatives and
support content, social, and SEM practices.

CONTENT BUILDING A IDENTIFYING
TEC;'EN(;CAL CREATION & FOUNDATION OF L‘S)E(‘)‘L NEW
OPTIMIZATION REFERRALS OPPORTUNITIES

HiltonHeadlsland.org 59



PRIVILEGED AND CONFIDENTIAL

Social Media

Recovery is expected to be slow. Those who do
travel will likely choose domestic car trips and
short-haul flights over bigger-ticket international
air travel. Fortunately, thanks to strategic pivots
and recovery-focused social media efforts, Hilton
Head Island’s social channels are performing
exceptionally well, with major gains across most
KPIs and social media metrics. In 2020, we
increased our social media following (across all
channels: Facebook, Instagram, Pinterest and
Twitter) by 7.3%, increased total engagements
by 15%, and total impressions by more than 50%
compared to 2019.

Additionally, website traffic from social media
increased substantially year-over-year, with a 52%
increase in users and a 49% increase in sessions.
Traffic to our Island Time blog increased by 11.5%
year-over-year, which was particularly encouraging
in a year where the majority of people were not
considering travel at normal levels. Standout
growth occurred on our Instagram page where we
increased our followers by an impressive 24.8%,
surpassing the 50,000 follower milestone.

Our key website goals, driven by social media,
also performed well. Requests for the Official
Hilton Head Island Vacation Planner and our lead
generation efforts via our sign-up and contact form
increased exponentially over 2019. Our brand
social media program, on-the-ground events (prior
to the pandemic) and forward-thinking content
campaigns all contributed to strong year-over-year
growth on our social media channels.

While our social and blog numbers fared extremely
well compared to many others in our industry

and compared to previous years’ performance,

we recognize that our partners need our support
now more than ever, and need to see an increase
in bookings. Our priority with social media

and content is always to increase interest and
conversions for our partners as a result of dynamic,
aspirational destination content that entices our
followers to visit Hilton Head Island. Our plan will
both feature and drive conversions to our partners.
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Co-branded/co-hosted giveaways and
sweepstakes with partners to celebrate
events, offers, milestones, and accolades.

- For smaller prizes, these can be
conducted directly on social media
platforms where social media exposure
is a primary goal.

- Forlarger prizes and/or promotions where
lead generation is a goal, these can be
hosted on HiltonHeadlsland.org.

Elevated, organic messaging for partners’
social media cooperative efforts.

Timely, offers-focused messaging for
cooperative partners.

Curated partner Instagram content into new
native features, like Guides and Reels, to be
featured directly on the Visit Hilton Head
Instagram profile in an evergreen capacity.

Increased volume of direct tags to partner
social media pages in social posts.

Focused community conversations involving
partners.

« High value, creative content that is more
likely to convert.

- Two-way conversations with our audience
to build rapport.

We will continue to focus heavily on amplifying
partner posts, replying to tweets, engaging

in conversations and helping to organically
boost the reach of partner posts by increasing
our own interactions.



Looking ahead to the coming fiscal year, social
media continues to be a “pay to play” landscape.
Each newsfeed prioritizes paid advertisements
and boosted content over organic content posted
by brands. This means our approach to content
creation and measurements must pivot.

Strategically, this means:
- Continue to create quality traffic to the website.

« Focus efforts on creating more content
for platforms that are growing quickly, like
Instagram Stories, Guides and Reels.

- Integrate our paid and organic social efforts,
ensuring content boosting on Facebook.

- Meet our audience where they are. We
recognize that it may take more time for some
of our audience to feel ready to travel. Until
then, we will create meaningful content that
resonates with active travelers and those who
love Hilton Head Island from afar. By further
integrating lifestyle and ‘edutainment’ content,
we will ensure that Hilton Head Island stays
top of mind.

« Make multipurpose content work across
all channels—quality over quantity. We will
repurpose the highlights of blog content across
social media for further exposure and reach.
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Channel Priorities for 2021-2022

These are the channels that best support Hilton Head Island’s goals,

and will be our focus for the coming fiscal year:

facebook.

Facebook is our primary traffic source and
we do not see this changing in the near
future. Our approach to Facebook will be to
incorporate a range of content, focusing on
our blog articles, user-generated content
shared by our locals and guests, co-op

partnerships, marquee events, and campaigns.

Facebook is an excellent platform for us

to source user-generated requests and
contributions, and experimentation with this
level of involvement from our Facebook
followers proved to be successful in
generating some of our top-performing
blogs in 2020.

(@) Instagram

Instagram’s primary focus will continue to be
curating user-generated content from talented
guests and locals, sharing those channels
across Hilton Head Island’s digital properties.
Research shows that Instagram will continue
to be a marketer’s most important digital
channel in the year ahead. We plan to devote
substantial focus to this channel in 2021-
2022 and will make use of its native features
(Guides, Lenses/Filters, Stickers).

mtogrom
STORIES

Posting more frequently on Instagram
Stories and IGTV to drive referrals back
to HiltonHeadlsland.org from our fastest-
growing channel.
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(® Pinterest

4. Pinterest is a visual search engine, perfect for

distributing our articles and infographics. Our
approach to Pinterest will be tied closely to
our blog’s content calendar. Our focus will be
building niche boards related to Hilton Head
Island’s offering, and creating new infographics
and custom pins to drive traffic back to
HiltonHeadlsland.org.

Linked [[}}

. The Visitor & Convention Bureau’s LinkedIn

account is a natural home for all destination
accolades, announcements, awards, and relevant
content like additional flight routes, new partner
openings and other destination-specific news.
We will continue to share updates that are
relevant to our LinkedIn audience and deploy
paid LinkedIn campaigns targeting meetings

and groups and other industry professionals with
news, special offers and valuable content.

@ Spotify

. Spotify is new terrain for Hilton Head Island

that 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.



New Initiatives for 2021-2022

Social’s primary role will continue to be the distribution
of our editorial content on the Island Time blog and
creating calls for engagement. To keep things fresh,
to drive engagement, and to try new things, we will
implement the following:

1. Social video: Curating user-generated
video, partnering with video creators, and
shooting our own video to make an emotional
connection with potential guests.

2. Influencer/Local Celebrity Partnerships:
Partnering with organic brand ambassadors,
local celebrities, and relevant content creators
to bring new, authentic stories to the
Visit Hilton Head page and reach new
audiences. The following types of creators/
partnerships would complement the social
efforts of 2021-2022:

« Luxury Travel Expert: Speaking to our
weekender persona, the luxury travel
expert would promote direct flights
from a key market to our region and would
experience and share a quintessential,
luxury Lowcountry vacation on
America’s Favorite Island®

« Culinary Influencer: Speaking to our foodie
persona, a veteran home chef influencer
would visit Hilton Head Island with their
family to experience the island and curate
culinary itineraries and dining content for
our feeds and theirs.

SOCIAL VIDEO

PARTICIPATORY
CONTENT
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« Brand Partnership: We have identified
a number of relevant brands that would
benefit from a photoshoot and resulting
digital content from a brand partnership
with Hilton Head Island. Potential
partnerships include women’s fashion
and a celebrity photographer.

3. Native Features in Social Apps: Instagram

will be a key channel for us to focus on and
continue to grow. Offering a number of native
elements, we plan to experiment with the
new Guides feature as an effort to share
partner social posts in a targeted and curated
way. We also plan to design seasonal and
evergreen augmented reality (AR) lenses for
Instagram Stories as a tactic to encourage
increased user generated content. Finally,
we will place a larger focus on crafting
captivating and interactive Instagram Stories
and Reels.

. We will watch the development of YouTube’s

recently announced short-form video features
and incorporate accordingly.

INFLUENCER / LOCAL
CELEBRITY

PARTNERSHIP
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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. Some of our top performing blogs of 2020
included stories, photos and recommendations
from visitors as sourced from social media
comments. 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
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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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Paid Social Media

To compete and win, Hilton Head Island will continue
its always-on, branded paid social program.

Our approach to spend will be weighted to focus

on need timeframes. We will aim to divide the
spend between the following platforms, but allow
for some movement of funds based on performance
and optimizations.

Targeting

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

Awareness Phase

Starting from the top of the funnel, the focus will
be on capturing the attention of interested, yet
new-to-brand audiences to showcase Hilton
Head Island as an ideal location for their next
vacation. Awareness and engagement ads

will be the focus of this stage of the customer
journey and will include:

- Facebook Boosted Posts

. Facebook Growth

Instagram Promoted Posts

. Stories




Planning Phase

Within the planning phase of the consumer
funnel, the primary goal is to cultivate
consumers who have expressed an interest in
visiting Hilton Head Island through their online
behavior and get them to visit the website
and/or collect their information for future
marketing efforts.

These planning-stage audiences will be
created utilizing retargeting efforts based

on consumers who have engaged with our
Awareness Phase advertising and those who
have visited the website.

Capturing leads 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 Boosted Posts
- Facebook/Instagram Traffic Ads

. Lead Generation Ads

Planning Key Metrics

When determining success, we will look at
metrics (website visitation and engagement,
assisted conversion, newsletter signups and
link-outs to partners) indicating that newsletter
signups and website traffic are increasing.

o

J

PRIVILEGED AND CONFIDENTIAL

Booking Phase

Within the booking phase of the consumer
funnel the primary goal is to get consumers
who have expressed an interest in visiting
Hilton Head Island through their online
behavior and get them to visit the website
and book their trip to the destination.

These booking-stage audiences will be
created utilizing retargeting efforts based
on consumers who have engaged with our
Planning Phase advertising and those who
have visited the website within a recent
time period.

Driving traffic to the booking and package-
focused pages of the website will be the
goal in this stage of the customer journey
and will include:

. Facebook Boosted Posts

- Facebook/Instagram Traffic Ads

Booking Phase Key Metrics

When determining success, we will

look at metrics (phone, calls, form fills,
conversions, assisted conversions and link-
outs to partners) indicating that booking
and traffic to the island are increasing.

- J

HiltonHeadlsland.org 67




PRIVILEGED AND CONFIDENTIAL

Email Marketing

Creating and distributing personalized, informative,
email content that aligns with our content calendar
and efforts is a great way to further engage visitors
with the Hilton Head Island brand. Effective email
communication helps keep Hilton Head Island

top of mind for consumers. Keeping email efforts
closely tied to the plan, and the overall vision, will
be very important to ensure that certain elements
of each interaction with us are familiar, but always
adding new information.

In 2020 we saw great strides in our email
marketing efforts through refining our distribution
lists, (to ensure increased open rates), developing
new email templates and moving to an integrated
journey-based platform. We will continue that
momentum with the initiatives below.

Re-Engagement Campaign

We will re-engage lapsed users and give
subscribers a chance to choose what type of
content they are most interested in receiving.
Removing inactive subscribers means our
bounce rates will decrease and engagement
will increase, and email service providers will
be much less likely to mark Hilton Head Island
emails as spam. In the long run, our email
metrics will improve considerably.

« |dentify inactive subscribers (those who
have not engaged with an email in six
months or more).

- Develop a drip campaign (a series of
three emails) to encourage subscribers
to re-subscribe.
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Develop Drip Campaigns

This series of automated emails is designed
to move subscribers through a conversion
funnel. This lead nurturing tactic will activate
when someone subscribes and is a great way
to introduce a new subscriber to the brand. A
sample welcome journey drip campaign might
look like this:

« Email 1: Welcome

- End with simple yes/no CTA (e.g. Want
to receive personalized content? Click
here, choose content)

« Email 2: Segmented Content

- Content is refined based upon the
content selections made after receiving
the welcome email

- Email 3: A Bolder Ask

« A singular ask/CTA prompts the recipient
to take action: book an activity, request a
visitor's guide, complete a survey, share
content on social, etc.



Destination Website

The HiltonHeadlsland.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 Hilton Head Island.

In 2021-2022, Hilton Head Island’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,
videos, and offers 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
Hilton Head Island business owners and locals and
implementing richer user-generated content, offers
visitors a more intimate glimpse at a Hilton Head
Island 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.
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Metrics: How Will Success Be
Measured?

It is critical that all online marketing that is
deployed to drive exposure for Hilton Head

Island is based on driving business results for our
partners, and exposure for the destination. It is
more than just online marketing — it is about results
and understanding what is working and what is not.
These digital marketing tactics need to be viewed
both on a standalone basis and holistically, as each
effort will ripple up into the overall Hilton Head
Island marketing plan.

We will watch how one initiative helps to push the
needle forward for the destination as a whole.
Similar to other initiatives, primary objectives that
will be tied to each campaign are focused on
conversion metrics, which are reported on each
month following the model below:

- Continuously improving campaign
performance over time with partner referrals
taking top priority for success.

- Individual social posts will be tracked based
on channel engagement (Likes, Retweets,
etc.), traffic driven to the site, and conversions
from that traffic. We will look for correlations
between these metrics to determine the
best way to adjust content and increase
conversions.

- Based on the previous month’s data, we will
revisit and refine the proposed content.

. We will measure levels of conversations over
time, examine spikes and what caused them,
and determine how conversation topics and
volume relate to conversions on the website.
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Destination Public Relations

In 2021-2022, we will employ a strategic public relations plan with a number
of tactics designed to increase visibility and consideration among the next
generation of travelers, while appealing to loyal, repeat guests who are
important advocates for the destination.

With consumer habits and emerging trends top of mind, we are making
strategic shifts to our priorities. Our tried-and-true efforts will always remain
important pieces of our plan, but we must reprioritize and stay nimble to adapt
to the new normal.

These imperative shifts will allow us to deliver a steady drumbeat of media
coverage and social chatter to ensure Hilton Head Island remains top of mind
as an ideal socially distanced getaway for travelers.




PRIVILEGED AND CONFIDENTIAL

Altered Media Landscape

As we embrace the new normal, we must continue to stay on top of the trends dictating
the ever-evolving landscape and adapt accordingly. Key factors altering the media
industry include:

« Industry Changes: 2020 left many outlets 4

under shaky financial footing. Many have
suffered mass layoffs or folded permanently,
and others have seen a change in ownership.
Due to reduced staff, journalists have also had
to shift focus to cover hard news and beats
beyond their norms.

Coverage Lens: Despite mass fatigue of these
topics, coverage is still positioned through the
lens of COVID, as well as social injustice and
politics. With recent events, this has spiked

to an all-time high at the start of 2021 and will
continue to pose a challenge for brands and
destinations to break through.

Expedited News Cycles: News cycles are
significantly expedited. Breaking news
changes by the minute and so has the speed
at which consumer behaviors adapt, meaning
trends have even shorter shelf lives. To be
successful, brands and destinations must

be quicker and more nimble with ideas and
executions to catch the current wave.

Travel Sensitivities: There is mass desire to
get back to travel, however, when and how
that happens has become a polarized topic in
the U.S. among the media. Travel will continue
to be a challenge, especially for those

in the public eye who are seen as acting
irresponsibly. There is demand for travel
coverage, yet media travel is often viewed
negatively. We must find ways to cater to both
sides of the travel spectrum as the pandemic
plays out, working with media and influencers
we trust as advocates for promoting safe and
responsible travel.

Opportunities for Hilton Head Island

With the vaccine roll-out, the altered
landscape and change in consumer habits
does present opportunities for Hilton Head
Island to leverage existing assets and tap into
current and anticipated trends such as:

» Escapes Closer to Home: Americans
are planning their escapes closer to
home both by air and seeing a significant
uptick in road trip vacations. We have an
opportunity to harness the power for the
domestic escape and entice new visitors
to consider Hilton Head Island.

« Outdoor Experiences: Still recovering
from lockdown orders last year, people
are craving outdoor experiences now
more than ever — especially as enjoying
activities outdoors is considered the
safest way to mitigate transmission risk.

. Extended Stay: Companies like Google
and Facebook have extended work-
from-home through summer 2021 with
Twitter extending it indefinitely. These
continuing trends and changes bring
more opportunities for Americans to
work and learn remotely from more
desirable locations.
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Target Audiences

While our targets are familiar, we are going to dive even deeper as we dissect audiences that
are most likely to travel to Hilton Head Island in the new normal.

- Families and Groups: Family travel will remain a primary target audience for Hilton Head
Island, especially families who may have previously prioritized international travel and
now are more likely to consider an escape closer to home. We also anticipate group and
multigenerational travel to be on the rise as people travel with the “bubbles” they have
spent time with during quarantine.

+ Regional Drive Markets: We will continue to inform those in local drive markets with easy
access to the destination of the outdoor activities, clean and safe accommodations and
additional precautions that are being taken in the wake of COVID-19.

« Higher Income Consumers: We will focus on those looking to purchase a second home,
permanent home, or those with disposable income for extended stays on the island.
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Priority Focus Areas

As we look to place Hilton Head Island in top-tier media outlets across platforms, we are prioritizing
areas where we see the most growth opportunity, high consumer interest and strong mediability.

There is much more to Hilton Head Island than meets the eye and our authentic, hidden gems
stories continue to be strong fodder for media opportunities, especially as consumers look for more
secluded and individualized experiences. We will explore hidden gems across a number of verticals
focusing on shoulder season need periods.

0 Culinary: We will tell culinary stories year- e Socially Distanced Offerings: For the
round and offer ways for consumers to bring foreseeable future, and in-step with
a taste of Hilton Head Island to their homes. changing mandates, we will highlight
We will also uncover recipes, chef stories, Hilton Head Island’s outdoor offerings,
signature dishes and more to bring Hilton miles of beaches and bike pathways and
Head Island culinary experiences to life for year-round temperate weather to position
consumers in-person and virtually. the destination as a safe travel destination.
Wellness: Wellness trends are here to stay, Shoulder Season/Marquee Events: We
especially as consumers are prioritizing will encourage visitation to the destination
their mental and physical health after a truly during the spring and fall by leveraging
unprecedented year. We will tout Hilton Head access to on-island socially distanced
Island’s active adventure offerings as well as offerings many of which have been
on-island experts to showcase the variety of rescheduled due to the pandemic.

wellness experiences available.
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We will employ a number of public relations tactics to seamlessly spread destination
news far and wide throughout the year. Public relations efforts will include:

« Visiting Journalist/Influencer Program: Major
publishing houses continue to maintain their
essential only travel restrictions for staffers.
Additionally, due to budget cuts, they are
not relying on freelancers as heavily as
pre-pandemic and are rarely accepting any
new assignments ahead of travel. They are
instead leaning on their regional experts. We
will work hard to ensure we make the visits
we execute count and focus on drive markets
and short-haul flights to outlets that will drive
syndications across platforms.

 Paid Influencer Program: Now more
than ever, consumer habits are changing,
especially when it comes to travel. We need
to strategically approach influencers as they
are particularly prone to “travel shaming”. We
will explore both trade and paid influencer
partnership opportunities with a focus on
how to travel to/and experience Hilton Head
Island safely.

« Exporting Hilton Head Island: We will keep
Hilton Head Island top of mind among top
media and influencers by bringing a taste of
the Lowcountry directly to them. It is harder
than ever for media to get away from their
offices and to cut through the clutter of
influencer partnership opportunities. Targeted
mailers and deliveries will allow the team to
plant important seeds for potential coverage
and future trips.

« Always on Media Relations: We will lean into
our news bureau and partnerships to inspire
travel to the destination. Story angles will be
identified to satisfy both long lead and short
lead opportunities and will highlight new
developments and the destination’s extended-
stay offerings and socially distanced offerings.

« Strategic Partnerships and Special Projects:
We will align with like-minded brands to
execute partnerships and campaigns that
elevate Hilton Head Island among target
audiences. These opportunities will be
ongoingly evaluated and explored.

VISITING
JOURNALIST/

INFLUENCER

INFLUENCER PROGRAM

PAID EXPORTING
HILTON HEAD

PROGRAM ISLAND

STRATEGIC

ALWAYS PARTNERSHIPS

ON MEDIA
RELATIONS

& SPECIAL
PROJECTS
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Meetings and Groups
Marketing

As we look to regain meetings and groups business to the destination,
in 2021-2022 we will work to develop a comprehensive meetings and
groups strategy that includes tactics that are positioned to deliver quick
results and lasting brand awareness.

Meetings are critical to the recovery of our industry and our destination.
The Visitor & Convention Bureau is well positioned to pave the way as
business begins to come back and partners navigate an ever-changing

landscape of meetings and groups. Working together with our hotel
partners we will ensure a dynamic approach to seeking business,
leveraging shared knowledge and research. From start to finish, we
help anticipate the needs of both the destination partners and planners,
providing a solution-oriented approach, and showcasing the destination
in a creative way, for a consistently positive experience. While meetings
may look different for the next few years, our partnerships and ability to
collaborate and remain nimble, provide a level of actionable, real-time,
boots-on-the-ground intelligence that is essential in reimagining what a
successful meeting looks like in the future.

As a major source of business for our partners, we will take a more
aggressive approach in how we market our meeting and events venues
while leveraging the safe, outdoor and tranquil environment that Hilton
Head Island naturally offers to group-oriented visitors.

[
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Relationships and Service

The Hilton Head Island Visitor & Convention Bureau’s
position is to represent the entire destination, identify
prospect possibilities, predispose leads to strongly
consider Hilton Head Island for their meeting or
group event and to secure group business for our
lodging partners. We also focus on promotions to
drive referrals to other local business that service
groups beyond accommodations.

As part of the Path Forward Readiness Plan, we have
integrated safety messaging into our meetings and
groups efforts and will continue to lead with that
approach. We know that in order to continue bringing
group business back in a successful way, planners
want to know they can feel safe in hosting their
meeting or event on Hilton Head Island and that all
the proper protocols are in place.

One of our many strengths is our strong and loyal
business relationships with clients and partners.
Those relationships have kept us top of mind for
meeting and event planners, especially as we have
had to pivot during these unprecedented times.
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Group Sales

Hilton Head Island continues to grow and position
itself as a group destination. The variety and
quality of experiences for group visitors has

never been more diverse. Hilton Head Island is
well positioned to welcome groups back safely
with wide open spaces, pristine beaches, sunny
skies, first rate accommodations and unsurpassed
dining, including numerous outdoor options,
there is no shortage of things to do with plenty of
breathing room.

We have developed and managed the application
and award process for incentive programs in
cooperation with local partners to help grow
shoulder and off-season business. These
programs include:

Flights for Sites (FFS)

Flights for Sites is an incentive for planners to travel
to Hilton Head Island prior to selecting a location
for their meeting or event. The program allows for
up to $500 in airfare for a meeting planner to visit
during the fiscal year.

Group Closing Fund (GCF)

The purpose of the Group Closing Fund (GCF)
program is to generate group room nights and
revenue by promoting group business that is
consumed during the shoulder and off-season.
This fund will help offset some of the perceived
disadvantages that meeting planners have
when comparing the combined cost of airfare
and ground transportation from the Savannah/
Hilton Head International Airport or Hilton Head
Island Airport. This is being achieved by providing
funding to subsidize ground transportation
expenses for qualified groups.
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All Island Special Meetings Offer

We will continue to run the “Six Great Resorts.
One Unforgettable Event.” campaign through
March 2022. The goal is to drive RFPs for group
business, and to generate awareness of the brand
to national visitors and planners while highlighting
partner resorts, venues, dining options,
experiences and all that is available to groups
choosing to meet on Hilton Head Island.

Conference Sales Initiatives

We will partner with third party organizations
specific to the meetings and groups industry

to build awareness of the destination. These
organizations including Cvent and HelmsBriscoe
will give us a platform to help further tell our story
of why Hilton Head Island is the perfect location
for hosting a meeting or event.

cvent

Cvent, Inc. is the leading cloud-based enterprise
event management platform. With an active user
database of over 74,000, Cvent offers software
solutions to event planners for online venue
selection, event management, mobile apps

for events, email marketing and web surveys.
Cvent provides DMO’s with an integrated
platform, enabling destinations to increase group
business demand with targeted advertising and
improve conversion through proprietary demand
management and business intelligence solutions.



Strategy

Banner ads at the top of the meeting planner’s
search results.

Hilton Head Island Visitor & Convention Bureau
listing that rotates among other 2 Diamonds.

Profile on Cvent website with images, attractions,
special offers, etc. with option to upload new
collateral throughout the year.

Banner ad to appear to meeting
planners to consider Hilton Head Island when
sourcing RFP’s to these competitive destinations:

Amelia Island, FL
Jacksonville Beaches, FL
Myrtle Beach, SC
Savannah, GA

-
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As the global leader in meeting procurement, HelmsBriscoe (HB) leverages the
experiences of more than 1,300 associates spanning more than 55 countries to deliver
world-class solutions. The sheer volume of room nights booked and the collective
insights shared among their seasoned associates is beyond comparison.

Strategy

« Inclusion in the “Local Destination Expert” pop-up at the end of the RFP
process with the recommendation to HB Associates to include Hilton Head
Island on their RFP.

- HB intranet and Insite custom partner profile and partnership recognition with
hyperlinks and ability to attach PDF’s.

+ Link to custom HB dedicated website in Partner Destinations Library.

- Opportunity to list destination offers/promotions on HB Promotions site & HB
InSite; list on HB Connect (Cvent) if offer is HB exclusive.

- Feature in Partner+Plus eNewsletter for exposure to HB Associates with
destination exclusive edition.

- Availability to highlight local hotel/resort partners to help with distressed
inventory or a last-minute cancellation.

« Hosting of (2) educational webinars for HB Associates and post hyperlinks to
webinar recording in HB Partner Webinar Library.

. Destination featured in HB Partner Buzz eNewsletter.
- Rotating banner ad on HB intranet homepage with hyperlink.

« HB program team support.
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Select Service Co-op

We will work with select service hotels partners
on various initiatives throughout the year in
targeting religious, military, government and
group tour markets.

FAM Trip & In-Market Events

With the pandemic, we have had to adjust our
marketing efforts to adapt to the new reality of
limited travel and virtual events. We will continue
to look for opportunities to host and participate
in virtual FAM trips as well as host safely in
person events within key drive and fly markets
when appropriate.

SC Sports Alliance (SCSA)

We have been a member of the SC Sports
Alliance for eight years and will continue that
partnership. The primary goal of the alliance is to
grow and enhance the sports economy in South
Carolina and its local communities. The alliance
was created by the state of South Carolina Parks,
Recreation & Tourism (SCPRT) Department.

Benefits of membership include:

« Attending sports tradeshows as a state
alliance and sharing the cost of participation.

- Sharing prospects/leads with member
organizations to attract and keep events
in the state.

- Receiving prospects/leads from SCSA
conferences and events.

PRIVILEGED AND CONFIDENTIAL

Hilton Head Island Recreation

We will work in close partnership with the Town
of Hilton Head Island to integrate the Parks and
Recreation Master Plan initiatives into promotions
and foster sports groups coming to the island for
events and tournaments.

We will also look to expand partnerships with local/
regional organizations (First Tee, USCB, NAIA,
USTA, Boys and Girls Club, etc) to help explore
and develop other events like Disc Golf, Beach
Volleyball, Pickleball, Marathons and Triathlons.

Meeting Collateral

We will update collateral specific to meetings
and groups with information on partners’
accommodations and available space for hosting
a meeting or event. We will look to include any
COVID specific information and safety protocols.

Target Markets

We will focus on Southeast vertical markets
within the overall corporate sector, including
incentive, pharmaceutical, healthcare and
technology. Association focus geo-targets include
South Carolina, Georgia and North Carolina along
with the regional and national association market.
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Tradeshows

Tradeshows are a crucial part in building
relationships and growing group business for

the destination. In 2020 with COVID-19 causing
tradeshows to cancel, reschedule or turn virtual,
we were able to flex and still participate in several
opportunities. We will continue to adapt and look
for ways to engage the destination whether virtual
or in person as we have done in the past.

Group Tour remains an important market to
maintain current and new relationships. Hilton
Head Island 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 Hilton Head
Island 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 these key initiatives:

82

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

- Leveraging group tour.

« Expanding promotion of group experiences
on our website.
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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 Hilton Head Island 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.

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.
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HelmsBriscoe Annual Partners Meeting (HB) South Carolina Society of Association
Executives (SCSAE)

HelmsBriscoe allows member participation at their

most important Associate Networking educational SCSAE's tradeshow is a one stop location

event. Designed in a reverse tradeshow format for meeting and greeting with association

where the attendee gets quality time with each CEOs/Executive Directors, Meeting Planners,

HelmsBriscoe Associate and attendance to training ~ Membership Directors, Communication Directors

sessions on sales development. and Corporate Meeting Planners. Association

professionals can meet with more than 70
exhibitors including hoteliers, convention centers,
technology vendors and more.

I_IB Sportsiravel

imex L) (scsAE

AMERICAN BUS ASSOCIATION 5 setiety efRssesintion Excetives

TRADESHOW MARKET DATES LOCATION
HELMSBRISCOE (HB)| Assoc./Corp. June 28-30, 2021 Dallas, TX
SPOF'QI'T:A:/EA;/EF;S 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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International Marketing

Landscape

International inbound travel to the U.S. was
projected to decreased by a staggering 76% in
2020 compared to 2019. Travel from Canada and
Mexico, in particular, was projected to have fallen
by 77% and 61%, respectively. Overseas travel
continues to be particularly susceptible to the
effects of the global pandemic with travel from
overseas markets projected to have drop by 82%
in 2020. International travel spending is projected
to decline by a similar 77% and international
inbound travel is projected to remain below 2019
levels even in 2024.

A full recovery to 2019 levels is not likely until
2025. The U.S. is expected to further lose market
share as travel to competitive markets is projected
to recover faster than travel to the U.S. After
declining from 13.7% in 2015 to 11.3% in 2019, the
U.S. share of long-haul travel is expected to have
fallen by an additional four percentage points in
2020, to 7.2%.

Strategy

Our strategy, due to the volatility of the
international travel market, will be to
continue to monitor the market and keep
partnership opportunities ready to activate
when the time presents itself. These
partnerships include but are not limited to
Coastal South Carolina, Brand USA and
international trade partners with the focus of
increasing international visitation, spend and
market share to the destination.

Head Island Destination Marketing Plan

Source: U.S. Travel Forecast Report



Collateral and Fulfillment

The Hilton Head Island Visitor & Convention
Bureau develops and produces the Official Hilton
Head Island Vacation Planner. This print and digital
publication is our primary fulfillment piece and

a comprehensive guide to what to see and do,
where to stay, dining, activities and more on Hilton
Head Island and in our region. We receive many
online, as well as phone inquiries, and distribute
the planner to elected officials, state Welcome
Centers, airports, AAA offices nationwide along
with distribution at tradeshows, events and to
media. In partnership with the Lowcountry Golf
Club Owners Association (LGCOA), we also include
their official Golf Vacation Planner with our planner
when requested.

As travel trends have shifted and domestic
travel to new destinations has increased, the
Vacation Planner is a critical first touchpoint with
potential visitors. Telling a story through stunning
photography and compelling content is an
imperative component to the travel journey

ILTON HEAD ISLA
South Carofina

2021 OFFICIAL
VACATION PLANNER

PRIVILEGED AND CONFIDENTIAL

process that ultimately leads to a conversion
with our partners. This “coffee table” piece
allows our visitors to visualize their vacation
and discover the destination, the reason for our
many accolades, and imagine themselves here
vacationing on America’s Favorite Island®. In
addition to working with a publisher, our in house
marketing staff provides the business directory,
event calendar, local photography, editorial
content management, editorial review and
proofreading for this asset.

Promotions and Brochure Distribution
at Airports

Included in our budget for fulfillment costs is a
monthly fee to support brochure distribution at

the Savannah/Hilton Head International Airport’s
Welcome Center and the Hilton Head Island Airport.

’Eﬂmﬁ '-;"l":ll s
5. H N
oo EAD IS pp e

HiltonHeadlsland.org 85




Appendix

Reports

2020 Tourism Economic Impact Report
Office of Tourism Analysis, College of Charleston

2020 Digital and Social Marketing Recap
VERB Interactive

2020 Public Relations Year in Review
Weber Shandwick
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ESTIMATED TOTAL IMPACT OF TOURISM
IN HILTON HEAD ISLAND
ON BEAUFORT COUNTY, SOUTH CAROLINA
2020

FEBRLUARY 17, J0T1

LWAFEL QLT FERN T AL, PH.L

MELINDA PATIENCE

Y- COLLEGEq
ﬁ]ﬁ CHARLESTON

OFFICE OF TOURISM ANALYSIS

66 GEORGE 5T, | CHARLESTON, SC 294 24-000d | OTACORCEDL
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Introduction

This study estimates the etonomie impact
peneraled by tourism (o the Town af Hiltan
Head lland in the year 2020, It examines the
irmpact of wuch tourism on the broader
economy of Beaulort County, South Caralina,
and takes into account the direct spending of
the visitors along with the positive secondary
effects of such expenditures. The analysis
entailed individually estimating the econcmic
impacts ausociated with various tourist
segments, a5 classified by the visitors” lodging
type — vlla rental, hotel, timeshare, second
homeswners and their non-paying guests, and
sarme-day visitors — and then summing them
together for an owerall todal,

This analysis was conducted by Dr. Dandel
Guttentag and Melinda Patience of the Office
of Tourism Analysis, which is part of the
Hospitality and Tourism Management
Department in the School of Business at the
Caollege of Charleston,

Methodology

The rconomic impact estimations undertaken
for this analysis invalved various steps and
diverse data, Initially, visitor valume estimates
for vach lodging type were produced using data
on kodging demand, as provided by various
third-party entities (e.g., STR and DestifMetrics),
combined with visitor behavioral data that is
collected via a Visitor Profile Sureey, The total
number of visitors in each segment for 2020
can be observed in Table 1, These figures then
were used to estimate the total direct visitor
spending associated with each segment. Such
spending estimates also relied upon visitor
cxpenditure data collected as part of the
previoushy mentioned Visitor Profile Survey,
which asks respondents about their spending in

Impaet ef Towrism in HHI on Beawfort Cownty, 2020

over a dozen categories (e.g., lodging, foosd,
transportation, and activities). The list af
expenditure categories, and the total estimated
direct sxpenditure in each category for 2020,
can be chserved in Table 2,

The previcusly described data subsequently
were used to determine average per-person
expenditures, These figures were combined
with the estimated visitor counts and used as
inpaits for a regional ecenomic imgact
modelling tool, IMPLAN, IMPLAN is an input-
output (10] model that uses regionalized
econombc data and other informathon to
determme econombc output that accounts for
direct expenditure and the secondary benefits
of such expenditure (indirect and induced
impacts). The model further estimates lakbor
irmpacts and tax revemues,

Table 1. Number of HHI Visitors

Segrment Visitars

Villa Rental | 7BLEET
Hotel 364,131
Timeshare | az78m

. Sﬂﬂl'lﬂ Homeowner . E-I'l..ii'-iﬂ
Non-Paying Guests 167,320
| DayTrip 221,862
Total Visitors 2,607,801

The following metrics, as estimated by the
economic impact model, are covered within

this report:

+  Employment: The number of jobs in the
regicn supparted by the economic
activity, which involees an industry-
specific mix of full-time, part-time, and
seasonal employment, Seasonal jobs are
adjusted to annual equivalents,

90

Fiscal Year 2021-2022 Hilton Head Island Destination Marketing Plan




PRIVILEGED AND CONFIDENTIAL

Impact of Towrism in HHI on Beaufort Cownty, 2020

Table ¥, 2020 Estimated Total Spend by Spending Category

Tatals

Category
Transportation {arcund the destination] 545,750,557

Lodging | $491,974,68%
Food — Dining Out | 5178,366,909
Food - Groceries 5137,719.937
Shopping  510%,510,744
Spas | §5,320,836
 Golf | 341,778,412
Biking 515,307,103
 Performance/Visual Arts | 51374800
Festivals 51,250,500
Museumns/Histarical Tours 53,652,352
Boating/Sailing/ Fishing 524,285,613
Hature-based Activities SE.408,114
Dolphin Tours 8,655,295
Tennis 31535216
Other Expenses 538,262,430
Total Expenditure 51,113,153,507

Labar incame: All forms of employment
imporme, including employes
compensation {wages and benefits] and
proprietor income,

Output: The total value of industry
production, which for the service sector
regresents total sales, for the retail
sector represents grods marging, and fos
the manulacturing seclor represents
sales minus inventary change,

Ddrect: The initlal effects to local
industries that are directly recelving the
expenditures of interest,

Indirect; The secondary effects resulting
from business-to-business purchases in
the supply chain cccurring throaghout
the region, as triggered by or in support
of the direct expenditure activity,
Indueed: The ripple effects in the reglon
resulting from houwsehold spending of

income, after the removal of taes,
savings, and commuters.

# Texes: These revenues take into
account a varlety of taxes, Including
sales tax, property tax, and ncome tax
These figures do not account for
tourism taxes, such as accommoedation
laxes,

Results

The year 2020 was a very unbgue time for the
ghobal hospitality and tourism sector, as it was
defined by the COVID-1%9 pandemic that
significantly curtalled tourism activity,
partscularly during the spring. In addition, the
pandemic led to broader chamges in consumern
behavior, as peaple adpsted thetr behaviors in
oarder U0 take precautions against the i,
Hilton Head was not Immune from these
irmpacts, which were substantial in the spring.
MNevertheless, Hilton Head rebounded guickiy
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and fared well overall for the year, despite the
unigpuety challenging cincumstances.

Atotal of 261 million visitars came to Hilton
Head Island in 2020, down just 29% compared
to M09, The overall economic impact of this
tourism for Beaufort County was 51.37 billlon,
down 15.6% compared to 2019 lafter adpusting
the impact reported in 2009 from 2015 dodlars
to 20149 dollars ). Hilton Head Island tourtsm
also supported an estimated 17,902 jobs, which
represents 15.4% of all jobs in Beaufort County,
as per employment data provided by the
Bureau of Economic Analysis, Impact estimates
far each of the visitor segments are presented
in the Appendis (Tables Al - AB), and the
employment Impacts are presented in Flgers 1.
Atotal output raultiplier for tourlst spending
was caboulated using the model estimates. This
multiplier represents the ratio of total
economic output to direct cutput. The

Impaet ef Towrism in HHI on Beawfort Cownty, 2020

estimated cutput multiplier for Hilkon Head
Island tourism on Beaufort County was 1.49;
this signifies that every dollar spent by tourists
on Hilton Head kland increased owtput in the
overall Beaufort County econamy by a total of
4140,

The tourlst expendltures generated an
estimated 514,02 millien in tax revenues for
local Beaufort County governments. The Town
of Hiltan Head |sland earned an additional
518.41 million in accommadations tax,
hospitality tax, and beach presesvation fees, as
reported by the Town of Hilten Head kland
Rewenue Services. Together, this 532.43 millien
in tax resenue represents a Return on Tax
Investment (ROTI] of 15.90, based on the 52.04
million that was spent on destination marketing
in 20200 In other words, each dollar spent by
the Wisiter & Comvention Bureau ylelded an
estimated return of $15.90 in local tax revenue.
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Figure 1. Estimated Employment Impacts by Visitor Segment
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Impact of Towrism in HHI on Beaufort Cownty, 2020

Appendix

Table Al. Willa Rental = Estimated Econamic Impact on Beaulort County

Employment Labor Income Chutpeurt
Direct 7164  5210,124,512 | $482,246,732
 indirect 857 536,088,234  $111,534050
' Induced 847 | 533,567,436 | 5$112,296,819
|Total 8,868  $279,780,182 $706,077,601

Tabkle AZ. Hotel — Estimated Econgmic Impact on Beaufort County

Employment Labar Income LrLitgan
Direct 2,374 $59,525,335  $176,003,611
indirect 36 | 514,945,196 48,243,837
Induced 256 $10,140,318  $33,923,538
 Total 2,976 $84,611,850 5258,170,087

Table A3, Timeshare — Estimated Economic Impact on Beaufort County

Employment La bar Incame Cruitpat
Direct | 1828 | 344,865,312 | $107425,764 |
| Indirect 220 30,271,674 | 530,528,334
Induced 186  $7,379,268 524,686,590
| Total 2,229 $61,514,255  5162,640,738
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Impaet ef Towrism in HHI on Beawfort Cownty, 2020

Tabkle A4. Second Homeowner & Mon-Paying Guests — Estimated Economic Impact on Beaufort

County

Employment Labor Income Dutput
Diirect 2,933 555,850,382 5142686242
indirect 349 $14,742,009 552,788,886
Ilnduud 243 | $9624068 | $32,196,353
Total 3,525 580,216,649  $227,671,480

Table AS. Day Trip — Estimated Economic Impact on Beaufort County

Employment Labor Income Outpun

DHrect 252 | §5025,715 | $12,293,245
ilndirtl:t 30 _ 51,275,137 | 54,528,091
Induced 22 $BELEBA0 | 52,883,078
| Total 303 57,162,691 519,704,414

Tahble A&. Total, All 5egments — Estimated Economic Impact on Beaufort County

Em pdayrmsent Labsar e me Lutput
Direct 14,546 5375,389,256 £820,655,594
Indirect ' 1,803 | 476,323,340 | $247623,247
Induced ' 1,553 $61,573,031 $205,986,378
Total 17,902 5513285627 51,374,265,219
Estimated Local Tax Revenuve 514,015,444
I.;uTT:u;l-l;l_Tn:u: H“;r;:l._i‘l'u:l, I'il"_n;l:.. and Beach Preservation F:-TJ_E.T.B:I_H-,.B_H_
Total Estimated Local Tax Revenue | $32,430,267
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PRIVILEGED AND CONFIDENTIAL

Impact of Towrism in HHI on Beaufort Cownty, 2020

Table AT, Top 50 Industries Impacted by HHI Tourism

1  Mon-hotel accommadations | 305,050,549
2 Full-service restaurants 5185,215,296
| 3 Hotels and motels, including casing hotels | $90,503,757

| 4 Other real estate ST0.476,671

| 5  Miscellaneous store retailers $62.411,270

| B Fitness and recreational sports centers { L58, 764,884 |

| 7 Food and beverage stores | 550,192,953

| B Transit and ground passenger transportation | ¥45,361,241

|8 Owner-occupied dwellings 534,393,471 |
10 Management of companies and enterprises 524023178

| 11 Water transportation 524,008,322
12 Allether food and drinking places S16. 767,127 |

| 13 Scenic and sightseeing transportation and support activities for transportation | 514,587,893 |
14  Monetary authorities and depository credit intermediation | $13,902,053 |

|15 Museums, historical sites, 1o, and parks 812,019,122

| 16  Offices of physicians | $11,027,753 |

| 17 Other local government enterprises 59,797.393

| 18  Servicesto buildings { 40,209,001

|19 Legal services | $8,150,412

| 20 Insurance agencies, brokerages, and related activities | 3B, 785,907

| 21 Limited-service restaurants | $8,154,106
| 22 Ermployment services $7,273,302

| 23 Maintenance and repaic construction of nonresidential structures 56,826,558

| 24 Personal care services | 56,350,783

| 25 Dther financial investment activities | SE192.500 |
| 26 Securities and commaodity contracts intermediation and brokerage | 55,741,925

| 27 Managementconsulting services | 45,601,562

| 28  Adwertising. public relations, and refated services | $5,592,136

|29 Accounting, tax preparation, bookkeeping, and payroll services $5,255,503
a0 Tenant-gccupied housing | 55,147,114

| 31 Postal service | 55,067,902

| 32 Mondepositary credit intermeadiation and related activities | 5,046,368 |

|33 General merchandise stores | $5,037,003
34  Landscape and horticultural services | 54,626,119

|35 . Automotive repair and maintenance, except car washes 54,393,163
35 Radio and television broadcasting | 54,300,703

|37 Monstore retailers | 54,148,062

[ 38  HMospitals | 53,824,624

|39 Electric power transmission and distribution $3,560,259

| 40 Waste management and remediation services | $3,157,010
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Impaet ef Towrism in HHI on Beawfort Cownty, 2020

Industry Churtput

41 Nursing and community care facilities | 33101888
42 | Clothing and clothing accessories stores . 52,991,058 .
43 Car washes | 52,386,581
44 Building material and garden equipment and supplies stores | 52,800,980 |
45  Offices of dentists | S2781,749 |
46 Wireless telecommunications carriers (except satellite] | $2,733.918
47 | Computer systems design services | $2,631,308
48 Other nondurable goods merchant wholesalers | 52576200 |
49 Fossil fuel | 52563787
0 Other amuserment and recreation mdustries | 52548552
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Website & Online Marketing Performance
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PRIVILEGED AND CONFIDENTIAL

ONLINE SEARCH INTEREST TRENDS

HiltonHeadlsland.org 99




PRIVILEGED AND CONFIDENTIAL

HILTON HEAD ISLAND PROPER
SEARCH INTEREST
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HILTON HEAD ISLAND BLUFFTON

SEARCHINTEREST
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PRIVILEGED AND CONFIDENTIAL

HILTON HEAD ISLAND PROPER
TOTAL WEBSITE VISITATION
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PRIVILEGED AND CONFIDENTIAL

HILTON HEAD ISLAND PROPER
PAGE PERFORMANCE
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HILTON HEAD ISLAND BLUFFTON

TOTAL WERSITE WISITATICN
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HILTON HEAD ISLAND BLUFFTON
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HILTON HEAD ISLAND PROPER

COMVERSION EATE DVERVIEW
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HILTON HEAD ISLAND BLUFFTON
COMVERSION RATE OVERVIEW
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HILTON HEAD ISLAND PROPER
GOOGLE PAID METRICS
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COVERAGE HIGHLIGHTS
HOUSEREEPING Parade FodorsTravel
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COVERAGE HIGHLIGHTS
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Hilton Head Island Visitor & Convention Bureau

Executive Communications Visitor & Convention Bureau
Bill Miles Charlie Clark Ariana Pernice
President & CEO Vice President, Communications Vice President, Visitor & Convention Bureau
bmiles@hiltonheadisland.org cclark@hiltonheadisland.org apernice@hiltonheadisland.org
Connie Killmar Hallie Martin Kayla Boyter
Assistant to the President Communications Manager Senior Marketing Manager
ckillmar@hiltonheadisland.org hmartin@hiltonheadisland.org kboyter@hiltonheadisland.org
Lilly Strickland Kim Nelson
Visual Content Manager Sales Manager
Istrickland@hiltonheadisland.org knelson@hiltonheadisland.org
Zack Shedd
Finance & Administration Multimedia Sales Manager
Ray Deal zshedd@hiltonheadisland.org
Controller
rdeal@hiltonheadisland.org Alyssa Whitehouse
Creative Manager
Kelly McCallister awhitehouse@hiltonheadisland.org
Assistant Controller
kmccallister@hiltonheadisland.org Cristian Slaton

Research & Digital Marketing Coordinator
cslaton@hiltonheadisland.org
Information Specialist
Kathy Winings
Information Specialist
kwinings@hiltonheadisland.org

Laura Higgins
Information Specialist
lhiggins@hiltonheadisland.org
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