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Year In Review

Vacation Planner

Mail Fulfillment:

27,505
Website
Pageviews:
325K+
Ad Impressions:
40K+
Average Time on Site:
Referrals: (0.43 industry average)
38K 21.95
Social

New Followers:

8,629

Impressions:

9,992,661

Occupancy Metrics

Occupancy: ADR: REVPAR:

66.4%  $129 $85

(-13%) (flat) (-13%)
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Paid Media Partnerships

Public Relations

Mentions: Impressions:

190 6,681,345,171

Ad Value:

$1,981,363



Southern Living
10 Best Fall Getaways in The South

CountryLiving
5 Under-the-Radar Small Towns
Worth Checking Out This Spring

Ebony
The Best in Black-Owned Dining

Accolades

Travel & Leisure

11 Best Places to Live in
South Carolina

CountryLiving
These Are America’s 10 Best Small
Towns for 2025
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Executive Summary

FY 2026-2027 Bluffton Marketing Plan Executive Summary

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

The Visitor & Convention Bureau has partnered closely with the Town of Bluffton’s leadership team
to identify these pillars of marketing:

1. May River Coastal Lifestyle

2. Montage + Luxury Experiences
3. Culinary + Dining

4. Culture + Heritage

5. Events + Community

L7 O P Sy
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Vision
A welcoming world-class community embracing nature, culture, and economic
vibrancy to residents and visitors.

Mission

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

Brand Commitment

Bluffton, Heart of the Lowcountry™, speaks to more than geography—it reflects

the Town’s spirit, charm, and role as a driving economic force in the region. But most
importantly, it’s a feeling. In Bluffton, you don’t just visit—you feel the love. It’'s genuine
and unmistakably authentic. You see it in the heart symbol on a storefront window,
in the pride residents take in historic Old Town Bluffton, and in the warmth shared
with friends and strangers alike at an oyster roast. Bluffton is a place that captures
hearts through its people, traditions, and unmistakable Lowcountry character, creating
a sense of connection and community unlike anywhere else.

VisitBluffton.org
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FY 2026-2027 Goal,
Strategies & Tactics

Goals
1.

Destination alignment and community engagement

2. Sustainable tourism and infrastructure preservation and development

3. Rejuvenation and elevation of the destination with a focus on quality over quantity

4. Priority sales and marketing initiatives

Strategies

1. Build brand awareness and support qualified visitation to the destination among
target out markets.

2. Drive the discovery and exploration of the destination with deeper storytelling of
the destination’s key attributes.

3. Leverage a strategic mix of targeted methods to identify and reach the most
qualified users.

4. Create an understanding of, and respect for, the delicate ecosystem of the destination.

5. Enhance Leisure and Group business through qualified visitation.

Tactics

1. Paid and organic social media strategy across all platforms with creation of new assets
and content for videos/ reels/stories, and sourcing of user-generated content (UGC).

2. Search engine marketing (SEM), search engine optimization (SEO), generative engine
optimization (GEQO), social prospecting and remarketing, and digital media.

3. Development and production of the Bluffton Official Vacation Planner.

4. Strategic media partnerships and multi-channel placements across relevant lifestyle
and industry-aligned publications.

5. Strategically target audiences according to the demographic and persona profiles
specific to Bluffton through paid, owned, and organic efforts.

6. Develop additional content (social posts, videos), designed to tell stories about the
destination, its history, culture, and beautiful scenic touchpoints, such as the May River,
historical locations, and parks, in engaging and informative ways and include tips and
itineraries to guide visitors through the destination for deeper experiences.

7. Public relations efforts including media outreach, partnerships, influencers, and earned

media placements.

The overarching goal, strategies and tactics were developed for the FY 2026-2027 plan, depending on
budget, things like the traditional media placements may need to be adjusted. The remaining tactics will
continue to help support the overarching destination goal.
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Budget

Bluffton/Southern Beaufort County Budget (FY 2026-2027)

FY 2027

Mioms mweow YIRS
REVENUES Bluffton & SBC
Town of Bluffton DMO $340,000 $340,000
Southern Beaufort County DMO $260,000 $260,000
TOTAL REVENUES $600,000
EXPENSES
Digital Promotions / SEM $70,000 $39,665 $30,334
Website Maintenance $30,000 $16,999 $13,000
Website Hosting $4,800 $2,720 $2,080
Social Marketing & Content Strategy $34,000 $19,266 $14,734
Paid Social $50,000 $28,332 $21,667
SEO $20,000 $11,333 $8,667
Bluffton Insiders (enews) $0 $0 $0
Public Relations $15,000 $8,500 $6,500
Bluffton Vacation Planner/Fulfillment $90,000 $50,998 $39,001
Regional Vacation Planner/Fulfillment $20,000 $11,333 $8,667
Media Partnerships $0 $0 $0
Group Tour $6,200 $3,513 $2,687
Photography/Videography $0 $0 $0
Research & Planning $20,000 $11,333 $8,667
Contingency $0 $0 $0
Ops & Management $240,000 $136,007 $103,998
TOTAL EXPENSES $600,000 $340,000 $260,000
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Demographics & Personas

We use multiple primary and secondary data sources Our Ta rg et Leisure Traveler
to understand who our visitors are and what motivates fO r the Reg ion

them to visit Bluffton. Our real-time data sources

include Google Analytics, Placer.ai, and Zartico, in
addition, we partner with the Office of Tourism Analysis
(o) (o)
37.8% 62.2%
Male Female

at the College of Charleston and the University of
South Carolina Beaufort. Using these insights we can
extract visitor persona detail which allows us the ability
to further refine our messaging to a more qualified
potential consumer.

Today, as we continue to adjust to the traveler’s
needs, we will keep our demographics and

key personas at the forefront, adapting where
necessary to address consumer travel sentiment.

Self-lIdentify

Source: 2025 Bluffton Visitor Profile Studly,
Office of Tourism Analysis, College of Charleston

O  $100-$199k+ 62%

Affluent Traveler ~ Undergraduate

Degree or Higher
li' 2-4 Trips per Year
5 Nights Average Length of Stay

2025 Bluffton Visitor Profile Study, Office of Tourism Analysis, College of Charleston
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- Digital video/connected TV advertising - Search advertising
Family - Facebook /Instagram advertising « Influencer family partnership
« Social and blog itineraries
Social media partnerships with influencers including:
. Couples - Friend groups
Weekenders - Paid search targeting branded and . Weekend itineraries for blog/site/social
category terms such as “weekend getaway” - Social advertising
« Google Display Network and social display « Influencer partnership content
Arts, Culture & - Digital video/connected TV advertising « Long-form content (blogs)
History Buffs . Culture & History itineraries
Culinary « Digital /connected TV advertising « Organic social posts focused on food and drink
Travelers « Restaurant listings « Festival & Event information and promotions
« Social advertising « Food itineraries and tour information
Activities & + Social advertising + Maps and itineraries outlining convenience
Recreation . Digital video/connected of staying in Town of Bluffton / proximity to
Enthusiasts TV advertising nearby activities and experiences
Seasonal campaign featuring:
Snowbirds . Digital video advertising « Social advertising
» Search advertising « Accommodation aggregated offers

VisitBluffton.org 11




Marketing Plan Strategies
& Tactical Details

The ultimate goal of the marketing strategy is to drive visitation
through strategic demand generation and demand capture efforts.
The strategies support the discovery and exploration of experiences
that exist throughout the Town of Bluffton.

12 . FY 2026-2027.Town of Bluffton Destination-Marketing Plan




Digital Marketing

The proposed approach to the Town of
Bluffton’s marketing plan, outlined below, is
meant to communicate how Bluffton, Heart of
the Lowcountry™ - can best be experienced
by a diverse group of target audiences.

With the May River, a thriving arts and culture
scene, diverse culinary experiences, outdoor
recreation, and a vibrant local community, the
Town of Bluffton is well positioned to meet the
needs and interests of today’s travelers.

The marketing plan is designed to be highly
personalized, flexible, and results-oriented. Each
individual campaign that is implemented to drive
exposure for the destination will be deployed
based on a series of defined goals that align
with each persona, and the overarching goal for
the marketing plan.

Privileged & Confidential

The Customer Journey

Our role as a destination marketing organization
(DMO) is to captivate qualified travelers by
creating an emotional connection to the
destination through targeted communications
and compelling brand storytelling. A full-funnel
marketing strategy that reaches travelers from
inspiration through booking is required to drive
increased visibility and referrals to partners
throughout the region. Our efforts will place a
specific emphasis on more awareness-focused
marketing channels, using immersive and
authentic brand content to reach new, qualified
prospects the brand can deliver for our partners.
We will continue to nurture high-intent prospects
and repeat visitors with mid-funnel tactics
designed to move them through the consideration
phase toward conversion.

Conversion Focused Digital Marketing

The digital strategy is structured so that, regardless of the channel approach, each campaign
is continuously optimized to drive increased conversions for the Town of Bluffton. The strategy
remains nimble and scalable, ensuring that all paid and organic media supporting the Town of
Bluffton brand are fully measurable. Because each phase targets a different goal and level of
traveler intent, distinct measurements and benchmarks are established for awareness, intent,
and conversion to provide a holistic view of success.

AWARENESS

CUSTOMER JOURNEY

DEMAND

.80

* CONVERSION

33
.

DEMAND

GENERATION

[EH pispray

MARKETING CHANNELS

=0 @
DIGITAL PAID COMPETITOR

VIDEO SOCIAL SEARCH

B

e — by

> CAPTURE

C @ DISPLAY
REMARKETING

CATEGORY
SEARCH

B
PAID SOCIAL
REMARKETING

B

BRAND
SEARCH
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Integrated Content Strategy

Bluffton’s digital visibility strategy is built around an Integrated Content Strategy that brings
together Search Engine Marketing (SEM), Generative Engine Optimization (GEO), and Search
Engine Optimization (SEO).

Together, these three approaches ensure Bluffton remains visible wherever travelers search for
inspiration, research destinations, and plan their trips; whether through traditional search engines
or emerging Al-driven discovery platforms.

Social media marketing works in conjunction with this strategy, helping extend the reach of
destination storytelling, reinforce brand awareness, and drive engagement with potential visitors.
While search strategies capture travelers actively researching destinations, social platforms help
inspire travel consideration and nurture interest earlier in the planning journey.

Display and remarketing serve as the connective layer across this ecosystem, reinforcing
awareness and re-engaging travelers as they move through the planning process. These efforts
help ensure that travelers who discover Bluffton through search, social media, or other digital
touchpoints continue to encounter the destination throughout their decision-making journey.

Search Engine Marketing (SEM)

Search Engine Marketing focuses on capturing high-intent travelers actively searching for destinations
like Bluffton. Paid search campaigns allow Bluffton to appear prominently when potential visitors are
evaluating travel options.

SEM campaigns will be built around a targeted list of search terms aligned with the Town of Bluffton’s
core audience segments and the strategic pillars identified in the campaign framework.

Our SEM strategy focuses on:

« Capturing Travel Intent - Target search queries that indicate active destination research and
travel planning.

- Driving Qualified Traffic - Direct high-intent users to VisitBluffton.org to explore experiences,
partners, and trip-planning resources.

» Expanding Destination Visibility - Ensure Bluffton remains competitive within destination search
results across major search platforms.

» Fueling Remarketing Audiences - Use paid search engagement to build audiences for display
and remarketing campaigns, allowing continued engagement with interested travelers.

14 FY 2026-2027 Town of Bluffton Destination Marketing Plan
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Generative Engine Optimization (GEO)

The way travelers research and plan trips is rapidly evolving. Al-generated summaries,
conversational search, and emerging Al travel assistants are reshaping how travelers ask for
information, how that information is delivered, and what actions travelers take next.

The Old Way The New Way

i‘ Users — (5 Google Search — [ ] Website visits i‘ Users —— & Al'Search —— (D) Answerprovided directy.

No website visits.

Responding to this shift is critical for ensuring Bluffton remains visible in these new
discovery environments.

Our Generative Engine Optimization (GEO) strategy works alongside traditional SEO initiatives to
ensure Bluffton’s content is structured in ways that Al-powered search tools can easily interpret,
reference, and recommend.

Our GEO strategy focuses on:

« Structure for Al - Ensure website content is clear, relevant, and organized so generative engines
can easily surface Bluffton in Al-generated responses.

» Use Data + Story - Combine strong destination storytelling with structured information that
performs well across both generative and traditional search environments.

« Embrace New User Experiences - Recognize that Al-powered discovery is becoming central
to traveler journeys and ensure Bluffton’s digital content supports conversational and question-
based search.

- Distribute Widely - Maintain a consistent and personalized destination presence across
platforms and digital channels that feed generative search ecosystems.

The Opportunity

A strong GEO strategy is crucial for DMOs and operators to remain visible and relevant in a changing digital landscape.

=2 Zay,
3 = ©)

Become the Answer Stand Out with Al Future-Proof Track and Analyze

Your Strategy Brand Performance

Position your brand as an Clear, structured website Continuing to follow Investing in a GEO

authority so your content information makes it SEO best practices and platform, assigning
is the source for direct more likely that your investing in a strong dedicated resources for
Al answers. organization will be website foundation sets configuration, adjusting
featured in these direct you up for long-term prompts, and optimizing

answers. success. results.

This shift in behavior and strategy drives a shift in related KPIs, where we will review Al Impressions,
citations, and traffic more closely.
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Search Engine Optimization (SEO)

Search Engine Optimization ensures Bluffton is organically discoverable by travelers researching
destinations online. SEO focuses on strengthening Bluffton’s long-term search visibility by building
a strong technical foundation and a robust destination content strategy.

Our SEO program focuses on:

« Technical Optimization - Ensure the website is accessible , indexable, and optimized for search
engines through improvements to site structure, performance, and crawlability.

» Content Strategy & Expansion - Work with the Town of Bluffton to enhance existing content and
develop new destination content aligned with traveler interests and search demand.

« Search Visibility & Authority - Strengthen Bluffton’s authority within destination search results
through high-quality content, backlink development, and competitive monitoring.

« Continuous Optimization - Regularly evaluate search trends, identify content gaps, and monitor
the website for duplicate or redundant content that could impact performance.

Display & Remarketing

Display and remarketing serve as the bridge across SEM, GEO, and SEO, reinforcing Bluffton’s presence
throughout the traveler decision-making process.

These efforts re-engage users who have demonstrated interest in Bluffton, whether through search
activity, website visits, or other digital signals, and guide them back to VisitBluffton.org to continue
exploring the destination.

Display and responsive advertising will target potential visitors through platforms including:

. Facebook

Instagram

Google Performance Max

Google Demand Generation

Google Display Network

Remarketing campaigns will serve ads to users who have previously visited VisitBluffton.org, allowing
messaging and bidding strategies to adapt based on where the traveler is in their planning journey.

By reinforcing messaging across multiple touchpoints, display and remarketing amplify the effectiveness
of SEM, GEO, and SEO efforts while helping move travelers from inspiration to trip planning.

16 FY 2026-2027 Town of Bluffton Destination Marketing Plan



The Destination Website

The VisitBluffton.org website is a key component of the destination marketing
strategy and often serves as one of the first touchpoints for potential visitors to
Bluffton. We will continue refining our ability to identify qualified visitors, ensure
a seamless user experience, and drive relevant, high-quality traffic to partner
websites. Content will be refreshed regularly, with new and engaging material
added to keep the site current and compelling. Ongoing optimizations to both
content and site structure will be guided by search engine optimization (SEO) and
generative engine optimization (GEO) research, as well as trends data and referral
insights. Through strategic optimizations and immersive content, we are creating a
platform that not only informs but evokes excitement and curiosity about Bluffton.
Working closely with our partners, we are integrating dynamic visuals, updated
photography, and high-impact video that bring our destination pillars to life.

Data Strategy & Personalization

Utilizing first-party and zero-party data, the brand will work to gain a clearer
understanding of prospective visitors’ behaviors and implicit desires to build a
personalized, one-to-one communication strategy. This begins at the VisitBluffton.
org website and extends across the brand’s entire digital marketing ecosystem.

The Visitor & Convention Bureau will create a data-driven, always-on content
strategy that is relevant and compelling, aligning with visitors’ mindsets and
interests. As prospective visitors move through their journey, the brand will

continue to tailor messaging through sequential storytelling, making the
destination experience more meaningful and relevant to each individual. Ongoing
analysis of audience data will provide insights that inform decisions about market
opportunities and high-value audience segments, ultimately leading to higher
engagement with the destination and more outbound referrals to partners.

————

o A L R N, TE b
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Social Media

In FY 2026-2027, our strategy evolves from broad visibility to Generative Engagement
Optimization (GEO). By fostering deep local connection and quality community
engagement, we will create the social proof required for platforms to position Bluffton
as a premier destination for natural beauty, arts, culture and history.

Goals:

« Showcase our brand pillars with a balanced
content mix

« Support local businesses and stakeholders

- Capitalize on top-performing content types

£} Facebook: We will post content featuring familiar
Bluffton locations and popular local events that encourages
sharing of content to support reach, drives comments to
nurture our community. As our engagement derives mainly
from locals, we will post content featuring familiar Bluffton
locations and popular local events that encourages
residents to share the content with other users to support
reach, drives comments to nurture our community, and
includes a strong CTA to support website sessions and
inspire further action. This localized “buzz” signals to the
Meta algorithm that our content is high-value, naturally
expanding our reach to potential visitors.on fostering a
sense of belonging while keeping things fresh, dynamic,
and aligned with what the audience loves to engage with.

d‘ TikTok: TikTok is now a primary search engine for
Gen Z and Millennials, reinforcing the importance of
content optimization that feed into the platform’s Al
engine. We will align our content with current trends
and sounds to capture For You Page placement,
showcasing our eccentric and artsy town through
real-time storytelling to support events and our
stakeholders, and aesthetic content to highlight our
natural beauty

Instagram: Instagram is focusing on saves and shares as
key algorithm triggers to support reach. The platform prioritizes
high-quality, aesthetically curated carousels and reels that serve
as digital postcards for travel inspiration or resources to support
trip planning. By using high-quality user-generated content
(UGC) and carousels, we will showcase our brand pillars to
further support destination awareness.

18 FY 2026-2027 Town of Bluffton Destination Marketing Plan

« Further generate destination awareness
in key markets

- Strengthen discoverability in search and
Al-driven travel tools

(pPinterest: Pinterest has become a Visual Discovery
Engine where Al-driven “Plan the Trip” features
dominate. It rewards accounts that provide high-utility
content, infographics, guides, and checklists, that LLMs
can easily process and recommend. We will optimize
Pins with detailed, GEO-focused descriptions to
ensure Bluffton appears in Al-curated travel boards. By
focusing on “Natural Beauty,” “Historic Locations,” and
“Local Artisans,” we will attract high-intent audiences
looking for a family-oriented Southern escape. Every
Pin will serve as a direct funnel to the website. We are
also implementing a Pinterest improvement plan to fully
align the profile with current strategies.

° YouTube: YouTube is the go-to platform for long-
form video content, ranging from tutorials to vlogs,
educational material, and entertainment, offering a
space for creators to reach a global audience. With
the growing impact of YouTube Shorts, we'll dive
deeper into short-form video content, embracing
both Shorts and traditional long-form videos to reach
a broader audience. Our focus will be on producing
high-impact, engaging Shorts that align with
emerging trends. To increase visibility, we’'ll cross-
promote content from YouTube on other platforms like
Instagram, TikTok, and Facebook.
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Destination Public Relations

Earned media secured through public relations initiatives remains a critical driver for destination
awareness. As we move into the new fiscal year, the media landscape continues to evolve, with
more consumers turning to mobile and digital platforms for news and entertainment. Influencers
also maintain their role as trusted sources, driving purchase intent through engaged followings

and curated content.

As travelers seek more personalized and experience-driven vacations, destinations that offer
authenticity, sustainability, and unique cultural experiences are gaining traction. Consumers are
prioritizing meaningful getaways that allow them to connect with local communities and create lasting
memories.

While leveraging core public relations strategies, we will remain closely connected with our
media contacts and adapt to emerging trends. With this approach, we will build upon the
momentum Bluffton has gained, ensuring it remains a top-choice destination for travelers seeking
“escapism” experiences and unforgettable getaways.

Through strategic public relations efforts, we will generate a consistent stream of media
coverage, as well as social and digital buzz, allowing us to maintain a competitive edge
over similar destinations. Our goal is to inspire travelers to discover Bluffton and experience
firsthand why it is the Heart of the Lowcountry™.

VisitBluffton.org 19
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Leisure Media
Partnerships

Bluffton’s year-over-year growth in visibility
and cultural relevance is undeniable, fueled
by our positioning as the heart of the
Lowcountry.

While often celebrated alongside our

coastal neighbors, Bluffton has emerged as
a standalone destination, earning prestigious
recognition from Southern Living, Travel

+ Leisure, and Forbes as one of the South’s
best small towns. These accolades validate
our unique blend of historic charm and
modern vibrancy, reinforcing Bluffton’s
appeal to the discovery-driven traveler. To
deepen this connection, our media strategy
will lean heavily into the authentic local
narrative, highlighting our artisan community,
the May River lifestyle, and the eclectic

spirit of Old Town. The buzz from national
platforms provides an invaluable third-party
endorsement that cuts through the noise of
traditional tourism, positioning Bluffton as a
sophisticated yet soulful alternative to the
standard resort experience.

In a competitive landscape where travelers
increasingly seek walkable, culturally rich,
and “off-the-beaten-path” destinations, these
endorsements amplify our brand story. They
differentiate Bluffton as the Lowcountry’s
cultural hub, driving high-value visitation and
year-round awareness.
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Photography/
Videography

Asset collection will be done strategically to
align with planned campaigns, including
identifying gaps and analyzing performance
to see what assets perform best for our target
demographic. We will also leverage and
repurpose existing high-performing assets
captured by local photographers and
videographers to maximize their value and
reach. Working with our partners to capture
event content will ensure we have up-to-date
assets to promote our destination to our
audiences across social media, the website,
and digital media.

22 FY 2026-2027 Town of Bluffton Destination Marketing Plan

Meetings &
Group Sales

Bluffton’s meetings strategy focuses on
high-value, experience-driven gatherings
that align with the destination’s luxury assets
and authentic Lowcountry character. With
world-class accommodations and riverfront
landscapes, Bluffton offers planners a refined
alternative to larger convention destinations.

Rather than competing for high-volume
convention business, Bluffton is best positioned
to attract premium meetings, executive retreats,
and incentive programs that prioritize setting,
service, and meaningful experiences.

This approach ensures meetings generate
strong economic impact while preserving the
charm and scale that define Bluffton as the
Heart of the Lowcountry™.

Bluffton is ideally suited for luxury small-to-mid-
size meetings, typically 75-250 peak room nights.

These can include:
- Executive retreats and leadership summits
 Corporate strategy meetings
« Association board meetings and retreats
« Incentive and recognition programs

« Wellness-integrated meetings

« Luxury brand and media gatherings

These groups deliver high average daily rates
(ADR), strong catering revenue, and elevated
on-property spending, making them highly
profitable for the destination.
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Leverage Regional Drive Markets

& Air Access

Bluffton’s strongest opportunity remains
Southeastern drive markets, including:

- Atlanta, GA
Charlotte, NC
Charleston, SC

Jacksonville, FL

Raleigh-Durham, NC
Orlando / Tampa, FL

In addition, convenient access through Savannah/
Hilton Head International Airport (SAV) provides
connectivity from major domestic markets.

This combination supports both corporate retreats
and national association meetings seeking an
inspiring destination that remains easy to reach.

Build Meetings Around Authentic Experiences

Today’s planners want experiences that
reflect the destination. Bluffton delivers with:

- May River sunset receptions
- Historic district culinary tours
« Gullah cultural heritage experiences

« Chef-led Lowcountry dinners and oyster
roasts

- Kayaking, boating, and eco-tours

« Art gallery and artisan studio events

These experiences create memorable
programs and increase visitor spend.

The sales team will support Bluffton’s

growth in the meetings and group segment
by generating qualified leads and helping
partners convert opportunities into confirmed
business through targeted trade shows,
strategic outreach, and focused marketing.
Working closely with hospitality partners,

the VCB will assist with lead distribution,

site visits, and sales support to maximize the
economic impact of group travel.

Bluffton has the opportunity to become one
of the Southeast’s premier destinations for
luxury retreats and leadership gatherings;
where organizations step away from
traditional meeting environments and gather
in a setting where ideas flow naturally,
relationships strengthen, and the destination
becomes part of the experience.

VisitBluffton.org 23
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Collateral and
Fulfillment

The Bluffton Official Vacation Planner, our
comprehensive guide to what to see and do,

is our primary print fulfillment piece for the
destination. We receive many online, as well as
media and phone inquiries, and distribute the
planner to all state welcome centers, airports,
along with tradeshows and promotional events
with media. In addition to the print version,

a digital edition of the Vacation Planner is
available online, allowing prospective visitors to
explore Bluffton from anywhere and seamlessly
transition from inspiration to trip planning.

In today’s more visual world, telling a story
through pictures and graphics appeals more
to our target demographic. To further entice
these target markets, we have designed

the Vacation Planner for visitors to better
visualize their vacations and discover what
the Town of Bluffton has to offer. This is an
important element of the “Travel Planning
Journey,” helping potential visitors move from
dreaming about a trip to actively planning their
experience.

Bluffton’s natural beauty is what sets the
destination apart from other communities.

By tapping into our portfolio of stunning
photography and combining it with updated
content, we have transformed the Vacation
Planner into a “lookbook” destination discovery
piece so visitors can imagine themselves
experiencing all things Lowcountry. Rich
content, imagery, and videography not only
support the digital platform for destination
discovery, but also create valuable assets that
can be leveraged across marketing channels
including social media, website features, and
advertising campaigns.

24 FY 2026-2027 Town of Bluffton Destination Marketing Plan

In addition to working with a digital and print
publisher, our in-house marketing staff provides
the business directory, local photography and
editorial content management, as well as editorial
review and proofreading for this asset, ensuring
the planner remains a high-quality and accurate
representation of the Bluffton visitor experience.

Promotions and
Brochure Distribution

Included in our budget is a dedicated campaign
for the promotion of the Vacation Planner

for visitors to request a guide as well as for
fulfillment and distribution costs. The books are
distributed through:

« Online requests

« Phone inquiries

- Savannah/Hilton Head International Airport
- Hilton Head Island Airport

« South Carolina Welcome Centers

« AAA offices nationwide

- Hotel partners

« Tradeshows

- Events

- Media

Quantity: 30,000
Fulfillment: 27,505 (in 2025)




Research &
Analytics

Research provides the insight needed to
continually refine and strengthen the Visitor

& Convention Bureau’s marketing strategy.
Throughout the year, we gather and analyze
detailed data to better understand Bluffton’s
visitors and their travel behaviors. These insights
inform targeted marketing and advertising
initiatives designed to grow and sustain
Bluffton’s tourism economy.

The following programs will be ongoing:

- Maintenance of ThinkBluffton.org,
Hilton Head Island & Bluffton Chamber
of Commerce’s online economic
metrics portal.

- KeyData reporting, which tracks
lodging occupancy, average daily rate
(ADR), room demand, and revenue per
available room (RevPAR) for hotels,
including comparative analysis with
competitive destinations.

- Partnership with the College of
Charleston Office of Tourism Analysis
to produce annual visitor profile studies
and economic impact reports.

- Collaboration with the University of
South Carolina Beaufort to conduct
research on local events and their
economic impact.

- Analysis of Placer.ai and Zartico visitor
tracking data to better understand who
Bluffton’s visitors are, where they come
from, and what they value most about
the destination.

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

Privileged & Confidential

Based on the contract with the Town of Bluffton
and the Hilton Head Island & Bluffton Chamber
of Commerce, on a quarterly basis the DMO will
provide the Town with:

«  Number of website visits

«  Number of click throughs made to area
businesses (conversions)

« Occupancy rate
« Revenue Per Available Room (RevPAR)

«  Numbers related to mail fulfillment of
the Bluffton Official Vacation Planner
and the Regional Official Vacation
Planner

« Industry awards received for marketing
and public relations

- Events held and participation in events
by the Hilton Head Island & Bluffton
Chamber of Commerce members

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

- Social media reports

On an annual basis, statistics, and insights
related to tourism are provided through the
following reports:

«  Visitor Profile Study

« Economic Impact Study

*All metrics and reports mentioned above are
based upon information available. Reporting will
flex and grow as more information is gathered
and/ or becomes available.
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« Personas
« 2025 Social Recap

« 2025 Public Relations Recap
« 2025 Economic Impact Repor
« 2025 Visitor Profile Study
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Family Travel Objective

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

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

| Plan | | Visit | Plan

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
O Resorts/Hotels Facebook Videos
Upscale & Status Values Water Activities Instagram
Oriented Family Time Walking Parks TripAdvisor
Festivals & Events TV
o o Kid-friendly Dining Online Video
Creating a Active & Health Museums & Tours Forums & Blogs
Legacy Conscious Pinterest

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

f N fWhor can we do in Bluffton that we
don't normally do at home? e N N
I'm looking for a destination witha || —_____.____ How early should we book our
mix of things fo do. Is there enough to do hotel for the best deal? The photo of Aiden and Cally is
_________ ) for 3 to 4 days/nights2 —————— so cute. | can'tforget to
Meed fo be able fo F?IOX’ while the | ... What's the best way fo get there? put that on Facebook.
kids are busy and active. Does it make sense to stay Does it make more sense to || —--eeeeeen
”””””” in aresort? drive or fly2 Where should we eat fonight2
Iwantfofind aplace fcanbrag | oo Who has kid-friendly specials®
about to my friends. Which location gives us the best What should I packe || ceeeeeees
_________ o y access fo the river and dining@ — Are there any tours or kid-friendly
I'want ,‘O make this frip o fradifion - |} . Where are the best places to book events happening this weekend?
something we look forward fo. What do other people have to for the best price?
K / QOY about Bluffon? A /
N\ N\
Dream Plan } Book } Visit & Share
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Privileged & Confidential

The Weekender Travel Objective

Find a fairweather weekend escape from work and city life.

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

| Ongoing Visitation & Planning |

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

Who They Are

Preferred Activities Marketing Channels

& Attractions & Formats
E" Vacation Rentals & Resorts Facebook Videos
Ups%al.e & S(;clatus Urban Water Activities Instagram
riente Dwellers Dining & Shopping TripAdvisor
Romantic Things to Do TV
@ Festivals & Events Online Video
Spontaneous Weddings Forums & Blogs
& Social Pinterest

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

-~

Let's get away this

long weekend.

I'm looking for a place with
enough things to do, that also
offers some down time.

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

\_ /

Dream

4 )
é ) Where is the best place to
Are there any events find last-minute offerse - N
happening inthe area® |} o T Where can we make
"""""" Wha's the b§sl way fo gef a dinner reservation that
Where is the best place there? Does it make more has a romantic vibe?
to stay for a weekend? sensefodiveorflye
”””””””””””” | want to wear something
| want to do something special What should I pack? cute tonight. Where can | find
for date night. an outfir
\ ) N A\ _/

Visit & Share
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Arts, Culture & History Travel Objective

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

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

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

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
® Historical District & Attractions Facebook Videos
Values Seeking an Art District & Galleries Instagram
Learning Immersive o . .
& Authenticity Experience Cultural District TripAdvisor
Gullah Cultural Heritage Online Video
2 e Festivals & Events Forums & Blogs
Image Upscale Downtown Pinterest
Conscious & Status Earned Media
Oriented (Print/Digital)

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

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

This sculpture is beautiful. | need

”””””” ) é N/ R to share it on Instagram.

I want to learn something new. Bluffion has a lot of festivals When should we visit fo be able || ____________

———————J——— . o coming up-let's check it out. to best take advantage of what Let's pop info this cute

| need to be able to s OW.t is | Bluffton has to offere gallery and pick up something
off on Instagram /tell my friends What are the area’s artsand | | -------eees to display at home.

about my vacation. cultural experiences like? What's the best way to get there® | | .

,,,,,,,,,,,,,,,,,,,,,,,, Does it make more sense
I want to indulge! Great food,
great wine, great entertainment.

° Where can | get fickets for
Are there any local cultural fo drive or fly tonight's show?

evenfs comingup? || e

’Ik e Mo What should | packe I want to immerse myself in the
I'm not looking for o ) | want to hear what other people | | ------------ local culture...what are some
prepackaged vacation. | like fo have to say about Bluffton. Is o weekend enough, or should off-the-beaten path activities?
be able to explore and really get we stay for longere Wi

here are locals spending Timegj

Q)knowedesﬂnotion. J \ )\ . k
N\

Dream Plan } Book } Visit & Share

VisitBluffton.org
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Culinary Travel Objective:

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

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

| Plan || Visit | | Plan | Visit |

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

Who They Are Preferred Activities Marketing Channels
& Attractions & Formats
Food Events Facebook Videos
Values Seeking an Food Tours Instagram
Authenticity Immersive Wine, Beer and Food Festivals TripAdvisor
Experience . - .
Specialty Dining Experiences Forums & Blogs
@ Q Oyster Roasts Pinterest
Spontaneous Unconventional
& Social

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

fThese fresh oysters look \
amazing - | need to share it on
N Instagram.
N | Bluffion has a lot of food-centric When should we visitto be able (1 =
I'm looking for interesting fesfivals coming up-let's check to best take advantage of Let's pop info this farmer's
culinary events. it out. what Bluffton has to offer market and pick up something
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, for our pantry.
| want to learn about the What are the area’s specialty What's the best way to getthere? |1
local food culture. food experiences like? Does it make more sense to drive That was funl | can't wait fo
———————————————————————— or flye make this dish for my friends
I want o learn how to cook What kind of culinary events || --memmeeees back home.
a local dish. are offered in the area? Howdolregistere ||
B B e O R That was incredible. I'm going
I want to indulge with great Are there any top-rated How far out do we need fo to write a review about
food and great wine. restaurants in the area? book a reservation? ;
2 ¢ my experience.
) [ < ) [ — ) L <
Dream Plan } Book } Visit & Share
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Activities & Recreation Enthusiast
Travel Objective

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

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec
- ____________________ ____________________|
| Visit | | Plan | | Visit |

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

Preferred Activities
& Attractions

Who They Are

Marketing Channels
& Formats

Boating & Water Activities Facebook Videos

S'POF'ES Leisure Hiking & Biking Instagram
ans Lovers Live Music & Shows Twitter
Golf TripAdvisor
© o N
Spontaneous Active & Health Online Video
& Social Conscious Forums & Blogs
“Let’s Explore.” Their Path to Purchase
A 4 Y

| want to spend a lot of fime Where is the best place fo

f

It's time to start planning

our annual frip.

| want to go somewhere with
a few different activities so

I can try something new.
Should we try a new event
this year?

Dream

on the water, but where should
| go fo eat aftere

Are there any fournaments or
evenfs | can check oute

Are there any excursions

| can join?

Which excursions are
the best fo try?

find last-minute deals®

What's the best way to get
there? Does it make more
sense to drive or fly2

Where should | stay

that's closest fo May Rivere

Who's playing tonight?

| wonder if there’s a show

we can catch.

What dinner spots can take us
without a reservation?

Is there a boat four we

can do last-minute?

4

Visit & Share
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Privileged & Confidential

Snowbirds Travel Objective

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

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec
[
| Visit | | Plan

Travel Habits

Spontaneity: Price Sensitivity: Average Conversion Value:

.—
High

Who They Are

Preferred Activities Marketing Channels

& Attractions & Formats
O Vacation Rentals Facebook
Traditional Values Dining Print
Family Time Golfing TripAdvisor
History / Culture Radio
@ o Excursion / Tour TV
Enjoys the Active & Health Walking Online Video
Finer Things Conscious
“Let’s Make this Feel like Home.” Their Path to Purchase
\

| can't bear another season

in the cold. Where should
we winter this yeare e N - ~N

This rental fruly is a home
away from home.
Look at all this space!

Are there historical tours

We need somewhere to go | lore?
or places we can explore?

where the kids and grandkids

can join us.

Where should we
eat fonight?

Where are the best places
to eat downtown?

The Jacksons really enjoyed

their vacation home last year.
We should ask to see

where they went.

| want fo try something a little

kdifferent this year.

Are there any festivals or events
in the winter months?

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

Dream

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

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

Next time, let's bring the
grandkids - | think they would
love the oysfer roasts and the
events and festivals.

\

D Visit & Share

VisitBluffton.org
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2025 Social Media Performance

Bluffton 2025 Highlights

LET'S CELEBRATE THE WINS:

Net follower growth increased +19%

Cross-channel Engagement Rate increased +8.5%

Cross-channel Post Link Clicks increased 4.3%

Facebook Organic Views increased +163.8%

Organic Engagement Rate on Facebook increased 40.7%

Organic Facebook Engagements increased 274%

Facebook Organic Post Link Clicks increased +538.1%

Reel Views on Instagram increased +63%

Engagements on X increased +68.1%

Impressions on X increased 52.5%

TikTok Engagements increased +21.4%

VER3
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Top Performing Posts by Engagements

JANUARY 1 - DECEMBER 1, 2025

HISTORIC BLUFFTON ARTS & SEAFOOD FESTIVAL MA DAISY’'S PORCH SOFT LAUNCH DOLPHIN REEL
September 3 June 26 May 16
33,539 Engagements 5,881 Engagements 5,750 Engagements

L] L] L]

VER3

Cross-Channel Performance Metrics

ORGANIZED BY CONTENT PILLAR

NATURAL BEAUTY MAY RIVER CULINARY ARTS CULTURAL
# of Posts: 174 # of Posts: 126 # of Posts: 108 # of Posts: 97 # of Posts: 40
Total Engagements: 16,141 Total Engagements: 10,028 Total Engagements: 45,108 Total Engagements: 43,098 Total Engagements: 5991
Total Impressions: 512,357 Total Impressions: 262,055 Total Impressions: 1,084,719 Total Impressions: 1,041,817 Total Impressions: 427,898

OMDeEaA Vs
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2025 Social Media Performance

Instagram Overview

Total Followers: 14,805

AUDIENCE DEMOGRAPHICS
60% women, 19.8% men, 20.2% non-binary or unlisted

Our top age demographic are users between the ages 35-44 (26.4%), followed by 45-54
(21.6%) and 55-64 (20.1%).

14,170 of our followers are based in the United States. Among the U.S.-based followers, 2,359
are from Bluffton, 818 are from Hilton Head Island, and 818 are from Okatie.

KEY INSIGHTS

The key to the top-performing Instagram content in 2025 was the strategic pairing of
trending, high-reach audio featuring Bluffton's natural beauty and popular landmarks. This
combination effectively drove high engagement metrics, utilizing both short-form videos
and carousels. Additionally, our Instagram audience favors local business features like

Ma Daisy's and events-related post that provide helpful tips.

*YTD as of December 1, 2025

VER3
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Instagram Top Performing Posts

RANKED BY OVERALL ENGAGEMENTS

GILMORE GIRLS TREND REEL THE COTTAGE CAFE TREND REEL EXPLORING BLUFFTON TREND REEL
August 6 February 23 January 6
875 Engagements 1,054 Engagements 812 Engagements

VER3
Facebook Overview
Total Followers: 48,308
AUDIENCE DEMOGRAPHICS
79.8% women, 20.2% men.
Our top age demographic are users between the ages 55-64 (30%), followed by 65+
(27.8%) and 45-54 (23.2%).
48,281 of followers are based in the United States, with 3.1% followers being from
Bluffton, 2.2% from Jacksonville, and 2% from Charlotte.
KEY INSIGHTS
Facebook-performance was driven by maximizing two factors: authentically local
content such as local businesses and events, and familiar Bluffton landmarks, which
were amplified through short-form videos, UGC carousels, and branded carousels —
content types the algorithm currently favours as they encourages valuable interactions
like shares and comments. The key takeaway is simple: our Facebook audience
prioritizes real, highly-visual and local content.
*YTD as of December 1, 2025
VER3
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Facebook Top Performing Posts

JANUARY 1 - DECEMBER 1, 2025

DOLPHIN REEL HISTORIC BLUFFTON ARTS & SEAFOOD FESTIVAL MA DAISY'S PORCH UGC CAROUSEL
May 23 September 3 May 8
15,540 Engagements 9,639 Engagements 5,881 Engagements

VER3

X

Total Followers: 759

AUDIENCE DEMOGRAPHICS
*X removed its insights in 2020, so audience data cannot be gathered.

KEY INSIGHTS

Our success on X was driven by maximizing the platform'’s role as a real-
time information source. Users primarily look to X for news and
immediate updates, confirming that posts centered around community
events and timely announcements perform best. We successfully
capitalized on this by ensuring our content providing valuable
information paired with aesthetic photos to quickly capture attention in
the fast-moving feed to make our content stand out. The key takeaway
is that we'll continue to effectively use X as a direct bridge to drive link
clicks and share timely, valuable information.

*YTD as of December 1, 2025

VER3
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X Top Performing Posts

RANKED BY OVERALL ENGAGEMENTS

MA DAISY'S PORCH UGC CAROUSEL VISITOR SURVEY HISTORIC BLUFFTON ARTS & SEAFOOD FESTIVAL REEL
June 26 September 13 September 23
22 Engagements 17 Engagements 16 Engagements

VER3

Pinterest Overview

Total Followers: 22

AUDIENCE DEMOGRAPHICS

74% women, 12.7% men, 13.4% unspecified

Our top age demographic are users between the ages 25-34 (24.5%), followed by 18-24 (18%) and

55-64 (15.8%).

77.7% of our audience is based in the United States, the remainder being unlisted. 88.4% of this

audience is interested in travel, 58.5% are interested in weddings, 87.1% are interested in food and

drinks, and 76.5% are interested in event planning.

KEY INSIGHTS

Our top-performing Pins, which focus on aspirational imagery (weddings, beautiful architecture,

scenic rivers), tap directly into this long-term planning cycle that is popular on Pinterest. These Pins

generate high impressions because they serve as evergreen content, continuously resurfacing in

searches over years, as shown by the success of the top performing posts of 2025 which were

published in 2022 and 2023. The key takeaway is we will prioritized high-quality, aspirational, and

evergreen visuals that offer lasting inspiration for future trips and plans.

*Followers are YTD, audience demographics are within the last 30 days, and audience insights are reported on

for the last 6 months due to Pinterest API limitations

VER3
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Pinterest Performing Posts

RANKED BY OVERALL IMPRESSIONS

PALMETTO BLUFF BLUFFTON WEDDING MAY RIVER
September 28, 2024 December 23, 2023 September 25, 2022
798 Impressions 266 Impressions 151 Impressions
VER3
TikTok Overview
Total Followers: 2,488
AUDIENCE DEMOGRAPHICS
62% women, 38% men
Our top age demographic are users 45-54 (33%), followed by 35-44 (27.7%), and 45-54
(199%).
Of our 2,321 followers, 2,132 are based in the United States.
KEY INSIGHTS
Our TikTok strategy for Bluffton succeeded by prioritizing watch time and viral trends,
the platform'’s core ranking factors. Since the algorithm prioritizes content that users
watch to completion, we effectively used clear, fast-paced video content to hold
attention and drive high retention rates. We leveraged trends to increase
discoverability and enhance reach organically.
*YTD as of December 1, 2025
VER3
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TikTok Top Performing Posts

RANKED BY OVERALL VIEWS

HISTORIC BLUFFTON ARTS & SEAFOOD PROMO FALL TREND SOUTHERN LIVING MAGAZINE FEATURE
January 5 September 8 November 18
7,433 Views 4,706 Views 3,011 Views
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Conversion Rate Overview
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Website Performance ——

Trtal Wedrhte Vi iathom was ug + 10850 ol with
241,949 arsshons

el

Website Performance

[ ]
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COVERAGE HIGHLIGHTS
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BLUFFTON
2025 Coverage Highlights
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CountryLiving

The Best Meal | Ate Last Yoar Whas in This Small South
Carndina Town
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5 Under-the-Hadar Small These A Amerias D Ret Semall Tovms by 2005
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2025 Coverage Results

TOTAL

130

MENTIONS

6,681,345,171

IMPRESSIONS

$1,981,362.83

ADVALUE
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ESTIMATED TOTAL IMPACT OF TOURISM IN

Bluttton

BEAUFORT COUNTY, SOUTH C

bR

COLLEGE OF

CHARLESTON

OFFICE OF TOURISM ANALYSIS
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Impact of Tourism in Bluffton on Beaufort County, 2025
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Introduction

This study estimates the economic impact
generated by tourism to the Town of Bluffton
in the year 2025. It examines the impact of
such tourism on the broader economy of
Beaufort County, South Carolina, 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
economic impacts associated with overnight
visitors and day trip visitors, and then
summing them together for an overall total.

This analysis was conducted by Dr. Daniel
Guttentag and Melinda Patience of the Office
of Tourism Analysis, which is part of the
School of Business at the College of
Charleston.

Methodology

The economic impact estimations
undertaken for this analysis involved various
steps and diverse data. Initially, visitor
volume estimates were produced using data
on lodging demand provided by various third-
party entities (e.g., Key Data), combined with
visitor behavior data that is collected via a
Visitor Profile Survey. The total estimated
number of visitors in each segment for 2025
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 expenditure data collected
as part of the previously mentioned Visitor
Profile Survey, which asks respondents
about their spending in over a dozen
categories (e.g., lodging, food,
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transportation, and activities). The list of
expenditure categories, and the total
estimated direct expenditure in each
category for 2025, can be observed in Table
2.

The previously described data subsequently
were used to determine average per-person
expenditures. These figures were combined
with the estimated visitor counts and used as
inputs for a regional economic impact
modelling tool, IMPLAN. IMPLAN is an input-
output (I-O) model that uses regionalized
economic data and other information to
determine economic output that accounts
for direct expenditure and the secondary
benefits of such expenditure (i.e., indirect
and induced impacts). The model further
estimates labor impacts and tax revenues.

Table 1. Number of Bluffton Visitors

Segment Visitors

Overnight 171,649
Day Trip 307,883
Total Visitors 479,532

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

e Employment: The number of jobs in
the region supported by the economic
activity, which involves an industry-
specific mix of full-time, part-time,
and seasonal employment. Seasonal
jobs are adjusted to annual
equivalents.
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Table 2. 2025 Estimated Total Expenditure by Spending Category

Category Totals |

Transportation (around the destination) | $18,357,005

Lodging $32,729,408

Food - Dining Out $37,244,164

Food - Groceries $7,376,530

Shopping $34,235,415

Spas $1,162,203

Golf $3,120,633

Biking $612,155

Performance/Visual Arts $3,509,492

Festivals $1,089,274

Museums/Historical Tours $3,597,663

Boating/Sailing/Fishing $8,294,867

Nature-based Activities $1,586,858

Dolphin Tours $941,831

Tennis $892,811

Other Expenses $11,635,274

Total Expenditure $166,385,583
Labor income: All forms of e Induced: Theripple effects in the
employment income, including region resulting from household
employee compensation (wages and spending of income, after the removal
benefits) and proprietor income. of taxes, savings, and commuters.
Output: The total value of industry e Taxes: These revenues take into
production, which for the service account a variety of taxes, including
sector represents total sales, for the sales tax, property tax, and income
retail sector represents gross tax. These figures do not account for
margins, and for the manufacturing tourism taxes, such as
sector represents sales minus accommodation taxes.

inventory change.

Direct: The initial effects to local
industries that are directly receiving
the expenditures of interest.
Indirect: The secondary effects
resulting from business-to-business
purchases in the supply chain
occurring throughout the region, as
triggered by or in support of the direct
expenditure activity.

Results

Visitation numbers to Bluffton remained
quite stable in 2025, declining by less than
1% versus the prior year. An estimated total
of 480 thousand visitors came to Bluffton in
2025, down 0.9% compared to 2024. The
overall economic impact of this tourism on
Beaufort County was $206.59 million, up
0.4% compared to 2024. This economic
impact represents not just the direct
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expenditure by visitors, but also the
secondary ripple effects of such economic
activity that occur as tourism businesses
spend operating funds and as tourism dollars
are re-spent within the region. Bluffton
tourism also (directly and indirectly)
supported an estimated 1,787 jobs, which
represent 2.0% of all jobs in Beaufort County,
as per employment data provided by the
Bureau of Labor Statistics. Similar to the
economic impact figure, this employment
figure does not refer solely to jobs within the
tourism sector, but rather to a combination
of full-time, part-time, and seasonal jobs that
are both directly and indirectly supported by
the broader tourism economy and its
secondary effects on non-tourism industries
and enterprises. Impact estimates for each
of the visitor segments are presented in the
Appendix (Tables A1 - A3), and the
employment impacts are presented in Figure
1.

The total output multiplier for tourist
spending was calculated using the model
estimates. This multiplier represents the
ratio of total economic impact to direct
spending. The estimated output multiplier for
Bluffton tourism on Beaufort County was
1.24. This signifies that every dollar spent by
tourists in Bluffton increased outputin the
overall Beaufort County economy by a total
of $1.24.

Figure 1. Estimated Employment
Impact by Visitor Segment

1,500
1,032 1,069
1,000
500
0
Overnight Day Trip

The tourist expenditures generated an
estimated $2.50 million in tax revenues for
local Beaufort County governments. The
Town of Bluffton earned an additional $7.22
million in accommodations tax and
hospitality tax, as reported by the Town of
Bluffton Revenue Services. Together, this
$9.72 million in tax revenue represents an
increase of just over $1.17 million (13.7%)
compared to 2024, and an increase of 9.5%
compared to 2023. This tax revenue also
corresponds with a Return on Tax Investment
(ROTI) of 44.76, based on the $217.1
thousand that was spent on destination
marketing in 2025. In other words, each
dollar spent by the Visitor & Convention
Bureau yielded an estimated return of $44.76
in local tax revenue. The comparative
relationship over the past four years between
destination marketing expenditure and the
estimated local tax revenues generated from
tourism can be seen in Figure 2.

Figure 2. Marketing Spend and Estimated Local Tax Revenue (in Millions)

$12
$9.72
$10 3 $8.80 $8.87 $8.54
7.62

$8

$6

$4

$2 $0.15 $0.35 $0.34 $0.30 $0.22

$0 o s s s —_

2021 2022 2023 2024 2025

H Marketing Spend  m Estimated Taxes
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Table A1. Overnight - Estimated Economic Impact on Beaufort County

Employment Labor Income Output
Direct 785 $24,121,400 $87,950,993
Indirect 160 $8,458,739 $28,442,188
Induced 86 $4,378,767 $15,566,345
Total 1,032 $36,958,905 $131,959,527

Table A2. Day Trip — Estimated Economic Impact on Beaufort County

Employment Labor Income Output
Direct 591 $14,622,201 $44,888,824
Indirect 110 $5,607,111 $19,976,354
Induced 54 $2,746,724 $9,765,205
Total 755 $22,976,036 $74,630,383

Table A3. Total, All Segments — Estimated Economic Impact on Beaufort County

Employment Labor Income Output
Direct 1,376 $38,743,601 $132,839,817
Indirect 271 $14,065,850 $48,418,542
Induced 140 $7,125,491 $25,331,550
Total 1,787 $59,934,942 $206,589,909
Estimated Local Tax Revenue $2,495,430
Local Tourism Tax Revenue (ATax and HTax) $7,221,181
Total Estimated Local Tax Revenue $9,716,611

VisitBluffton.org
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Table A4. Top 50 Industries Impacted by Bluffton Tourism

Display Description Impact Output
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1  Full-service restaurants $38,616,994.21
2 | Hotels and motels, including casino hotels $32,734,437.86
3 | Retail - Miscellaneous store retailers $18,947,020.54
4 | Transit and ground passenger transportation $17,827,599.89
5  Other real estate $11,921,949.34
6 | Water transportation $7,611,218.59
7 Insurance agencies, brokerages, and related activities S5,894,623.04
8 | Owner-occupied housing $5,176,179.62
9 | Museums, historical sites, zoos, and parks $4,993,027.52
10 | Fitness and recreational sports centers $4,845,164.40
11 Performing arts companies $3,906,810.79
12 | Retail - Food and beverage stores $2,838,913.37
13 Monetary authorities and depository credit intermediation $2,108,056.28
14 | All other food and drinking places $1,483,206.38
15 Securities and commodity contracts intermediation and brokerage $1,466,522.48
16 | Scenic and sightseeing transportation and support activities for transportation $1,419,440.60
17 Personal care services $1,403,623.41
18 | Employment services $1,387,658.81
19 Legal services $1,383,218.43
20 | Other local government enterprises $1,368,557.84
21 | Travel arrangement and reservation services $1,363,587.21
22 | Services to buildings $1,362,536.88
23 Other amusement and recreation industries $1,326,339.57
24 | Advertising, public relations, and related services $1,234,255.63
25 Limited-service restaurants $1,133,375.86
26 | Management of companies and enterprises $1,127,524.59
27 | Maintenance and repair construction of nonresidential structures $1,064,028.89
28 | Nondepository credit intermediation and related activities $1,050,113.05
29 Postal service $1,032,807.42
30 | Offices of physicians $1,024,271.08
31 Management consulting services $984,371.51

32 | Landscape and horticultural services $973,558.84

33 Data processing, hosting, and related services $867,961.15

34  Other financial investment activities $851,914.24

35 | Lessors of nonfinancial intangible assets $725,055.05

5
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36 | Internet publishing and broadcasting and web search portals $720,666.77
37 | Accounting, tax preparation, bookkeeping, and payroll services $676,044.24
38 | Automotive repair and maintenance, except car washes $671,253.50
39 | Commercial and industrial machinery and equipment rental and leasing $668,366.15
40 | Retail - Motor vehicle and parts dealers $640,724.15
41 | Insurance carriers, except direct life $618,989.70
42 | Wholesale - Other nondurable goods merchant wholesalers $605,556.72
43 Retail - General merchandise stores $596,426.10
44 | Personal and household goods repair and maintenance $572,338.32
45 | Tenant-occupied housing $556,807.14
46 | Truck transportation $541,039.61
47 | All other miscellaneous professional, scientific, and technical services $520,775.57
48 | Couriers and messengers $494,407.79
49 | Independent artists, writers, and performers $486,026.87
50 | Retail - Building material and garden equipment and supplies stores $481,008.79
6
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EXECUTIVE SUMMARY

VISITOR AND SAMPLE DEMOGRAPHICS

Baby Boomears (B2 years old) represented 42.1% of the survey respondents, lollowsd by Gen X
(46-87 years obd) (28.19%), Millannisls (30-45 yeears old) (21,1%), and then Gen 2 {19- 28 years old]
(7.0%). The visiter intelligance company Zaricn, which analyres geslocation dats, sstimates visitor
afe Tollows & semewhat aimilar pattesn, with visitors 45-84 years old being the Largest segrant
[35.0%), followed by 25-44 yoears old (32.0%), 65 years old and up (34.0%), and then 18-34 years oid
[B.0%). Crver 61% of those surveyed had a Bachelors degree or higher, and maore than 81% had an
anmaa hosahold Income of 575,000 or mone. Zartico slao estimates that visitoss have high
housahald incomas, with 71% sarning $81,000 ar maone. Approxirmataly 73% of the respandants
ware marriad.

POINT OF ORIGIN

The respondents resided in 294 geographlc amas (Metropalitan Statistical Aneas) across the LS.,
from the East Coast to the West Coast, More respondents resided in Ohio than in any othar state
(12.5%), Second was Pennsylvania (6.6%), followed by Morth Caroling (6,2%], Mew York (5.6%4),
Gaorgia (5.4%), and INinois (5. 3%]). Data provider Places. al, which like Zartico slso anakyzes
paolocation data, Mnummmpmmuwdwmmnmhmlmm m,mcﬂﬂlm
(10.3%), Oihio {8,856),
Mevw Yark |8, 4%, and
Virginia (G496} In-
stale visilors
represanted B.2% of
the surey
respandents.

According to.a markat
panetration anatysis,
this lallewing MSAs
Ware major markets
Bmongal nespondents:
Maw York-Mewark-laraay Gity, NY-MNJ; Gnk:un-hllnlnﬂm-ﬁh:ln. IL-IM; Atlmmta-Sandy Springs-
Roseall, GA; Charlotte-Concond-Gastonla, MC-5C; Cincinnati, OH-KY-1N; Piltshurgh, PA;
Phitadalphia- Camda n-Wikminguon, PA-M-DE-MD; Colurmbass, OH; Minnespolis-S1 Paol-
Bioomington, MN-WW1; and Akmon, OH, Both Zantico and Places.al estimate the top 10 metropol itan
areas to ba Atlanta, GA; Charlolte, MC; Mew York, NY: Gresmille-Spartanburg-Andarson, SC-
Aahewillle, MC; Columile, 5C; Augusta, GA-Alken, SC; Ralelgh-Durham-Fayatteville, MG Claweland-
Akron-Canton, OH; Washington, DC-Hagerstown, MD; and Chareston, 5C.
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UL TUR WIS TR PROELE SLIBVEY

iConada was tha top onigin market amongst interational respondents (89,29}, fellowed by Europe
115.4%]) and tha Caribbaan {7, 75}

THOSE WHO TRAVELED TO BLUFFTON

This top reasons for choosing Bhuliton as a destination included relaxation, Spesdang time with
family, visiting beaches, visiting heritege attractions/mussumsihistonic tours,
boating/sailnghkayaking, and businass, Othar popular moetivations included nature-based
sctivites, shopping, festivels, biking, and golf. The acthitles in which visioms panbcipated ara
sirmilar to tha: privdously merticoned activities, and alse includs culinary, music or theatricsl
perforrnances, and water excunsions. Amongst Bluffton's ovarnight vsitors, 59.7% ware first-tima
visitors, suggesting that the destination continuas to sppeal to new visitons,

TriP CHARACTERISTICS

The avarags group size of thoss sunseyed was 3.0 for cvemight wsltors and 4.7 for day tipvisiors,
The main mode of transporation to town was personalfamily car for Both ovemight end day trip
wisitors (50.5% avarnight, 63.0% day rip). About 18% of ovemight visiars flew 1o Biution va
commerncial fights, with just under hal! of tham (47,1%)] landing at the Savanneh/Hilton Haed
Istand intermations Airport.

This avarags langth of stay for toss ovarnlght visitors sunsayed was approximataly 4.7 nlghts,
Haoteds ward ths most popular cheice of acoemmodation for cvernight visitors (31,4%), followsd by
staying with friands/frelativas {19.6%), homahdlla rentals (11.6%], and resoms {5,.3%).

TrRAVEL PLANNING

Alrbnbwas tha most popular online booking platform for wilasfhomes (80,0046}, followed by VRBO
{20.0%) mnd Homaswey {10.0%]. Tha top five othar destinations visiters considered bafore
choosng Bluftton ware Savannah, Charlesion, Tybea tsland, Mynle Beach, and lekyll island.

Top reazons for chopsing (o visit Bluifion wena wanting to visit again (40.3%), wanting to visita
Ihisach dietination (D6, 3%, waning 1o visit s new destination (3006%), wanting to visi soma place
within driving distenca (38.2%).

O those sunnmend, 93 7% indicated an intention (o rmturn (0 visit Bluffton, which signals & high
degres of trip setisfaction.
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NoM-VISITORS

O those whed indscated not to have raveled a0all or nod 1o ke Draveied 10 Uhe Hilton Head 1siand f
Bluffton area inthe past 12 manths (N=331), 53.5% had never visited the FELon Head land
Blufton area before, and 359.6% hod vigited one 1o five Emas babore.

O those non-visfiors, 38,.35% teveled elsewhere, 34, 7% plan to visit in the (ufuee, 8656 fownd it foo
expending, 3.8% mentioned health reasons, and 1.2% didn’t find what they waire leoking. Only 0.9%
did not trael at all Allernstne destinatons of thase who did ot visit 1he Hilkon Head ksland f
Biuffion area included destinations most commanly in the Southeast (48,550 and Weost (24.2%),
Moretheless, 51.1% of the non-visdors indicated they had plans to vissd the Hilon Head [3and 7
Biufiton area wilhin ane year,

TRAVEL BEHAVIOR

Looking at the trine| behavior of bath visitors and nonevisitors Iogether, the majority (39.4%) lake
v b Four leisureivac ation irips per yead, and they pré mast libely 1o trave] betwseen May and
Cciober.

The top Teee most appaaling expenences for leEsune ripsfaecations woere; boaches (93,05,
relaxation and rejuvenation (T0.10%), passive ouldoor adveniunes (48,00, ramantic couple
potaways (40,6%), and historic attractions (35.4%),

Thet bl ewving, ativibud o were most important in chaossing a leisang vacation: natwmal baauty of the
cha gt ination {90, 7%, ease of sccess (BE. 35|, qualiny of |odging optns (88, 19%0), aliordabiliy
(85, 9%), and quodity of denkng options (86, 756
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METHODOLOGY

The 20005 Visitor Profile Study (VIPS) for the Hilton Head |sland and Bluffton Anea was conducted
elactronically, Batwean mid- lanuary 2035 and lanueary 2006, emells were sant on a rolling basls 1o
invite individuals to participate in tha VPS5, Thesa indiddusls had previcusly visited

e hilioohendistand.org or wesaianbliutiion.ong and submitad thelr amai addressas, and they
wane contacted following thair enticipated dates of visitation. in addition, invitations to complate
the survey were pastad multiple times during the same pericd on the Hilton Head |stand Visitar &
Canvention Buraswu's and Explore Buffton's seckal media channeds.

Atotal of 1,539 complated surveys wana collacted, This repart is basad largely on thia 124
raspondants who visited Blufion &g an cvemight or day trip, along with 331 individueals who did not
treveld &t all or did not trevel 1o Hitton Hesd tsland f Bluftton, The remaining 1,086 responses wene
individuats who only visited Hilton Head 1stand and ane coverad in & sapanats repon.

This raport presants the results of the present study, together with comparathe results axamining
visitation in 2021, 2022, 2033, and 2024,

The tabile below shows the visiior estmates for Bluffton by sagment for 2021 through 2025, Tha
estimates ara based on secondary date for hotel and vecation rental visitors, as wail as deta
collected regarding day trippars and guasts of residents.

Tagm 174290 | 1067 17169

_Daytrippers 309337 | 270083 312621 | 30606 | 307883 |
Tabie 1: Visitor Estimates 2021-2025
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Vismors' DEMOGRAPHIC AND GEOGRAPHIC PROFILE

The profde Charactaristics in 1his secticn are derlvd from amariphors-basad geolooton date prorddad by
Zmrtico and Placer.sl, The data reter 10 wsitors 10 the Hilten Hesd (8lend snd Bluffton snea.

DEMOGRAPHICS

Liess train 520,000 3.0
$6:1, 000580, 000 1205
A
5.0
gl C e ——
18-24 B.0M
35-44 17.0%
45-54 15.0%
S5-64 N
Table I: Demographics (Zartica]
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SURVEY FINDINGS

SAMPLE DEMOGRAPHICS

:
?j
g

;

]
3558
§se

1]

3%

78 FY 2026-2027 Town of Bluffton Destination Marketing Plan



Privileged & Confidential

BLLHFTON VISTHTOR FROFILE SURVEY

SAMPLE POINT OF QRIGIN
ZIP Code Analysis - Top 30 MSAs

¥
5
|

7 Prasourgn, PA

iu-mn
5! 2 (2
| gy

S

BE2RRYBESEINE

| 1.4%

g

1B Loussidie)se 2=
20 My Beach Comvay Mﬁrﬂumm_[ g

it

K
g
;

L
- S - -

dusses
7

Table &: ZIF Code Anatysis - Top 30 M54s

VisitBluffton.org 79




Privileged & Confidential

BLLEHETON VST FROFLE SURVEY

International Markets

Figure 1: International Markets by Year
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TRAVEL TO THE HiLTON HEAD ISLAND / BLUFFTON AREA
Within the last 12 months have you traveled or taken a vacation?

Figure 2; Trawel Frequency by Year

100% gou 180 52% 52
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TABLE 8: Traval Frequency by Year

Did you visit Bluffton, 5C or Hitton Head Island, SC in the last 12 months?

Figure 3: Hilton Head |sland Amea Visitation by Yaas

B o - p—
A, T2 w20
GBI, w20EF
e 277 e Wk
2106 l T pomy TTH e
- mmEl ..
Yaa P

Yes T2 ;
Mo 27.7% 13.6% 12.0% 16.6% Z14%

TABLE & Bluftton f Hilton Head kstand 'Visitation by Yesr
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BLurFFTON VISITORS
Was that your first time visiting Bluffton?

Flgure 4: First Time Vsitor vs. Repeat Visitor by Year
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Yes  75.0% L] Il.ﬂhll.ﬁ 74,

Mo 250%  357%  166W | 185% 25.1%

TABLE 10: First Tirme Visitor va. Repest Visivor
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BLUFFTOM VISITOR PROFILE SLIVEY

Approzimately how long before your trip to Bluffton did you make your first reservation (e.g.,
accommodation, transportation, eto.)?

Figure 5: Reservaiton Lead Time (Overnight Visitors)
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TABLE 11: Reasnation Lead Tne
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BLUFFTOMN VISITOHR PROFILE SLEVEY

When did you make your most recent trip to Bluffton?

TABLE 12: VisHaion by Month
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BLUFFTOMN VISITOR PROFILE SLIRVEY

Approzimately how mamy nights was your trip to Bluffton?

Figuta 7: Langth of Stay
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TABLE 13: Length of Sty
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BLUFFTOM VISITOR PROFILE SLEOVEY

Pleasa indicate how many peopla (including yourself) were in your travel party.

Figure B: fAvarags Traval Porty Sies
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TABLE 14: Trovel Pamy Siza

Please indicate by age category how many people were in your travel party.
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BLUFFTON YVISITOR PROFILE SLIRVEY

What was the main purpose of your overnight visit to Bluffton?

Figuire 8; Trip Punpasa of Cveamight Visitors
o
. ,,1“ 1 B Vel s Lo i
i Veuiing Frerdle arcll'cs Farsy
W PSS FMbe=Salan
W ANEAR g a Feanbaiaes il Bl
PP e, o En el
W B il

W Blciliai il + Lii bl

e LT

mqawlmmum 245 | aEw | 74w | 40%  30m

 Business « Leisie | mIW | 204 UTW | 160 taw
Biusiness 1024 B .05 1.3%
e e o i [m e
Otmar . . - | - | 2w

TABLE 16: Trip Purpose of Creemight Vishors
Day Trip Wisftors:

Was this visit part of an overnight vacation or  Where did wu:tnrnwmlﬂﬂ

a day trip from home? 02
MzF2 | 2023 2034 E Pl Savannah ﬂ-ﬂ lﬂ-ﬂ* ﬂ-i"l : 26, | 50,05

| Partof s ! ' Charleston | 15.7% BOdw | 265% 7% 118w
E“"“"“ Eﬂﬂil-ﬂﬁ".ﬂilm Bl 0% ;Tﬂ.ﬂ Saoa | _1 s I-:H_“..
| Oty i . . Tybeslsland | 7.7%  105W | 153% &7 | 88%
,1'm|11 BO.0M | 14B% | ZiSW  20.0% 2008 Jocksamite 8% 38 '|'I_I b ‘_:'l:l"u_'li"["'_"
' Fripplaland | 3.8% . |
TABLE 17: Day Trip gs Pan of & Vacation or Dgy Trip from | Other CaEm 1EW Im 13.3%

Hizwrria

TABLE 18: Vacation Day Trip Wiaitom Overnight
Location
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BLUFFTON VISITOR PROFILE BURVEY

Owernight Visitors:
What was your primary form of accommodation while visiting Bluffton?

Figis® 1k Typa of Accommodition by Yéor
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TABLE 1% Typas of Accormimsiiation
What was the name of the Hotel/Resort Which of the following online platforms
wihisre you stayed? did you use ta make your homelsilla
; . reservation?

Comdort Suites ! . Airbnb st

_Oid Town Bluffton Inn J | 10.0m
_ Hampéon inn | mnm', r 10.0%
 Mairstay Suites TAELE 21! Booking Plasfeerma for Homarvilla Rensal
TABLE 20 Tap 10 Hotels o Resorts
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BLUFFTON VISITOR FROFLE SURVEY

What type of transportation did you use to travel to Bluffton?

Car-

e LrFamil m . 'E?.l:'!flu 6.7 ‘l?h Hﬂlﬂ- i‘.":.l.'.lh | 4355 -h'.i.l;lh E0.5% ES.0%
Car - Rarstal 20,55 TS Faling 35.2% 200 A 230 23,5 15.8% Felal]
Plane - Man-

siop 5 ;

consmaseisl 30.1% 30.3% BE% 34.5% Bh%

fught

Plans - Mull-lng

commarcial 1.E5: - 0.7 = 37 4% 1845 200 Ed%

Tught

Parsonal BV 1.1 - 10.5% 3. 8.5 17.8% 16.5% - 126%

Mobar

CoachiTout bus LY.L . 7% !.-'.I'H 18.5% 1300 11_!-1# 15 = Li%

Plane - Private 7.2% | 175%  125%W  185%  113W 176W BSW  300W  L1%  24%
Train - | - - - - - 2.0 20 0 =

Other * = 3 = B ® L1%

TABLE 22: Modas of Transportation 1o Blufton

Figura 11: Modas of Transportoticn to Blutfran {Oyvamight Visitomn)
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" s I" (1 [ ] e
i | i =l [ L] | |
Cor - Bprprwi sealy Mgy - Soropon O - Rerry Edi by P porsd W e - Frivena o i i o
rErsTE Wt L-rl—rtl-ill'.h' (-8 ]
=S misyF EREET i piE
Visitors Arriving by Plane: Which commarcial airline did you use?
At which airport did you land? | Detta ; A%
SavarmahyHitton Head Island == | Juitiee .
Wtaemstinasl !  American Alrines . e
lacksonville 23.5% | Southwest L%k
Hitton Head Isiand | 11e8 SlvarAiowmys:. LE%
Charteston | 11 | Fun Cowmtry Arlines 0.5%
Alants GEW (rimar [plaase spbify) 1./6%
TABLE 23: Merhval Adrport TABLE 24: Cormemserdial Arlings Lssd
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BLLHF TN VIGTHTOR FROFILE SURYEY

Onece in Bluffton, what mode(s) of transportation did you usa?

Figure 12: Transportation while in Bluffion
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Bike D 12om | 183w | 1maw | 185w | 7i%
Ubar BA% | 15.1%  102%  10.5W  7.1%
ABW | 124 | 228W @ 26.5M | Ak

bt s ot i il A Wi

Car sarvice 1754 | 5w M 1984 | 35w
Goll Cart oo’ | = [ - Tamw| - |
Orthar [plaase spacify) - - - - S3%

TABLE Z5: Tranaportation Uised Wile In Blutivon
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BLLHF TN VIGTHTOR FROFILE SURYEY

Pleasa indicate the approximate total amount of money that was spent by your
party/group for sach category while in the Bluffton area,
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BELLEP T IO TS LR POH E BLETRTY

Which of the following sctivities did you actively participats in?
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Which shapping lecations did you vsit?

Dorwrizen Basffion AR T AR 010 S0 ] Sl b LT T

Coligey Plaas e s e i) WA | DN | S BN | o bl
B exspirg it oY 278 (Tar it |
Kaoger, Bast Bay, ste | 175w | Jmem 1idw | SR W Aw | WO MW Mae | ldiw
Mt Tewn ] I e HI% | I | T s s 2 LLEC
 Shattar Cove frmma Cortrn D | iTem | miw | @aw | 3w daw | e | @w | #m | imw
Hais Sarest Village 1834 IT5% 71% 135 24 T 20 B 1334 152 167
R 1 S R M0 O R
Rciowsltes shappingaress | I | B IRPW | IO IIM | BN | MR 1OTW | 3w | AW
 Baufy Bauch Marins 0 | A 1AM eim | ITIm | Hem | [Tom | 1A | am | atw
The Sneqa ab faras Pirsss Caevinr F ] 1% 17.9% L] e ] F2 L] i 128 Tirs
 Village =t Warturd || lamw | diaw | dew | dim | BSw  aTw | #im | ame
P L¥ | 3 0. L] L% 1% e | 1L6W
 Car ' [ ' =1 = 1 = - | A | idim
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BLUFFTOMN VISITOHE PROFILE SLEVEY

Did you visit any of the following oities while staying in Bluffton?

Saxramnah g, 25.2% 19,85 A% 105
Savannah 7.7T% 25.75% 19.5% 7.5% 1.0%
Beautort 255 0 175w W0W 00 94 169w
' Chrarteston 8 | 3™ | 6w 0 B9W | AW
' Dautuskia Istand T151M | IB5M 0 00M 0 67w | AGw
Jacksonyills 1.7 27.3% 24,3% 3.1% L8
| EWE | oo% |  O3w | - T N
| Oheer . = - 045 2485
I did oot wisit Ay other cities. 42 414 5.1% 4% 8.5%

TABLE 30: Cithar Citia Vesited While Staying in Blutticn
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BLUFFTOMN VISITOR PROFILE SLIRVEY

TRAVEL PLANNING

Before deciding to visit Bluffton, did you consider any other destinations?

Figure 13: Consideration of Alternative Destinations
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TABLE 31 Considaration of allematve destinations
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BLUFFTOM WISITOR PROFILE SLIVEY

Which of the following destinations did you consider visiting?

St Simons lsland, OA Csawm | 6% 1B1% | 14 120%
 The Florida Keys | 76w | 57 | GOW | asw | 120N
C il i 22.0%: 2050 E-B.!'He- I1.9% 10.0%
 Howaidan Istands L mOW | 374w 2% | Ian | 100%
Marco sland Mapies, FL 15.2% 24.3% 26.6% 15.1%
 Ortando, FL 15X | 2BTW | 16EW | 190%

“iote of Palms, 3G 23, 28.2% 24 7% 12.9% 2.0%
 Sarasata, FL B | f2M | 10T | aw | BOM

Pante Vedre, FL 9.3% 17.9% 13.4% e
' Sandestin, FL | e | teaw | tsaw | x| KK |
Tellurids, €0 76w | aaom | tagm | %
 Sanibel Istand, FL | gw 08% | 105%
Sanin Fo, NM 0.3% L] B.T% [ i

Sealsland, GA a3 | 20W | 108w | Mok |
Alakarna Oolf Trak 3.4 ol I B
Aspen,CO | maw | ;2w | 200% | B
 Mapa/Sonoma, GA 15.3% | 1A% 4% 1w
Tampa/Si. Patersburg, FL o | W | s | sk |
Othsar 15, 7% 17.3% 12.1%: L%

TABLE 32: Altamative Destinatons by Year
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BLUFFTOMN VISITOR PROFILE SLIRVEY

How did Bluffton make it to your list of places to consider for your vacation?

mmmummmnm | 28.0% | 22T ﬂﬂi | A0

 Wanteato visn A beach destination. J26% | 34.9% | 327W | 335W | 36,3% |
| Wanted to visR somepiace new | 16EW  A0W | NIEW | B9 | 306W
Warted tawsA some place within drwing distance 19.7% | 18.4%  188%  161%  20.2% |
| Itwas recomemended by inersdsTamiy ’ | 200  35.5% | 347w | 410W H.:H
| Wantod o visf Decause of e nahere-Dased oBCtons | 23.3% | 4L9% | 36.7% | 322% | 234% |
| Dther | ATH | 1% | 24% | ANW | 2264
Waritnd to WsRt heritage attractions | 183%  357% | 257 | 22 1455 |
I:ﬁmmtmnwm |ﬂ:ﬂl 130w wan | 120w
Saw an advertisement in a magazingwebsiedsocial media I?‘.I.'Il 18.8% | J1.2% | ¥13%  11.3% |
| Wnnted 1o atsnnd & Culbural/perorTeng ans ovent | o :s.ln'|_:'3.1v. 127 | 10.5% |
| Sabe place 10 visit during or after COVID-19 BEW  117% | 102 | ETW | 6.5 |
Wanted to attend a event 57% | 13.7% | 73 | B7W | 55%

TABLE 23: Arasons for Visiting Hitton Head isiand

How likely are you to return to Bluffton?

TABLE 24: Likslhood of Visiting Blutfion Again

Haow likely are you to recemmend visiting Bluffton to a friend or famlily meamber?

TABLE 35: Likelhcod of Recommanding & Yisit to Blutfion
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BLUFFTOMN VISITOR PROFILE SLIRVEY

MNox-VIsToORS

Which of the following most acourately reflects why you did not visit Hitton Head lsland-
Blufften during the last 12 montha?

Figure 14: Reason for Mot Visiting
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Trawebea Plam 1o wisit in et Unprodicinbis Dedntodier Too esponssss §didn' ireved

etdawlicie Etii Fist Lidod it il e Wit | Wl at all

sl nadiing for

m3I021 w203 miiE w024 w30Fs

Traveled elsewhers AT.6% 205 AT e 38.6% m;au
Pian 10 visi in the future 245 25 5 20 0% 24.2% 3474
Too expansive 2.0% 5.3% 0% 32 6.5
Health reasons 20% 5.0% 3.0% 11.4% 365
Disch’t aftar what Ewas looking for 0.9% 3% 0% 3.2% 1.7%
Lngred|ctable wealher svents 205 4.1% 1.7% 5.1% 0.3%
I dicht Aravel at all 1.5% (1= 0% Q6% 0.5%
Ot B.2% A 4% 8% 105
COVID- 19 pardemic 26.5% I5.5% T.0% . 0.3%
[ T N T N
Tatile 36: Reasons bor Mot Visiting
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BLUFFTOMN VISITOR PROFILE SLIRVEY

Please indicate the region{s) that you traveled to in the past 12 months.

LISA - Southeast (GA, FL, NG, 5C] 42 9%
LIS - et (A, AT CA, G0, I HD, MT, R, N O, UT, WA, WY 8.8% 196% R0 26855 2%
LISA - Midweest LA, BN, L, K5, MI, MM, MO, MD, NE, OH, 5D, Wi 1064 208% 170 1408  233%
LIS - Soath [AL, AR, KY, LA, M5, OF, TN, TX) 0% | 22.0% Z7.0% 236% 180W
LISA - Northeast (CT, Ma, MA, NI, NH, NY, PA, Al VT) 9.1% | 185% 2408 3308  143%
Europe I E- 73%  I0.0% 14EW  115%
LIS - South Attantic {DE, DT, MD, Wi, W) 0%  17.0% 160 145W 103%
Latin America and Carbbean 2.1% 6.5% 6.0% 12.15% B2
Canada L% 10.6% 160 15MM | 7B
Asin 0.5% d4%  A0W  121W @ 0EW
Atrica O3 1%  10% 254 D6
AustmlinMiow Tealang 0.2% 32%  60% 51%  0OW

Table 37 Regions Visited by Mon-\isiors intha Past 12 Months

How many times have you visited Hilton Head Island in the past 10 years?

9.7
1 18.6% 14.0% 8 85 15.3% 14.5%
2165 20.2% 36.4% a0 45 5% 25.1%
B1e 10 9.8% 5.0% 13.6% 6.5% 4.8%
w20 1.9% 0.0% 1.2% L6% 0.3%
21 armors 0.9% .55 1.3% 0a% 0.3%

Table 38: Vishiation Frequency éin the Past 10 Yeam by Non-istars

Do you have plans to visit Hilton Head Island-Bluffton in the near future?

Tabls 29: Plons of warting Hitbon Heasd Islsnd-Bluftton in the Future by Ron-Visitors:
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BLUFFTOMN VISITOR PROFILE SLIRVEY

TrAVEL BEHAVIOR —ALL RESPONDENTS

On average, approximately how many lelzure/vacation trips do you take each year?

Table #0: Frequency of Leisureacation Trigs

Which month(s) are you most likely to travel for vacation purposes?
Figure 15; Preferred Travel Months

mEHﬂﬁﬂﬂHHHHﬁ

P ﬁ###ﬁgf ‘f,f

FEEER R

N2 Il m20Z3 w04 man

March
Agril

Mary 20.5%

June 38.4%

July 33.7%

August 20.7%

Sepbambsar & 1% 2145 2. 1% TAL T ABSH
Dctobar £0,6% 20,85 27.3% 308W | 50.7%
Merrgsmbay 22.2% 20056 155 1ELB% 0.5
December 18.7% 8.5% 157% 17.6% 17.5%

Table 41: Prederrad Travel Months

VisitBluffton.org 101




Privileged & Confidential

BLUFFTON VESITOR PROFILE SURVEY

To what extent do the following types of vacations/leisure trips and/or travel exXperences
appeal to you?

Figure 16: Preferred Travel
Experiences

Relaxation & BEAW | BEOTW T2 PW BS3W TO1W
rejuvenation

Passive outdoor TiE% B4% B1Th TEin 450%
adventures

Romantic couphe 7005 | BS0%  60.BW T4TW 406W%
getaways

Histaricatiractions  75.5% G44% 60.9% T3.6W 25.4%
Culinary 70.1% GI7% 603w TI.0W 330%
ENPRTIRNCRS.

Cultural 70.7% GZIW S57.5W% Ti1W 37.5%
_m

Quality nightiite E26% G0.3W 52.7% B5TH 221%
oplions

Laarning while B0.0% 56.3% 541% BRIW  22.0%
travaling

Immarsicn 495% S574% S511% E61W  236%
excursions

Active outdoor 45.8% BAEW 51.9% GABRM 151W%
advenuns

Expleeaticn 57.5% 58.8W 54.1% E3.7W  1806%
Ant 49.8% S571% 40.2% E3.1W 187%
Thense parks 4479 SATH  SL7% E11W  15.2%
Warm weather f27% 612%W 515w EXSW 165%
sparts

Waler sports 400%  GOL&% | SL1% E21W  159%
Performingfcutteral 51.2% S586W S0.5% GL0W  15.4%
arts getaways

Luory camping 29% 5B50W 507w  B0.6W 145%
WMBan Betoway 48.4% 5E5W 4B.0% G0.2% 128%
Spectstorsporting 4004 G57.0% 515% 50.7% 1306 Pociiry
events VT
Waterparks 40.3% G4 L70% SA4M 121% et
Medicaliwellness  40.8% S55% 47.9% B51% B4%
Goll getaways I74% BOES 419w E23W  10.9%
Winter sparts 30.5% 539% 425% S5L7R T2%
Volumourism 20.5% 40.0W 40.5% 47.6% Ed%
Tennisgetawsys 2584 JB5W  38.2% 47.0W 50W

Table 42 Prederred Vacation/Lesure Travel Expariencas
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BLUFFTOHN VISITOHR PROFILE GLRVEY

How important are the following attributes to you in choosing a lelsure vacation?

Matural peauty of the dostinmion

ERL&W T
Easo of aCCoss BS4W 70.5% 733w 855W ELIW
Cunisty of lodging optons B2 71O T2eW BADW ELIW
Adiordabilty 7EEW 67.2% | TAOW  BOSW  BAON
Cubiity of dining opeons ALTW T2EM TAEW B5EW BATW
Dversty ot i Dt 70.0% GR.EW TO4W BIOW TAOW
Travel distance 707% BL1% ELIW  TLIW  GAEW
Divessity of iedging opticns: I55% 67.3% ES9% TTEW BA5W
Low tratlic congestion B0S% BAEW ElGW TR EL%
Access o other cties inthe sumsunding area 46.8% SB.B%  E70W  BAO%W  GL1%W
Envimamentaliccotogical sens iy TieW BTEM RO GOOW  404%
Actreitios ik everasTestivais 4905% B4.2% | S54W  GG.0W  48.0%
Medicaliwelingss AT BO.4M  526W B01M 35TW
NEgNHifE BCHEY Gptions 45.4% Gl4%  SATW G5TW Z8.1%
Public transportation E75W S7.0% 493W 579 237%

Table 43: Preterred Artribuoies for Vecatiors/Lssurs Tranesl

Please indicate the extent to which you agree with the following statements.

I'wauld ratieds rély o A IETvEl SEamTof aur

opsErEnd Uan make my own travel 2.0% A9% 5 B 2535 20 B
Iiry to sisppedt the local scompmy of places

thart | visit. 245 45.5% 2% 1% 4.1%
Table &4: Travel Preferences
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BLUFFTON VIBITOR PROFILE SURVEY

APPENDIX
ALLZIP Copes COLLECTED BY MSA
G wreml
Htw York-Mowast-lersay Cay, NY-N) i AW HarmoedWest Hartlord- it Hanford €T 7 as%
Chacage Magsrville-Bigis, ILN 57 5.-'!"“ lksamlie, FL 7 0.5
Frankiin, T s 0.5%

Cranote-Cancond-Hasionl, NC-S0 &0 T6% | Orando-Kssimmes-Sanfend, FL 7 05
Cincianatl, OH-KYIN &1 Z.8% ma.l. Fl 0%
AumlOH ] .58 e s-Clirke County, GA 8 04
Pimsburgh, PA R 4% Mustie-Round Aotk San Mareo, TH R T
Priageiphis-Camden Wisingen, PA-N-DE- 35 2.3%  Brmngnam, AL

O 8 0%
Ciodumburs, OH T Do Charleston:North Charieston, S0 ] DA%
Hinneapods-5t. Paul-Bloomingson, MM-W ET 2.0% Dz Modnes-West Das Msinas, 4 ] 0.4
Buron, OH EeeeSTER M 1.0% Inbemon City. TH = ] s
Hiton Head Island-Bluton-Port Aoyal, 50 EE L% Lewingion-Fayette, KY & 0.4%
- Bowtnn: Cambritge:Hoiion. Pl bt i T b el o ‘?"“"
Duallaes- oot Wcsrth-Ariin ghon, TH 24 1.5% Port5L Lucke, FL ] 045
Grosmdlie-AndersonGreer, 50 3\ Liw Worcaster, M 3 A%
W Apptoton, W 5 0.3
Inimmapals-Carmet-Sreemamad, W 20 1.9% Bricesor-Stambord-Danbery, £F L] o
LoutseRistbeferson County, KY+IN 20 L% Dayton: Kathering-Beavercroc, GH ] 0%
Toled, e 13 L2W  FortWame 5 oM
Hyrile Beach-Comway-horth Myrtle Beach, 5. 18 LW Greenabo-High Poant, NC ] 07
Augusta-Fichmond County, GA-50C i7 L% Peana, IL 5 0.
Columbia, 5C : 18 L.0% AumAL 5 | 03
" Grand Rapads-yoming-Kentwood, M) 18 L.0% San Francisco-Oakand Fremont, Ch 5 0.3%
faheufie, NG iR LO%  Springheid, IL > | o
Detrot-Wamen-Dearkaen, Hi 14 OE% | ‘Winston-Salem, MO 5 0%
Hitmaukee Waukeing, W 14 0% AlemownBehichem-Easton, PANI i LE
Batsmmone-Columbia-Towaon, MO 13 D.B% AnmAar, Ml 4 0.2
BuMtale-Cheottowag, NY 13 0E%  Asantc Cry-Hammenten, M 4 Lo
R heated, NY 13 0.B% Barratabis Town, FE 4 0.5
Lon Angilea-Long Bassh-Anassim, T4 12 OB Blickgng-Chistiamburg-Radied, WA a 0,
Prognis-Mesa-Chansier, A7 12 08%  Bleaminglon, L ' R F
Richmend, Vi 12 B i | Butamon-Sounh Burlingten, WT i 0
lﬂlﬂﬂ:‘!ﬂ-ﬁ 11 0% | Canton-Massdlen, OH i 0.5
Minrmi-Fort Laderdile-Want PaimBasch, BL - 11 0. birroasnbent, A F LR
Vieginia Beach-Chesapoake-Noriole, VA-NC 11 0% Latepemevie Latipte, 1M F E S
Eirgaport-Brishol, TH-VA 10 Ol Lencaster. P& & 0.3
Ritsigh-Cary, WG 10 0.8 Lymchburg, A i 0.3
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[Msa Coael Pwses MM Coust Pwesnt |
15 i ol
Mbary-Sehenpctady-Troy, Ny (] 05 Monwich- hew Londos-wiilimarse, CT ] | 03%
Freoreile, TH 8 5% | Paim Bay-Meibourne-Tiussilse, FL 4 a.3%
Denver-hurce-Centennial GO " 05 PortasdVancouserHillsbonn, DR F 0%
Marrssung-Carlinie, BA ] 5% FrlGA Fi | oam
Hsustn- Pasyse na.Tha Wisilands, TS L] 05w FumlM 4 a3m
(Poorsice nos-Wa naic . Bl MR -] 0.5 Fasral MH &4 3%
umaiia 8 L i L
Sramon—Wilkes-Bare, P8 F] 0.3, Kingutan. NY 2 [ B
Settie-Tacoma. Balewe, Wi 4 0.3% Las Vegas-Henderson-Morth Las Vegas. MY 2 LY
Seneca 50 d 0.3 PanchiviesMashas, MH 2 | oim
Mary, GR a 0w Parsuil, HH 2 (R
e, WY 3 0% M e, LA 2 o.1%
Batavie WY 3 0% | Momhead CRy HE ] o
Deoarees Dam, W0 3 0% Morwalk, C8 F] a1%
Cape Conal-Fort Myen, FL 3 OI%  Opden,UT 2 LEL)
CadarRageds, LA 3 i 1 e, NY 4 oLiw
Cotiinas, QM 2 0%  ParkersbungYuena, WY 2 aim
Chanisstes, WA ] 0¥ | Pomssath, OH -] ot
Chanonewile, VA 3 2% Reading, PA > LR
Chamisrooga, TH-GA A 0P ] Fichmomad-Be s, Y 2 o1%
au Slatig, W [ [ E. Fochal, L ] LR
Evansiba, H a 0% | Rochester, MR 3 A%
Frankfost, iKY k.| 0% Rockingham, NG Z [sRIL
Huntingion-Sehiand W-Er-08H a 07 Ruralk¥ 2 s
Imzkenan, M1 a 0T Fura| W ] LR
Jame stomm Dun kitk, MY a 0% Fural NG 2 o1
Lewastug PR i a 0T PumIPA z aam
Hacon-Dith County, 64 a x.™ Rural vi 2 -
o, 2 ko Romeraet. XY 2 i
Mo stosm, TH a 0T Somarset. PR 2 LR
Wrw Hreen, CT 3 0a%  Springheid, OH 2 LR
Kseth Port-Bradenton-Sara sta, 1L a (£ Blaleibon, GA ] R
Dewe. 3 0% GyaceseNY * | AR
Roancie, WA ] 0% Tampa-5t. Betenbug-Clearwrio, FL 2 R
RuraiMK 3 0% Tomngen,CT 2 LB
Ealerm, OF 3 0% Wamer Ritans, GA ] Atk
a'nmnn-ﬂ.m 3 0.3% W'l o Sre Ut matle, WYL OH z [
Epartantung, 56 ' a (E. Wirat Praies, HO F] 1%
Whchis, K5 ; 5 034 YorkHanver, PA z LR
Youngstowmarses, OH a 0% Albuguesge, NH 1 OI%
dsirian, M Z 0.1 Algzandria, Li i %
Feuhiane, Ol ] 0.1% Aljsesa, Ph i Atk
Masbum, IH - &1% Amaeiln, T 1 (KLY
Baton Fouge. L& F 0.01% Anchomage, AK 1 R
Peford, 1N 2 % Abora, O 1 -
Bamarek, ND 2 o1% Ainera TH L R
Boise CRy, 1D 2 0%  Bangor ME 1 0%
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F 1
Burlimgtan, NG 2 0% Besumess-Por Althur, TH [z 0
Charmpaign-Lirhaea, IL - 1% Bilings, MT 1 0.1%
Chariston-Mattoon, IL 2 B:1% Bloomington, IN 1 0.1%
Chewiston, FL 2 0.1% Breomstung- Barwick, PR KT 0,1%
Eodumbin, M -l 0.1% Bramond, M i LR
Decatur, IN 2 Bl Broohings. S0 1 015
Dettona-Dayion Brack-Ormaond Dasch, FL 2 o.1% Brunsmick-5L Simons, G4 1 0%
Exie, PA 2 1% Bucyre, OH 1 0.0
Fort Colbns-Lovelind, GO 2 G1%  CahosCiy. GO I o1
Fresno, CA 2 01% | CapeGradeau, MO-IL 1 018
Groenavitie, TH 2 DA% Chico,CA 1 T
Holland, M3 2 0.1% Claresburg, WY K 0.1%
Ralamazco-Portage, Mi 2 0.1%  Clevelnd. TH 1 01%
EeencNH |2 B1% | Chwon ik E o
Colorado Springs, O 1 0.1% Crwanstons, KY 1 o0.1%
Cohumbin, BE 1 1% Orena rd-Thosssamd Cules-Yemura, CA 1 1%
Concod, HH i D1 ‘Paducah, EY-L 1 0.1%
Conpars Chrish, T¥ & D% | Peme S0 K3 0.1
Crawtoniaeilia, 1 D1% Portland-South Portiaed, ME E 0%
Casrbaiang, HO-WY i &% Perren-OnemeLen, LT 1 Q1w
Danlie, L 1 Gi%  Racine-Mount Pleasant, Wi 1 01%
‘Daphne-Fairhope-Foley. AL 1 1% Aeni, MY 1 Lif [
Duvenpon-Mobne. Reck lsland, WAL 3 DA%  Fkerside-San Bamardino-Ontsns, CA 1 1%
Dieatur, AL i 1% Ree:kderd, IL i 1%
Duecatur, IL 1 B Rutsl C& 1 LR
Defiance, OH 1 0.1% | RumiCO E o1%
Dudistis, HHW 1 % A, 1 a1
Drprant, O i 0, 1% it MO 1 LR
Efchan-Goahin, I i B.1% Fuisl HE 1 o1%
Ewtekn-Alcis, CA 1 0.1% RAurs] W 1 0.1%
Fankaul-hemhfice, HH 1 0w Saciamerte-Raiealle-Fabiem, C8 i 01w
Fayettevilie-Sermgdale-Rogers, AR i Gi% | Salsbury,MD 1 01
Findlay, OH 1 B.i% SanAayelo, T _ 1 a1
Flsranes, 52 1 B.1% San Diege-Chali Vesds-Cartibad, C 1 00
Fend dulLac, W i 0% San kooe-Susnyvaie-Sants Clary, CA 1 CEL
Fremant, OH i f. 1% Sandusky. OH 1 01
Gafteay, 56 i 0.1% Sauti S0, Harke, M1 i 1%
Guinewile, FL i f.i% Severle, TH i CR T
Gainessilie, GA i f.i% | Sdney, OH i ER T
fGarand lunctian, CO i 0, 1% Sedkana-Spakane Vallsy, W i CE LY
Groen Ray, W1 i LT Erevens Point-Plover, W 1 0.10%
s kory-Lanos-Morgamon, NE 1 0.1% Sumter, SC 1 | 0w
HeoKales, HI 1 B 1% Talladega-Sylacaega, AL E: 0.1
M, AL 1 o, 1% Texarksna, TE-AR 1 o1
Facksan, M5 i 0.1 Tupeia, M5 1 1%
Jetterson City, MO 1 1% Wallejo, CA 1 018
Jetfermon, GA i oi% | Wiclona T 1 0.1
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1 0.1%
e = ai% Heckatt oo = Hoge
Lirisence, K5 1 01%
Laweenceburg, TH L (BTN
L, TH [1 0.1
Lima, Ok ER -
Lo, LT 1 0.1%
Langeiew, TX L bk
Heddeila, P4 1 0.1%
Hemghin, TH.ME-L B 0.1%
Michigan City-La Parbe, IN [ 4%
Hikedgoe, G4 i1 5L
Habie, &1 1 0.1%
Moo, L 1 D%
Hortgomery, AL Fd | s
; W Ei bseid
Hurtchitoches, LA 1 L%
ermport. TH [ s
Ok Harker, W 1 0.1%
Dishie o= Heanah, Wl 1 0.4%
Ot IL [4 0%
T = e
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COLLEGE OF

rad
i CHARLESTON

QFFICE OF TOURISM ANALYSIS

66 GEORGE S5TREET | CHARLESTON, SC 29424
B84.953 19596 | GO.CHARLESTOM.EDU | OTARCOFC.EDU
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